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Business Description:  MySkoopz, Inc. was formed to develop and market an all-natural sugar substitute in the rapidly growing natural sweetener market. skoopz®  is diabetic-friendly, tastes better than any other sugar substitute on the market, has no aftertaste and is available at retail for less than the other natural sweeteners currently on the market. Company Background: skoopz® was formally launched  on February 15, 2010 to the top 90 US dietitians and nutritionists at the Food 3000 show in Florence, Italy.  skoopz® is currently being sold in 316 retail locations, including select Wal-Mart, Harps Foods (a grocery retailer with over 63 stores in Arkansas, Missouri and Oklahoma), Walgreens and Natural Foods Warehouse. Whole Foods has recently added skoopz® as a vendor in its eight Atlanta stores. Price Chopper, a 129-store grocery chain based in Albany, NY will be carrying skoopz® in the first quarter 2011. 
Strategic Partners: G3 Distributors, LLC and its affiliated company, MySkoopz, Inc. (collectively, “MySkoopz”) own the skoopz® natural sweetener brand and related intellectual property.  Atlanta based Hi-Tech Pharmaceuticals (“Hi-Tech”) is the contract manufacturer. This company produces herbal alternatives to pharmaceuticals, protein powders, drinks and other health supplements. Hi-Tech worked with G3 to develop the unique formula founding skoopz®, and as a result, temporarily retains the intellectual property until such time a volume of 50,000 kilos of skoopz® has been manufactured.  Current run rates estimate we will reach this target by August 2011. At such time the skoopz® formula will be transferred free and clear to MySkoopz. This arrangement allowed MySkoopz to own the skoopz® intellectual property, while permitting Hi-Tech to recoup its costs of research and development taken at MySkoopz’ behest. Hi-Tech has the capabilities to manufacture up to 72,000 kilos per month of the skoopz® formula (the equivalent of 72,000,000 packets per month). Packaging is performed by Ryt-Way Industries LLC based in Des Plaines, IL. 
Product: skoopz® is a 100% all-natural sweetener that offers consumers satisfaction without compromise.  skoopz® is made from a proprietary blend of all-natural ingredients, making it a perfect option for consumers seeking a great tasting, no-calorie, chemical-free alternative to sugar. 
Business Model and Distribution Channels: The market demand for this product was validated with an initial online launch, generating 41,000 of consumers.  Armed with this response and the publicity from our initial introduction at the FOOD 3000 show, our management team was able to leverage their relationships to gain entry to regional retailers and large retailers such as Whole Foods and Wal-Mart so as to provide distribution into retail distribution channels. A second product, for baking, will be introduced in the near future. It will measure cup-for-cup the same as sugar and will be focused against the segment leader, Splenda. At this time, an all-natural product does not exist in this category.  Subsequently, the institutional, food service and international markets will be penetrated.  
Management: David Sinyard, President  & CEO, with an excess of 27 years in finance and operations with both Fortune 500 companies and private equity sponsored start-ups. Julie Forbes, Vice President of Business Development, has a strong background in consumer packaged goods, with more than thirty years of experience in sales and marketing, including GM US Retail Sales for Equal and PureVia.  Mark Benveniste, Vice President of Sales & Marketing and Co-Founder, brings over 21 years of broad business experience, ranging from international sales to corporate finance to business law, with involvement in operating start-ups, strategic planning, product development, retail sales and demographic and market analysis.
Industry: Consumer Packaged Goods
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Number of Employees: 4
Financing Sought: $750,000 for 12.5% of the equity in the form of common stock
Current Investors: 32 investors have contributed $493,500 to date
Use of Funds: Marketing and Inventory 
Bank: SunTrust Bank, Atlanta, Georgia 
Law Firm:   Rosner & Langlais, LLC., Atlanta, Georgia 
Management: 
David Sinyard, President & CEO, has over 27 years in finance and operations with both Fortune 500 companies and private equity sponsored start-ups.
 Julie Forbes, Vice President of Business Development, has a strong background in consumer packaged goods, with more than thirty years of experience in sales and marketing, including GM US Retail Sales for Equal and PureVia.  
Mark Benveniste, Vice President of Sales & Marketing and Co-Founder, has experience in strategic planning, product development, retail sales and demographic and market analysis.
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[image: ]Market: Currently, the sugar substitute market is populated by the low cost, bitter tasting, chemically-based sweeteners on one end (such as Sweet ‘n’ Low, Equal and Splenda) and the high cost, odd tasting all-natural sweeteners on the other end (such as PureVia and Truvia).  There is a market opportunity now for a natural sugar substitute that is great tasting (without an aftertaste) and economically priced. Overall, the sugar substitute industry is rapidly trending toward all-natural, no calorie alternatives to sugar. The sugar substitute market as a whole is $1.5 billion per year and growing.  Since its introduction in 2000, Splenda, in the yellow packet, has overtaken the one-time industry leader Equal, in the blue packet, and now has nearly half of the artificial sweetener market in the United States. As a subset of the artificial sweetener market, the natural (non-chemically based) sweetener market posted sales in 2009 of over $100 million, and some $340 million in 2010. The market for skoopz® is the entire sugar substitute market, and in particular, the rapidly growing natural sweetener segment. Currently, the natural sweetener market is being heavily invested in by several companies, thereby driving customers to this market niche and spotlighting this consumer product category. 
[bookmark: _GoBack]Marketing Plan:  MySkoopz, with funding, will continue to penetrate the retail segment and create brand loyalty such that consumers demand the greatest offering of zero-calorie sweeteners that is good tasting, with no after taste and a natural alternative to sugar and artificial sweeteners. The skoopz® marketing plan is focused on building consumer awareness and to educate consumers in order to generate trial. Because of the universal attention to diabetes, obesity and avoiding foods containing chemicals, skoopz® will directly benefit from the overall growing market acceptance of all-natural zero-calorie sweeteners.  Awareness will be generated through targeted PR efforts, online and social marketing, print and radio ads and leveraging blogs and message boards. skoopz® will generate trial with heavy traffic sampling sites, in-store sampling events, strategic trade shows, value-added trade programs, customer web-sites and through key partner relationships (JDRF, ADA). Our unique formula and challenge to “Just taste it” will bring skoopz® to the forefront as the sweetener of choice. 

