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Equity Research 3545 SW Corporate Parkway, Palm City, FL 34990



Paul Silver 772-219-7525



March 27, 2013



Rating – Buy OTCQB:WDKA Sector: Consumer Goods Industry: Beverage-Wineries and Distilleries Risk Level: Speculative



Current 3/27/13 $0.80 $3.07 $2.01



12-Month Target Value Low 12-Month Target Value High 12-Month Target Value Average



Statistics 3/27/13 Closing Price Coverage Initiation Price 52 Week High 52 Week Low Market Capitalization Enterprise Value Shares Outstanding -Primary (9/30/12) -Fully Diluted (9/30/12) -Float (approximate) -10 Day Average Volume Balance Sheet Data (9/30/12) -Current Assets -Current Liabilities -Total Assets -Total Liabilities Forward Fiscal 2014 P/E Price to Sales 2014E



$0.51 $1.85 $1.65 $0.43 $13.5M $14.5M 26.39M 26.39M 5.780M 14,317 Source: BigCharts.com



$0.69M $2.67M $0.70M $2.85M 13.9x 0.9x



Fiscal Year-end Dec. Revenue Net Income (Loss) EPS – basic EPS – diluted



Actual 2011 $1.9M (-$1.5M) (-$0.06) (-$0.06)



Estimated 2012 $3.3M (-$2.8M) (-$0.11) (-$0.11)



Estimated 2013 $10.2M (-$0.7M) (-$0.02) (-$0.02)



Estimated 2014 $16.7M $1.2M $0.04 $0.04



Investment Highlights:



 



 



Panache Beverage, Inc. is an alcoholic beverage company specializing in the development and global sales and marketing of spirits brands. Revenue for the fourth quarter 2012 exceeded $2 million, an increase of 186% over fourth quarter 2011 revenues, driven by strong growth in vodka sales as well as over $600,000 in revenue generated from the recently launched Alibi American Whiskey. For the full year 2012, revenues were in excess of $3 million, an increase of 50% over full year 2011 revenues. In November 2012, Panache announced that it has formalized a new supply agreement for Wodka Vodka with a Polish partner. The move resulted in a cost savings, increasing the gross profit for Wodka Vodka by over 11%. In December 2012, the Company announced that it had signed an exclusive national distribution agreement for Alibi American Whiskey with DSWE (Domaine Select Wine Estates, LLC), a contract expected to generate approximately $10 million in revenue over 2 years.



Investment Consideration:



We are reiterating our Buy rating on shares of WDKA and projecting revenue of $3.3, $10.2 million, and $16.7 million for fiscal year 2012, 2013 and 2014 respectively which equates to a weighted average 12-month target value of $2.01 per share.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Important Note: This report contains 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 Wall Street Resources and the featured Company in this report do not undertake any obligation to publicly update such forward-looking statements to reflect subsequent events or circumstances.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.



2



Equity Research



Panache Beverage, Inc. (OTCQB:WDKA)



I. OVERVIEW Company Panache Beverage, Inc. (“Panache” or “the Company”) is an alcoholic beverage company specializing in the development and global sales and marketing of spirits brands. Panache management is following a “build and exit” business model. 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 intends to sell brands individually as they mature while continuing to develop its pipeline of new brands in to the Panache portfolio. Panache’s existing portfolio contains three brands: Wodka Vodka, Alchemia Vodka and Alibi Whiskey. The Company’s shares trade on the OTCQB under ticker WDKA.



History In November 2004, James Dale founded Panache as the import company of record for the premium vodka, 42 BELOW. At this time, 42 BELOW was a publically traded company but lacked traction in the United States, the most important liquor market in the world. Panache provided the solution by developing a proprietary sales and marketing infrastructure focused on building mass awareness and driving volume. One year later, the brand was in 19 strategically selected states and was outperforming in top tier image accounts. By mid 2005, 42 BELOW was a major player in the business and was being noticed in the U.S. by major suppliers. After noticing that 42 BELOW has replaced Grey Goose in numerous key accounts, Bacardi added 42 BELOW to a list of top threats to Grey Goose in the U.S. Shortly thereafter, 42 BELOW was formally approached for acquisition. At this stage, Panache was responsible for over 50% of the total annual cases sold globally and was among the key driving factors in the success of the brand. In December 2006, Bacardi purchased 42 BELOW for $91 million (representing a gain on sale of $71 million). During this time, Panache USA was developing its current pipeline brands Alchemia Vodka and Alibi Whiskey with an eye toward developing a value brand, which became Wodka Vodka. Today, Panache has developed a unique set of wholesale and retail relationships as well as sales and marketing infrastructure and proprietary partnerships enabling it develop, roll out and exit its brands.



Update Since the date of our initial report on Panache published in December 2011, the Company has reported several important corporate milestones and record financial results. During the last six months, the Company launched Alibi, secured capital, and brought Wodka’s production back on track solidifying supply efforts. In November 2012, the Company announced the launch of Alibi American Whiskey, an alternative to current mainstream bourbon market trends. In December 2012, the Company announced that it had signed an exclusive national distribution agreement for Alibi American Whiskey with DSWE (Domaine Select Wine Estates, LLC), a contract expected to generate approximately $10 million in revenue over 2 years. DSWE will act as the national exclusive distributor in the U.S. for the newly launched Alibi American Whiskey, featuring the brand in its Classic & Vintage spirits division. In addition to its initial launches in Florida, New Jersey, and New York, DSWE will be working with its distribution partners to Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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schedule selected market launches for early 2013, including Massachusetts, Georgia, Texas, Illinois, Washington State, Connecticut, Arizona and Nevada. The agreement further develops the relationship between the two companies; DSWE is currently the U.S. importer of Wodka Vodka. In November 2012, Panache announced that it has formalized a new supply agreement for Wodka Vodka with a Polish partner. The move resulted in a cost savings, increasing the gross profit for Wodka Vodka by over 11%. The new distillery partner also produces the grain making Wodka Vodka one of the only value vodkas with the status of an artisan, field to bottle, brand. This distillery change was an important strategic move, increasing margins and solidifying quality, and caused a brief business interruption in the third quarter with zero negative impact on Q4 results. In February 2013, Panache announced that it had closed the final tranche of its $3.5 million debt financing. This funding will support the growing demand for its product lines through the implementation of marketing strategies in new markets and continued efforts in existing markets. In addition, Panache now has the funding required to fulfill all outstanding purchase orders. In March 2013, the Company announced record revenues for its fourth quarter and full year ended December 2012. Revenue for the fourth quarter 2012 exceeded $2 million, an increase of 186% over fourth quarter 2011 revenues, driven by strong growth in vodka sales as well as over $600,000 in revenue generated from the recently launched Alibi American Whiskey. For the full year 2012, revenues were in excess of $3 million, an increase of 50% over full year 2011 revenues.



