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Check the appropriate box below if the Form 8-K filing is intended to simultaneously satisfy the filing obligation of the registrant under any of the following provisions:
O Written communications pursuant to Rule 425 under the Securities Act (17 CFR 230.425)

O  Soliciting material pursuant to Rule 14a-12 under the Exchange Act (17 CFR 240.14a-12)
O Pre-commencement communications pursuant to Rule 14d-2(b) under the Exchange Act (17 CFR 240.14d-2(b))
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Emerging growth company

If an emerging growth company, indicate by check mark if the registrant has elected not to use the extended transition period for complying with any new or revised financial
accounting standards provided pursuant to Section 13(a) of the Exchange Act.[]




Item 7.01. Regulation FD Disclosure.

Beginning on November 13, 2025, senior management of BRC Inc. (the “Company”) will participate in meetings with existing and potential investors as part of a non-deal

roadshow. A copy of the investor presentation to be used during these meetings is attached as Exhibit 99.1 to this Current Report on Form 8-K and is incorporated herein by
reference.

The information contained in this Item 7.01, including Exhibit 99.1 furnished as part of Item 9.01 of this Current Report on Form 8-K, is being furnished pursuant to Item 7.01
and shall not be deemed “filed” for purposes of Section 18 of the Securities Exchange Act of 1934, as amended (the “Exchange Act”), or otherwise subject to the liabilities of

that section, nor shall it be deemed incorporated by reference in any filing made by the Company under the Securities Act of 1933, as amended, or the Exchange Act, except as
expressly set forth by specific reference in such a filing.

Item 9.01. Financial Statements and Exhibits.

(d) Exhibits

Exhibits Description

99.1 Investor Presentation of BRC Inc.

104 Cover Page Interactive Data File (embedded with the Inline XBRL document).


https://content.equisolve.net/blackriflecoffee/sec/0001891101-25-000037/for_pdf/exhibit991.htm

SIGNATURE

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the undersigned hereunto duly
authorized.

Dated: November 13, 2025

BRC INC.

By: /s/ Matthew Amigh
Name: Matthew Amigh

Title: Chief Financial Officer
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Non-GAAP Financial Measures
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INTRODUCTIONS

Matthew
Amigh
CFO

BULLETPROOF

PET BRANDS

Served as CFO since July 2025

Previously served as CFO at
Ethos Pet Nutrition and CEO &
CFO of Bulletproof 360, Inc.

CFO role at Lenny & Larry's
and Mars, finance leadership
roles at Big Heart Pet & Heinz

CPA and served in the U.S.
Army National Guard for over
12 years in both enlisted and
officer ranks

Matt
McGinley
VP of IR & Strategy

:rcorE D

Served as VP of Investor
Relations since Sep. 2024

Previously served as an
Equity Research Managing
Director, covering
consumer, at Evercore and
Needham and held positions
in brand management at
Kraft Foods

Served as U.S. Army officer,
deploying in support of
Global War on Terror

G

BLACK RIFLE
COFFEE COMPANY
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COMPANY OVERVIEW & GROWTH STRATEGY

EVOLUTION OF BUSINESS DISRUPTIVE IN LARGE CATEGORIES OPERATIONAL EFFICIENCY GAINS

Launched as a DTC brand Premium positioning with an Streamlined operations by headcount
authentic edge realignment and substantial reduction
i i in opex
Estabhshed a dedicated and loyal fan Providing disruptive growth: P
A5E ] Optimized asset base including 50%
#3 RTD Coffee Brand reduction in working capital
Evolving channel mix post-COVID into #4 Bagged Coffee brand at
wholesale business sold primarily thru Walmg?t? %
FDM retail 920 == (49%) ¥
We expect future Wholesalegrowth IR ~~~~~
2021A Revenue by Channel (%) based on: 470
Expanding into new retail banners -
AREsSsasTEsRaan : - Deepening penetration with
! 2021A Net | existing customers 4Q2022 3Q2025
oupest  REVENUE: . . .
1 $233mm | Increasing average items carried
Ceeioriithonas l per store Net Revenue ($ million)
- RE;:’ir‘:o- ~30%
Coffee CAGR — i
2024A Revenue by Channel (%) $396 4391
Market Size® $13B $4B $23B
$301
S : BRCCACV%*  54% 53% 2% $233
e
i $391mm : Small share gains in multi-billion- et

dollar categories = opportunity for

Quipast substantial revenue growth

&%

2019A  2020A 2021A  2022A 2023A  2024A 2025E




WHO WE ARE

BRCC is proudly committed to our mission of supporting those who serve, standing for more
than high-quality coffee

VETERAN
FOUNDED

We carry the culture of

those we serve
including an
unabashed love for
America and all that
makes her great!

