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<<Matt McGinley, Analyst, Needham & Company>> 

 

Great. So thanks everyone for attending the 23rd Annual Needham Growth Conference. My 

name is Matt McGinley, I’m the cannabis analyst at Needham. Today with me, I have Erich 

Mauff from Jushi Holdings. Erich is the Founder of Jushi, where he presently serves as President 

and Board Member. Erich’s been around 20 years in finance with senior leadership roles at 

mainly Deutsche Bank where he spent about 20 years in finance. Jushi is a multi-state operator, 

which means that there are leads touching operation. They generate revenue in six state and in 

shorter they established pretty large operations in Pennsylvania, Illinois and Virginia. I’ll turn it 

over to Erich to define what Jushi is and we’ll do a fireside chat and answer any Q&A that 

anybody in the audience might have. So with that, Erich, I’ll hand it over to you and thanks. 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Yes, Matt, thank you very much. And everyone thank you for joining today. I thought what I 

would do as a way for us to kick this off is I’d spend about just under 10 minutes go through the 

company high level Matt, and then I can answer questions or you can ask me questions. How 

does that sound? 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Very good. 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

So we can look at the presentation, so I’m asked the team to take me to Page 5. So at Jushi one of 

the things we really proud ourselves on is the team that we’ve built. So what you’re looking at 

here are the three founders, Jim Cacioppo, myself and Jon Barack, and then Kim Bambach, who 

is our CFO, all part of our senior management team, all of us with a long history of success in 

other businesses, we put a lot of own money into this business. We’re full time now. So we have 

pretty experienced leadership team running this company. 

 

Next page please. And underneath of us, we’ve built a diverse business among the EVPs of 

people that either have a long history in cannabis, like Trent Woloveck on the bottom right over 

13 years now, Matt Leeth in Legal six years, and then brought in lot of people, Ryan Cook 13 

years running the clinic and then people like Dan Swasbrook, who come from finance, Michael 

from another business, but running IR at that business, all of who was investment banking. So 

it’s a nice mix of both cannabis experts, as well as people that are now getting their legs on 

cannabis underneath it, but bring a world of skill sets from other businesses. Why is that 

important? 

 



We’ll just shoot to the next page, because this is Jushi at glance. We’re a big complicated 

business. We have 15 operational stores, I’ll go into that in detail. We have 17 more stores that 

are going to open, so that would take us to 32 stores across the U.S. We have been growing 

incredibly strongly since the beginning of 2020. So as you can see second quarter – first quarter 

is actually just on $8 million, second quarter $15 million. We just pre-announced fourth quarter 

of $32 million to $33 million. We’re projecting for the full year of 2021 between $205 million 

and $255 million of top line and $40 million to $50 million of EBITDA. We have a very solid 

balance sheet. $330 million of capital raised today inside is a $46 million of that $120 million of 

cash in marketable securities in our pro forma basis. So we’re in a number of states, we’ll go 

through which ones we’re in. We’re rapidly growing, got a great team and we really have got a 

very good balance sheet for what is a very volatile sector. 

 

Next slide. This is just high level where we are and then I’ll go in details. Matt, if there’s any 

questions you have, please just ask me. As you can see, we’re in Illinois, Pennsylvania and 

Virginia. Those are what we call our three core markets. Ohio, Nevada, and California are the 

development markets. We’re a company of over almost 550 people today. We’ve grown by 

almost probably 350 since the beginning of 2021. So as we open stores the size and scope of the 

operation is very significant. 

 

On the next slide, this is an important slide Matt. This is how we think about our markets. We 

kind of wanted to have a bifurcated approach be in what we call early medical markets that we’re 

going to go recreational, so adult use, and then in some competitive adult use markets. And so 

what you see here is the three core markets. Again, those are the markets where we’ve got the 

biggest, deepest, widest footprint. Virginia, so Virginia is a very limited license market, only five 

licenses all vertical given out for operational. Our Pennsylvania is probably one of the best states 

with a very good shot at going adult use big, deep liquid well established medical market as of 

today. In Illinois, we got three stores open with the fourth opening at the end of this month. 