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. Based on this opportunity, Panache's strategy is simply to find gaps in the marketplace where consumers wants in the spirits space are not being addressed – and that it has a unique ability to identify them and exploit them more quickly and more efficiently than any of its competitors.



Investment Summary/Conclusion Panache is seeking to fill the gaps left open by the large conglomerate spirits companies. 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 was Wodka Vodka, a less expensive but high quality alternative to more expensive brands on the market. It recently launched Alibi American Whiskey, premium 90 proof blended American Whiskey, with initial distribution in Florida, New York and New Jersey. 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 positioned to build its “build and exit” business model beyond Wodka Vodka and Alibi American Whiskey. While execution and adequate capital are risks to any small, emerging business, we believe that an investment in WDKA provides speculative investors to participate in the $970 billion global alcoholic beverage opportunity at reasonable prices trend across the global spirits market. Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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We are reiterating our Buy rating on shares of WDKA. Based on our assumptions with respect to case volume over the next four years, we are estimating sales of $16.8 million, and $25.0 million in 2014 and 2015 respectively. Based on these assumptions, we calculate a 12-month target value of $2.01 per share for shares of WDKA.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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II. CORPORATE STRATEGY Business Model Panache is focused on developing strong, consumer brands by vertically integrating the branding, supply, distribution and marketing functions. Once the brands are mature, the Company will seek to position them for strategic sale and redeploy the capital into new brand development concepts. The Company will pursue the following strategies to meet its goals: 



Build strong businesses with each brand through maximizing investment capital to minimize debt and create strong balance sheets.







Develop a strong portfolio of brands meeting trade and consumer demands.







Diversify its product offerings based on spirit type and price point.







Create strong PR and marketing initiatives.







Build key relationships to build a proprietary network of distribution, sales and marketing assets that can be leveraged across multiple brands.







Ultimately seek out strategic buyers for the brands, monetizing the value created and rolling the capital into new development projects.



Panache has a global approach to launching and building brands, unlike many U.S. based competitors. Panache leverages its proprietary relationships to create a global launch and development strategy rather than a U.S.‐centric one.



Build strong businesses with each brand Panache intends to build its portfolio by:         



Identifying gaps in the existing spirits landscape created by the fluid nature of consumer tastes Ability to get brands to market more efficiently with regard to time and cost than its competitors Developing brand position and differentiation from competitors using a brand building approach Securing an efficient supply chain Developing packaging and label in line with consumer relevant position Determining on and off premise pricing structure to meet a sweet spot in the market Developing brand voice, creative positioning Brand building in creative and cost effective ways reducing the capital requirement for traditional advertising Leverage proprietary database of relationships to generate distribution points on and off premis



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Develop a strong portfolio of brands meeting trade and consumer demands      



Consumer-cenric business approach focuses on identifying and filling gaps in the market Trend team identifies consumer trends and can identify an opportunity in the market to exploit before competitors Company principals regularly interact with trade and consumers obtaining direct feedback on where the market is moving Portfolio approach creates diversified portfolio Constant focus on brand development and innovation Access to deal flow for acquisitions of other independents without the resources Panache has



Diversify its product offerings based on spirit type and price point     



Portfolio presently contains three brands: Wodka Vodka, a premium, value vodka capitalizing on the projected growth segment within vodka (low cost premium). Alibi Whiskey, a premium whiskey with an edgy positioning tapping in to the LDA-35 drinker in the exploding brown spirits category. Alchemia Vodka, an infused premium spirit adopted by the epicurean world and those who enjoy all things culinary. Ongoing market research and development for other opportunities presently not being capitalized on.



PR and Marketing The Company is committed to investing in its brands. The Company makes extensive use of magazine, newspaper, point of sale and poster and billboard advertising, and uses radio, cinema, television and internet advertising where appropriate and permitted by law to engage with consumers and customers. Panache runs consumer promotional programs in the on trade (for example, licensed bars and restaurants) and supports customers in both the on and off trades with shopper/consumer promotions. Public Relations and strong, engaging digital are major differentiators and used by Panache to gain mass awareness for its brands.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Build key relationships to build a proprietary network of distribution Having distribution channels in-place is key for Panache’s ultimate success for its brand rollouts and brand building strategy. The Company is focused on building relationships with its importer, wholesalers and retailers to create a strong distribution network through which it can push its portfolio of products. In 2012 Panache solidified its relationship with its importer of record, DWSE, adding Alibi American Whiskey in an import deal worth $10M. Deeper relationships with key distribution networks including Charmer Sunbelt have been established through Alibi. Economies of scale generated through its portfolio strategy will enable Panache to capitalize on these relationships – enabling easy roll out of additional brands to its present partners. Panache now has a nearly 50 state footprint with Wodka Vodka and has is marketing its brands in 5 additional global territories.



Seek out strategic buyers for the brands Once the brands have reached critical mass with sufficient consumer interest and sales momentum, Panache will seek out strategic buyers for the brands. Due to the demand for growth by acquisition by the conglomerate spirits companies, selling a well-branded, high growth popular spirits product to a large spirits company can be done relatively quickly. Once the transaction has been executed and the brand has been monetized, Panache will redeploy the capital into further brand development to continue to cycle and create and exit.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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III. PRODUCTS Portfolio Given consumer sentiment moving away from “premiumization” with respect to the pure vodka category, the Company, with Wodka Vodka, is at the sweet spot in the growth space in vodka, the largest category within the alcoholic beverage industry. With consumers looking for quality at discount prices, 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 with Wodka Vodka. Wódka (Vodka) Panache management had identified a gap in the vodka market that was accelerated during the economic downturn which began in 2008: the need for a quality vodka at an affordable price. While global vodka volume remained stable, the overall revenue in the category was decreasing. Wholesalers were shedding expensive premium brands that tied up capital and filled warehouses. On the retail side, stores were cutting back on their exposure to the expensive brands due to weak consumer demand. It became evident that the consumer was no longer willing to pay a premium price for quality branded vodka products. Panache meets this need by delivering a brand that boasts quality, taste and price while also portraying a brand that consumers will relate to drinking. With the introduction of Wodka, consumers will find that taste and quality do not have to equate to $30/bottle. The success of Wodka is derived from combining premium Polish rye spirit in a package that reflects the essence of the brand i.e. “tradition and heritage of the Vodka”.



