INVEST IN GOAL FIVE

World-class sports apparel for women, by
women.
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Highlights

TN

o1 /\ Average 4.5x net sales growth YoY from 2019 to 2021

. 2 | Our customers love Goal Five gear - 91% retention rate in Q4 2021

We're a leader in the growing women'’s sports apparel market, expected to reach $200B by
2035

4 | Consistent sell-through within 3 weeks when dropping new styles + seasonal colors

N N .
( 5 | Over 1000 five-star reviews across every performance style we've dropped
N

Our Team

Lindsey Jones

Former professional player, NCAA National Finalist & Collegiate Coach. Executive with 15+ years
experience.

We were tired of having to wear clothing made for men. Wa noticed girls were modifying their gear, especially
their shorts. These issues, coupled with being fed up with gender inequalities in soccer, inspired us to design
gear made specifically for the female athlete bady, and launch a dedieated sports brand for her.

Ann Kletz co-CEO

Collegiate soccer player. Social entrepreneur and executive with 25 years experience and a foeus on
building mission-driven companies.

Brie Dunbar VP of Product

Over 20 years of apparel merchandising, praduct management and appare! development
experience. Former executive with Nike Global and Wilsen Sporting Goods.

. Margaret Starrett Scnior Director of Pr c pMe Production
é Over 30 years experience in the apparel industry with start-ups like Goal Five and big brands like
Y Columbia Sportswear.

Pitch

GOAL * FIVE

THE SPORTS BRAND FOR HER




GOAL*FIVE

WE EXIST
TO CELEBRATE,
ELEVATE & INSPIRE
FEMALE ATHLETES’
GREATNESS

OUR NAME (5 INSPIRED BY THE UNITED NATIONS
SUSTAINABLE DEVELOPMENT GOAL #5:

“Achieve equality and empower all
women and girls"
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WOMEN’S SPORTS MARKET IS EXPLODING

PARTICIRATION: Pre-Title X, 1in 38 girls playad sports. Todey 1113 girls pley sparts

MARKET DYNAMICS: “The sports appare| market is expected ko increase due to
increase in Gen 2 income, influence of social media, penetration of e-commerce. rise
in health consciousness among people. upsurge in urbanization and shift towards
comfortable fashion.” -Global Sports Apparel Market Report, Businesswire, April 2021

VIEWERSHIP & RISE OF FEMALE ATHLETE: 2019 Wemen's World Gup reached a total
audience of 112 Billion, NWSL anc WNBGA saw 175% and 68% increases respectively in
viewership in 2020, Nike saw a 300% increase in their USWNT jersey in 2019, Fernale
athletes heve emerged as global icons, ambassadors, investors, and business
entrepreneurs.

SOCIAL JUSTICE LEADERS: USWNT Equal Pay trailolazers & WNEA social justice
campaigns (WNBA Orange Hoodie becomes cultural item)

INVESTMENT: Increased funding of lsagues, stadiums, media, apparal/merch: Athletes
Unlimited, NWSL/Angel City FC. Just Women's Sparts. Dick's Sporting Goods 4

“We were tired of having to wear clothing made

for men. We noticed girls were modifying their
gear, especially their shorts. These issues, coupled
with being fed up with gender inequalities in soccer,
inspired us to design gear made specifically for the
female athlete body, and launch a dedicated sports
brand for her that is rooted in soccer.

OUR PRODUCTS i) |
.

SOLVING A MARKET NEED



HER PAIN POINTS GOAL FIVE SOLUTION

LIMITED PERFORMANCE GEAR: Competition PERFORMANCE FOCUS: Fiecame premiere
is focused on urban, lifestyle, and athleisure women's sports performance sppare| brand
POV, even in their perfarmance training product

.

DOESN'T FIT: Supert fit and pattern FIT: Sringing back the araft of fit and pattern
rraking designed for the athlete has been lost making designed specifically for the female
in the shift to oversized or tight urban/zity athlete’s body

inspired workout clothing

*

INCONSISTENT QUALITY: Low price, mediocre PREMIUM GUALITY: Curated

quality performance product is available fabrication, designed for functionality,
en-masse, while premium product is loo skewed always beauliful and slways on trend,
Lo city aesthelic wilh ullra-high price poinls with achievable price painls

HERO PRODUCT
SHORTS

* 4-way stretch fabrication allows
for slim fit without compromising
performance (secret sauce)

*

Contoured fit for the female
body, wider leg, wide and
comfortable waistband

*

We are building our company
around our shorts/bottoms

“If you win with women on the bottom,
you will win with wemen on the top”
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WOMEN’S SPORTS APPAREL
MARKET

$200B WOMEN'S SPORT
APPAREL MARKET
(PROJECTED BY 2025)
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85% DIRECT
TO CONSUMER
(GOALFIVE COM)