That’s probably the 90th percentile of revenue in stores, great stores. And then we’re in Ohio, 

Nevada and California. So Nevada and California being the big adult use markets that we operate 

in. So it’s focused and it’s also a mixture of early medicals to develop medicals and then some 

adult use so that you are playing in both fields. We think that’s really important. 

 

On the following slide, if we just go over to 11, that’s it. So let’s go through Virginia, just so you 

guys understand where we are. I think Virginia is the best market in the U.S. So Virginia as I 

said, 8.5 million people, five vertically integrated pharmaceutical processes, one per region. 

Those are the health service areas as you can see there, five of them. We’re a health service area, 

one, I’ll go into that in detail, but it’s by far the best part of the state to be in. Each HSA can have 

up to six retail stores. So 30 across the state, we are in Northern Virginia, 2.5 million people, 

highest per capita income in the state. And we’ve just opened our first store in Manassas. That’s 

where the grower process is with five more coming. 

 

On the following slide, I go a little bit more in detail on where we are. You can see the facilities, 

the place called Manassas we’re looking at stores near Dallas, Fairfax, Tysons Corner, Falls 

Church, Arlington, Alexandria the Woodbridge. We have five more that we can open all of those 

on amazing areas. Matt, the most interesting thing about this license, even though there are five 



vertically integrated operators, you cannot build physical assets outside of your health service 

area. So I’m the only one that can put my stores here. 

 

Number two, you can’t wholesale across the states. So if you have a big grow with great product, 

you’ll be able to sell that throughout the state and you can deliver, you don’t have to deliver into 

your health service area, you can deliver anywhere in the state. But the economics of delivery 

most of us will optimize the area where you’re in, because you don’t have to drive that far. And 

these are most probably your patients. So very bullish about Virginia. Think it’s going to be an 

absolute home run. And Matt you’d asked me earlier, I feel quite confident that this could be a 

market that during the 2021 legislative session into 2022, we will definitely get flower. So 

currently there’s no flower in this market. It’s just refined products. But I also think adult use is 

very much on the table. So very exciting place, dominant position, best part of the state. 

 

On the next slide, I take you over to our next big market which is Pennsylvania. So I’ll be quick 

in Pennsylvania, you guys know a lot about it, almost 13 million people, 0.5 million patients and 

caregivers in the medical program. Jushi has 10 open stores. We have the ability to open another 

eight, which we will be doing over the course of this year. We have a 90,000 square foot grower 

processor in Scranton. We are expanding that to about 160,000 square feet and tripling the 

canopy. So very big bet in the state. It’s a great state. We’ve got great stores. We already have 

great revenues from those stores. We think this is going to be one of the real big markets 2021, 

2022 to be in. 

 

The next slide just gives you where we are. If you know Pennsylvania at all, you’ll know that 

Ardmore, Lancaster, Reading, West Chester all great places to be. We’ve got three stores around 

Pittsburgh and Pittsburgh, Irwin and Jonestown. And then also around Scranton, we are on 

Easton two stores in Scranton, Bethlehem, Hazelton, Pottsville, Stroudsburg, great places to be. 

All of those stores are in great locations, and I am very excited about the prospects for 

Pennsylvania. 

 

Then our next big market is Illinois. We have three operational stores. We opened our third store 

late December. We have our fourth store opening up at the back end of January. They are 

fantastic locations. We have already said $70 million to $80 million in revenue from those four 

stores. Just a fantastic market to be in and as I said, these stores are in the 90th percentile. St. 

Louis is just across – Sauget is just across from St. Louis and Bloomington-Normal in the middle 

of the state, with all the universities, we are the only two stores within 45 minutes drive. 

 

If I then go to the developing markets, so one more please. These are the markets where we 

would love to continue to expand. So we’re in Ohio. We have a processor which we’ll open in 

the first quarter. And we are looking to acquire cultivation and additional retail. In Nevada, we 

got our manufacturing processing and cultivation. We’re going to expand that facility. And we 

would look to vertically integrate in that market. In California, we have one store opening Santa 

Barbara, and then we have three additional stores, one in Culver City where we won the license 

that we’re building. And we have acquired two additional assets, just pending certain approvals 

before we announced those. But we should have either the back end of 2021 or 2022 four retail 

stores, and we will continue to grow our retail presence in California. 

