TULOCAY & CQ

OUR MISSION

We are CREATORS of
innovative ARTISAN FOODS
that celebrate the culinary
INTEGRITY and excellence
of the Napa Valley, building PROFITABLE
PARTNERSHIPS on a foundation of creative VISION,
COLLABORATION, passionate ENTHUSIASM and
superior CUSTOMER SERVICE.




TULOCAY & CQ

COMPANY HISTORY

Tulocay & Co launched in 1993 with etched bottlésits and

vinegars. It has rapidly grown to include the amgabf 3 house
brands in addition to partnering with regional axadional

retailers to create their own PL brands. -
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TULOCAY & CQ

CAPABILITIES

50,000 sq ft facility includes manufacturing, shigp&
receiving, professional test kitchen as well aateCRetalil
Shoppe & Cooking Classroom.

HOT PACK (sauces, mustards, condiments, fruit spreads)
Capacity: 150,000/week - Package sizes: 6 oz @llarg

COLD PACK (vinegars, dipping oils, marinades,

vinaigrettes) Capacity: 100,000/week - Packagess@@®z to 1
gallon

DRY PACK (baking mixes, dip mixes, salts, rubs, soup
mixes) Capacity: 150,000/week - Package sizes:tb bmlk

BAKED SNACKS (granola snack mixes) Capacity:
70,000/week - Package sizes: 1 oz to bulk



TULOCAY & CQ

EXPERIENCED TEAM

Our team is comprised of seasoned professionalsawtomdy
Innovation, quality, integrity, collaboration, ardthusiasm.

Sales & Marketing: understands the industry from multiple
angles, as a manufacturer selling to a retailerasna retailer

Product Development:comprised of trained chefs who stay
educated in market trends and are inspired byltdimppalate

Production: understands the demands of producing products
across multiple categories while meeting cruciaklines

Quality Assurance: dedicated team committed to producing
the highest quality possible in a superior ratexditg by auditors

Customer Service:“the customer is number 1” is a mantra
not taken lightly by this group, whether it is aneamer or a
retailer



TULOCAY & CQ

CLIENT HISTORY

We understand the retail side of business duertexperience with
our own brands. Tulocay & Co brands have an estadydi history with
top specialty retailers across the country anapseding the reach
into the grocery and natural specialty arena ah#imnal level.

« Andronicos « Stew Leonard's
e Bristol Farms « A Southern Season
« Giant Eagle e AJs
 Draegers « Earth Fare Markets
 Whole Foods (Regional ¢ Raley's
& Local DiStl’ibUtiOﬂ) e Williams Sonoma
« Central Markets e Crate & Barrel
* Fresh Markets e Cost Plus World Markets
* Dean & Deluca e Harris Teeter
* Zabars  Pier One

e Wegman's



TULOCAY & CQ

AWARD-WINNING

Quality ingredients, unique flavors and superiandards for
excellence have been recognized by both industideles and the
consumer with top awards.

Natural Products Expo “Best New Food Product” 2006
NASFT (National Association of Specialty Food Trade

*Qutstanding Product Line Winner 2004
*QOutstanding Best Seller: Garlic Parmesan Dipping falist 2004
*Outstanding Jam, Preserve, Spread or Sweet Topping ERRD4
*QOutstanding New Product: Steak Sauce with Peaches|gFi003
*Qutstanding Jam, Preserve, Spread or Sweet Topping ERR20S
*Qutstanding Product Line Finalist 2001

*QOutstanding New Product Line Finalist 2001

*Qutstanding Jam, Preserve, Spread or Sweet Topping ER20%

Napa Valley Mustard Festival World-Wide Mustard Competition
Winner of 2 Gold, 2 Silver and 3 Bronze Medals 2002-2008



TULOCAY & CQ

INDUSTRY TRENDS
ALL NATURAL/SPECIALTY

“Over the last five years, the specialty food indysas risen from a
small, niche market to become one of the newestast reliable
growth engines for food retailers.”

Key drivers:

« Shift toward health & wellness

» Higher disposable income and education level

* Mounting concerns over food safety

* Rising demand for ethnic cuisines and flavors

» Positioning specialty products as affordable liesir

“...factors have caused conventional grocers and tiwbssto dedicate
increased shelf space to specialty products, anthimy instances,
introduce upscale, natural formats (or sets) withastores.”

“Food for Thought” Consumer Sector Newsletter, Summer '08
Livingston Partners, Independent International Investment Banking Firm



MADE IN NAPA VALLEY
ALL NATURAL/SPECIALTY

Inspired by the flavors and abundance of the Nagldey, these products combine
the highest quality, all natural ingredients ingue flavor combinations. Global
flavors enhance the 70-plus product line.

 Mustards
- « Tapenades & Savory Condiments
e Simmer Sauces
e Savory Sauces
e Fruit Spreads
 Marinades & Glazes
 Barbecue & Steak Sauces
* Dipping QOils & Flavored Vinegar
 Herb Rubs
 Baking Mixes
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VINEYARD PANTRY

VINEYARD PANTRY
ALL NATURAL/GROCERY/SPECIALTY

With the continual upgrading of grocery and natsgpcialty stores
throughout the country, Tulocay & Co is proud ttyaduce our newest
brand, Vineyard Pantry.

