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BARBARY COAST MERCHANTS, LLC
Disclaimers and Legends for Investor Deck

Confidentiality — Expected to Take All Reasonable Measures to Protect the Secrecy Of, and Avoid Disclosure or Use Of Confidential Information

It is acknowledged and agreed by the acceptance of these materials for review (this “Presentation”) that the information contained herein includes confidential and proprietary details that are of independent economic value to Barbary Coast
Merchants, LLC (“Barbary Coast Merchants™). The recipient of this information understands that protecting the secrecy of this information is of utmost importance to all parties. The recipient will refrain from using or disclosing any
confidential information for its own use or for any purpose other than to carry out discussions concerning investment in Barbary Coast Merchants. The recipient is expected to take all reasonable measures to protect the secrecy of, and avoid
disclosure or use of confidential information to prevent it from falling into the public domain or to anyone other than the recipient and its agents and advisors.

No Offer
This Presentation does not constitute an offer to sell or the solicitation of an offer to buy the securities by any person in any jurisdiction in which it is unlawful for such person to make such offer solicitation or sale.

No Advice

In making an investment decision, investors must rely on their own examination of Barbary Coast Merchants and the terms of this offering, including the merits and risks involved. Prospective investors should not construe the contents of
this Presentation as investment, legal, tax or accounting advice, and each prospective investor is urged to consult with its own advisors with respect to investment, legal, tax and accounting consequences of its investment in Barbary Coast
Merchants.

Summary Only — Plans, Intentions and Ambitions May Be Modified

This Presentation contains a summary of certain objectives, plans, intentions and ambitions in connection with Barbary Coast Merchants. However, the summaries set forth in this Presentation do not purport to be complete. Barbary Coast
Merchants reserves the right to modify the objectives, plans, intentions and ambitions described in this Presentation at any time.

Forward-Looking Statements — Actual Events or Results or the Actual Performance May Differ Materially

Certain information contained in this Presentation constitutes “forward-looking statements,” which can be identified by the use of forward-looking terminology such as “projections,” “projected,” “ROI,” “re-energize,” “redefine,” “rid,”
“align,” “rebuild,” “strengthen,” “expand,” “target,” “distribute,” “upgrade,” “refresh,” “should,” “assume” or “continue” or the negatives thereof or other variations thereon or comparable terminology. Additionally, any information
presented under a header that includes any of the foregoing terms, or any variation thereof, are “forward-looking statements.” Due to various risks and uncertainties, actual events or results or the actual performance of Barbary Coast
Merchants may differ materially from those reflected or contemplated in such forward-looking statements.

Investment Risk — Possibility of Partial or Total Loss Of Capital

An investment in Barbary Coast Merchants is speculative and contains certain risks. Prospective investors should carefully consider the risks inherent in any investment. There can be no assurance that Barbary Coast Merchants will meet or
otherwise be able to carry out its objectives, plans, intentions and ambitions. Barbary Coast Merchants’ returns may be unpredictable and, accordingly, Barbary Coast Merchants is not suitable as the sole investment vehicle for an investor.
The possibility of partial or total loss of capital will exist and investors should not subscribe unless they can bear the consequences of such loss.




HlSt ory * 20009: Original positioning of club named Wingtip
Of Amad()r * 2012: Move to 550 Montgomery St

 Financial troubles

 2018: New management team

e 2019: Turnaround

e 2020-2022: Pandemic

« 2022: Asset purchase of club

 2023: Rename of the club to Amador

¢ 2024: Start Buildout of the Bank at Amador

e 2025: Buildout of The Bank at Amador Complete




Current State
of Amador

Membership down since the pandemic
Restaurant and bar need a refresh
Ground floor space misrepresentation of club

Slow recovery




Entering the Golden
Era of Private Clubs

* Increased demand since pandemic

« New breed of clubs in NYC, LA, Chicago, SF &
London

» New focus of clubs (hospitality / lifestyle / women /
diversity and inclusion)

» Opportunity for Wingtip to connect with
new/younger audience
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There’s certainly been a global yearning, post-lockdown, to
reconnect, to exchange ideas, to feel rooted in the culture of a
city, and, most of all, to feel a sense of community again.”

JENNIE ENTERPRISE, FOUNDER, CORE (NYC)



Amador
Objectives

1]

Re-energize

Boost membership
and increase member
engagement

Balance Membership

80/20 men/women does not
reflect balance in
professional landscape of SF

Expand facilities

Ground floor public-facing
part of club not
representative



Amador Strategic Plan

Rebrand

Transition the Add membership Execute New
ground floor tiers to leverage go-to-market Leadership
ground floor and sales plan
Retail Clothing space and create
l pool of new
candidates for

The Bank at Amador full membership
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Why Rebrand?