 



Just on the following page. This gives you an idea of how critical your online presence is. We 

have an amazing tech team that we brought in at the beginning of 2020. So our website 

BEYOND/HELLO is worth looking at this cleanliness and ease of operation. So online sales are 

made in December, up almost 180%, our conversion – that’s the number of people that come 

onto the site, and then actually place an online order up over 100% since April, web traffic’s up 

244% since April. And just to give you an idea, just in December, we had over 650 new discreet 

customers across the platform. 

 

And then on 2021, we talk a little bit about the performance I’ve mentioned this earlier. Our 

fourth quarter run rate was $130 million. We’ve announced to the market that we anticipate a 

$37 million to $40 million Q1 2021, $205 million, $255 million for the full year 2021, $40 

million to $50 million of EBITDA. On 22, we break it up by state. So as you can see, the biggest 

state is Pennsylvania. Again, 18 stores, large grower processor, 10 opened, eight more coming, 

and then tripling the size of that cultivation. Illinois, again, some of the best stores in the state 

doing $70 million to $80 million among the four stores. Virginia, love Virginia, but it’s a brand 

new program. We only opened for customers in December. We haven’t even had our first 

harvest yet. We’re selling some of our competitors’ products, but we think that’s going to rapidly 

ramp as we get into mid-year. We’re also optimistic about flower. At the moment, no flower in 

Virginia that will triple the market very quickly as we’ve seen in many other states. I think 

California, Nevada and Ohio, relatively small versus the overall picture. 

 

Share count. We do this because people have been a little bit confused by it and we’ve teamed up 

the balance sheet with some of our suites. Total as-converted 157 million shares, and then we’ve 

got cash warrants, cashless warrants and stock options, the math on how the cash flows work 

depends upon the price. So it puts some sensitivity, but at today’s price of about U.S. $5.50 has 

about a 227 million share count. Again, this is Matt full transparency. We try and be as 

transparent with guidance, state by state breakdown, as well as the share count. 

 

And then for the last page, I’ll stop here, Matt. Our pro forma cash of $121 million, total debt of 

$91 million of that the vast majority of that debt $83 million is due in January of 23, 10% 

coupon. And then the remainder is long dated notes that we’ve got as indemnity against certain 

of the acquisitions we’ve made. So on an as-converted basis $885 million market cap on a fully 

diluted basis. Assuming, as we’ve said, we’ve used the price of $5.61, $1.385 million market 

cap. Matt that’s Jushi in 15 minutes. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Yes. Perfect. So Erich, maybe, maybe start off with – let’s talk a little bit about branding. How 

important is branding to Jushi today? And you have the corporate entity Jushi Holdings, but you 

have the BEYOND/HELLO branded retail stores, and then you have a wholesale business that’s 

growing in Pennsylvania, for sure. And then I think that’ll be established and bigger in Virginia 

over time. How important is it to have those branded BEYOND/HELLO? And kind of what’s the 

long-term prospect for the wholesale business? And what brands are you opening? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 



Yes. So let’s talk about the brand at the store. So we think that the store brand is really important. 

And so if you go onto Yelp and other services that rank stores in Pennsylvania, you will see that 

we are some of the highest ranked stores. I think it’s really important that your customers get to 

know who you are, get to recognize the brand, think of that brand as a really high quality service 

orientated cost competitive and then painless. Matt, in these markets, specialty medical markets, 

where you have to come in, you have to have a pharmacist. You want to make the pain points as 

few, and as easy for your patients to navigate, that’s why we’ve got the online ordering platform. 

Virginia’s the same thing. I think we think of the East Coast as a pair area where we would 

continue to expand. So Ohio is not far from Pennsylvania, which is not far from Virginia. I think 

we would love to continue to grow there. We think that store brand is important. We think the 

same is true in Illinois and we think the same is true in California. So we’re very proud of our 

brand. We’re very cognizant of building that out. 