The Company’s premium tasting Wodka vodka retails for $12 for a 750ml bottle, compared to competitors like Grey Goose that retails for north of $30 per bottle. Both Wodka and Grey Goose earned 90 points (exceptional) by the Beverage Tasting Institute. Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Key Sales by State as of the Fourth Quarter 2012 NY FL TX WA



2,500 cases per month 1,500 – 2,000 cases per month 600 – 800 cases per month 450 – 600 cases per month



Highlights 



Demand for Wodka in the Washington market has been strong and pricing has been very competitive. Their goal for Wodka is to average 800 cases per month by the second quarter 2013.







DSWE (importer) has hired new national sales people (east region, south and midwest-west coast). They will be focusing on opening up new markets for Wodka in 2013 with a goal of being in all 50 states by the end of the year.







Texas is a new focus market for Wodka as of the fourth quarter 2012; the distributor is motivated and the brand is priced right. As a result, Panache is seeing good sales traction both on and off premise in all focus cities (Dallas, Austin, San Antonio and Houston).







Florida saw the largest percentage of growth in the fourth quarter 2012 and should be one of the top performers in 2013 behind a major commitment from Premier Beverage and a new offpremise push.



Marketing Panache tested its new Wodka marketing platform in the fourth quarter 2012 – capitalizing on the popularity of its “Quality/Pricing” billboard campaign. The digital application allows consumers to design their own billboard and share via social media. The test campaign was an overwhelming success and as a result, Panache will be investing in the development of a new BYOB (build your own billboard) application and an updated website. Next year, Panache will be launching a consumer generated, local market billboard campaign where consumers who participate in the BYOB have a chance to have their billboard brought to life as the actual local creative of their home market.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Alchemia (Vodka) Alchemia is a traditional Polish vodka that is naturally infused with select raw ingredients and made in the spiritusvini, or “spirit of wine.” The vodka itself is a 3 time distilled premium grain. The spirit is available in three varieties: Czekoladowa (Chocolate), Imbirowa (Ginger) and Wiśnowa (Wild Cherry) and is best enjoyed straight up, on the rocks or in a classic cocktail. Marketing The Company is marketing Alchemia as a spirit that defies its own category--an infused vodka that tastes like a cordial. It is being positioned as a high quality, more complex than a vodka (complex layers of flavors with a long finish but without the typical flavor profiles for vodka). It is targeted as a gourmet vodka for foodies, gastronomic enthusiasts, and wine and brown spirits geeks. The Company has focused its sales force to concentrate on securing cocktail placements in key image accounts such as Scott Conant’s Scarpetta and Nicola Siervo’s Quattro. Rebranding In the fourth quarter 2012, Panache finalized its positioning of Alchemia in to the culinary community. The brand was very well received, but in order to achieve long term success a package/bottle redesign was necessary. The Company plans to launch the new packaging in the second or third quarters of 2013 and will: 



Ensure the brand has a relevant look and feel.







Embrace the all-natural artisanal Infusion process that is indigenous to Poland.







Pay homage to heritage – the new logo and label fonts will feature the handwriting of Agata's grandmother.







Increase bottle functionality at both off & on-premise accounts



Distillation Process Alchemia’s distillation process infuses flavors, NOT adding flavor. Flavored vodka merely adds extracts during the distillation process. The blending and filtration has been updated with modern technology, but is done in the process that Poland has been using since the times of home distillation. Alchemia infused vodka saturates the ingredients in an already distilled vodka, blending the ingredients with the vodka. The vodka is then transferred to an oak barrel where it macerates and soaks up all the characteristics of what is being saturated, then re-filtered, giving each infused vodka its intense color and taste. The flavoring becomes part of the vodka rather than just “added to”. This also all works with the Alchemia/Alchemist concept as the product is said and characterized as being "raw".



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Alibi (Bourbon), distilled in Kentucky, USA Most existing bourbon brands are mainstream and staid, set in their ways, too scared to cross the boundaries of heritage and meet the aspirations of a “new” premium customer. Grey Goose and 42 Below took the Vodka market by storm. Before them Smirnoff and Stoli were the cool brands, today they are has-‐beens. Panache believes and the market supports the belief that the Bourbon market is similar and offers opportunity for a “new kid on the block.” There is a place for a premium bourbon brand that is contemporary in presenting its values. A bourbon that breaks the conventional rules of old school stale whiskey barrel man culture---a bourbon with attitude. Marketing During the fourth quarter 2012, Panache management developed marketing plans for Alibi and created point of sale and other brand materials necessary to support the launch. Launch Alibi launched in the fourth quarter 2012 with strong distributor commitments in its initial launch markets. Florida took in 1,200 cases and NY/NJ took in 1,600. By the end of the fourth quarter, Alibi had over 600 points of distribution between the two states. Similar commitments from Massachusetts, Texas and Upstate NY were secured in the fourth quarter 2012 with Alibi launching in those locations in the first quarter 2013.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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IV. INDUSTRY Market The $970 billion global market for alcoholic beverages is experiencing a period of unprecedented change. While approximately 60% of the market is still in the hands of small, local enterprises, truly global players are steadily emerging1. The alcoholic beverages industry offers few opportunities for organic growth. The notoriously high costs of distribution and brand building have created huge barriers to entry—hence the importance of acquisitions. Consolidation continues as aggressive acquirers seek to demonstrate that they can wring value out of the companies they buy, especially if they have paid a premium. Yet the market remains very fragmented. UK-based Diageo, the world's biggest spirits company, accounts for less than 10% of the total market. Like many others, the alcoholic beverages industry is also feeling the effects of dramatic shifts in demographics and lifestyle. Today's drinkers are more affluent and sophisticated. They also are increasingly health conscious. These consumers demand premium products— preferably products they can customize—and they are willing to pay a premium for them. The combination of these trends is curbing alcohol consumption overall but driving demand for all manner of premium products, from better-quality wines and premium lagers to malt whiskeys—products that consumers are willing to pay more for. This trend toward drinking less but paying more—“premiumization.” in industry parlance—is not restricted to developed markets. Increasingly affluent urban, middle-class drinkers in several Asian countries, Eastern Europe and parts of Latin America are also slowly trading up and will account for an increasing share of value growth in the future. There are wide variations globally in these megatrends. Western Europe, where aging populations and a high number of financially independent female drinkers power the premiumization trend, must be managed for value rather than volume growth. Meanwhile, Eastern Europe, which combines growing populations with rising levels of disposable income, offers the potential for both, as does much of Asia. With few exceptions, premiumization has yet to have much impact in Latin America. Yet Mexico is already among the largest and most profitable markets for beer and spirits in the world. Moreover, the region is a key location for some of the emergent global brewers, Mexico's Grupo Modelo among them. Plainly, the path to future success lies in being global—but with a focus on the right local markets and the right categories within them. However, virtually every company in the industry is jostling to do just that—and struggling to squeeze the last drop of cost out of the bottom line. Global Spirits Market Highlights2    



1 2



The global spirits market grew by 3.2% in 2010 to reach a value of $262.5 billion. In 2015, the global spirits market is forecast to have a value of $306.4 billion, which would show a compound annual growth rate (CAGR) of 16.7% since 2010. The global spirits market grew by 2% in 2010 to reach a volume of 19.1 billion liters. In 2015, the global spirits market is forecast to have a volume of 21.2 billion liters, an increase of 10.9% since 2010.