Re-energize the club and boost growth

Redefine the club to a new generation of potential
club members

Rid brand of men’s clothing element

Strengthen and rebuild vendor relationships

Name should represent what the club stands for
and bringing in a new environmental change




Rebranding Exercise

BT - T - T

* Select branding agency to » Exploration of Amador * Well defined master brand
rebrand identity for current and and sub-brands
future members

* New logo & identity system

» Website and other digital
assets

» Sales collateral / New
member welcome kits



Amador

A social club for men and women in SF
Inspired by memorable dining experiences
Love of rare wines & spirits|

Iconic locations that capture a city’s history
» First location of the Bank of Italy

 Original offices of Bank of Italy / Bank of
America

 Amadeo Pietro Giannini was the founder of
Bank of Italy / Bank of America

 His nickname was Amador




Amador Strategic Plan

Transition the

ground floor
Wingtip
‘ Retail Clothing

Amador

The Bank at Amador

Membership

Add membership
tiers to leverage
ground floor
space and create
pool of new
candidates for
full membership

Execute
go-to-market
and sales plan

New
Leadership
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Ground Floor Transition

Re-energize the club and boost growth
Added visibility for club

Public face of club to be more representative of §&
new club brand

Added revenue center with operational synergies &

Greatly expand pool of potential club members 6.' E
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The Bank at Amador

Where SF young professionals (men &
women) meet

Cocktails are the main focus
Turn of the century cocktails

Some rare and allocated spirits
Reserve wines available by the glass
Caviar Cart

Light bites to whet appetite

Meeting space during daytime hours
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The Bank at Amador

Floor Plan and Renderings
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Amador Strategic Plan

Wingtip Transition the
‘ ground floor
Amador Retail Clothing

The Bank at Amador

Membership

Add membership
tiers to leverage
ground floor
space and create
pool of new
candidates for
full membership

Execute
go-to-market
and sales plan

New
Leadership
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New Membership Tiers

Club Access Monthly Dues Corp Sponsored

Unlimited Bank
Blue (local) Unlimited Club $2,500 $250 $200
. Unlimited Bank
Red (social) 6x Per Quarter Club $1,500 $175 n/a
: Unlimited Bank $2,500 _ .
White (new) 1xX Per Quarter Club (by corp) n/a $75-$50

Green (new) Bank Only n/a $50 n/a



Amador Strategic Plan

Execute

go-to-market

Wingtip Transition the Add membership and sales plan New
ground floor tiers to leverage Leadership
‘ ground floor
Amador Retail Clothing space and create
pool of new

candidates for
The Bank at Amador full membership




Go-To-Market to Build Awareness

« Teaser campaign using window signage
during construction

* Public relations and social media push
 Point of sale on ground floor

» Target HR Directors for corporate
sponsorships

* Pre-sales promotion to max signups

* Online / Call Center
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Sales Plan

Sales
Director

Private
Events

Corporate
Sponsors

Member
Upgrades
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Private Events

Circulate updated sales Book new corporate Member incentives to
collateral to current sponsors with $2,500 refer their company for
Private Event clients credit private event




Corporate
SPONSOrs

« Target HR Directors starting with nearby
companies and working outward

« Distribute new sales collateral
« 1sale could equal 50-100 new members
« Incentive for employees to come back to the office

* New pool of customers for

e Bar & Lounge
* Lunch
» Meeting space (bar & lounge during the day)




Member Upgrades

« Upgrade button in app

« Emails generated by member activity

 Warm calling

New Members

 Field incoming requests through website

e Tours

e Interviews

 New Member packets
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Amador Strategic Plan

Membership

New
Leadership
Wingtip Transition the Add membership Execute
ground floor tiers to leverage go-to-market
‘ ground floor and sales plan
Amador Retail Clothing space and create
pool of new

candidates for
The Bank at Amador full membership




New Leadership

Jon D’Angelica
Founder & CEO

District Restaurant Group
(2006-Present)




Corbeaux

Series C Funding



Series C Funding

» Seek to raise $2,500,000 in investmentallocating up
to 22% of Barbary Coast Merchants

* $11.4M Valuation — Based on 3x projected
earnings
» Hospitality generally fetch up to 8x earnings

Use of Funds:
e The Bank build out: $1.65M
« Amador upgrades and refresh: $200K

» Branding and marketing re-launch: $150K

* Ongoing working capital: $500K
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» 2025 breakout year
* Top line growth
 Addition of Bar & Lounge revenue center
» Significant growth in lower tier
membership

 Rising tide lifts all boats (inter-relationship of
revenue centers)

¢ 2025-2026 earnings growth driven by
Membership revenue

L [/ REEERENEENY

 Membership #s plateau
 Increase in investor dividends
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Assumptions Behind
Revenue Growth

» Restaurant sales return to pre-COVID levels of $1.6M
by 2026

» Bar & Lounge rev per square foot range:
$379 - $479 ($1.25M-$1.58M)

 Private Events growth of 68% from ‘24 to 25 ($1.2M-
$2.0M)

» 2020 pre-COVID run-rate was $3M

* Membership growth fueled by new tiers

34



Benetfits and Privileges
of Investors

 Dividend Distributions

¥

v, » Monthly dining credits

g ’ : g * Pro Rata Voting Rights




Contact

Evan Krow
ekrow@amadorclub.com

415-310-2751


mailto:ekrow@amadorclub.com
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