 

Now when it comes to brands of products, we’ve launched some of our own. So we’ve just 

launched The Bank in Nevada. We’ll be bringing that to Pennsylvania and to Virginia. So we’re 

going to do in-house brands. Look, I think brands are going to be important, big cross multi-state 

national brands I think will be important. But I take Cookies as an example, which I think is a 

really good brand, but the problem is, Cookies is just a blue bag and it’s whatever cannabis 

people put into that bag in any state. 

 

So I’m not sure that people will go to just one the blue bag with a wide variety of products that 

go into it. So I think until you can truly have a standardized product with a very standardized 

strength and a standardized experience, I think brands with flower are going to be harder. I think 

they’re going to be easier in the refined products because you can get to standardization a much 

quicker. But for us now, you’ve got to build these businesses in stages. So stage one we think is 

to get into a state, get to what we would call terminal velocity, so size, and then really develop 

the products in state before you get too worried about brands. Their time will come. I just don’t 

think it’s now. I think now’s the time to build the franchise, get your cultivation techniques down 

and deliver a fairly priced product with consistency to your customers and patients. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Okay. Let’s talk a little bit about M&A. Obviously M&A has been a core competency and a big 

part of the growth of the company. Talk about – perhaps talk a little bit first about broadly what 

we’re seeing with M&A within the space. Is it more MSO buying MSO or more publics buying 

privates? And kind of how you think that’s going to play out this year? Obviously we had slower 

M&A pace at the beginning of 2020, and then obviously that picked up this capital markets 

activity or while capital markets access was a little bit better. But how do you think about that 

into this year? And then importantly, sort of what kind of assets do you particularly look at or 

think about when you’re making an acquisition? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Yes. So I think that that’s interesting. Look, you’re a smart guy. The M&A math at the MSO is, 

who fits who and who has too many overlapping states. So I think your M&A probably is going 

to be less robust than people think, because that place like Massachusetts, you can have three 



stores and 100,000 of canopy. You can’t do more than that Pennsylvania, the same way, Illinois, 

the same way. So I think it really is those that fit one portfolio versus another could be 

interesting. I think there will be some MSO combinations. I think there could be some MSOs that 

get taken up by bigger MSOs and then there’s a huge private market. So Matt, I think it will be a 

mixture of all of those. 

 

I mean, from a Jushi perspective, it’s going to be much more one, do your assets fit where we 

want to grow, and two, do we like the people and the operators and will they be additive to us or 

are we looking at distressed opportunities that we need to turn around. So I think it runs the 

gamut. I think you will see a bit of everything. I don’t think it would just be MSOs gobbling each 

other to become four or five big MSOs. I think it will be a combination of many things. And I 

don’t – I wouldn’t be surprised Matt to see some of the more challenged MSOs larger ones 

ultimately get broken up into some other parts. Just auction off their different licenses, because 

they just don’t fit into a large M&A context and you can unleash more value for the existing 

shareholders by just selling some of the parts. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

You have a background in distressed debt investment and I guess in distressed investments 

period. But I think last year there were certainly a lot more distressed investments out there, 

probably fewer this year, just given the rising tide of the overall market, but sort of what quality 

of assets do you – are you seeing more recently compared to what you would have seen, if we 

had this conversation about a year ago? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Surprisingly, it runs the gamut. I'm seeing some amazingly well built facilities coming online. So 

what you're seeing is some of the newer facilities are benefitting from eight or nine years of trial 

and error plus advances in technology. But there are a lot of older assets out there, that all quite 

frankly, Matt doing quite good, but we're in desperate need of an upgrade. And then they’re 

some older assets which are just terrible. So I think it really is a mixed bag. I think you really 

have to sift through it and decide what you want. So I don't think it's a one size fits all. It's really 

a very varied kind of portfolios out there. And I think Jushi as individual management team need 

to decide how big a bite you want, and which are standalone that will run by themselves, which 

of them, are the ones that just need capital and then would run, and which of them need to just be 

effectively animate them, start all over and basically just own for license value. 

