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Founded in 2025 in Tustin, CA, SunMoon Snacks is dedicated to improving everyday wellness through purposeful
snacking. As an LLC operating under the Virtual Enterprise network, the company benefits from strong liability
protection and tax efficiency while maintaining the flexibility needed for growth. SunMoon Snacks offers snacks
with natural, locally sourced ingredients that serve a clear purpose: supporting energy, focus, and relaxation.

“To make wellness effortless through dual-
purpose functional snacks that naturally fit
into your day and support you in every
moment.”

Snacking has become a daily necessity for busy students
and young adults who depend on quick, convenient food to
keep up with their busy schedules. However, most snack
options are highly processed, low in nutrition, and fail to
provide lasting energy or focus. Over 60% of the average
youth's daily calories come from ultra-processed foods that
cause quick spikes, crashes, and poor sleep due to additives
(CDC, 2023). Research shows that 90% of adults snack daily,
yet most rely on sugar and carb-heavy snacks that lead to
fatigue, anxiety, and poor recovery (NLM, 2022). With 70% of
college students reporting insufficient sleep and 50% facing
daytime exhaustion (PMC, 2022), there is a growing need for
convenient, functional snacks that match their pace while
supporting real nutrition, energy, and focus.

school, work, and active lifestyles.

and recharge.

“Shaping a future where convenience and
wellness go hand in hand, reducing the need
for unhealthy snacking.”

SunMoon Snacks replaces unhealthy snacking with multi-
functional Sun and Moon Packs that support wellness from
morning to night. Sun Packs deliver clean, steady energy
with ingredients that help you stay alert, focused, and
productive during the day. Moon Packs support rest,
recovery, and digestion with naturally soothing ingredients
that help the body unwind and reset at night. Together, they
turn snacking into a purposeful daily routine that supports
you through busy schedules. Offered in convenient bundles,
our snacks help customers build a consistent, balanced
lifestyle by making it easy to choose nourishment that
matches the rhythm of your day. SunMoon Snacks offers
intentional, functional nourishment designed for busy
students and young adults who want health without
sacrificing convenience or flavor.

help customers power through the day with steady focus and energy for

support calm and recovery after long days, making it easier to rest, reset,

{1 Affordable bundle pricing (up to 30% savings) makes routine wellness accessible to
[ T our target market. At $2.50 a serving, this allows teens and young adults to rely on
628 - SunMoon Snacks as a source of daily nutrition.
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Rebound Mental &
prysical - hetrested &
productivity relaxation J
Afternoon Nighttime
Slump Hunger
Empty & Energy rush Sugar spike & Restlessness
processed before a poor 8 DOOT slee
calories crash digestion P P



SunMoon Snacks uses a circular organization structure centered around
the CEO and COO, with department heads for Marketing, Branding and
Design, Sales and Product Development, Accounting and Finance, Digital
Operations, and Human Resources positioned around them. This model
promotes equality, open communication, and strong collaboration across

all teams.

Recruit 30 influencer ambassadors by 2026 through
targeted outreach to loyal customers via our email
database and social media channels. Growing our
ambassador program increases brand awareness.

Generate 30% of total sales from repeat customers
through trade show incentives, including giveaways,
discounts, and freebies. These retention strategies
increase customer loyalty.

Dual-Value Branding provides a clear brand
differentiation

Filling the Market Gap provides healthier
alternatives

Local Community Development strengthens
sustainability

New and Unproven Brand limits our consumer
trust

Ingredient Concern with consumers who are
unfamiliar

Limited Physical Distribution with limited
product access

We source with fresh ingredients from local farmers
therefore one of our threats ingredient shortages. This is
significant to the pace of our production operations
and meeting the demand of our customer base.
Mitigation: Establishing partnerships with multiple
suppliers that can support the restoration of our supply
chain.

g g

Generate 15% of total sales from the European
market by launching a localized snack line and
adaopting flavors and marketing to regional
preferences.

Support regenerative farming practices across five
partner farms through long-term  sourcing
partnerships and sustainability incentives.

Entering Grocery stores opens B2B prospects,
expands distribution

Seasonal & Limited products boosts customer
loyalty and engagement

Academic Engagement strengthens target
market connection

Supply Chain Disruptions where ingredients
face shortages

Consumer Skepticism mitigated through
transparency

Poor consumer nutrition habits relying on
unhealthy foods

Currently Gen Z's calorie intake is made up of ultra-
processed food (67%) which limits their spending on
nourishing snacks.

Mitigation: Leveraging our promotional materials to
push out educational campaigns about balancing a
busy lifestyle while staying nourished that influences
consumers to purchase our snacks.

Clean, high-quality ingredients increase COGS and may limit profit margins.
Mitigation: Bundle pricing, negotiate supplier contracts, & increase recurring revenue through Equinox bundle.



This demographic consists of Gen Z, and they
aspire to achieve a balanced lifestyle, however,
they struggle with a lack of nutrition, energy, and
sleep. SunMoon Snacks tailors to active college
students who schedules make it difficult to eat
healthy.

Settling for
convenient and generic options, they develop
unhealthy eating habits that affect their
performance throughout the day.