Barriers to Entry: There have been several entries into the all-natural sweetener market. The major advantage that skoopz® has is its taste. The competition has simply not been able to overcome the bitterness of their products. That is why skoopz® uses the tag line “Just taste it”. While skoopz® has overcome many of the initial challenges, including development, design and initial marketing, several major issues remain.  Many of the skoopz® competitors have large amounts of capital to invest in their brands. The nationwide rollout of skoopz® will require capital for marketing expenses.

Competition: The competition for skoopz® in the natural sweetener category includes the following brands:
Purevia- a Stevia derivative owned by Whole Earth Sweetener (a division of Equal/Merisant)
Truvia- a Stevia derivative owned by Cargill – the market leader
Sun Crystals- a mix of Stevia and cane sugar owned by Johnson & Johnson
skoopz® is priced lower than the other natural sugar substitutes and priced higher than the chemical-based artificial sweeteners. skoopz® can attract customers from (i) the artificial sweetener market by offering a natural product that tastes great without an aftertaste and (ii) the natural sweetener market by offering a lower priced, better tasting all-natural sweetener. 
Financial Projections: 		 2010 			2011			2012

	                    Revenue	117,245			2,275,187		6,537,052

	                    Expenses	324,477			2,208,153		5,392,709

	 	    EBITDA	(207,232)		67,034			1,144,343

Exit Strategy:  Within the Consumer Packaged Good segment there is a clear pattern of behavior with large food and beverage manufacturers purchasing companies such as MySkoopz.  Our market analysis shows that we can expect acquisition offers to be made as we approach revenues as low as $5 Million.  Their motivation will be based not solely on revenues and consumption, but to gain control of our brand, points of sale and unique formula either as an alternative to an artificial sweetener they already own that is losing market share, or as a core ingredient to make their low-calorie foods cross over into mainstream food segments as simply good tasting, better for you, versions of exiting products.

Documents Available:  Business plan, pro-forma, market research, and investor offering documents available upon request.
THESE SECURITIES HAVE NOT BEEN REGISTERED UNDER THE SECURITIES ACT OF 1933 OR ANY STATE SECURITIES LAWS.  THIS SUMMARY SHEET DOES NOT REPRESENT AN OFFER TO SELL ANY SECURITIES. This term 
sheet includes projections which may and may not be achieved.  For full information you must request and review a copy of our full private placement memorandum
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