All Natural

Unique Flavor Profiles
Easy to Use
Competitively Priced

The growing product line includes:
Mustards
Tapenades & Savory Spreadie==
Sweet Spreads & Preserves g
Grill Glazes & Sauces
Specialty Oils & Vinegars
Salts & Herb Rubs
Baking Mixes




TULOCAY & CQ

INDUSTRY TRENDS
ALL NATURAL/GROCERY/SPECIALTY

.-f:‘ B YANY NEWES
CONVENIENCE STORE/PETROLEUM
A “snacking revolution” is underway in the U.S.

75% of consumers rely on convenient foods more todayZhesars ago.

CSP Daily News 5/08

AL

Global snack foods will be $300 billion market by 2010.
PLMA News 3/08

j Ereakthrough lnslghts.
Breakthrough Resuit.

Snack buyers went from 38% to 41% of their snack purchases tgohealthier optiondnformation
Resources IRI Chicago 4/08

GROCER

Based on favorable ACNielsen sales trend data acra$isig) food and mass retail channels- as well
as on the continued growth of more nutrition-consc@rsumers it's clear thabnvenient healthy
snacksare a long term trend that’s here to stay.
Progressive Grocer Magazine 3/08



TULOCAY & CQ

INDUSTRY TRENDS
ALL NATURAL/GROCERY/SPECIALTY

Healthy eating and diets have been ongoing trends foasheduple of years, and they
continue to be the biggest driver for incorporating fraitgl nuts in snacks and baked goods.
Snack Food & Wholesale Bakery Magazine 3/08

GROCER

As consumers become more aware- and discerning- abaejtgastity and nutrition, the quest
for all natural, wholesome foods is hitting a fever lpitc
Progressive Grocer Magazine 3/08

INTERNATIONAL
FooD
INFORMATION
COUNCIL

FOUNDATION

More consumers in the U.S. are becoming aware of &hdrare trying to increase their
consumption of whole grains as part of a healthy diet.
Food USA 9/08



KINGSLAKE & CRANE
ALL NATURAL/GROCERY/SPECIALTY

Acquired by Tulocay & Co in December of 2007, Kilade & Crane is
known for its heart-healthy, whole grain, low sadigranola snack mixes
made with all-natural premium ingredients that ra¢lse consumer’s
demand for a healthy snack.

» All Natural*

« Baked with no added fat, oil, or butter

* Whole grain — Heart Healthy

» Good Source of fiber and protein

* Vegan

* “0” Cholesterol

 Wheat Free

 Ready to eat, grab and go healthy snack

* Premium Ingredients
» Over 50% of the weight by volume is nuts
» Over 20% of the weight by volume is from driedifsu

e Jrresistible Crunch and Taste!
*Except Original Mix



We’ve Created Our Own Award-Winning Brands,
Let Us Create One For You.

Tulocay & Co uses the expertise it developed iatong,
manufacturing and marketing its own brands to @anvith
retailers to create program focused private labkeit®ns.



WHAT DO WE OFFER THE
PRIVATE LABEL CUSTOMER?

Our expertise includes:

Taking a consultative approach in initial fact gathg and
market research relating to the customer’s needs

Creating exclusive formulas/recipes to meet theabjes
and goals defined by the customer

Specializing in creating a cohesive story with flagors,
themes and packaging of the private label brand

An innovative and flexible approach to producingadin
natural, high quality line of products

The ability to produce a wide variety of produdtattcrosses
multiple categories from cold and hot pack itemdrp
goods

AIB and SILLIKER certifications



INTERACTIVE PARTNERSHIPS

We work with our PL partners in a collaborative amractive
approach to best determine the products to fulfdir goals and
objectives. It is not the same formula for eachh@usr. Our
flexibility allows us to work with the following tyes of PL
partners to create unique programs for them:

Small Regional or National Specialty chains lookiogdd
their own line

Regional Natural Specialty Grocery chains lookiogdd to
an existing line or create a new all-natural line

National & Regional Supermarket chains lookingrteate a
new branded line or add new categories in an egidimne

Mass Merchandisers wanting to add a premium or all
natural line to make them competitive with supekets

Resellers who target grocery, natural or supernmgrke



CUSTOMIZATION ALL THE WAY

Our product development team is part of the inlir@instorming
and research work completed at the beginning df acproject.
This information allows them to come back with yruhique and
exclusive formulas and recipes for each customer.

Product Development

Our Director of Product Development is a Certified
Research Chef with the Research Chefs Associamhhas
over 30 years of experience in the food industiey wadrks
with a team of experienced product developerseaterthe
initial product samples for tasting with the cusewnmakes
tweaks and reformulations, and finalizes the retmpaest
batch and final production.