Demographics Psychographics

Values: Mindful eating,
physical & mental
fulfillment

Age: 18-25 (Gen 2).
Individual Income : $50k

Housing status: Living on
campus (college or
university)

Behaviors: Works part-
time, studies frequently

Geographics: Suburban
areas in the US

Pain Points: Lack of sleep,
energy, and nutrition

Our secondary target market profiles corporate professionals aged 25-35, ideally working a full-time job earning at
least $70,000 annually. Their pain points include struggling to achieve a work-life balance and being stressed about
fulfilling their priorities such as their work projects, hobbies, and physical and mental well-being, inconsistent sleep

schedules and daytime drowsiness.

are formulated with energizing
ingredients such as matcha, almonds,

oats, turmeric, and whole grains to provide
steady energy, mental clarity, and
improved focus. These snacks help

students and professionals stay alert when
participating in their daily routine.

use naturally calming
» ingredients including chamomile, cherries,
magnesium-rich nuts, dark chocolate, and
oats to support relaxation, digestion, and
recovery. These snacks support our target
market unwind, improve sleep quality, and
reset after long, demanding days.

SunMoon Snacks is sold exclusively in bundle formats -
Sun Bundles, Moon Bundles, and the annual Equinox
Bundle - ensuring consistency, habit-building, and
stronger daily routines for our consumers.

Our bundles are available for purchase on our website, at
trade shows, and pop-up events. For future collaborations,
SunMoon Snacks is in the process of signing a business-to-
business sales contract with grocery stores such as, Sprouts,
Whole Foods, and Costco. These retailers fit into the wellness
and nutritious category, which will maintain our image on their
shelf as their values also align with ours.

TikTok and Instagram are the primary
promotional platforms as Instagram remains
the top platform for Gen Z and Millennial
engagement (used by 78%), followed by TikTok
(49%) for snack and wellness content. Followed
up by our email campaigns where we publish
discounts and bundles, giveaways, and
corporate social responsibility campaigns. One
of our promotional strategies on social media
includes a collaboration with our target market,
recruiting them as ambassadors who share
personal routines and showcase how they
incorporate SunMoon snacks into their lifestyle,
adding community and credibility to our brand.

SunMoon Snacks positions
itself as a multi-functional,
natural, versatile and
convenient, alternative to
unhealthy and generic
snacks for consumers.

We differentiate ourselves
with ingredients that fuel
optimum daily activities
and enhance wellness
and performance  to
achieve lifestyle balance.



Revenue
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Cash in Bank $ 14,243.43 Inventory Payable $ 786,884.29
Accounts Receivable $ 1,020,000.00 Payroll Taxes (941 & 401(k)) Payable $ 41,2559
Supplies $ 4955 Samples Payable $ 3,000.00
VE Sales Tax $ 375567
Computers S 3,939.78
Depreciation - Computers $ 67.93 Bank Loans Payable (+ interest) S 144,026.99
Furniture & Fixtures S 1,237.87
Depreciation - Furniture & Fixtures S 21.34
Office Equipment S 2,837.60
Depreciation - Office Equipment $ 4892 Paid-in Capital (Investors) $ 50,000.00
Other Purchases: R&D & Annual Subscription  § 519234 Common Stock (Seed money) $ §0,000.00
Depreciation - Other Purchases $ 8952 Retained Earnings $ (31,649.29)
SunMoon Snacks currently has in current assets. This is mostly in our
accounts receivable due to an issue with VE where we have not been paid for our
wholesale contract yet. We currently have in our bank account and
in fixed assets fora total of in total assets. On the liabilities side,
we have in accounts payable with of that in inventory
payable. This is due to the same issue with our sales contract which we are
actively working to fix. Additionally, we have outstanding on our loan and

in investments from our angel investors. In total, that leaves our liabilities
and equities at the same

Variable Cost Fixed Cost

Total Cost

Trade Shows Online
$80,000

Revenue w/ sales contract

company must sell

O T

B2C units sold

To reach our break even point in one fiscal year, our
units in addition to the units

$40,000

from our commercial contract. With an average RPU of
and average COGS of per unit, our average $20,000

profit margin is

with our commercial contract

having a profit margin. We project to break even at

of revenue for FY2026 ( from $0
from direct consumer sales)

contractand
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Functional Snack Market Size Growth

Market Size

E 70 Survey data shows that the market for functional snacks that
& improve health or performance is growing, with the global
2 60 functional snacks market valued at approximately USD 36.2
£ billion as of 2025. Additionally, the Food and Health Industry is
é 50 experiencing significant growth, exceeding the value prediction
I by over 600 billion (USD), with consumers looking for nutrient-
§ 40 rich and organic alternatives and following a clean trend.
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In the global market, the wellness and energy snack industry is seeing growth in demand in response to the rising
popularity for nutrient rich and convenient snacks that align with the customers’ life style. Consumers in regions like the

Asia Pacific contribute about predicted to see a CAGR seek snacks
that are readily available and are easy to take on the go while also delivering the essential nutrients. Globally, the industry is
expected to grow to a CAGR of which tells us that the industry will in the coming
years.

The VE health and personal wellbeing industry has a total of 234,296
transactions, with 151,453 incoming. The incoming net volume is estimated to be
around $381,960,480, with a net of $89,494,611. This industry shows

, driven by consumer focus on health,
nutrition, and personal wellbeing, making it an ideal market for SunMoon
Snacks.

To expand into foreign markets, we will utilize a localization strategy to
better serve customers and culturally adapt to a specific foreign country .
Localization includes the creation of new flavors and snacks that are
curated to the tastes and preferences of people in different regions based
on market research. For example, in Europe, we might introduce snacks
with popular flavors like hazelnut, dark chocolate, or sea salt, appealing to
regional preferences. These specialized snacks give a
competitive edge and an increase in reach.