Accenture report titled “Alcoholic Beverages Industry Report” dated 2007 Market Research Report titled “Spirits, Global Industry Guide” dated August 2011 Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Whisk(e)y is the largest segment of the global spirits market, accounting for 26.5% of the market's total value. Europe accounts for 47.7% of the global spirits market value. Diageo plc is the leading player in the global spirits market, generating a 5.2% share of the market's volume.



Top Five Distilled Spirit Marketers Worldwide, 20103 (Millions of nine-liter cases) 2010



1995



Diageo UK United Spirits Ltd India Pernod Ricard Bacardi Beam Total Top Five



109.0 15.1 24.4 27.4 24.7 200.6



115.9 110.7 97.0 36.4 33.5 393.5



Industry Consolidation Consolidation has shaped the industry since the mid-1990s, when stagnant growth and high fixed costs in developed markets put a drag on profit growth in those same markets, which are home to the leading brewers and distillers. By 2000, the regional operating model had evolved into the current “global category” configuration—characterized by restructuring (largely through divestiture of noncore and less profitable units), rigorous cost cutting, an acquisitions strategy designed to capture incremental profit streams outside home markets, and the broadening of portfolios to include a range of both global and local brands. Scaling up for these global alcoholic beverage companies became embracing a highvolume, global model with a wide portfolio of brands was the only way to effectively offset high fixed costs. Large global players within the alcoholic beverages industry generally demonstrate good execution with respect to their acquisitions, delivering the expected synergies. This success is driven largely on their approach to post-merger integration that protects and leverages the unique assets acquired—usually brand equities but also customer and distribution assets, especially in emerging markets—while simultaneously integrating non-core, back-office functions into highly efficient regional service models. In some cases, in lieu of M&A deals, some leading businesses have created highly effective partnerships and alliances with other companies in the industry to build the critical mass necessary for distribution scale and efficiency in key markets. In 2011 alone, total value of all M&A in the spirits sector was $5.9 billion, an increase of 143% over 2010. Since 2008, there have been 65 reported spirits transactions with total transaction values of over $100 million or more. At the close of 2011, the top 15 global spirits companies had approximately $12.2 billion in cash and short-term investments. These strong cash positions should enable these companies to make strategic acquisitions, bring new growth brands into their portfolios, and expand the reach of their existing product bases into new markets.



3



Shanken News Daily report titled “The Global Spirits Industry’s Top Players: Taking Stock After Years of Consolidation” dated September 2011.



Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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Diageo has been a catalyst in the spirits M&A market as the most active acquirer, followed by BrownForman and Bacardi. In addition to large strategic buyers such as Diageo, Pernod-Ricard, Beam and Brown-Forman, there is an increasing number of small to mid-sized companies in the sector and private equity firms that are seeking to capitalize on the growth of the spirits industry. Interestingly, the majority of transactions have occurred with spirit companies that manufacture a broad line of spirits products, with a fewer number of transactions in single product distillers.4 Example--Diageo Its name—an amalgam derived from the Latin word for day (dies) and the Greek word for world (geo)— says it all. The products of Diageo, the world's biggest and most profitable alcoholic beverages company, are consumed every day, world-wide. With leading brands in every spirits category, the company is a truly global presence. Formed in 1997 from the merger of the London-based Grand Metropolitan conglomerate with the company that owned Ireland's iconic Guinness brand, Diageo was also the first in its industry to develop a truly global operating model. Diageo’s innovative brand building initiatives has helped it build a portfolio of iconic global spirits brands, drive increased customer commitment and convert it into higher sales of the distiller's products. The company now occupies top positions in almost every spirits category in virtually every region of the world. Eight “global priority brands”—Baileys, Smirnoff, Johnnie Walker, J&B, Cuervo, Tanqueray, Captain Morgan and Guinness—underpin Diageo's extraordinary 6% annual organic growth rate. Its biggest challenge, indeed, is to stay ahead of the game at a time when competitors are busy trying to replicate the successful Diageo model. Leveraging scale to expand in emerging markets is a key strategy. The December 2006 acquisition of a 43% stake in Sichuan Chengdu Quanxing Group Co., China's oldest distiller of baijiu, a traditional “white spirit,” consolidated the company's position in a country it first entered more than a decade ago. Sales of Diageo's leading whiskey brands have enjoyed double-digit growth in China, and the new, Singapore-based Diageo Asia Pacific logistics hub, which dramatically cuts time to market, will bring the company even closer to its Asian consumers.



Outlook The global market for distilled spirits is mature and well established in affluent nations, with saturation particularly apparent in North America, Western Europe, and Japan. To cash in on growing prosperity, multinational companies are aggressively expanding their presence in developing markets. China and India are expected to remain the fastest growing spirits markets, and the global spirits market is expected to continue growing, but at a slower pace than recent years. Multi-national firms will continue to build exposure to these emerging markets. Significantly rising consumption in certain markets is the key growth driver in the world beverage alcohol market. The rapid pace of urbanization is a major factor driving growth across most of these markets. This led to consumers having greater access to brands through rapidly developing on-trade and off-trade establishments, as well as greater affordability due to rising disposable income levels. These wealthier consumers will continue to demand more distilled spirit choices, and this will be the driven by needs around active lifestyles, high quality and product convenience. Consumers today also have a strong desire for new experiences. This should lead to a continued growth in the variety and 4



Winchester Capital Research report titled “Spirits Industry M&A Update: 2012 Market Insight” Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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diversity of new spirit types. Women are gaining more attention from spirit marketers, and are becoming the prime targets for new product development, especially for new flavored spirits. Flavored vodkas and rums make up the majority of new product launches and will continue to attract new consumers to the spirits market.5



Distribution It is estimated that there are some six million legally licensed points of sales for beverage alcohol worldwide. The off-trade is a more important channel in volume terms, accounting for 72% of spirit sales and 66% of beer sales in 2004. However, in value terms, on-trade outlets (all venues where drink are sold at retail for on-premise consumption), have a clear lead, representing approximately 60% of sales in 2004. This discrepancy is due to the considerably higher mark-up on spirits prices in bars, restaurants and nightclubs compared with off-trade outlets. The variance in sales through on-trade and off-trade across regions is largely cultural, with some cultures closely aligned to drinking in pubs and bars, and others tending towards entertaining at home. Apart from Latin America, off-premise trade leads volume sales in every region, with the proportions ranging from approximately 66% in Western Europe to approximately 91% in Eastern Europe. Younger consumers drive on-trade sales in many markets around the world. Two main trends shaping the retail environment in developed markets have been about convenience and low prices. Consequently, the drive towards “one-stop shopping” is almost universal in developed markets and, indeed, is becoming increasingly common in emerging regions. Thus, supermarkets and hypermarkets witnessed strong growth in many product areas including alcohol. However, because of legal restrictions on the sale of alcohol in major markets, specialist stores continue to maintain a significant share of global alcohol sales.



