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FORWARD LOOKING STATEMENTS
FORWARD LOOKING STATEMENTS 

Certain statements made in this presentation (the “Presentation”) are “forward-looking statements” within the meaning of the “safe harbor” provisions of the Private Securities Litigation Reform Act of 1995. Forward-looking statements may be identified 
by the use of words such as “anticipate”, “may”, “will”, “would”, “could”, “intend”, “aim”, “believe”, “continue”, “target”, “milestone”, “expect”, “estimate”, “plan”, “outlook”, “objective”, “guidance” and “project” and other similar expressions that 
predict or indicate future events or trends or that are not statements regarding the plans, strategies, objectives, targets and expected financial performance of Stryve Foods, Inc. (the “Company” or “Stryve”). These forward-looking statements reflect 
Stryve’s current views and analysis of information currently available. This information is, where applicable, based on estimates, assumptions and analysis that Stryve believes, as of the date hereof or as of the date of such information that is indicated in 
the Presentation, provide a reasonable basis for the information and statements contained herein. These forward-looking statements involve various known and unknown risks, uncertainties and other factors, many of which are outside the control of Stryve 
and its officers, employees, agents and associates. These risks, uncertainties, assumptions and other important factors, which could cause actual results to differ materially from those described in these forward-looking statements, include: (i) the inability 
to achieve profitability due to commodity prices, inflation, supply chain interruption, transportation costs and/or labor shortages; (ii) the ability to recognize the anticipated benefits of the Business Combination or meet financial and strategic goals, which 
may be affected by, among other things, competition, supply chain interruptions, the ability to pursue a growth strategy and manage growth profitability, maintain relationships with customers, suppliers and retailers and retain its management and key 
employees; (iii) the risk that retailers will choose to limit or decrease the number of retail locations in which Stryve’s products are carried or will choose not to carry or not to continue to carry Stryve’s products; (iv) the possibility that Stryve may be 
adversely affected by other economic, business, and/or competitive factors; (v) the effect of the COVID-19 pandemic on Stryve; (vi) the possibility that Stryve may not achieve its financial outlook  (vii) Stryve's ability to maintain its listing on the Nasdaq 
Capital market; (viii) Stryve's ability to secure debt financing, maintain its liquidity position and implement cost savings measures; and (ix) other risks and uncertainties described in the Company’s public filings with the SEC. 

Actual results, performance or achievements may differ materially, and potentially adversely, from any projections and forward-looking statements and the assumptions on which those projections and forward-looking statements are based. There can be 
no assurance that the data contained herein is reflective of future performance to any degree. You are cautioned not to place undue reliance on forward looking statements as a predictor of future performance as projected financial information, cost 
savings, synergies and other information are based on estimates and assumptions that are inherently subject to various significant risks, uncertainties and other factors, many of which are beyond our control. All information herein speaks only as of (1) the 
date of this Presentation, in the case of information about Stryve, or (2) the date of such information, in the case of information from persons other than Stryve. Stryve undertakes no duty to update or revise the information contained herein. Forecasts and 
estimates regarding Stryve’s industry and end markets are based on sources that Stryve believes to be reliable, however there can be no assurance these forecasts and estimates will prove accurate in whole or in part.

NON-GAAP FINANCIAL MEASURES

This Presentation also includes certain financial measures not presented in accordance with generally accepted accounting principles (“GAAP”) including, but not limited to, EBITDA and certain ratios and other metrics derived therefrom. These non-GAAP 
financial measures are not measures of financial performance in accordance with GAAP and may exclude items that are significant in understanding and assessing Stryve’s financial results. Therefore, these measures should not be considered in isolation 
or as an alternative to net income, cash flows from operations or other measures of profitability, liquidity or performance under GAAP. Stryve’s presentation of these measures may not be comparable to similarly-titled measures used by other companies. 
These non-GAAP financial measures are subject to inherent limitations as they reflect the exercise of judgments by management about which expense and income are excluded or included in determining these non-GAAP financial measures.

INDUSTRY AND MARKET DATA

The information contained herein also includes information provided by third parties, such as market research firms. None of Stryve, its affiliates, nor any third parties that provide information to Stryve, such as market research firms, guarantee the 
accuracy, completeness, timeliness or availability of any information. None of Stryve, its affiliates, nor any third parties that provide information to Stryve, such as market research firms, are responsible for any errors or omissions (negligent or otherwise), 
regardless of the cause, or the results obtained from the use of such content. Neither Stryve nor its affiliates give any express or implied warranties, including, but not limited to, any warranties of merchantability or fitness for a particular purpose or use, 
and they expressly disclaim any responsibility or liability for direct, indirect, incidental, exemplary, compensatory, punitive, special or consequential damages, costs, expenses, legal fees or losses (including lost income or profits and opportunity costs) in 
connection with the use of the information herein. 