The prices of our premium products pose as an economic challenge, as the
rising costs of everyday items increase causing consumers cut back on their
purchasing. McKinsey's America the Frugal Consumer survey states that

We
are addressing this by expanding our product line of bulk bundles, helping to
ease customer spending while maintaining our premium value and quality.



Nutrient Profile

Multifunctional
Benefits

Wellness Focus

Lifestyle Integration

In the real market, there are relatively few snack brands that curate a multi-functional snack that is lifestyle oriented to
integrate healthy nutrition habits. Most companies focus on just one aspect, such as being wellness focused or they offer
the same snack with artificial additives (non-nutritional profiles) to expand their range of benefits. and

deliver nutrients but contain lots of saturated fats and added sugars. bars are simple but lack variety in
nutrient content, benefits, and around the clock support. In comparison to these brands in the market, SunMoon is
differentiable as we prioritize lifestyle integration such as around the clock support, bringing wellness into everyday life
through lifestyle-focused products.

Nutrient Profile

Multifunctional
Benefits

Wellness Focus

Lifestyle Integration

In the VE market, there are no competitors with products that curate their snacks to align with the time of the day. The
competitors are more focused simply on health. Our first competitor, uses repurposed produce and ingredients
to make healthy and affordable snacks, salads, smoothies, and juices. focuses on delivering benefits like energy and
clarity while using clean ingredients. They offer protein shakes, energy drinks, and energy bars all without artificial
additives. Finally, crafts bundles for day and night where they include temperature controlled pillows, blankets,
natural energy drinks, immunity shots, protein powder, etc. Our VE competitors offer many products focused on energy
content but they lack lifestyle integration and do not align their products with the body's biological clock, which regulates
physical, mental, and behavioral changes.



Dual-Value Branding provides a clear brand Entering Grocery stores opens B2B prospects,
differentiation expands distribution

Filling the Market Gap provides healthier alternatives Seasonal &Limited products boosts customer loyalty

and engagement
Local Community Development strengthens Academic Engagement strengthens target market
sustainability connection

Supply Chain Disruptions where ingredients face

New and Unproven Brand limits consumer trust
shortages

Ingredient Concem with consumers unfamiliar Consumer Skepticism mitigated through transparency

Limited Physical Distribution with limited product
access

Poor consumer nutrition habits relying on unhealthy
foods

SunMoon Snacks' strengths lie in our natural, multifunctional, and versatile products that provide purpose-driven benefits.

Our products help
address this imbalance by offering convenient, nutritious options that align with consumer health preferences.
Partnerships with local farmers support the use of sustainable, high-quality ingredients, further meeting demand for
healthier snack choices.

As a new brand, we recognize the challenge of

Through leveraging our social media strategies, business-to-business and
influencer partnerships, and seasonal or exclusive bundles that creates loyalty and excitement, we mitigate this challenge
by increasing brand recognition and trust. Supported by research, our transparent ingredient formulation establishes us as
a credible and trustworthy brand, building both our trust and credibility.

Future opportunities for SunMoon Snacks include

Partnering with grocery stores through B2B contracts allows us to expand distribution by
connecting directly with target market and showcasing our products to retailers. Additionally, seasonal flavors and bundles
create excitement, while academic engagement embeds the brand within campus life, attracting new customers while
strengthening loyalty. Together, these opportunities keep SunMoon relevant, visible, and aligned with evolving consumer
trends.

The external threat of

To mitigate, we will leverage our positioning of convenient and
versatile alternatives encouraging healthier options, reducing the impact of normalized poor nutrition habits. Supply chain
disruptions, especially shortages, pose a threat with our reliance on ingredients from local farmers. We will maintain
partnerships with multiple suppliers ensuring we have a stable supply chain. Additionally, ensuring our ingredient labeling is
transparent through social media will mitigate the possible consumer threat of lack of ingredient clarity.



Struggles with health, energy,
and sleep

Gen Z & Millennials who value
transparency & credibility

Values high-quality,
purpose-driven products

Enjoys brand engagement,
support, rewards, early
access, and member perks

Our social media strategies are designed to meet our target market where they are most active:

Social Media, Promotion,

Partnerships

Product placement, B2B,
Email Campaigns

Positioning, Event Marketing

Promotion

SunMoon Loyalty Program,
Social Media Ambassadors

89% Gen Z users use Instagram and TikTok. 81% of millennials use Instagram, while 51% use TikTok. These platforms are
essential for engagement and product discovery. By producing wellness-centered, lifestyle-driven content, it increases
influence for our audience to adopt balanced, functional snacking habits that support a healthier lifestyle.

is a promotional program designed to increase brand
awareness while creating loyalty and community around SunMoon Snacks. Loyal
repeat customers are recruited through our email database to become
ambassadors who promote our brand values, bundles, and intentional lifestyle
through authentic social media content and trade show representation. This
consumer-driven promotion increases credibility, expands our reach to new
audiences, and strengthens brand visibility. In return, ambassadors receive
exclusive perks, such as discounts and special bundles, which encourage
consistent exposure. With 40% of consumers more likely to remain loyal when
engaged in an online brand community, this program serves as a high-impact
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SunMoon Snacks utilizes marketing to cultivate direct, long-term

4 relationships with customers by delivering exclusive content, early access offers, and
wellness information. This approach is particularly effective for our target market (Gen 2),
as 81% of individuals in this demographic check their emails daily, with 58% checking