COMPETITIVE LANDSCAPE
T —

COMPETITIVE LANDSCAPE
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SPORT/ ATHLETA FITNESS/
PERFORMANCE e 5 VUori ATHLEISURE/
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OUTDOOR ADVENTURE 16

OUR CONSUMER

TARGET CONSUMER IS 16-25 YOUNG WOMAN: Compatitive
athlate whe lives in affiuent suburbs and identifies ac an
athlete on and off the field

BUYER IS 30-50 WOMAN: Lifelong athlete who is act
wrotessional with cisposabile income wha is buying for herselt
and her daughter

& a

STRONG COMMUNITY OF EVANGELISTS: Two generations of
Title IX wemen and girls whe have played sports their whole
life: social justice and mission oriented

THEY LOVE THE PRODUCT: Average 5-star ratings/procluct
reviews on ALL styles, likely to recammend, multiple
ourchases of same product/different colors
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U FINALLY A SPORTS BRA | DON'T HATE!
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“Over the years, | have conducted gualitative consumer arch for many
brands across different industries. Custamers are very honest (often,

critical). When | spoke to Goal Five customers, | was struck by their

unanimous enthusiasm for the brand. No matter their age and across the
board, Goal Five customers ntly expressed that Goal Five is their
favarite sp brand (above Lululemon, Athleta and Nike) because Gaal

Five fits and feels the best while they train and play. They note that it's the

anly sports brand that's made specifically for them and sees them as the

powerful athletes they are.”

PERFORMANCE DURING COVID

2020 ANNUAL SALES: 500% YOY
growth. Hit our annuzl pro farma target

"

2020 RETENTION: 91% repeat customer
rate in @4, proving demand for more
frecuent product drops

2021 ANNUAL SALES: 150% YOY
growth

£

REPEAT CUSTOMER RATE! 25% avg
2020/¥TD2021

RETURN RATE: % avg 2020/¥TD2021

SMELLEY NOLDEN
GorHead of m el_ac salar

MIKE SHITH ANDI OWEN LisA BOUGIE DAVID
co praidant & CE Beardof

>



A WOMEN-LED
COMPANY

- e by our
=h eve equality 2nd
empower ol women & sirls

SOCIAL IMPACT—
GIVING BACK

\We partner with nar- profits that
empoviar airls throuan sports,
You Buy, We Give, She Thiives:

=i

MISSION-DRIVEN

ENVIRONMENTAL
SUSTAINABILITY
e are committad ta

ewironmentsl sustanasility
g plan to:

- Company led 3 Intioduce sustainabla
=

by women, for worms 5 MavNG THE

by woman, for woman A Movne e packagng
+ Famale Co-Foundar/CEQ KEhvi + Source fabric from rax
+ 63k farnale advisors mmaters s
+ 675 farnale boad rrembers + Pariner with Fair Trade
+ e female staft Cert tiad manuracturers
+ 50%femals investors et

EOADERS

E FUTURE @\

UP NEXT: 2022

« EYOLVE OUR PRODUCT: Girove the business arsunc our nera product/shorls, sxpand
oUF 5K £0. L]

+ BUILD THE BRAND & COMMUNITY W/ DIGITAL FIRST MARKETING APPROACH:
chinflusacer/ambassanor program ennance orand and thg tsl rark
Fuild strategic part

~ DATA-DRIVEN APPROACH TQ ENHANCE CONSUMER EXPERIENCE: F-hance cusfomer
dataosse ta cotimize sxperiesce, orive sFiciert rmarketing and grow commuaTy

+ FULFILL OUR COMMITMENT TO OUR MISSIOI
including womets empa
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Cautionary Statement Concerning Forward-Looking Statements

Certain statemenits n this presentation constitute “Tarward-Joaking statements” witin e meanirg of the
Private Securities Lirlgation Reform Act of 1985, Such forward looking statermerts Involfve known and unknown
risks, waezrtaintias and other factars which may eause the aetusl s, perfarmante or schievements of the
Carpany =e be materlly any future resules seimplize
oy such farwarcklooting starements. The wertdk or phrases "guidance,* "beleve," “expect,” "anticipate,!

*estmates,” "forecast” anel s milar Worcs or expressions 3rs intenced to identify such forwarc-iock r
staternents, In adeition, rafer ol

r Future sverts or

such as satements

utiook, our business plans, our strategies, our
expectations sbout certain markets and our liquidity are forward-inoking ststements, These statements are not
guarenizes of future perfarmance and are sui eck 2 cartain risks, uncertairties and other facters, sams of
which are  sre difficut Lo precict. ) speak only as of the date of this
aresentation and we de

or revize any o
Dt e new information, future events or ctherueise,
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