CREATING A COHESIVE STORY

This is our specialty! From start to finish we oftke ability to
create, produce, oversee the consistency of a lanaahdell the
story to the customer who makes the meal purchases.

From start to finish we:
Develop the flavor profiles for the line

Select & suggest packaging options consistent with
the brand

Create copy & recipe suggestions/usage ideas for
the labels

Oversee the label production and printing

Manufacture the products under quality assurance
guidelines

Aid in marketing ideas to the consumer



ALL NATURAL FOR MULTIPLE TIERS

Creating high quality, all natural products is what are committed
to doing. This does not mean that we can only predar the
specialty market. We have created a multi-tier appin to the
products that we can develop. Our QA departmeryspdakey role.

Quality Assurance Department

This department is headed by a Food Scientistavilegree from
UC Davis and 15 years of industry experience incgdensory,
R&D, and market research for major Domestic andrhdtional
food companies.

Successfully completedddarty AIB and SILLIKER audits
CCOF Organic Certified
Food Safety Program: HACCP



CREATIVE & DESIGN EXPERTISE

Our creative team concepts and produces innovatikgions for
packaging, merchandising and consumer marketingmaéd that
take a product from the ideation stage througinta fproduction and
into the hands of the consumer.

Creative

Our creative director has a breadth of experieasenly worked
In creative marketing departments for Fortune S@i@ganies, as
well as co-authoring and producing cookbooks.

Areas of expertise:
Concept and design work for packaging/labels
Taking an existing label design and managing tloeyction
of final art through the printing process
Developing romance copy and a variety of produages
iIdeas for the consumer
Collaborating on consumer marketing ideas



HOW DO WE COMPARE?

There are a variety of suppliers and vendors wihdyre

the same private label products for everyone wagh a
different label, or they only produce one categonthey are
knocking off or copying an existing brand. Thaha us.

This is how we differ:

TULOCAY & CO | OTHER VENDORS
Collaborative & partnership role  Creates products in one category
Flexibility Understands only one category in
Creation of entire product line the market
(not just one category) Not flexible in that they can only do
Unique flavor profiles what they do
Brand consistency across Cannot offer brand consistency &
multiple products efficiency in multiple categories

Understanding of the market
Innovative



WE ARE NOT FOR EVERYONE

If you are looking for a PL vendor to “copy” an exng product and
slap a label on it, or to produce one product ayl ldng without
variations or to use preservatives, than we arevtbag vendor.

We are the right vendor if you are:
Looking for a unique line of products with custoonrhulas
Interested in managing only one vendor to creat&igd product line
Wanting to work as a team in a collaborative ermmnent
Looking for a partner who understands your market
Keeping brand consistency as an important compasfdhe process

Looking for efficiencies wherever possible
(shipping of multiple products at the same timermwanaging a variety of
shipments from a variety of vendors)



WHO IS OUR TARGET CUSTOMER?

The consumer market is growing in the area ofatlral, flavorful
products that help the busy cook create delicioealswith little effort
and a little help. That is why we are in business.
Customer Profile:
Looks for products that help them maintain a hgdifastyle
Interested in trying unique flavorful products
Seeks ways to create meals that come togethey easil
Likes to try new recipes but also has their tried-&rue favorites
Looks for a brand that they can trust



WHO IS OUR TARGET RETAILER?

Retailers are moving into new segments that incaldeatural, high
guality products at affordable prices to fulfiletigrowing demand of
their customers.
Retail Profile:
Looking to create a new brand of all-natural, fliiubproducts
Adding an all-natural premium line to an existinmgud
Expanding an existing brand into new product sedsen
National all-natural grocery
National & Regional supermarkets with an all-natsegment
Specialty grocery at a regional or national level
Mass merchandisers with an all-natural product ssgm



OUR PRIVATE LABEL PROGRAMS

We pride ourselves on our flexibility and collabira approach
to working with our customers. With this in mind Wwave come up
with two Private Label Programs:

Custom Private Label:
Timeline: 6-8 months from initial contract to delred product

This is a full customized program with unique resfformulas
created specifically to meet the customers goalsofectives.

Fast Track (minimums apply):
Timeline: 4-5 weeks from receipt of all componélatisels/PO)

This program is for the retailer with a small numbgstores or one
who wants to get a branded product to market quickl



WHY WE MAKE A GREAT PARTNER

It all goes back to our mission statement. We loauk an
incredible facility and team that allows us to skbage what we
do best. If you are looking for the following alttites in a PL
partner, please give us a call:

Our Strengths:
we create high quality, all-natural products
flexibility
unique flavor combinations
enthusiasm and passion for what we do
integrity
collaboration and team approach
variety in product lines produced
creative and innovative



HOW TO CONTACT US

Senior VP Sales

Karen Foley
707.333.1214
karen@tulocayandco.com

Private Label Sales Manager
Lela Adelman

707.603.3237
lela@tulocayandco.com

Customer Service

Katie Chauncy
707.603.3224
katie@tulocayandco.com