OUR FOUR PILLARS OF BRAND IDENTITY

Qur brand stands with
those who serve — and
those who love them.
We're emotional,
sometimes edgy, and
always proud to
spotlight the fun and
the fight of the Veteran
and First Responder
community.

\
{ahhin

COFFEE, or DIE

We offer curated;
expertly roasted coffee
delivered in all formats
including RTD, a high-
end, zero-sugar energy
drink, an engaging
Qutpost experience
and differentiated
brand merchandise

"

COMMUNITY
FOCUSED

We stand for the
communities we serve
— as our investor value
creation increases, so
does our mission

WE ARE A VETERAN-FOUNDED BUSINESS OPERATED BY PRINCIPLED MEN AND WOMEN WHO
HONOR THOSE WHO PROTECT, DEFEND AND SUPPORT OUR COUNTRY




OUR SIGHTS ARE TRAINED ON ATTRACTIVE SEGMENTS (BLACK RIE
OF THE BEVERAGE MARKET COFFEE COMPANY

Significant multi-category growth opportunity with substantial runway to gain share

LARGE OPPORTUNITY IN ATTRACTIVE CATEGORIES STEADY GAINS ACROSS PRODUCT PORTFOLIO

Packaged Coffee
~$13B Tracked Channel Size
* 1.5% Dollar Share®in Total US

Functional Beverages? 5 L ; Packaged Coffee

$66bn . L * 47.6% ACV Grocery> 54.0% ACV
19-'24 CAGR: ~10% ] &, XAOCS

Coffee®

27b
'19--243::,:\(;.: ~11% . Ready-to-Drink Coffee (RTD)

~$4B Tracked Channel Size
* 4.5% Market Share in Total US®

+ 53.3% ACV -xAOC +
Convenience®

Energy
~$23B Tracked Channel Size
* Launched in January 2025

* Strong start to 2-3 year
distribution plan; achieved 20%+
ACV? in initial launch quarter

insingle




(9)BLACK RIFLE
STRONG POSITION IN WHOLESALE COFFEE WITH CRE

ADDITIONAL ROOM FOR GROWTH

Broad range of roasts and flavors in bagged and

single-serve formats =——BRCC xAOC ===BRCC Grocery .
Strict quality standards and one-of-a-kind branding 45.0
is a core focus for BRCC; all beans sourced from long-
standing trusted partners

476

ACV

All rounds / K-Cups manufactured exclusively by
Keurig Dr Pepper (KDP), the single-serve market

leader
Significant whitespace remains in terms of ACV, Q1Q2Q3Q4 Q1 Q2Q3Q4 Q1 Q2Q3Q4 Q1 Q2Q3

SKUs and retail partners to continue to penetrate 2022 2023 2024 2025
the category

GROWTH STRATEGY SELECT KEY CUSTOMERS

BRCC continues to expand distribution and gain

market share in wholesale through “Land and S A I[\
Expand” strategy & Ahold Delhcize @ roger
ACV in Wholesale 54.1%!' as of Q3 2025 -

Future Wholesale growth based on:
Landing new retail banners and channels

Expanding with existing customers by
increasing average items carried per store to o0
drive shelf presence meller

Targeting ~70% - 80% ACV over the next ~24 months FOOD LION TARGET

Albertsons

sam’s club<{> Walmart




Wholesale +
Convenience

(EDBLACK RIFLE
COFFEE COMPANY
UNIT DRIVEN GROWTH REFLECTS REAL CONSUMER DEMAND

PACKAGED COFFEE RETAIL SALES!

Annual Retail Sales ($ million)!