Shifts Four main forces are driving change in the industry, leading to increased consolidation and profitability. Lifestyle shifts  Increasing health consciousness  Consumer sophistication increases; traditional products unfashionable  Trend toward experimentation  Trend toward mixing drinks  Development of ethical consumption  Competition from more increasingly interesting soft drinks  Increasingly restrictive legislation (drunk driving; advertising)  Fashion-preoccupied consumers Demographic shifts  Aging population in developed markets—less consumption/different consumption  Growing numbers of financially independent women  Increasing urbanization  Rising numbers of young consumers in emerging markets



5



Brewer & Distiller International article titled “Trends in global spirits production” dated September 2011 Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.



17



Equity Research



Panache Beverage, Inc. (OTCQB:WDKA)



Consolidation  Industry consolidation driving growth in global brand strength  Options for inorganic growth increasingly limited within categories (wine, beer, spirits)  Cross-category opportunities looking increasingly attractive (i.e., total beverage alcohol)  Fewer, larger players left standing compete more aggressively Geographic shifts  Increasing affluence in developed markets  Expansion in emerging markets, including inurban middle class  Increased demand for prestige spirits in emerging markets



Summary In summary, there are seven overarching trends taking place in the global spirits industry. They are: 1. Since 2000, 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.
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V. FINANCIALS Index Revenue Breakdown Income Statement and Financial Projections Balance Sheet Statement of Cash Flows Comparison Table and Valuation Metrics Income Statement and Financial Projections Panache Earnings Model 2011 (A)



2012



2013



2014



2015



2016



Revenues, net



1,934,411



3,286,246



10,239,244



16,684,658



25,082,139



41,011,616



Cost of Goods Sold



1,439,700



2,061,430



5,930,775



9,464,608



14,127,543



23,190,501



494,711



1,224,816



4,308,470



7,220,051



10,954,596



17,821,115



Operating Expenses Advertising and promotion Consulting Professional Fees G&A Total Operating Expenses



2,046,594 676,688 897,364 484,905 4,105,551



1,206,862 333,245 848,449 2,102,519 4,491,075



1,591,486 0 248,216 2,709,860 4,549,562



2,268,519 0 257,516 3,113,769 5,639,804



2,590,655 0 267,281 3,427,775 6,285,711



3,121,655 0 241,781 3,918,262 7,281,698



Income from Operation



(3,610,840)



(3,266,259)



(241,092)



1,580,247



4,668,885



10,539,417



67,600



146,282



433,670



420,000



420,000



420,000



Income from operations before non-controlling interest



(3,678,440)



(3,412,540)



(674,762)



1,160,247



4,248,885



10,119,417



less: loss attributable to non controlling interest



2,218,862



638,551



Loss before provision for income taxes



(1,459,578)



(2,773,989)



(674,762)



1,160,247



4,248,885



10,119,417



1,487,110



3,541,796



Gross Profit



Other Expense Interest Expense



Provision for income taxes Net income attributable to Panache Income/(loss) per share Weighted average shares outstanding



(1,459,578)



(2,773,989)



(674,762)



1,160,247



3,825,083



6,577,621



($0.06)



($0.11)



($0.02)



$0.04



$0.12



$0.20



24,744,150



26,159,610



28,267,674



31,267,674



32,392,674



32,392,674
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Balance Sheet Panache Beverage Inc. Balance Sheet 9/30/2012 (unaudited)



12/31/2011 (unaudited)



Assets Current Assets Cash and cash equivalents Accounts receivable, net Inventory Prepaid expenses and other current assets Total Current Assets



47,904 538,490 4,689 101,641 692,724



152,464 430,087 41,723 106,661 730,935



Property and Equipment, net



10,421



6,565



Total Assets



703,145



737,500



954,069 299,997 293,132 567,827 57,162 499,167 2,671,354



621,397 317,293 28,000 358,629 2,705 38,860 335,464 1,702,348



Long term debt



183,500



183,500



Total Liabilities



2,854,854



1,885,848



Stockholders Equity Common Stock Additional Paid-In Capital Additional Paid-In Capital - warrants Treasury stock Accumulated (deficit) Total Stockholders Deficit



26,423 2,726,617 288,177 (50,000) (4,796,845) (1,805,628)



25,108 1,303,412 163,097 (2,516,269) (1,024,652)



(346,081)



(123,696)



(2,151,709)



(1,148,348)



703,145



737,500



Liabilities and Stockholders Equity Liabilities Current liabilities Accounts payable Due to factor Notes payable Loans payable - related party Consulting fees payable - related party Accrued interest Other current liabilities Total Current Liabilities



Non-controlling interests Total Equity (Deficit) Total Liabilities and Stockholders Equity
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Statement of Cash Flows Panache Beverage S tatement of Cash Flows For the nine months ended 9/30/2012 9/30/2011 CASH FLOW FROM OPERATING ACTIVITIES Net loss adjustments Non-controlling interest Depreciation Bad debt expense Advertising expense from capital contribution Stock-based compensation Change in assets and liabilities: Accounts receivable Inventory Prepaid expenses Accounts payable Consulting fees payable - related party Accrued interest Other current liabilities Net cash (used in) provided by operating activities CASH FLOW FROM INVESTING ACTIVITIES Purchase of property and equipment Net cash (used in) investing activities CASH FLOWS FROM FINANCING ACTITIVIES Proceeds from notes payable--related parties Repayments of notes payable Proceeds from loans payable - related parties Repayments of loans payable - related parties Net (decrease) increase in due to factor Contribution from non-controlling interests Proceeds from issuance of stock and warrants Cash received in conjunction with reverse merger Repurchase of treasury stock Net cash provided by (used in) financing acitivies



