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COMPANY PROFILE

Production Kitchen

Office

Australian Business No.

Staffing Numbers

Drumplings PK Wholesale Pty Ltd

Deon St.Mor

2 Wentworth Court Thomastown 3074

3/ 220 Bourke Street Melbourne 3000

+61 411 86 86 24

deon@drumplings.com

41 638 462 227



















PROVING THE CONCEPT

Part of the broader picture was opening the restaurant in March 2018 as a starting
point of Proving the Concept. It was specifically built as a testing ground &
ultimately a high-impact working restaurant model. This allowed us to capture
consumer reactions & perceptions of the brand.

It was an overnight success. Sales during the 24 Month period was in excess of $3.2
million, selling over 8 million dumplings to an audience of over 1 million customers
with a Gross Profit Margin of nearly 70%. The restaurant was closed as a result of
COVID and the heavy decline of Melbourne CBD.

Demand continued during & after COVID and was selling on-line, showing the
popularity of Drumplings and a rethink for the future.

A new entity was established, with a Production Kitchen built, selling on-line and
supermarkets placement. The new Micro-Model stores will enable great penetration
throughout each state and better leverage than a fully modeled restaurant. Finally
the opportunity of franchising.

LOCKDOWN ONLINE SALES

Drumplings activity during the Covid-19 lockdown 2020 was to move to a wholesale
only model and then established the Thomastown Production Kitchen. This is where
30,000 dumplings can be produced up to a maximum of 100,000 dumplings per day.
In view of the lockdown laws not permitting distribution greater than a fifteen
kilometre (15 km) radius, wholesale sales averaged $11,000 per month until
February 2021. This was, on average, sales of approximately 30,000 dumplings per
month.
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ONLINE SALES

Drumplings also sells its products through iPantry and demand is growing
significantly. In a recent development, iPantry issued a special to their online
customer base, which resulted in 671 retail Drumplings packages being sold online.
With twelve Drumplings in each retail package, this accounted for 8,052 dumplings
being sold between 7.00 a.m. and 7.00 p.m. on Wednesday March 17, a 6000%
increase in sales in a day.

MICRO-MODEL STORES

Drumplings is currently scoping and in advanced discussions with Chadstone
Shopping Centre, QVM, Melbourne Central and The Glen in Glen Waverley and is in
the process of identifying sites to establish three micro stores.

COLLABORATIONS (PLANT BASED RANGE)

Finalised stages & product development to produce and distribute a range of
plant based Fable Drumplings for national and international distribution.

FEDERAL GOVERNMENT R&D GRANT

Drumplings has received approval for a Federal Government R&D grant for $50,000
for a new Gluten Free Range.




DEON ST.MOR



http://www.deonstmor.com/

DRUMPLINGS REMODEL VIDEO



https://www.youtube.com/watch?v=7Br5wK4yUYg







Simon Lee
Facilities & Analytical Director

Simon has had a lifetime involvement in hospitality, starting at the Burswood
Resort Casino (now known as Crown Casino) as a Food & Beverage Operations
Analyst, and later, a Food & Beverage Controller for Star Cruises. Simon brings
with him years of experiences, from large-scale commercial cookery to intimate
silver service fine dining and first-hand experience as an orchard farmer in New
South Wales. He also has a Masters of Information Systems and has worked in
the IT industry for a number of years in project management, but ultimately
was drawn back into hospitality. Simon was the founder of the Blue Duck Café
in Sydney and Masak Ku in Melbourne and was featured in Maeve O'Meara's
SBS Television Food Safari series. His passion and undeniable love for food has
led him to being a core and valued team member of Drumplings.
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Alex Aleksic
Chief Financial Officer

Alex Aleksic, founder of Rightsize Advisory, has more than 20 years' experience
in commercial, operational and financial roles within multinationals, ASX Top 50
organisations, private equity and high net worth ownership structures. He is the
Chief Financial Officer at ASX listed Lark Distilling Co Ltd. He was Chief Financial
Officer at Accent Group, which owns a variety of brands including Platypus,
HYPE DC, Skechers & Vans and Shaver Shop. Alex has also held numerous
senior multi discipline roles within Goodyear Dunlop (Beaurepaires), Telstra,
Coles and Kodak Australasia. Holder of a Bachelor of Business (Accountancy)
and Masters in Business Administration (MBA) from RMIT University, he is also a
Certified Practising Accountant (CPA Australia). Alex is driven to make rapid
positive change while minimising disruption to business continuity.
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CHEESEBURGER
SATAY
MUSSAMAN CURRY
SWEET STICKY BBQ
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THE SOCIAL MEDIA,
MARKETING
AND OUR AUDIENCE

The Drumplings audience is younger, curious, adventurous, fun loving and
constantly seeking new and exciting food experiences.

Social media and Digital marketing is THE key to exponentially boosting sales.
Drumplings’ strategy is simple and clean.

As Drumplings launches into new Groups and supermarkets, we build out ads
that target that specific suburb to our target audience.

Drumplings’ digital marketing operates like a high tech company, and every part
of our digital strategy from the website to FB to Instagram tracks, collects and
analyses customers buying habits providing valuable feedback.