TRADEMARKS

This Presentation may contain trademarks, service marks, trade names and copyrights of other companies, which are the property of their respective owners.  The use or display of third parties’ trademarks, service marks, trade names, copyrights or 
products in this Presentation is not intended to, and does not imply, a relationship with Stryve, or an endorsement or sponsorship by or of Stryve. Solely for convenience, some of the trademarks, service marks, trade names and copyrights referred to in this 
Presentation may be listed without the TM, SM © or ® symbols, but such references are not intended to indicate, in any way, that Stryve will not assert, to the fullest extent under applicable law, the rights of the applicable owners, if any, to these 
trademarks, service marks, trade names and copyrights.
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INVESTMENT THESIS
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Attractive ‘better-for-you’ meat snack category 
differentiated position – great taste, 

low sugar and high protein

High barriers to entry - vertically integrated, 
largest USDA approved air-dried meat 

manufacturing facility in the U.S.

New CEO Transitioning Stryve from 
Founder-led to Operating Company

Attractive Valuation and Long-term Outlook

total addressable market in 
meat snack category1

RESTRUCTURING PLAN

to Reach Profitability Inflection During 1H’23

Key Focus Areas:

Growth, Productivity, Execution, 
Financial Outcomes

$10
BILLION

Notes:
(1) Source: FMI (Future Market Insights)



Notes:
(1) 12-week SPINs data as of 7/10/2022: Stryve #1 air-dried meat snack brand in MULO, Kalahari is the #1 air-dried meat snack brand in Natural, Vacadillos #1 fastest growing air-dried meat snack in convenience

COMPANY OVERVIEW
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Stryve is disrupting snacking with its better-for-you meat snack –
low-sugar, high-protein, all-natural, air-dried beef.

Founded in
2017

NASDAQ:
SNAX

(De-SPAC in 2021)

Fiscal 2021 Sales
$30 Million

One-of-a-Kind 
Vertical Integration

Omni Channel
Distribution Strategy

Growing Footprint 
Significant Opportunities

MAJOR BRANDS
Purposeful Consumer Segmentation Creating and Leading a Sub-Category in Meat Snacks

#1 in MULO 2 #1 in Natural 2 #1 in Convenience Growth 2



DIFFERIENTIATED MEAT SNACK CATEGORY

AU G U S T  2022S T R Y V E  I N V E S T OR  P R E S E N T AT I ON 6

Air-dried beef is a better-for-you alternative to traditional jerky giving consumers more protein, 
zero grams of sugar1, and ultra clean simple ingredients in every serving.

Protein
per oz

Sugar
per oz

Carbs
per oz

No Nitrates,
Nothing Artificial

16g 0g 0g ✓
14g 0g 0g X

11g 6g 6g X

11g 5g 6g X

9g 4g 6g X

8g 9g 9g X

“ZERO SUGAR”

Source: The following company websites: Tillamook Country Smoker Zero Sugar Original Beef Jerky. Jack Link’s Beef Jerky, Original. Old Trapper Old Fashioned Beef Jerky. Country Archer Original Beef Jerky. KRAVE Sea Salt Original Beef Jerky
(1) – All SKUs except for Vacadillos Chipotle Honey which has 1g sugar

MORE PROTEIN 
PER OUNCE

ZERO GRAMS 
OF SUGAR1

ALL-NATURAL, 
NEVER COOKED

NO NITRATES 
OR NITRITES

NO 
PRESERVATIVES

PALEO AND 
KETO FRIENDLY



VERTICAL INTEGRATION
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BARRIERS TO ENTRY 
THROUGH REGULATION

First Mover Advantage

LARGEST USDA APPROVED 
Air-Dried Meat Manufacturing Facility

CAPITAL EFFICIENT 
EXPANSION

Opportunity for 
Future Growth

MARGIN OPPORTUNITY 
Over Peer Group

Stryve Manufacturing Facility in Madill, Oklahoma

VALUE 
PROTECTION

Flexibility, Speed, 
Supply Chain



Notes:
(1) If needed

WHERE WE’VE BEEN

AU G U S T  2022S T R Y V E  I N V E S T OR  P R E S E N T AT I ON 8
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$17M
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De-SPAC Performance
(indexed)

