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ThisPresentationcontainsforward-lookingstatementsthatrelateto the

Companyôscurrentexpectationsandviewsof futureeventsandshould

be readtogetherwiththemoredetailedinformationandfinancialdata

and statementsavailableon the CompanyôsSEDARprofile at

SEDAR.com. ThisPresentationdoesnotcontainall of theinformation

youshouldconsiderbeforepurchasingsecuritiesof theCompany. It is

not intendedto be relieduponas adviceto investorsor potential

investorsanddoesnot takeinto accountthe investmentobjectives,

financialsituationor needsof anyparticularinvestor. In somecases,

theseforward-lookingstatementscanbeidentifiedbywordsorphrases

suchasñmayò,ñmightò,ñwillò,ñexpectò,ñanticipateò,ñestimateò,ñintendò,

ñplanò,ñindicateò,ñseekò,ñbelieveò,ñpredictòorñlikelyò,orthenegativeof

theseterms,or othersimilarexpressionsintendedto identifyforward-

lookingstatements. The Companyhas basedtheseforward-looking

statementson its currentexpectationsand projectionsaboutfuture

eventsand financialtrendsthat it believesmightaffectits financial

condition,resultsof operations,businessstrategyandfinancialneeds.

These forward-looking statementsinclude, among other things,

statementsrelatingto: the Companyôsexpectationsregardingits

revenue,expensesandoperations; theCompanyôsintentionandability

togrowthebusinessanditsoperations,includingitsabilitytocomplete

researchanddevelopmentactivities; futureproductroll outs in new

markets; expectationsregardingproductionandsales; expectationswith

respectto futureproductioncostsandcapacity; expectationsregarding

our growthratesand growthplansand strategies; the Companyôs

expectedbusinessobjectivesfor the next twelvemonths; and the

Companyôsexpectationswithrespectto internationaldevelopmentsand

initiatives. Forward-looking statementsare based on certain

assumptionsand analysesmadeby the Companyin light of the

experienceandperceptionof historicaltrends,currentconditionsand

expectedfuture developmentsand other factors it believesare

appropriateandaresubjectto risksanduncertainties. In makingthe

forwardlookingstatementsincludedin thisPresentation,theCompany

hasmadevariousmaterialassumptions,includingbutnotlimitedto (i)

obtainingorcomplyingwiththenecessaryregulatoryapprovals; (ii)that

regulatoryrequirementswill be maintained; (iii) generalbusinessand

economicconditions,includingtheongoingimpactofCOVID19; (iv)the

Companyôsabilityto successfullyexecuteits plansand intentions,

includingwithrespectto therampupofcommercialoperationsandthe

achievementof expectedrevenues; (v) theavailabilityof financingon

reasonableterms; (vi)theCompanyôsabilitytoattractandretainskilled

staff; (vii)marketcompetition; (viii)theproductsandtechnologyoffered

by theCompanyôscompetitors; and (ix) that theCompanyôscurrent

goodrelationshipswithits suppliers,serviceprovidersandotherthird

partieswill be maintained. Althoughwe believethattheassumptions

underlyingthesestatementsare reasonable,theymayproveto be

incorrect,andwe cannotassurethatactualresultswill be consistent

withtheseforward-lookingstatements. Giventheserisks,uncertainties

andassumptions,prospectivepurchasersof theCompanyôssecurities

shouldnotplaceunduerelianceon theseforward-lookingstatements.

Whetheractualresults,performanceor achievementswill conformto

theCompanyôsexpectationsandpredictionsis subjectto a numberof

knownandunknownrisks,uncertainties,assumptionsandotherfactors,

includingthoselistedunderñRiskFactorsòin theCompanyôsListing

StatementfiledundertheCompanyôsSEDARprofileat SEDAR.com.

The Companyôsforward-looking statementsare based on the

reasonablebeliefs,expectationsandopinionsofmanagement. Although

the Companyhas attemptedto identifyimportantfactorsthat could

causeactualresultstodiffermateriallyfromthosecontainedin forward-

lookingstatements,theremaybeotherfactorsthatcauseresultsnotto

be as anticipated,estimatedor intended. Thereis no assurancethat

suchstatementswillproveto beaccurate,asactualresultsandfuture

eventscoulddiffermateriallyfromthoseanticipatedinsuchstatements.

Accordingly,readersshouldnot placeunduerelianceon forward-

lookingstatements. We do not undertaketo updateor reviseany

forward-lookingstatements,exceptas,andto theextentrequiredby,

applicablesecuritieslawsinCanada.