 

So I think it's a bit of all of that. And I think, we, at Jushi, are comfortable doing really any deal, 

but we go into cognizant of the amount of work and effort and money needed to turn something 

around and you can play that off versus paying more for something which is well run. And I 

think the final thing, Matt, is going to be like, where do you see growth? I think as this market, 

when we – if you think about at 2017 and 2018 were you have to have as many flags and as 

many land grab. And then you've got into the bear market, and then it became all about EBITDA 

and cash flow and how you were managing the business. I do think we're going to in 2021 get 

back into the world of who's got portfolios that can see huge growth. I think we think we fall into 

that because with Virginia and Pennsylvania being two markets that have good programs, 



developed programs, then if you were to Seattle, Jushi would see enormous growth in those 

portfolios. 

 

I do think the market is going to – want to see not just EBITDA and cash flow, I think they're 

going to want to say, who's got the business that just at a steady state with a change in regulation 

can double just on sales. So I think you have to build your portfolio I think a little bit to show the 

hockey stick because when that has happened, you've seen it in Illinois, it becomes very 

profitable if you're at size and scale in those markets early. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Even Jushi, given the capital markets activity that you've undertaken and your balance sheet is 

in, well, it's in good shape compared to what it was a year ago, it was in good shape period, but 

giving you more cashed up, would you look to acquire more developmental assets that are 

probably further out from being free cash flow generator? Or is it still pretty critical for you to be 

able to transition an asset that you acquire or that you're having development pretty quickly to 

make sure that you don't have that mismatched with investment in cash flow from existing 

operations? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Matt, that’s a good question. In debate, we have all the time. So this is Jushi Illinois, Illinois is a 

fantastic market. So if you were at scale in Illinois today, you can sell every gram you produce. 

And so when you think about that market to get up to scale, let's just say build a hundred 

thousand square feet of cultivation two years. I mean, that's a lot of time, it's a lot of lost revenue 

and who knows what that market's going to look like in two years? I think it depends. It really 

does. I think that's a really good question. I think if you're confident that you can buy something 

now that over the next two years, you can keep expanding, modifying, and upgrading that to me 

was probably feels better than starting from scratch and hoping to have your first harvest in the 

beginning of 2023. 

 

But Matt, we'll have to see, I just – I think it's going to take a while before these markets become 

saturated with product, partly because, it's proven that on the East coast, it's not that easy to 

grow. Many of the cultivators out of California and Nevada and Colorado had a really tough time 

dealing with the moisture and the humidity out here. So I don't know, it's a tough one. I don't, I 

think, again, it's going to come down to price. At the right price, I'm prepared to spend time 

waiting. At the wrong price, I'd rather buy something a little modular. We did that in PA. We 

bought a fantastic facility from Vireo, 90,000 square feet, just got to 45,000 square feet of total 

cultivation space. It needs a lot of work, a lot of money, wasn't a greatly run facility, but it's – 

there's nothing better than upgrading a facility and yet having a couple of million dollars every 

month for product churn. So I'm a little more biased to a fixer upper than starting from scratch. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

If there are people that have in the audience that have questions, you can use the, ask a question 

function. I believe that's in the upper left-hand side, just click on that and you can ask it to be a 



chat. I have a few here, Erich, and I'll ask from the audience. The first is as investor in Jushi, I 

would like to know where do you see the growth from in the next five years, the specific 

referring more to where's the store growth come from? Maybe I'll expand on that. Sort of maybe 

you have to store growth in absolute – holistically, where do you see this business? Is it a retail 

business or is it a wholesale business, would you expect to have more retail weighted revenues or 

more wholesale weighted revenues, if we were looking at this five years from now? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Yes. Five years feels like an eternity to be quite honest with you, Matt. So I try to answer that 

question. I think you will continue to see us overweight retail. We think it's a better business. We 

think it's more defendable, how we think in certain markets it's just going to have higher barriers 

to entry. And I think what you will see in the more mature markets or a place like California, or a 

place like Colorado, I don't think you would see us owning cultivation assets. And if we did, it 

would be just to supply our store base. But I think in early markets, Matt, I think like a Virginia, 

like a Pennsylvania, where we think if we're early and we can be large and scale, I think you'll 

see us overweight cultivation, but as time comes on, I think the cultivation will become less 

dominant and retail will just be bigger. 