Retail Sales Growth YTD?

28.5% BRCC Stands Out for
Unit Growth
ina
Price-DOriven Category

30.5%

12% @ RetsCoffee BB

\ & 4 MAXWELL - (0.1)%
BUSTELO e LS % MeCafe oume 09% g0 (399
g,mtha 10.3% 207% | 0.0% | (020% | 04% (2.0)% 11% GA% | (3% | M0% | 9.3%

Pricing 18.3% 6.4% 16.9% 22.4% 41% 5.0% 0.1% 56% 6.5% 9.3% 6.1%




() BLACK RFLE
SUCCESS AT MASS RETAILER PAVES WAY FOR GROCERY 5/t cawpaiy

SUCCESS AT LARGEST US RETAILER OPPORTUNITY IN GROCERY

Launched in August 2022, built strong in-store Grocery expansion commenced in August 2023,
presence and consumer engagement unlocking broad reach

Generated $100mm+ in annual revenues at retailer Actively adding new retail banners and increasing
within 18 months door count within existing partners

Driving velocity-led growth, fueled by brand strength

Retailers typically start with 4-6 SKUs, with expanded
shelf space and growth in average items carried often
Energy rollout underway, expected to drive achieved within ~12 months

significant incremental growth

and loyalty

Measures of Success at Largest Retailer Compelling Economics in Grocery

#4 Bagged Coffee Brand 44% Premium Price Point to

(~9% market share)! Competition (Bagged)*

~$32m of BRCC sales are X (5)% Lower Velocity due to Price

incremental to Retailer? Premium#

#'l Brand Loyalty Rating — 36% More Revenue Per Item Sold
among Coffee Brands? for Retailer#

of BRCC sales at Retailer are Premium price point and brand loyalty result in:
from new buyers? » Larger basket sizes

« Higher profit dollars per item and transaction

« Greater leverage on retailer fixed costs




COBAKREE
BLACK RIFLE HAS QUICKLY BUILT THE #3 BRAND
IN RTD COFFEE

STRATEGIC SUMMARY RTD PRODUCT CATEGORY SNAPSHOT

Launched in March 2020 offering a catalogue of 6 SKUs
Rapidly built to a ~$100mm+ RTD coffee business iy m

#3 RTD coffee brand' behind Starbucks and Monster g;ég@lrlﬂ‘f -
Java by retail sales = BLACK RIFLE mj
e £ Coupu "ty

One of the fastest growing RTD brands by sales 3|c, =
growth, ocutpacing category by nearly 10 points ESP}?S/S ESPRESS) ESPRESS)
Targeting ~70% - 80% ACV over next ~24 months FATELEARANE. 13
compared to 53% ACV as of Q3 2025 [IMLE Shor

- Continued innovation with new products expected to be E e et

launched in the second half of 2025 e, i

200+ distribution relationships providing direct local
distribution across the country




BLACKRIFLE ==

ENERGY

LAUNCHED January 2025

—
/ FREEDOM PUNCH RANGER BERHY-} PROUECT, MANGO

7
BLACK RIFLE VBLAGK RIFLE

ENERGY M E R 6 X
' ZERO SUGAR

_= rounpss

N L= FOUNDED VETERAN =

Black Rifle Energy brings a zero-sugar, clean energy option to a consumer
market ready for BRCC's unique mission-driven approach




CORME R
TARGETED GROWTH STRATEGY DRIVING ENERGY
DISTRIBUTION GAINS

BLACK RIFLE ENERGY INITIAL LAUNCH STATISTICS - September 2025!

BRCGC Energy ACV

e Total US AOC + Conv -Grocery na

GRAPEX

TIGER STRIKE

121

BLACK R A
1 © " YBLACK RIFLE

e e T e e e e e

Com?ﬁ
ompany*Energy
i




OB R
LEVERAGING DIGITAL CHANNELS AS A STRATEGIC ENABLER

STRATEGIC SUMMARY EXCLUSIVE COFFEE SUBSCRIPTION

BRCC is a digitally native brand

DTC was 100% of revenue when the company
was founded, ~70% when the Company went
public, and ~28% as of Q3 2025

+ Today, BRCC wants to be wherever our consumer
shops - increasingly Wholesale, the
Convenience channel, and other e-commerce
channels such as Amazon and Walmart.com

- Black Rifle is focused on stabilizing its DTC
channel and allocating resources to grow
Wholesale, RTD Coffee, and Energy

July ‘25 August ‘25 September ‘25 October ‘25

DTC / E-COMMERCE HIGHLIGHTS

~166kK! $123mm+
Total DTC 2024A DTC Net
Subscribers Revenue
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OUTPOSTS EXTEND THE BRAND EXPERIENCE

Company-Owned Franchise
Qutposts! Qutposts!