= Mmultiple times, ensuring consistent engagement. Our email campaigns specifically
/ } , transforming initial brand awareness into ongoing consumer
j engagement. Consumers gain insight into SunMoon Snacks' products, values, and

’/ ' _lifestyle alignment, enhancing relevance and increasing . By consistently
[ y— ' presenting visually appealing content, product highlights, and seasonal promotions, our
¢ « email campaigns build trust and familiarity, strengthening purchase consideration and

Naturally Balanced like and Night increasing the ”ke”hood Of



SunMoon Snacks effectively uses across its website, tradeshows,
national retail locations (Costco), and pop-up experiences to strengthen the
consideration stage of the marketing funnel. These key placement components
allow consumers to explore the full product line, compare options with
competitors, and develop informed preferences. In-store sampling provides a
direct taste experience that builds confidence and reduces purchase hesitation.
Presence in trusted local markets and established national retailers also
reinforces credibility and brand reliability. Overall, this multi-channel placement
approach effectively increases consumer trust, , and
strengthens the likelihood of purchase.

SunMoon Snacks' business-to-business partnership with is a key component of and consumer

, providing future , credibility, and high-traffic distribution. In-store sampling enables
customers to experience product quality firsthand, reducing hesitation and enhancing purchase confidence. This
partnership reinforces brand credibility and supports informed decision-making at the point of purchase. Strong B2B
relationships strategically position SunMoon Snacks within trusted retail environments, directly strengthening consumer
consideration and purchase intent. Future expansion into target B2B partners (Whole Foods, Walmart, Sprouts) will further
increase reach and market impact.

SunMoon Snacks'

emphasizes natural, multifunctional
benefits and convenient versatility that
clearly communicate value at the point
of decision. By reducing uncertainty and
aligning with modern consumer needs,
this benefit-driven message
strengthens purchase confidence and
supports . Together, these
factors make the brand more
compelling and increase consideration.

Event marketing is a strategy
that turns interest into immediate sales
through targeted emails and trade show
incentives. Offering seasonal bundles with a
complimentary treat creates value, reduces
purchase hesitation, and encourages repeat
business. With 62% of sales generated from
o @me o our giveaway campaign, this approach
effectively




Habit Formation

Intentional, time-of-day
nourishment

Fuel your health goals with

Healthy snacks = Elevated
SunMoon Snacks

Lifestyle

Reinforced Conversion

Share testimonials online~

Buy SunMoon -~ living the
repeat purchase

) Consistency « Wellness ¢
elevated lifestyle

Better daily habits

SunMoon Snacks’ strategy aligns healthy snacking with a goal-oriented, that fits naturally
into consumers’' daily routines. By reinforcing wellness benefits and validating the consumer’s choice at the point of
purchase, we increase purchase confidence, encourage repeat purchasing, and increase

The SunMoon Snacks Circle ambassador program builds customer by using social
media to showcase authentic connections between ambassadors and the brand. Sharing
experiences, participating in challenges, and engaging with the community creates long-
term engagement, reinforce brand identity, and turns participants into loyal brand
advocates.

OUR AMBASSADOR

Ambassadors share experiences and

interact with the community online
Fosters ongoing

engagement,
and long-term

Participation is highlighted, building advocacy

emotional connection and visibility

elsea.sunm snacks

SunMoon'’s Circle Loyalty Program is a tiered, designed to encourage repeat purchases
and build . Members earn points with every purchase, motivating habitual use and helping turn
customers into loyal brand advocates. In addition to accumulating points, participants gain early access to seasonal
bundles and exclusive products, as well as special perks such as discounts, limited-edition merchandise, and other
member-only benefits. This program strengthens customer retention by rewarding consistent support and reinforcing the
lifestyle-driven values of the SunMoon Snacks brand.

Achieve 30% of sales from repeat customers
through our loyalty and ambassador programs, and
trade show incentives that boost customer loyalty.

Partner with 30 influencers who align with a
balanced, healthy lifestyle to join the SunMoon
Snack Circle.

Secure 5 B2B contracts and expand into local
wellness stores every two months to increase
distribution and establish long-term retail
partnerships.

Expand our international presence by entering
European markets. Generating at least 15% of sales
from Europe while also launching a new functional
snack line



Sun Packs pair matcha, almonds, oats, turmeric, and whole grains to deliver steady energy, mental clarity, and focused
productivity for busy students and professionals. Moon Packs blend chamomile, cherries, magnesium-rich nuts, dark
chocolate, and oats to promote relaxation, digestion, and deep recovery, helping users unwind and reset after long,
demanding days.

Morning Matcha Bites 360 Sun Packs Cherry Chomps
Clarity Crunch 360 Moon Packs Bedtime Bark
Coco-Oat Cookies Day + Night Variety Rejuvenating Jerky
Berry & Beet Crisps $1269.99 Moon Cheese Bites

Bundles are structured to provide premium quality and quantity, with options that
scale to customer needs: 60-pack Small Sun, 80-pack Small Moon, 240-pack
Large Sun, 320-pack Large Moon, and 720-pack Equinox Bundle. Larger bundles
encourage healthier snacking by supporting consistent and daily use.