 

So hopefully, I've answered that, like only medical markets where we can get large and to scale 

and dominance in cultivation, manufacturing more to do. The more mature markets, I just think, 

we'd have to think long and hard about why we would want to be vertical. So I would see us 

continuing to add towards retail and delivery. I put retail and delivery in the same bucket because 

I think that is the next natural extension, which is being able to have a good delivery model in 

States that allow it. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Okay. I have another one. Any new markets to expand to and any of your footprint that need to – 

that need fulfilling in terms of footprint? Assessing it, what new markets would you expand into 

and are there any States where you have to infill with your footprint? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

No. Look, I think there are – I would say this when I look at the map, I still like some of the East 

Coast markets, I like Ohio. I'd like to get vertical there, it's a market I'm already in. I'd like to be 

vertical in Illinois. And then I like some of the East Coast markets. I like Maryland, Delaware, 

New Jersey, New York, Massachusetts, but Matt, we'll have to see what deals come and it's 

again, it's – I like those markets, but I'm not going to pursue them. I feel very good about where 

we are. And then I still like California, Nevada. I think those are good markets to be in. Again, 

it's about, can we acquire assets at a level that we feel as enough downside protection and 

enough upside potential that we feel comfortable with? 

 

So I don't want to really box myself in because I think we would look at any deal, but I do think 

we would have to be, it has to be super attractive for us to enter into a new state all together, 

unless we feel like it's a really dominant market position with an operator that knows what 



they're doing. We know, how hard it is to enter a new market, regulatory wise, political wise, 

time wise, management wise. I mean, it's not a trivial exercise. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

One other questions for you, it's how long before you're profitable. You given guidance out for 

revenue for 2021, but what’s your thought on profitability? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Yes. I think middle of this year, we should be profitable. Again, I don't want to force the 

business to focus on profitability when I still think that growing in the right markets at the right 

time is critical. So we'll pull those levers as we see fit. So I don't want to get ahead of myself 

building these big organizations in a market is just critical. So I wouldn't want to be less 

expensive and less aggressive just to get myself to profitability a quarter ahead of another and 

then miss out on what could be an amazing opportunity. So it's a balancing act. You set it from 

the beginning, Matt, you known us a long time. 

 

We wanted to get our balance sheet on side. We wanted to have a currency in our equity that 

would help us accumulate assets. And we wanted to build out the operations. I think those are the 

things we're going to do, when a build out in the states we're in, we're going to add to the states 

that were already in by where we can get bigger. We're going to keep optimizing the retail 

model, as well as the manufacturing, cultivation and processing model. We're going to build new 

facilities with an eye to automation and getting the cost per gram down. And then with M&A, we 

will look at everything and we will be smart and thoughtful about putting together a business that 

makes sense that doesn't overstretch management, because what's the point of not already 

building out what we have just to enter some new market. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Erich, you're one of two, more I guess, technically three MSOs that are when I actually MedMen 

had their license revoked in Virginia I believe so. I think that's one somebody else, but it's 

basically just you and in Columbia Care right now are the two public operators in the state of 

Virginia, still extremely early days there, but not a small state. And the way that has been set up 

with, especially with the HSA that you're operating in, where it's a lot more income and 

population density than other parts of the state, kind of walk us through how that furnish in still 

early days in private to have a ton of information share that was rigging is shaping up thus far, 

kind of what do you see as the opportunity in United States over the next year or two? And what 

would that state look like under the NWs program, shouldn't you legislature opt to do that in this 

session, is you going to lose too? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Yes. So the program has been slow. It's just started and we haven't even harvested our own first 

harvest to make our own products. There's no flower. So I think it's just getting more people to 

sign up for medical cards to be aware that we actually have a medical program. I think the 



capitalists will be a flower is allowed in this legislation process or this legislative session I 

should say. So I feel pretty good about that. I think that will be a big boost. And then I think, 

heading towards adult use in the state, the legislator wants it, the governor wants it, the AG 

wants it. I think the people want it. So I think this could be state that really here called at the 

sleeping giant and I think this thing may move even quicker than PA. 