Disclaimerto UnitedStatesInvestors

Thesecuritiesof the Companyhavenot beenregisteredunderthe

United States Securities Act of 1933, as amended

(the"U.S.SecuritiesAct"), or anystatesecuritieslawsandmaynotbe

offeredor sold withinthe UnitedStatesor to U.S. Personsunless

registeredundertheU.S. SecuritiesActandapplicablestatesecurities

lawsoranexemptionfromsuchregistrationisavailable.



https://www.youtube.com/watch?v=7_S8srmxJtk
https://www.youtube.com/watch?v=7_S8srmxJtk


TAAT At A Glance / TAAT׃
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INNOVATIVE / PATENTED PRODUCT ⇔ /Ғ≠֟

ÁBeyond TobaccoÊ base material engineered to 

closely mimic the tobacco smoking experience / 

Beyond TobaccoÊ ҍ
ᵣ ᵌȂ

FAVOURABLE CONSUMER DYNAMICS≠
ꜚ

ÁMassive addressable worldwide tobacco market 

approaching US$1 trillion per year ῃ
̆ 1ַ҆ ᾝȂ

ETHICAL MARKETING

ÁNicotine-free products capitalizing on cost-

effective digital strategies Ҁ֟ ≠

SCALABLE PRODUCTION PLATFORM ֟

ÁCurrently expanding to approximately 25,000 

square foot facility in Las Vegas ╠ ⱴ
25,000 Ȃ

MANAGED ROLLOUT ⱳ ₮

ÁLaunched in Ohio in mid-December 2020 in first 

phase of rollout / 2020 12 Ҭ ḇ֝ḇ ꜚ
ѿ ᵬȂ

STRONG MANAGEMENT TEAM 

ÁSubstantial experience in cigarette industry and 

capital markets ү ҙ

$1T 

WIN-WIN ECONOMICS

ÁTAAT provides distributors and retailers with 

superior returns vs. tobacco-based cigarettes

ҍ ̆TAATҹ ᶫ
ԅ Ȃ



Beyond TobaccoÊ Experienceᵣ Beyond TobaccoÊ 
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Engineered to closely replicate each and every sensory element of smoking a tobacco cigarette 
̆Ҥ └ ѿҩ ᾝ Ȃ

Nearly identical product and packaging

format, enhanced smoke volume₃Ӎ ֟
̆ ԅ Ȃ

Audible ñcracklingò sound of base material

when ignited to mimic tobacco ⌠ "

" ̆ ᴏ

While burning, TAAT Beyond TobaccoÊ

emits a pleasing scent ̆TAAT Beyond 

TobaccoÊᴪ ֲפ₮ Ȃ

Patent-pending base material refinement

process imparts realistic tobacco taste Ғ
≠ └ ̆ ԇԅ Ȃ

Satisfies ñhand-to-mouthò experience and ñmotor 

habitsò such as flicking ashes ñ ⌠ ò

ᵣ òꜚ ᵬӟ "

Base hemp material goes 

through a 14-step proprietary 

process to taste and smell like 

tobacco, including a patent-

pending refinement technique

ҹԅᶏ Ἕ ̆
ҙ 14 Ғ

̆ Ғ≠
└

Innovative 

Patent Pending 

Process

⇔
Ғ≠



ÁInnovative hemp-based alternative to tobacco cigarettesץ ҹ ⇔
ף

ÁLower price point than tobacco cigarettes ᴇ ᵞ
Á~40% cheaper than a pack of the leading cigarette brand in Ohio, TAATΩs first market ᴇ
ḇ֝ḇ (TAAT ѿҩ ) ᾢ Ḃ 40% 

Á!ŘŘǊŜǎǎŜǎ ƘƛƎƘ Ŏƻǎǘ ƻŦ ǎƳƻƪƛƴƎ ŀƴŘ ŎƻƴǎǳƳŜǊǎΩ ŘŜǎƛǊŜ ŦƻǊ ŀ ƳƻǊŜ ŀŦŦƻǊŘŀōƭŜ ŀƭǘŜǊƴŀǘƛǾŜ ‗ԅ
ף

ÁTAAT products contain no nicotine, a highly addictive substance/ TAAT֟ Ҍ ҉
Ҁ

ÁPortfolio of trademarks in more than 50 countries 50 ҩ
Á2018 Farm Bill legalized hemp at the federal level in United States / 2018 ῾ҙ

ᶏ ҙ ѿ ԅȂ
ÁLeveraging the marketing success of Beyond Meatat the consumer level ᾟ№≠

Beyond Meat ⱳ
ÁThree classic tobacco cigarette flavours: Original, Smooth and Menthol ҈ ῖ

̔ ȁ

Beyond TobaccoÊ Experience ᵣ Beyond TobaccoÊ 
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TAATõs unique, high-quality cigarettes represent a disruptive, attractive alternative 
to tobacco cigarettes and other smoking products / TAAT ף
ԅ ῒז ֟ ѿ ȁ ⱬ ף Ȃ