From here, we build like for like ADS on Facebook, Instagram & Tick-Tock in each
Suburb, State, City.

This strategy was employed while the restaurant was open and resulted in three
million Drumplings being sold between January 2018 to January 2020 from one
restaurant.
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View Insights
© QVY N

& Liked by viviennekent and 101 others

drumplings #FeatureWeekend ggi @maya_liviero

How are you spending your weekend? We think a visit to
Drumplings is a good idea, don’t you think? @ ... more

View all 7 comments

21 December 2019



Social media marketing undertaken by the Drumplings' team has yielded significant
results, initially enabling the original Drumplings' restaurant revenue to grow from
a zero base in mid 2018 to $1.8m in the 2019 FY.

77%
female

age profile

Current marketing campaigns in place include:

Collaborating with food journalists, social media influencers and food bloggers
by sending them products for independent review and critical feedback.
Collaborating with similar brands (Luv-a-Duck / Fable) for special promotions.
Targeted social media advertisements, specifically Facebook and Instagram, that
has brought significant awareness and boosted our product sales.

Working with a PR firm to distribute media kits and releases to announce the
Drumplings product launches on credible sites such as Time Out, Broadsheet
and The Urban List.

Capturing opportunities to appear in events such as the VRC (Victorian Racing
Club) and Night Noodle Markets that have been particularly successful in the
SEN




DATA ANAYTICS

The use of real time data analytics by the Drumpling team enabled sales to be
maintained during the Covid lockdown with sales of over $200,000 within the fifteen
kilometre radius.

Drumpligns highly specific online advertisements, it's 14,000+ Instagram followers
and highly scalable data analytics model has the capacity to provide a highly
accurate feedback loop of customers preferences.

This data analytics is currently being used to identify taste preferences of Drumpling
customers.

The marketing strategy employed is key to the success of the continual rollout &
sales.
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Drumplings
The world's first Global Fusion Dumpling Brand ‘,
™ SHOP our Frozen Dumplings '

linktr. rumplings
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how you eat nutella how we eat nutella

View Insights
0

d 2,750 others

e nutella, but don't w & Ever
thought of enjoying this sinful C yes, our
#NutellaDumplings are a populz ou don't... more

View all 55 comments

chiaradickins @d.mutton_ NUTELLA DUMPLINGS L
ameliastoryy @tori_collett_ L
26 April 2019
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THE OFFICIAL LINE UP
HAS DROPPED!

,____,—

TAKES OVER

MELBOURNE 8-10 FEB

Here's what the venues
have to say about what

they‘ve been up to...
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¥ Liked by viviennekent and 47 others

drumplings ONLY 4 DAYS TO GO &
We are proud to be involved with the #AusGP 2020!
We will be serving up 5 of our signature dumplings on site... more






THE REVIEWS

The Urban List Melbourne

“The new additions were

chosen with us (I mean,

their customers) in mind
and the flavours they

“The city needs new
venues like this one.
People that are willing to
push the dumpllng believed would spark fond durlnpl.lng o yog

envelope. Head in here : haven't given Drumplings
. memories and a sense of
before the hype really hits. nostalaia. And thevive hit a crack.”
We've got a feeling this gla. y — James Shackell

lace is 4oind to be big...” the nail on the head.”
P going g-- — Gracyn McEwan

“At the end of the day, you
can't call yourself a

Gram Magazine The Northsider
“It's tongue in cheek molecular
gastronomy - the sort of street-level
experimentalism of Heston Blumenthal
or Australia’s own Ben Shewry. But it
works. The dumplings are juicy and
surprisingly accurate to their promise.”

“Their couplings are
almost inter-species, but
genius.”

— Matt Mitchell

Fox FM We Know This Place

"It tastes exactly like a “I'm not kidding, it's a party
cheeseburger.” inside your mouth.”
— Blake Francis — Pallavi Daniel

The City Lane

“Drumplings is a dining experience worth a visit, as the
high energy atmosphere, friendly staff, offer for student
discounts and delicious food is sure to make your
interaction with classic and new style dumplings a
memorable one.”

— Celeste
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Drumplings Is Melbourne's Most Unconventional
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% Drink Culture Travel Time In Love Local

A dumpling bottomless brunch has
arrived in Melbourne

Melburnians are suckers for brunch, just as they are suckers for dumplings. And dumpling

joint Drur

ngs has announced it's now serving a breakfast menu, $0 you can shovel little food
parcels into your gob for lunch, dinner and breakfast

Don't be fooled into thinking this is the same as yum cha = the new brekky menu draws inspiration
from classic brunch dishes. Pre-noon guests can now try bacon and egg dumplings as well as
shakshouka dumplings (which contains the unorthodox addition of soprassa salami). If for some
reason you didn't come to Drumplings for dumplings you can also order chai-infused porridge, French
toast bao and bacon and cheese roti

While the breakfast menu is available every day, on weekends you can turn it into a real brunch with
bottomiess Bloody Marys, Mimosas, house beer and cider

Discover Melbourne's best dumplings.



