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Given its size and entrepreneurial style, the Company is 
able to move quickly and efficiently to fill these gaps and 
meet the ever-changing demands of consumers of spirits. 
The Company’s first spirits product is Wodka Vodka, 
a less expensive but high quality alternative to more 
expensive brands on the market. This product exploits the 
trend towards “premiumization”, whereby consumers are 
demanding high quality vodka at less expensive price points.

With its proven ability to identify market opportunities, 
develop products into successful, commercially  viable and 
recognizable brands via marketing and PR campaigns, 
and the ability to monetize these assets through strategic 
sales—creating value for shareholders, Panache’s 
management team is well positionedto build its “build 
and exit” business model beyond Wodka Vodka with their 
two additional brands Alchemia Vodka and Alibi Whiskey.

      
12-Month Trading Price High $2.00

12-Month Trading Price Low  $0.10

Closing Price 6-29-2012 $1.34

Shares Outstanding 6-29-2012 26,382,891    

Market Capitalization  $35.35M

Enterprise Value  $36.34M

Last Quarter Revenue $671,041

TTM Revenue  $2,142,524

Current Assets (Most Recent 10Q or 10K) $842,253

Current Liabilities (Most Recent 10Q or 10K) $2,372,801

Current Ratio (Most Recent 10Q or 10K) 0.35

Total Assets (Most Recent 10Q or 10K) $854,611

Total Liabilities (Most Recent 10Q or 10K) $2,372,801

Strategy

Opportunity

The major spirits conglomerates largely abandoned the 
grassroots developments of brands years ago in favor of 
an “acquire to grow” philosophy. Most acquisitions halted 
in 2008 when the economy turned down but over the 
past year, these spirits companies have begun to ratchet 
up their appetite for new deals. Panache management 
believes that the climate is ideal for significant M&A 
activity in the space over the next several years.

Quick Facts and Key Ratios   
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Important Note: This profile may contain forward-looking statements, particularly as related to pro forma financial statements, earnings estimates and business expectations, within the meaning 
of Section 27A of the Securities Act of 1933 and Sections 21E of the Securities Exchange Act of 1934, and are subject to the safe harbor created by these sections. Any statements that 
express or involve discussions with respect to predictions, expectations, beliefs, plans, projections, objectives, goals, assumptions or future events or performance are not statements of 
historical fact and may be “forward looking statements.” Forward looking statements are based on expectations, estimates and projections at the time the statements are made that involve 
a number of risks and uncertainties which could cause actual results or events to differ materially from those presently anticipated. These forward-looking statements are only made as of 
the date of their release and Panache Beverages. does not undertake any obligation to publicly update such forward-looking statements to reflect subsequent events or circumstances.

Additional Information

Priced very well against other premium brands

1. Between 2000 and 2005, the market has been growing more in 

value than in volume across all categories as people drink less—

but pay more for what they do drink.

2. While the growth of consumption is projected to be attractive in 

emerging markets, those markets are not expected to deliver a 

future growth premium.

3. However, a premiumization strategy does not translate well into 

emerging markets, such as Latin America and Asia Pacific, where 

price per liter is not a strong upward trend.

4. This has a particular impact in developed regions, where 

consumers have been increasingly willing and able to pay more 

for higher-priced products.

5. Since 1990, there has been significant consolidation in the 

industry, with top 10 companies now controlling more than 60% of 

the market share.

6. Premiumization and consolidation have raised overall economic 

profitability.

7. Plainly, the path to future success lies in being global—but with a 

focus on the right markets and the right categories.

Recent Trends in the Global Spirits Market Investment Highlights 

• The Company’s expertise lies in the strategic   development and 

early growth of its brands establishing its assets as viable and 

attractive acquisition candidates for the major \ global spirits  

companies. 

• Panache management is following a “build and exit” business 

model.  In December 2006, Panache sold 42 BELOW to Bacardi 

for $91 million.  

• Panache’s existing portfolio contains three brands, all meeting 

different consumer needs in the marketplace:Wodka Vodka, 

Alchemia Vodka and Alibi Whiskey. 

• With consumers looking for new brands and large conglomerates 

desperate for growth (in a mature developed market) through 

acquisition, Panache is the right conduit for both to meet their 

respective needs.  

• During February and March 2012, the Company has announced 

several significant distribution agreements in diverse regions 

of the country, that expand the Company’s reach and national 

footprint.
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