Pricing is based on 4 factors for our
bundles
¢ Materials costs for ingredients
and packaging
¢ Competitor prices
¢ Disposable income of our
target market
¢ Maximizing profit margin

Utilizing our , Wwe strategically divided our spending across five key categories:
promotions/discounts/giveaways, search engine optimization (SEO), and tradeshow pop-ups, as well as social media marketing.
We allocated to promotions, discounts, and giveaways, an investment that proved highly effective, as of our total
sales came from the Equinox Bundle, a value deal combining our Sun and Moon bundles at a discounted price. Next, we
dedicated to our conversion sOur allocation to SunMoon Snacks' conversion strategy is effective because it targets
high-intent buyers at the decision stage, increasing purchase confidence and driving measurable sales growth.. By improving
our ranking and discoverability, we positioned the company to strengthen both sales and brand awareness. For tradeshow pop-

ups, we invested , Which significantly contributed to our performance, with final sales totaling , suggesting
that in-person engagement and sampling boosted conversions. We also allocated to social media marketing to build
our brand voice, strengthen community engagement, and develop a loyal consumer base. In total, we spent , leaving

emaining in our monthly budget for future strategic opportunities.



Sunmoon Snacks LLC maintains high standards of fiscal
transparency by adhering to the 10 Generally Accepted
Accounting Principles (GAAP). This ensures our data is
consistent, comparable, and reliable.

¢ Accrual Basis Accounting: We record revenue when
earned and expenses when incurred to provide a
clear matching of our monthly performance.

e Consistency Principle: Our reporting methods
remain consistent across all periods to enable
accurate year-over-year comparisons.

“I hour of work today = 10 hours next month”

We emphasize doing work correctly the first time to
ensure long-term operational efficiency.

We use a ~60% cumulative margin strategy to maximize
value for every stakeholder across the supply chain. By
strategically splitting this margin, we achieve a high-
volume 25% gross profit for the brand while ensuring our
products remain accessible to our consumers.

Stakeholder Margin Split

SMS incurs $128,000 in fixed expenses per month. The vast
maijority of this goes to pay our employees, who account
for 88.1% of our out-of-pocket costs. Additionally, we pay
$6,200 in advertising, $3180 in office rent, and the
remaining 4.6% in miscellaneous expenses.

Insurance
Advertising  $1134.50
$6200.00

Payroll Taxes
$41174.66

Payroll (Salary)
$71929.99

SunMoon Snacks LLC is backed by a $100,000 seed
investment raised through strategic partnerships with
industry leaders. This funding was contributed equally
($50,000) by our angel investors to scale our wholesale
and retail operations.

our Investor Philosophy: Sunmoon Snacks LLC utilizes a
strategic value-add model for our initial seed funding.
We don't just seek capital, we seek partners who secure
our supply chain and validate our mission. By integrating
our primary producers (farmers) as equity holders, we
create a closed-loop system of accountability and
shared success, the cycle of care.

SunMoon Snacks LLC operates a high-volume wholesale
model anchored by a strategic partnership with Costco.
This contract serves as our primary revenue driver.

As a new business, it is important for us to understand
the company's financial health. By reviewing our quick
ratios, we can identify issues that need to be addressed.
Our assets—-to-liabilities ratio indicates that, if we were to
liquidate Sun Moon Snacks today, we could pay off all
our debts. This is good for our investors as it means they
will not be liable for any additional debts we owe. For our
cash-to-liabilities ratio, it shows that if we used all the
cash in our account, we would be able to pay off only
38.3%. This is not optimal, and we are currently working
with VE to get our sales contract paid.

Our TTM EBITDA is —2.56%, which indicates we either have
too high base operating expenses or insufficient sales
volume. Due to limitations of the VE simulation, we
cannot reduce personnel; therefore, we are targeting
increased sales at trade shows.
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This chart shows that most of our sales fall between $200 and $500, with peak sales
at $500. This matters because it shows where customers are most comfortable
spending, meaning this price range is the most dependable source of revenue and
should be the focus for pricing and sales strategies.

Sales above $700 are less frequent, with only a few high-value orders above $1,000.
Large purchases like that help boost revenue, but are inconsistent, so the company

can't depend on them alone.

Trade Shows Online Trade Shows Online
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These graphs compare our projected sales (left) vs our actual sales
(right) and show that our actual sales have exceeded our projections
every month. This means that demand for our product has been
more than expected, and our sales strategies were effective, helping
boost the value of our company. Our sales in November increased
significantly due to having more team members actively selling at the
tradeshow, which allowed us to reach more customers. For November
and December, we had a limited number of people selling at the
tradeshows, which limited our reach.

October November December January

During October and November, we had no online sales because our
website hadn't been launched yet. Having more sales than projected
shows that our product is strong even without online sales.

The Small Moon bundle is the most bought
product, with 164 units sold. It is the least
expensive product, making it the best
option for our customers who aren’t willing
to fully commit to a healthier lifestyle yet.
Due to the lower price, small moon
bundles make up a total of 11.54% of our
revenue.

In the same period, we sold 75 Equinox
bundles, but it accounts for 45.74% of all
revenue. This shows us that there still is a
large market for our long commitment
bundles and a group of customers who
are ready to commit and want to save
money in the long run.

Due to this split in our customer base, we
have found that there are 2 distinct
mindsets of our customers. The first one is
someone who hears of our multifunctional
benefits and is interested in purchasing a
snack pack to try out The other is
someone who already values healthier
snacks and is willing to purchase in bulk to
save money.