2024A Net Revenue

STRATEGIC SUMMARY

Fully integrated, experiential retail
footprint to deepen the brand

Vital pillar of our community and
encourage our passionate customers to
engage with the brand and each other

- Operating in 10 states’ as of 3Q 2025

 Large potential and whitespace to
scale the outposts business nationwide

States with BRCC Locations




OPERATIONAL TRANSFORMATION MASKED BY ENERGY (T2)BLACK RIFLE
INVESTMENT AND COFFEE INFLATION GRFREE CUNPANY

OPERATIONAL AREAS OF FOCUS

ss Margin Optimiza

0 0 Mix Between Channels &
D Products

[ h Manufacturing Process

[
-& Consolidated Headcount

= Improved FCF; Late 24
m Debt Refi Reduced Interest

[.#'& Distribution and Logistics

—== allocate Capital to the Core
m of our Business: Wholesale

Optimized Deployment
of Marketing Dollars

) (@

)
)

Optimizing the mix between channels and products, improving
efficiency in distribution and logistics, streamlining
manufacturing processes, and optimizing sourcing led to gross
margins above 40% for the first three guarters of 2024

Since then, investing in the rollout of energy as well as the
impacts of green coffee inflation and tariffs has temporarily
impacted gross margins

Key 2025 dollar impacts include $10M+ green coffee, $10M
trade/promo, $6.5M loyalty, and $5M tariffs

We expect Energy to become the highest margin product line
over time as the business scales and matures

Quarterly Gross Margin (%)

o) 0 o)
e - 42.9% I 41.9% [ 42.1% 381% 36.1% 36.9%
5%
0 o a1

a2 a3 04 o 02 a3
2023 2024 2024 2024 2025 2025 2025

2023 2024

Realized $30M in SG&A savings prior to 2025, with an additional
$8-10M+ in annualized savings in 2025

Implemented a wholesale price increase in July to offset coffee
inflation; spot prices for green coffee have recently declined to near
our 2025 average contracted cost — if current spot pricing levels
hold, commedity impact on profit would likely be neutral in 2026

Launched a long-term supply chain efficiency program aimed at
delivering annual savings on a multi-year basis

Committed to delivering strong financial returns

Green Coffee Price ($/lbs)!
$4.00 : 1. Ax
A 1A ¥ MNY
$3.50 N b @ﬁ W M
| P |
$3.00 sl A
$2.50 I
- gﬁ%ﬁ%fﬁ'&m
$2.00
EEEEEEEEEEEE RN EEEEEE RN
2333385855528 8835333856¢

Charted a Pathway to 40%+ Long-Term Gross Margin Driving Profitable Growth




Net Revenues
(At least $395M N

1%+ Growth in 2025

(S
IR CTO
o oo

- J

Cycling $30.4M of barter revenue and
loyalty reserve benefits that will not
recur in 2025

Non-recurring revenue impact expected
to be $11.8M in Q1, $5.8M in 02, $3.6M
in Q3, and $9.1M in Q4

Revenue expected to be lower early in
the year, with sequential increases each
quarter

2025 FINANCIAL GUIDANCE

OBt

Gross Margin Adjusted EBITDA

4 At least 35% )

Gross Margin Minimum

" At least $20M A

Adj. EBITDA Minimum

o
-

Key 2025 headwinds include:

o

At least 3-point impact from green
coffee inflation (net of pricing)
Approximately 2.5-point impact from
trade investment and normal
promotional cadence
At least a 1-point impact each from
loyalty reserve and tariffs
Gross margins will benefit from an ongoing
mix shift into FDM channels and productivity