(2,280,576)



(868,015)



(480,329) 4,585



(1,736,403) 666 2,026 627,200 1,251,539



445,000 257,944 56,900 (108,403) 37,034 5,020 353,672 (2,705) 18,302 163,703 (1,529,853)



(206,186) 53,802 (88,583) 259,154 (52,592) (2,348) (6,009) (765,749)



(8,441) (8,441)



(1,660) (1,660)



272,500 (7,368) 213,198



407,378 (430,581) 429,476 (364,561) 184,639 199,800 270,000 60,000



(17,296) 1,022,700 (50,000) 1,433,734



756,151



Net Increase (Decrease) in cash



(104,560)



(11,258)



Cash, beginning of period



152,464



29,776



Cash, End of Period



47,904



18,518
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Comparisons Company Name



Ticker



Stock Price



P/E Multiple P/E Multiple Price/Sales Book Value (trailing) (forward) Multiple Multiple EV/Revenue EV/EBITDA



($)



(x)



(x)



(x)



(x)



Total Market Cap



(x)



($M)



Diageo PLC



DEO



122.80



19.0



17.3



4.3



7.6



5.0



14.9



76,780



Brown-Forman



BF.B



68.94



25.5



23.2



5.3



9.7



5.5



16.8



14,730



Constellation Brands



STZ



46.87



21.0



16.6



3.2



3.1



4.5



18.4



8,610



21.9



19.0



4.3



6.8



5.0



16.7



33,373



Average Source: Yahoo Finance, 3/20/13



Valuation Summary



Year



Earnings Estimate



Price to Earnings Multiple (X)



Future Value



Discount Rate



12-Month Target Value



2014



$0.04



25



$0.92



20%



$0.80



2015



$0.12



25



$2.95



20%



$2.15



2016



$0.20



25



$5.08



20%



$3.07



Average:



$2.01



The aforementioned projections and valuation metrics were calculated and illustrated by applying various assumptions. Based on pro forma expectations and by applying a 25 times P/E multiple with a 20% discount rate, we calculate a 12-month target value of $2.01 for WDKA’s common shares. We believe that 25x is reasonable given the Company’s four year (2012-2016) expected CAGR of 88%.
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VI. RISKS General Risk Factors Following are some general risk factors: (1) Industry fundamentals with respect to customer demand or product / service pricing could change and adversely impact expected revenues and earnings; (2) Issues relating to major competitors or market shares or new product expectations could change investor attitudes toward the sector or this stock; (3) Unforeseen developments with respect to the management, financial condition or accounting policies or practices could alter the prospective valuation; or (4) External factors that affect the U.S. economy, interest rates, the U.S. dollar or major segments of the economy could alter investor confidence and investment prospects. International investments involve additional risks such as currency fluctuations, differing financial accounting standards, and possible political and economic instability.



Risk Factors Specific to Industry Panache's operations are subject to extensive regulatory requirements which include those in respect of production, product liability, distribution, importation, marketing, promotion, sales, pricing, labeling, packaging, advertising, labor, pensions, compliance and control systems, and environmental issues. Changes in laws, regulations or governmental or regulatory policies and/or practices could cause Panache to incur material additional costs or liabilities that could adversely affect its business. In particular, governmental bodies in countries where Panache operates may impose new labeling, product or production requirements, limitations on the advertising and/or promotion activities used to market beverage alcohol, restrictions on retail outlets, other restrictions on marketing, promotion, importation and distribution or other restrictions on the locations or occasions where beverage alcohol is sold which directly or indirectly limit the sales of Panache products. Regulatory authorities under whose laws Panache operates may also have enforcement power that can subject the group to actions such as product recall, seizure of products or other sanctions, which could have an adverse effect on its sales or damage its reputation. An increase in the stringency of the regulatory environment could cause Panache to incur material additional costs or liabilities that could adversely affect its business. In addition, companies in the beverage alcohol industry are, from time to time, exposed to class action or other litigation relating to alcohol advertising, product liability, alcohol abuse problems or health consequences from the misuse of alcohol. Such litigation may result in damages, penalties or fines as well as reputational damage to Panache or its brands, and as a result, Panache 's business could be materially adversely affected.



Risk Factors Specific to Company Competition Risk The spirits industry is intensely competitive. There are many companies, both small and large, domestic and international, competing for market share in the highly fragmented spirits industry. Many of these firms have a longer operating history than Panache and possess substantially more financial capital with which they can launch more effective and more far reaching marketing campaigns. However, Panache’s competitive advantage is that it is focused on the high quality products with lower price points— providing consumers with brands at low prices without sacrificing quality. In addition, many of its competitors may also purchase brands from Panache as they mature or become strategic partners with Panache for manufacturing and distribution. Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.



23



Equity Research



Panache Beverage, Inc. (OTCQB:WDKA)



Execution Risk As with any early stage company implementing an aggressive growth plan, Panache’ success or failure will depend on management’s ability to execute their business plan in an efficient and timely manner.



Financial Risk The Company is dependent on continued financing from outside investors due to recurring operating losses. As a result, the Company’s ability to continue as a going concern could depend upon its ability to obtain the necessary financing to meet its obligations and repay its liabilities arising from normal business operations when they become due and to generate profitable operations in the future. There can be no assurance that any funding would be attainable or attainable on favorable terms, thus investors should be financially capable of losing all or a portion of their investment.



Key Management Risk Management’s skill and experience is a key determinant of success. Panache, like most small companies, is heavily dependent on key management, the loss of any of which could seriously, adversely affect the company.



Micro-capital Investment Risk Micro-capital investing involves inherent risk and investors should carefully research any company considered for investment. Micro-capital companies are usually early in their market cycle and vulnerable to significant price volatility. Non-Specific Market Risks (Liquidity, trading rules & BD restrictions) Panache Beverage’s common stock is quoted on the Over-the-Counter Exchange as such; there is only a limited trading market for its common stock. As a result, the Company’s common stock is subject to the penny stock rules by the Securities and Exchange Commission that requires brokers to provide extensive disclosure to its customers prior to executing trades in penny stocks, and as such there may be a reduction in the trading activity of its common stock. As a result, investors may find it difficult to sell their shares of the Company’s common stock. Risk Categories WSR’s investment universe revolves around undiscovered emerging growth companies that possess higher risk profiles than established “blue chip” companies. Presently WSR maintains three risk categories including growth, aggressive growth and speculative with the later assigned to higher risk companies. Growth – Lower risk investment relative to small capital company investments with a defined revenue pattern, reasonable earnings predictability and sound balance sheet. Aggressive Growth – Average to higher risk investment relative to small capital company investments in a high growth stage or industry. May have limited history of generating revenue or be operating in a Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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highly competitive or rapidly changing environment. Investors must have the financial capacity to lose a significant portion of his or her investment. Speculation - High risk investment with short or unprofitable operating history and limited revenue or earnings predictability. Companies are typically early stage and in the process of commercializing a new and often potentially disruptive technology into a large market. Investors must have the financial capacity to lose his or her entire investment.
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VII. MANAGEMENT AND DIRECTORS Officers, Directors and Key Management Name Charles T. Cassel, III James Dale Mike Romer Agata Podedworny Sjoerd de Jong