Revenue Variable Cost Fixed Cost Total Cost
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Units (Excluding Sales Contract)

Fixed costs - Profit from Network Contract

Breakeven = - - - - -
Average selling price per unit - average variable cost per unit

To break even by April 2026, we will need to sell approximately 852 units at $ 510 each. We
have acquired the figure of $510 by taking the average price of each transaction to determine
the amount the average customer spends between online and at our trade shows. This is in
addition to the 120 pallets that we will have sold to our B2B partner Costco by that point.
After combining that with our fixed costs and COGS, we are left with a total of $3,710,668 in
gross revenue, with or $1,670,668 without our sales contract.

When looking at a per-month basis, we need to sell 142 units per month to stay profitable. In
October, we made 122 sales and ended with a loss of $13000. This aligns with our monthly
break-even analysis, where we undersold by 20 units and ended up making a small loss for the
month. In November, we made exactly 142 sales, which would indicate that we should
perfectly break even for the month. Instead, we made a small profit of $4000, which indicates
that our average RPU was higher than expected. In December,r we made 138 sales and had a
loss of $22000. This is a greater loss than anticipated, which shows us that customers are
purchasing less than before per transaction. Finally, in January, we made 128 sales and had a
loss of $14000. This tracks with our break-even chart, which shows us that the numbers that
we are using are giving us accurate projections.



SunMoon Snacks

Profit & Loss Statement .
20252026 Since SunMoon Snacks has opened, we have sold
Month October November December January February March Apeil - .
Sales (hewals)  (Acals)  (Acsls)  (Acwals)  (Projected)  (Projected)  (Projected) a total of $1.59 million in snacks. Our COGS vary
Business to Business $ 34000000 $ 34000000 $ 34000000 $ 34000000 $ 34000000 $ 340,00000 $ 340,000.00 . .
Trade Show $ S178596 $ 8254850 S$ 2990265 S$S 30ME29 $§ 4093500 S§ 5920725 S5 10065232 between eaCh SIZe Of bundle’ Wlth Iarger paCks
Internet $ s s 1992898 $§ 109%631 $ 829800 $§ 1161700 $ 15,102.00 .
Moty Subscriptions S . s s amm s amw s s s amse s amse  Offering a better deal to our customers. Our B2C
Cost of Goods Sold $ 2SA8178 $ 27937460 $ 27872029 S5 26805888 $ 27479078 $ 28342728 $ 30139931 . . 0, H .
GROSS PROFIT $ 12230418 $ 14317390 § 11135530 S 11404768 $ 11468618 $ 12764092 S 15459897 prOﬁt margln IS 63/’ Whlle our BzB prOﬁt margln
H 0,
is 25%.
Salary (Office & Overhead) $ 7394531 § 7394531 § 7394531 § 7192999 $§ 7192999 § 7192999 § 7192995
941 $ 4391519 § 4391519 S§ 4125519 § 3909266 $ 3909266 S 3909266 $ 3909266 TO date We’ve had $1 592 556 in gross revenue
401 () $ 214000 $ 214000 $ 2,14000 $ 208200 $ 208200 $ 208200 $§ 208200 ’ ? ”
Rent $ 280000 § 280000 § 280000 § 280000 $ 280000 § 280000 §  2,800.00 and $ 1,101,657 in COGS, Ieaving $490’881 in
Utilities $ 65800 § 65800 § 65800 $ 65800 $ 65800 $ 65800 $ 658.00
insurance $ 800 S 8500 5 8500 5 800 S 8500 5 8500 5 8500 gross profit. This leaves a gross profit margin of
Supples $ 498 S 495 § 4955 $ 498 S 495 § 4955 § 4555 . .
Advertising $ 520000 $ 520000 § 520000 § S2000 § 520000 § 520000 § 520000 30.82%, which is to be expected as most of our
Samples $ 100000 $ 100000 $ 1,00000 $ 100000 $ 100000 $ 1,00000 $ 1,000.00 . .
Legal Expenses S 25000 § 25000 § 25000 § 25000 § 25000 § 25000 § 25000 sales are coming from the sales contract, which
Loan Interest $ 115628 $ 114102 § 112667 $ 111021 $ 109462 $ 107892 § 1,063.09 . . .
Other Expenses s . s 326 5 (031§ 005 $ s s has a lower margin. We had $537,059 in fixed
Shipping costs $ 41148 $ s $ $ s $ . . . .
Software $ 10392 § 10392 § 10392 § 10392 $ 10392 § 10392 § 103 costs, giving us a loss of only $46,178 in our first 4
Management $ W00 $ 28000 $ 28000 $ 2000 $ 28000 $ 28000 $ 280.00 .
VE Sales Tax $ 390681 $ 477928 § 375567 § 280863 $ 371077 § 533012 § 869987 months Of Operatlon'
Trade Show Booth Costs $ $ 200000 $ $ $ $ $
General Liabdity $ $ $ 6000 $ €00 $ 000 $ 6000 $ 60.00 . . .
peierperen s < e Gt st ot a0l S0 We are registered as an LLC, which gives us the
Workers Comp $ . $ s 73950 § 73950 § 7395 § 73950 § 73950 . | .
ey S Sooxt amnt mus s omr mas i option to be taxed as an S-Corp. We opted for this
TOTE OPENTING B AR RS R R RN TSRO ST R BTN S TR RS SN AT ST RN AL to avoid double taxation for our investors. Since
NET PROFIT/LOSS BEFORE TAXES $ (3ss08) $ 459567 S (2241992) $ (1452959) $ (1477755) § (3.42645) $ 2017767 we are an S_Corp, proﬁts and Iosses pass through
Income Taxes s $ s s $ s s to shareholders, so the 21% corporate tax for C-
NET PROFIT/LOSS AFTER TAX $ (1382508 § 459567 § (2241992) § (1452959) $§ (1477755) § (3,42645) § 2017767
Corporations in the VE economy does not apply
Owner deaw or dividends $ $ - $ - $ $ - $ - $
RETAINED EARNINGS $ (1382505 S 459567 S (22,41992) $ (1452959) S (1477755) § (3.42645) § 2017767 to Our P&L_
RETAINED EARNINGS w/ other months $ (13,82505) § (9.229.37) $§ (31,649.29) § (46,178.88) $ (60,956.43) $ (64,382.87) § (44,205.20)