Dollar decline YoY driven by gross margin
and marketing investments

Key dollar impacts include S10M+ green
coffee, S10M trade/promo, S6.5M loyalty,
SoM tariffs; partially offset by productivity,
mix, and pricing

Limited EBITDA generation in TH25; ramp up
expected in 2H25 on revenue growth and
expense leverage

Expect S8-10M in annualized cost savings in
2H25 related to Operational Improvement
Plan




BLACK RIFLE
3-YEAR FINANCIAL TARGETS OB

Revenues Gross Margin Adjusted EBITDA
C 10%15% ) [ 40%: ) [ 15%-25%

Revenue CAGR Through 2027 Target Gross Margin EBITDA CAGR Through 2027

w | % | €

IR CTO
\_ AN F. W

Anticipate a higher rate of Gross margins will benefit Gross margin improvement and
growth in 2026 and 2027 as from an ongoing mix shift into SG&A leverage are anticipated
Black Rifle Energy launch fees FDM channels and growth in to drive EBITDA growth and
phase out and ongoing benefits the energy segment improve the EBITDA rate in
from distribution gains take 2026 and 2027

effect




RECONCILIATION OF NET LOSS TO ADJUSTED EBITDA G DBLACK RIFLE

Reconciliation of Net Loss to Adjusted EBITDA

(in thousands)

Three Months Ended September 30, Nine Months Ended September 30,

2025 2024 2025 2024
Net loss $ (1,238) $§ (1,397) § (23,595) ¢ (916)
Interest expense 1,712 2453 5925 6.805
Tax expense 44 50 132 151
Depreciation and amortization 3.055 2,661 9,501 7458
EBITDA $ 3573 § 3,767 S (7947) § 13,498
Equity-based compensation® 2354 2,605 T.685 7.862
System implementation costs® — — — 520
Write-off of site development costs®) 735 441 1,546 2.663
Non-routine legal expense® 471) 291 6.039 2335
Transaction expenses®” 741 — 741 —
Restructuring fees and related costs® 1.490 —_ 3.639 266
Adjusted EBITDA $ 8422 § 7104 $ 11703 § 27144
(1) Represents the non-cash expense related to our equity-based compensation arrangements for employees, directors, and consultants
(2) Represents non-capitalizable costs (e.g. pre-implementanon discovery, training, and post-implementation monitoring) associated with the
implementation of our enterprise resource planning ("ERP") system and e-commerce platform. For the nine months ended September 30, 2024, 50 3
million of costs were related to our ERP system implementation and $0.2 million were related to our e-¢ Tatfl impl
(3) Represents the write-off of development costs for discontinued retail locations

(4) Represents legal costs and fees mncurred as well as the proposed settlement of non-routine liigation related to the exercise of warrants 1ssued in
connection with our business combination. net of insurance recovenies. The actual amount of any settlement. or damages from such lingation if a
settlement 15 not reached, may be matenally different. For more information about our pending lingation matters see our Annual Report on Form 10-
K and the other filings we malke with the SEC.

(5) Represents costs incurred in connection with proposed capital markets transactions that were not completed.

(6) Represents costs inenrrad related to restructuring. Costs inenrred during 2025 were part of our Operational Improvement Plan and include 50 8
million and 52.9 mullion of severance for the three and nine months ended September 30, 2025, respectively, and $0 7 million of costs for both
periods related to the relocation of inventory following a change in third-party logistics provider and to the relocation of our headquarters. For the
nine months ended September 30, 2024, 0.3 million of costs were related to severance




2025 OUTLOOK G DBLACK RIFLE

For full-vear fiscal 2025, the Company provides the following gnidance:
(in millions, except % data)

Current FY2025
FY2024 Guidance
Actual
Net Revenue'” $ 391.5 At least $395.0
Growth (1)% At least 1%
Gross Margin 412 % At least 35%
Ady. EBITDA b 371 Af least $20.0

(1) A barter transaction favorably impacted Net Revenue in 2024 by 323.9 million, in addition to an increase to Net
Revenue of $6.5 million as a result of the change in BRCC's Loyaity Program points palicy in 2024.