SNAX
DSPC
S&P 500

15.3x

5.2x
3.8x 3.2x 2.4x 2.1x 1.7x

0.5x
0.0x

4.0x

8.0x

12.0x

16.0x

20.0x
EV/Revenue

Source: CPI Data Indexed at 100 base of January 2020 - U.S. Bureau of Labor Statistics; Stock Performance Indexed at 100 base of May 21, 2021; and Valuation Data - Industry research and market data as of 8/23/2022

De-SPAC
July ‘21



RESTRUCTURING PLAN

FOCUS AREAS
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GROWTH PRODUCTIVITY EXECUTION
FINANCIAL 
OUTCOMES



GROWTH
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Large & Growing Market

Global Market
Pace of Growth
Omni Channel

Fundamentals Focused

Distribution
Pricing

Execution

Marketing Matters

Availability
Approachability

Affordability



GROWTH
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$10
BILLION

TOTAL GLOBAL ADDRESSABLE MARKET1

Notes:
(1) Source: FMI (Future Market Insights) 

Large & Growing Market



GROWTH
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Notes:
(1) Source: SPINS – Measured channel growth for Meat Snacks and Air-Dried Meat; Statista – Total US Snacking

Pace of Growth

Growth of Total Snacking vs. Meat Snacks vs. Air-Dried Meat Snacks

56% CAGR
Air-Dried Meat 

Snacks

18% CAGR
Meat Snacks

5% CAGR
Snacking100.0 
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GROWTH
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Omni Channel Distribution Strategy

Brick & Mortar 
Retail

E-Commerce



GROWTH
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Fundamentals Focused

Distribution 
& Go-To-Market

Strategic 
Pricing

Execution



GROWTH
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Marketing Matters

Fact-based 
ROI Approach

Renovation 
& Innovation

Awareness 
& Perception



GROWTH
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Marketing Matters

Fact-based 
ROI Approach

Renovation 
& Innovation

Awareness 
& Perception

Marketing & Excitement Generators



PRODUCTIVITY
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NETWORK 
OPTIMIZATION

Warehousing
Distribution

Transportation

MANUFACTURING 
EXCELLENCE

Zero Waste Mindset
Automation

Demand & Capacity Planning

SIMPLIFICATION 
& FOCUS

SKU Rationalization
Strategic Sourcing

Design to Value



OPTIMIZED 
MANAGEMENT STRUCTURE

Capabilities
Expertise

Focus

STRATEGIC 
PROJECT MANAGEMENT

Prioritization
Cross Functional Connectivity

Outcome-based Accountability

STREAMLINED ORGANIZATIONAL DESIGN

EXECUTION
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FINANCIAL OUTCOMES
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Enhanced Unit 
Economics

Attractive 
Non-Dilutive 

Capital Options

Working Capital 
Management

Cost Rationalization 
& Expense 

Management

PROFIT FOCUSED CASH & CAPITAL

Plan to Reach Inflection During 1H’23



COGS
85-100%

SG&A
80-100%

FINANCIAL OUTCOMES
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Recent Past

Breakeven Target

Long-Term Potential

Gross Sales
100%

Trade/Deduc.
15-30%

Si
gn

ifi
ca

nt
 

Lo
ss

es

COGS
55-60%

SG&A
35-40%

Gross Sales
100%

Trade/Deduc.
5-10%

Gross Sales
100%

COGS
50-55%

SG&A
20-25%

Trade/Deduc.
10-15%

EBITDA Margin
>10%

Quality Growth
Productivity
Operating Leverage

Bringing it all together…

Business Mix
Strategic Pricing
Productivity & Yields
Non-recurring Items

Rationalized Spend
Optimized Structure
Non-recurring Items



QUESTIONS?
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CONTACTS
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Three Part Advisors, LLC
(214) 872-2710

Sandy Martin
smartin@threepa.com

Phillip Kupper
pkupper@threepa.com

Stryve Foods, Inc.

Alex Hawkins
alex@stryve.com

mailto:smartin@threepa.com
mailto:alex@stryve.com


THANK YOU

stryve.com  |  vacadillos.com  |  eatbiltong.com 

INVESTORS: ir.stryve.com
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