 

So we are very, very optimistic and you're right there only one of theoretic should only two 

people that even close to scale. And we will be by far the largest by scale in the best area. So this 

is exactly what I talked about, Matt. This is a market where I think if you feel confident about 

your business, which we do, you like the area you’re in, which we do and you think the 

legislative process could be moving quicker than people anticipate. That's just the perfect market 

to get big dominant in because the first year or two will be where you can really create your 

brand, create your market awareness and really drive top line and bottom line for the company. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

It was such an – Illinois, I mean, your store – I think you only have three stores that are open at 

present in Illinois, and they are really high volume locations. What's the secret sauce? Why are 

the volumes so high in Illinois? Is that sustainable? Or do you see more competition or you just 

early and you had a good location and you're going to get high productivity, but with more 

competition, the productivity could decline kind of overall thoughts on Illinois and your assets 

specifically? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

It's a good question. I'll basically answer your question, not with Illinois, but with PA. So it's 

really interesting to us. So the first store we opened in PA was in Bristol. So Bristol is a 

neighborhood about 45 minutes North of Philadelphia not far from New Jersey, it's a good 

neighborhood. It's a neighborhood with a lot of people that work in Philadelphia. That is our 

number one store, almost weekly, I mean, that store stores doing $15 million plus on annualized 

run rate. And Matt, part of it is because of us the first store, so if you can open up in an area and 

you're the first store and you get a good location, great parking near the traffic, people just get 

used to it. So I think in Illinois, the two stores that we purchased from TGS, both had been 

operational for two years as medical stores. So people knew where they were. We had a 

following. Number two they're in good locations. So with the extra highways across from St. 

Louis, the other one is in the middle of the state, it's the only store in Bloomington-Normal. 

 

So I think it's comes back to three things, Matt, you got to choose very carefully where you put 

the real estate. So it's got to be accessible parking, popular places to go, so people can get in and 

out quickly. Two, the longer you open, the more people, you know, more people that know you. 

And so it's harder for competitors to come in because they're going to have a slower uptick. And 

then it's also making sure that your prices are competitive and that your staff is friendly. And that 

getting in and out of the store is easy. I was telling you early on the old Sauget store we have, has 

got six POS has maybe seven or eight, including express pickup. The new stores got 17. What 

does that mean? It means if you pre-order, you walk into my store, hand in your ID, go to the 

express pickup, pickup, pay, you literally, Matt, in and out in five minutes. Okay. If you want to 



shop around, we got that too. I think you got to make this as painless an experience as possible. 

And I think that's what we really good at is great locations, but we're really working on that 

customer experience, because we think that's really the driver. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Okay. We're just about at time, I don't want to – did you say that the Bristol store in PA has $50 

million in run rate revenue? 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

$15 million. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

$15 million, that's a big number. 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Yes. But no – but that's a big number for a medical store and that is.. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Okay. It's big number period. It's a medical or adult use now. 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Small, I mean, it wasn't – it was down on a shoe string. It still looks nice, but it's got a great 

following and it's got a good curbside pickup and people know where it is and it's well-placed 

versus, and as long as I can get my customers in there, I've got the loyalty points, I've got their 

loyalty program, but they know what you get. They know that my prices are competitive. I'm just 

telling you it's that first mover advantage is, I mean, you've got to keep ahead of the curve and 

you want to keep being innovative, but it's a massive boost to being first. 

 

<<Matt McGinley, Analyst, Needham & Company>> 

 

Okay, great. Appreciate your time. We're out of time now. But thanks for participating here in 

the NGC. If anybody in the audience has any questions that we haven't answered, feel free to 

reach out to me and I'm happy to forward them over to either Erich or Michael Perlman, who's 

the IR there or reach out to them directly. I'm sure they could be happy to answer your question 

as well, Erich, thank you very much for attending, and thanks to everyone for joining in the 

session. 

 

<<Erich Mauff, President, Board Member and Founder>> 

 

Have a good day, Matt. 