Age



Position



49 43 37 35 35



Chairman Chief Executive Officer General Manager Vice President of Logistics and Director Vice President of Sales and Director



Charles T. Cassel, III B.A. Economics – Washington & Lee University M.A. Accounting – Nova University CFA Charterholder Mr. Cassel has made his career working on the buy-side of the investment world. Having graduated from Washington & Lee University in 1985 with a B.A. in Economics, he started his career at BankAtlantic, a federally chartered savings bank located in Fort Lauderdale, Florida. There, he worked in the Investment Division under Lew Sarricca, one of the early pioneers of the mortgage-backed securities market that had moved from Florida from Dime Savings Bank in New York. Mr. Cassel worked his way up to become a Portfolio Manager, ultimately becoming responsible for a portfolio of asset-backed and corporate securities. His experience while there covered a number of products, including FHLMC, FNMA and GNMA mortgage-backed securities, auto and credit card asset-backed securities, high grade corporate bonds, and corporate and agency money market instruments. In addition, he was involved in leveraging the bank’s balance sheet through the use of repurchase agreements and dollar-rolls. Following the S&L crisis in the early 90’s, Mr. Cassel left BankAtlantic in 1992 and took a Portfolio Management position at Banco Cafetero of Colombia’s wholly owned Edge Act banking subsidiary in Miami. He initially was a Portfolio Manager responsible for the bank’s legacy holdings in LDC debt. These were defaulted, pre-Brady plan loans in Latin America and Eastern Europe. He instituted efficient portfolio management policies, and profitably traded proprietary positions and made recommendations to the bank’s non-discretionary clients for their emerging markets holdings. Indeed, it was for the same clients that he first got his experience in the formation of offshore investment vehicles, structuring an open-ended Cayman island fund. There, he also resumed his education, studying at night and getting his M.A. in Accounting from Nova University. He also started the Chartered Financial Analyst program with the CFA Society. With his performance and experience, Mr. Cassel was promoted and became Chief Financial Officer 1995 and his role expanded to include not only trading and Treasury management, but also all budget and accounting responsibilities at the bank. He left in 1997 having tired of the regulatory burden in the banking industry, and joined Americas Trust Bank in Miami. ATB was a $1 billion investment advisor specializing in emerging markets. Mr. Cassel was a fixed income portfolio manager responsible for an open-ended offshore mutual fund and a managed account for a South American bank. His focus was on corporate and sovereign bonds and debt instruments, primarily in Latin America. In 1999, Mr. Cassel left ATB with his business partner, Jonathan Binder, and moved a team of eight professionals to the Miami office of Standard Bank of South Africa and started the asset management business there. It grew over the next four years from US$100 million when they arrived to US$2.2 billion Please refer to important disclosures at the end of this report. Copyright © 2013 by Wall Street Resources, Inc., all rights reserved.
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of assets under management in a variety of fund products and managed accounts encompassing emerging market debt, and US and European high yield and distressed debt. Mr. Cassel was the Head of emerging market portfolio management and was directly responsible for nine long-only and hedge fund accounts. In early 2004, Mr. Cassel and Jonathan left Standard Bank and formed Conslium Investment Management and launched the new firm’s first hedge fund product in July 2004 that focused on emerging markets and invested in public and private debt and equity utilizing cash transactions, as well as options, futures, credit default swaps, total return swaps, interest rate swaps, first to default baskets, and other structured products. Consilium has also managed or currently manages a convertible arbitrage fund, a special situations credit fund, frontier emerging markets accounts and a US commercial real estate fund, and is a globally focused shop looking at all regions of the world. As an experienced and active manager of long-only and hedge funds, Mr. Cassel has seen every major sovereign and regional financial crisis since Mexico’s in 1994, and has seen how people both properly and improperly behave in times of stress. He is aware of all aspects of the investment management world and the appropriate risks and responsibilities of both managers as well as investors in funds. Consilium and its funds have been built to the highest standards demanded by institutional clients and the structures have been designed to protect the fiduciary interests of clients at every level. This knowledge is invaluable to outsiders who are not as conversant with how funds should work and where negligence begins and ends both for all types of fund managers and fund investors. James Dale, Chief Executive Officer and Chairman Mr. Dale is the Chief Executive Officer of Panache LLC. Dale was born in New Delhi India and raised in Auckland NZ. Dale came to the US as 42 Below vodka's strategic North American partner in 2003 and was instrumental in the brands sale to Bacardi in 2007. After the trade sale, Mr. Dale developed brands which are currently part of Panache's expanding portfolio. Mr. Dale is not, and has not been, a participant in any transaction with the Registrant that requires disclosure under Item 404(a) of Regulation S-K. Mike Romer, General Manager Mr. Romer, has over 15 years of diverse business management experience across variety of industries including Beverage Alcohol, Hospitality and Entertainment. Mr. Romer began his career as an entrepreneur, founding a lifestyle marketing agency shortly after graduating from Brandeis. The agency specialized in developing lifestyle events and promotions for corporate brands. While still managing that business, Mr. Romer spent the better part of the next 10 years operating hospitality venues in New York City and consulting with major beverage companies. In 2011 Mr. Romer accepted a position with Panache Beverages as a consultant, working on business and relationship development; shortly thereafter he moved to Panache full time and began to expand his role. By mid-2012 Mr. Romer was moved to General Manager for the business – effectively managing the business day to day, overseeing legal and compliance and ensuring the organization's divisions are all seamlessly integrated. Mr. Romer reports to James Dale, CEO. Agata Podedworny, Vice President of Logistics and Director Ms. Podedworny holds an international business and marketing degree from New York University and a JD degree from St John’s Law School. She is fluent in Polish and manages all logistics from the vodka supplier and distillery in Poland as well as manages all operations for nationally and internationally based Panache LLC customers. She is currently a director of Panache LLC and brand ambassador and principal for Alchemia Vodka.
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Sjoerd de Jong, Vice President of Sales and Director Mr. Sjoerd de Jong graduated from the University of Vermont in 1999 with a business degree in Community Development an Applied Economics. After college de Jong pursued a career in professional basketball in Holland for three years. de Jong joined Midnight Oil Company and quickly rose to become the general manager of all five MOC properties in New York. In 2003 de Jong joined forces with James Dale to become national sales director for 42 Below Vodka out of New Zealand. de Jong was responsible for building the brand’s image and sales from an on-premise market and helping bring it to a place where it was a viable brand to acquire (by Bacardi USA). Currently, Sjoerd de Jong is the national sales director for all of Panache Imports brands (Wodka Vodka, Alchemia vodka and Alibi Bourbon) and a 4.29% share holder in the Company.
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VIII. CORPORATE OFFICES & ADVISORS Panache Beverage, Inc.