Our current main income stream, with 83% of our total revenue,
is our Sales Contract. Trade shows serve as our second largest
source of income, allowing us to sell directly to customers and
build brand awareness. A smaller portion of income comes from
online sales, where customers can purchase products remotely.
We have a monthly subscription of $243 per month, which runs
as part of a pilot for payment plans. We later decided that this
was not optimal as our product requires a large upfront payment
for manufacturing.

Net Profit
5000

-5000
-10000
-15000

-20000

-25000

October January

We project that by April 2026, SunMoon Snacks will generate
approximately $2,849,100 in gross revenue. The projected
COGS are $1,961,292, leaving $887,807 in gross profit. We
expect to spend $932,012 in operating expenses. After
accounting for these expenses, we project a net loss of
approximately $44,205 by April, telling us that we will not be
profitable by the end of our first fiscal year. However, first-year
losses are common due to initial startup expenses and early
investments in operations



Cash in Bank S 455,787.37
Accounts Receivable $ 825,714.29
Supplies $ 49,55
Computers $ 3,871.85
Less: Accumulated Depreciation - Computers  $ 67.93
Furniture & Fixtures $ 1,216.53
Less: Accumulated Depreciation - Furniture & $ 2134
Fixtures

Office Equipment $ 2,788.68
tgﬁ:pﬁc\:ggtmuloted Depreciation - Office $ 48.92
Other Purchases: R&D & Annual Subscription $ 5,102.82
Depreciation - Other Purchases $ 89.52

Inventory Payable $ 1,037,912.66
Payroll Taxes (941 & 401(k)) Payable $ 0.06
Samples Payable $ 4,000.00
VE Sales Tax $ 6,564.30
Bank Loans Payable (+ interest) $ 142,005.21
Paid-in Capital (Investors) $ 100,000.00
Common Stock (Seed money) $ 50,000.00
Retained Earnings $ (46,178.88)

On the asset side, we have $455,787.37 in our bank
account, providing a strong reserve of liquid assets
for daily operations and unexpected expenses.
Because we operate using a just-in-time system, we
do not hold inventory on hand, which also lowers
our risks as a business. The majority of our assets
are in our accounts receivable, coming from our
B2B contract with our partner store, Costco. There
have been issues with payment amounts, and we
are working to fix this. Finally, we have fixed assets
which depreciate linearly over the course of 5 years.

As our balance sheet shows, we have large
liabilities, including our bank loan with $142,005.21
still outstanding. Our total owners equity is
$103,821.12, which
common stock, and retained earnings. The largest

includes paid-in capital,

liability we currently have is inventory payable,
which is due to an issue that we've had with getting
our sales contract sorted out. We are actively
working with our wholesale purchaser to resolve
the issue, and it should be fixed soon. Other than
that, we have very few accounts payable, which
shows that we can stay on top of our monthly
expenses.

The balance sheet shows that we are on top of our payments, and we know where everything is. On a

monthly basis, we have multiple accountants independently balance the sheet and then cross-check results to

confirm accuracy. This shows our commitment to GAAP’s principles of consistency (regular reporting),

Relevance (this guides future decisions),



Actual Actual

$ - $ 9365844

$ 57,78596 § 82,548.50
$ - S -
$ - $ 150,000.00
$ 50,00000 $ -

$107,785.96 $ 232,548.50

$ 107,785.96 $ 326,206.94

- $ 46,692.38
- $ 147,890.40

Actual

$ 371079

$ 50,075.59
S

s -
$ 50,000.00
$ 100,075.59

$ 103,786.38

s -
$ 7394531

Actual

S 1424323

$ 42,146.56
$534,285.71
S

$ 50,000.00
$626,432.27

$ 640,675.50

$ 17,070.51
$ 71,929.88

Projected

February

$455,787.37
$ 389,233.00
s -
s -
$ 389,233.00

$ 845,020.37

$292,959.41
$ 7394531

Projected

March

$ 423,067.46
$ 389,233.00
S -
s -
$ 389,233.00

$ 812,300.46

$289,382.85
$ 73,945.31

Projected
April

$ 393,924.11

$ 389,233.00

$

S
$ 389,233.00

$ 783,157.11

$313,744.92

- s =
560000 $
10,400.00 $
87,830.38

170.00

500.00
1,316.00

4,280.00

8,686.09

14,127.52 9,130.90

@ DO n

$
$
$
$
$
$
$
$
3 -
$
$
S
$
$
$
$
$
$

14,127.52 $ 322,496.15

s -
2,800.00 $§
520000 $

$ - $
2,800.00
5,200.00

- $
280000 $ 2800.00
520000 $ 5,200.00
4391519 § 43,915.19
85.00 85.00
250.00 250.00
658.00 658.00