TAATõs Cigarettes Target Current Smokers / TAAT╠
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MASSIVE ADDRESSABLE GLOBAL CIGARETTE MARKET ῃ

USD$925 Billion Tobacco Market ïWorldwide
ῃ ҹ9250ַ ᾝ

U.S. $75 Billion Market Holds only 3% of Smokers
$750ַ ֽ 3%

One pack per day per cigarette retailer ҩ ѿ
= ~$1.5 to $2 million of daily revenue $150҆ $200҆

Converting 200,000 smokers (half of 1% market share) 

20҆ ̂1% ᴍ ѿ Є

= ~$200 million of annual revenue $2ַ



Budget brands are gaining share of market 
֟ ҉ ᴍ

Data Supports Our Target Market ױ
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CIGARETTE MARKET DYNAMICS ꜚ E-cigarette growth modest among 
current smokers 

Ҭ Ҍ
Á80% of nicotine sales in convenience stores is 

still cigarettes Ḃ≠ 80% Ҁ ׅ

ÁOver 60% of e-cigarette users are not current 
smokers 60% Ҍ ╠
Ȃ

Cigarette Market Share Gain/(Loss) in BPS

ᴍ ⱴ̂⁞ ̃

CDC Cigarette Incidence by Income

└Ҭ Ҍ ῀ֲ
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Manufacturing and Distribution Platform └ №
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PRIMARY MANUFACTURING∆ └ SECONDARY MANUFACTURING ԋ ⱴ DISTRIBUTION №

Leveraging world-class contract manufacturing 
and packaging of cigarettes from TAAT 
material at a per-unit price≠ ҕ ѿ

֟ TAATץ̆ ҹ
̆ ᵝ ᴇ

Ship product pallets directly to wholesalers

Highly scalable 

Leverage existing tobacco sales channelsᾟ№
≠

Á State-specific and region-specific distributors 

№

Á No need to hire excess sales team members, 

accountants, etc.Ҍ ᵳ ᵩ
ȁᴪ Ȃ

ÁFocus on brand-building and other proprietary activities in-house while outsourcing secondary 
manufacturing Ғ ԍῤ ῒזҒ ꜚ̆ ԋ ⱴ Ȃ

ÁCost-effective strategy that supports growth and developing best practices ΐ
̆ ᶃ

TAATôs production facility in Las Vegas 

converts hemp biomass into TAAT flavoured 

smoking material / TAAT ⱴ
֟ ҙ ҹTAAT

Á Currently expanding to ~25,000 square feet

╠ 25,000



TAAT products represented by CROSSMARK, Inc.
TAAT ֟ CROSSMARK, Inc.
ÁLarge Texas-based sales agency holds relationships 

with more than 100,000 convenience stores, regional and 
national chains, wholesalers and distributors ᾥ

ף Ὲ ҍ 100,000 Ḃ≠ ȁ
ῃ ȁ № Ḡ ᵬ῏ Ȃ

ÁSupports in-store acceptance, merchandizing and 
re-ordering of TAAT products ῤ ȁ

TAAT ֟

ÁExtensive promotional, trade marketing and analytics 
support ȁ֜ № Ȃ

CROSSMARK Partnership ҍCROSSMARK ᵬᴩᵄ῏
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Leveraging CROSSMARKõs capabilities to expand 
product reach 
≠ CROSSMARK ⱬ ֟



Products launched in Ohio in first phase 

of broader rollout ֟ ḇ֝ḇ
₮̆ ԍ ѿ
ÁProducts are already in ~150 stores in Ohio, with 

~60% of stores that have had the product for at 

least four weeks making follow-up orders to date

֟ ḇ֝ḇ 150 ̆ῒҬ
60% ֟ ҉ ̆ ׂׅ

Ȃ

Utilizing knowledge from e-commerce to 

support rollout strategy ≠ Ⱶ
Ȃ

ÁPrioritizing states with strong early adoption based 

on online sales ’̆ᴨᾢ
Ȃ

Marrying Sales and Production Through a Curated, Managed and Staged Rollout

⅞ȁ ȁ№ ̆ ֟
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OHIO

Ohio and its five 

surrounding states 

have a total population 

of greater than 47 

million ḇ֝ḇ ῒ
ԓҩ ֲ

4700҆



TAAT cigarettes on sale through website as of February 17, 2021 2021 2 17 ̆ TAAT

Á More than C$150,000 of sales in first few days╠₃ 15҆ⱴᾝȂ

Á Nearly 6,000 new users visited online store in first 48 hours, generating 36,830 page views / 48 ῤ 6,000 ҉
̆֟ 36,830ҩ Ȃ

E-Commerce Strategy Ⱶ
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