40 W. 23rd Street 2nd Floor New York, NY 10001Website: www.panachespirits.com Report Contact Paul Silver Wall Street Resources, Inc. 3545 SW Corporate Parkway Palm City, FL 34990 (772) 219-7525 (Tel) (772) 219-3579 (Fax) [email protected]
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Disclaimer WSR Equity Research is a trademark of Wall Street Resources, Inc. ® Copyright 2013 - all rights reserved. Wall Street Resources is an emerging growth company specialist, which publishes financial reports with respect to some of the securities that it covers and provides a small capital newsletter and other financial publications on a subscription basis. The information contained in these publications is based upon sources, which we believe to be reliable, but is in no way warranted by us as to accuracy or completeness. The information contained herein is subject to change without notice, and we assume no responsibility to update the information in our financial publications. Any companies mentioned in Wall Street Resources, Inc.’s financial publications or displayed on the Wallstreetresources.net’s website are intended to be stock ideas, NOT recommendations. Please do your own research before investing. It is crucial that you at least look at current SEC filings and read the latest press releases. Information contained in our financial publications or displayed on our website, were extracted from current documents filed with the SEC, included on the company’s website obtained from other publicly available sources deemed reliable. Certain financial publications may contain forward-looking statements, particularly as related to featured company reports regarding pro forma financial statements 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. Forward looking statements in this action may be identified through the use of words such as “expects’”, “will,” “anticipates,” “estimates, “believes,” or that by statements indicating certain actions “may,” “could,” or “might” occur. Actual results may differ materially from the company's expectations and estimates. These forward-looking statements are only made as of the date of their release and Wall Street Resources and the featured company do not undertake any obligation to publicly update such forward-looking statements to reflect subsequent events or circumstances. This company report should be considered as an advertisement for featured company. The purpose of these advertisements, like any advertising, is to provide coverage and awareness for the company. The information provided in these advertisements are not intended for distribution to, or use by, any person or entity in any jurisdiction or country where such distribution or use would be contrary to law or regulation or which would subject us to any registration requirement within such jurisdiction or country. We, our affiliates, and any officer, director or stockholder or any member of their families may have a position in and may from time to time purchase or sell any securities discussed in our financial publications or included in our newsletters. An employee, author, officer, or a director of the firm, or its affiliates, may serve as a director for companies mentioned in our financial publications. There may be instances when fundamental, technical, and quantitative opinions may not be in concert. Our affiliates may from time to time perform investment banking or other services for, or solicit investment banking or other business from, any company mentioned on this web site. In compliance with Section 17(b) of the Securities Act of 1933, Wall Street Resources received a 60,000 shares of restricted common stock, a $5,000 cash retainer and receives $2,500 per month for investor relations services from Panache Beverages, Inc. Wall Street Resources, Inc. is not a Registered Broker/Dealer, Registered Investment Advisor or Financial Advisor, nor do we hold ourselves out to be. All materials presented on our website and/or financial publications released to the public through this website, e-mail or any other means of transmission are not to be regarded as investment advice and are only for informative purposes. Before making a purchase or sale of any securities featured on our website or mentioned in our financial publications, we strongly encourage and recommend consultation with a registered securities representative. This is not to be construed as a solicitation or recommendation to buy or sell securities. Wall Street Resources, Inc. is a financial publisher and not a broker/dealer or registered investment advisor, and thus all trades and actual trading, decisions are made solely by the individual investor, not by Wall Street Resources, Inc. Wall Street Resources, Inc. and/or the employees of Wall Street Resources, Inc. will not be held responsible for any losses that might occur from the use of the information provided by our featured company reports, emerging growth news services, or any other information related to Wall Street Resources, Inc. that might be acted upon by an investor. The information provided herein may be displayed and printed for your personal, noncommercial use only. You may not reproduce, retransmit, distribute, disseminate, sell, publish, broadcast or circulate the information to anyone, without the express written consent of Wall Street Resources, Inc. As with any stock, companies discussed in any of our financial publications involve a degree of investment risk and volatility, particularly micro-to-small capital companies and/or OTC-BB stocks. All investors are cautioned that they may lose all or a portion of their investment if they decide to make a purchase in any of the companies mentioned in our financial publications. Past performance of any investment mentioned in any of our financial publications is not indicative of future results. The accuracy or completeness of the information on our website or within our financial publications is only as reliable as the sources they were obtained from. The comments and opinions expressed in any of our financial publications are expressed as of the date the financial publication or featured company reports is dated and are subject to change without notice. No investor should assume that reliance on the views, opinions or recommendations contained in any of our financial publications or featured company reports will produce profitable results. Wall Street Resources, Inc. is an information provider only. We cannot control market conditions, liquidity, market shutdowns, entry and exit prices, Internet shut-downs, or fax and mail delays. All investors should only invest or trade with capital that is risk capital that they can afford to lose. You may cancel your Wall Street Resources' daily notes service at any time and receive a full, pro-rata refund for the unused portion of your subscription. If emerging growth stock investing or trading seems too risky for you, you might want to consider starting with a less aggressive form of investing, such as the regular mutual fund contributions. Analyst Certification: I, Paul Silver, hereby certify that the views expressed in this research report accurately reflect my personal views about the subject securities and issuers. About the Analyst: Mr. Silver joined Wall Street Resources in 2006 as the Director of Research. He has been in the financial services industry since 1995 and began his professional career in auditing with a Big Four accounting firm in New York City. Mr. Silver made the move to Wall Street as a sell-side research analyst for two global investment banks in New York City including Salomon Smith Barney and UBS Paine Webber. At Salomon Smith Barney he was a member of the firm’s research team covering REITs that was consistently ranked #1 by Institutional Investor magazine. Most recently, Mr. Silver worked for a private equity firm as its Chief Investment Strategist. Mr. Silver is a graduate of the College of William and Mary in Virginia with a BA in liberal arts and New York University's Stern Business School with an MBA in International Finance and Accounting.
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