2,800.00
5,200.00
43,915.19
85.00
250.00
658.00

$
$
$ 8034779 §
$ 98450 § S
$ 25000 $ S
$ 65800 § S
S $ - S - -
$ $ 214000 § 2,140.00 2,140.00
$ - $ - S - -
$ S S -
$ $ S -
$ S S
S $ $
$ S S
$ $ $
S $
S

@ DD

418,376.35 $ 368,793.11
20292411 $ 414,364.00
$ (2914335) $ 20,439.89

421,952.91
423,067 55
(32,719.91)

Y T TN

SunMoon Snacks (Budget Checking)

Expenses are the costs needed to keep the business
running and maintain product quality and service. Our
major costs include inventory, payroll, rent, utilities,
marketing, taxes, and regular loan payments. Payroll is
our biggest expense, while inventory costs bounce
around depending on how much we sell and need to
restock.

We also pay taxes and loan interest. We pay them to
stay compliant with the rules and reduce debt. All these
costs support our day-to-day operations and allow us
to continue getting products to customers. Costs may
vary month to month due to restocking and operational
needs, which can temporarily lower cash even when
sales are strong.

Sun Moon Snacks derives most of its profits from its sales.
November was our most profitable month, generating
$82,548.50 in sales profits. In addition, we secured startup
funding from angel investors and received $150,000, as
well as $534,285.71 from our sales contract with Costco.

631584269 $455,787.37

Beginning Cash Balance
(February 2026):

Projected Ending Cash Balance
(April 2026):

Our Cash flow records monthly expenses and profits,
allowing us to cross-check with other sheets to ensure
our finances are accurate.

October through January show our actual financial data,
while February through April show projections based on
sales trends and operational costs.

Our Cash Budget and Flow documents keep our
investors informed about our current and future funding
needs, ensuring they understand how much money we
require to continue operating.



CENTERS FOR DISEASE CONTROL AND PREVENTION (CDC). (2023). ULTRA-PROCESSED FOODS AND YOUTH DIETARY

PATTERNS.
REFERENCED FOR: "OVER 60% OF THE AVERAGE YOUTH'S DAILY CALORIES COME FROM ULTRA-PROCESSED FOODS.”

NATIONAL LIBRARY OF MEDICINE (NLM). (2022). SNACKING BEHAVIORS AND NUTRITIONAL IMPACTS AMONG ADULTS.
REFERENCED FOR: "90% OF ADULTS SNACK DAILY, RELYING ON SUGAR- AND CARB-HEAVY SNACKS.”

PUBMED CENTRAL (PMC). (2022). SLEEP DEPRIVATION AND FATIGUE AMONG COLLEGE STUDENTS.
REFERENCED FOR: “70% OF COLLEGE STUDENTS REPORT INSUFFICIENT SLEEP; 50% EXPERIENCE DAYTIME
EXHAUSTION.”

WHOLE FOODS MARKET. (2023). GEN Z FOOD TRENDS SURVEY.
REFERENCED FOR: “70% OF GEN Z ARE WILLING TO PAY APREMIUM FOR FUNCTIONAL SNACKS.”

PACKAGED FACTS. (2023). U.S. SNACKING TRENDS AMONG MILLENNIALS.
REFERENCED FOR: “35% OF MILLENNIALS REPLACE MEALS WITH SNACKS AND EXPECT THEM TO BE HEALTHY AND

PORTABLE."

CSNEWS. (2024). FUNCTIONAL SNACK MARKET GROWTH AND CONSUMER DEMAND.
REFERENCED FOR: GLOBAL FUNCTIONAL SNACK MARKET VALUATION ($36.2B IN 2025).

GLOBAL MARKET INSIGHTS. (2024). FUNCTIONAL SNACKS MARKET SIZE AND FORECAST (2021-2035).
REFERENCED FOR: MARKET GROWTH PROJECTIONS AND CAGR ESTIMATES (7.5-8%).

MCKINSEY & COMPANY. (2023). AMERICATHE FRUGAL CONSUMER SURVEY.
REFERENCED FOR: "55% OF AMERICANS CONTINUE TO SEEKVALUE-BASED PURCHASING.”

SPROUT SOCIAL. (2024). SOCIAL MEDIAUSAGE STATISTICS BY GENERATION.
REFERENCED FOR: “89% OF GEN Z USE INSTAGRAM/TIKTOK; 81% OF MILLENNIALS USE INSTAGRAM.”

ZIPDO. (2023). EMAIL MARKETING ENGAGEMENT STATISTICS.
REFERENCED FOR: “81% OF GEN Z CHECK EMAIL DAILY; 58% CHECK MULTIPLE TIMES PER DAY."

VIRTUAL ENTERPRISE INTERNATIONAL. (2024). HEALTH &PERSONAL WELLBEING INDUSTRY TRANSACTION DATA.
REFERENCED FOR: VE MARKET SIZE, TRANSACTION VOLUME, AND REVENUE ESTIMATES.

NPR. (2023). CHANGING CONSUMER NUTRITION HABITSIN THE U.S.
REFERENCED FOR: GENERAL CONSUMER BEHAVIOR AND WELLNESS TRENDS.

SOCIAL PLUS BLOG. (2024). BRAND COMMUNITIES AND CUSTOMER LOYALTY.
REFERENCED FOR: "40% OF CONSUMERS ARE MORE LOYAL WHEN ENGAGING IN ONLINE BRAND COMMUNITIES.”
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