


This presentation may include forward-looking statements regarding Goodfood, its business, operations or results. Often, but not always, forward-looking
statements can be identified by the use of words such as "plans", "is expected", "expects", "scheduled", "intends", "contemplates", "anticipates",
"believes", "proposes" or variations (including negative variations) of such words and phrases, or state that certain actions, events or results "may",
"could", "would", "might" or "will" be taken, occur or be achieved. Forward-looking statements, by their very nature, are subject to inherent risks and
uncertainties and are based on assumptions, both general and specific, which give rise to the possibility that actual results or events could differ
materially from expectations expressed in, or implied by, such forward-looking statements. These statements also involve known and unknown risks,
uncertainties and other factors, including factors that are beyond Goodfood’s control, that may cause actual results or events to differ materially from
those expressed in such forward-looking statements. Forward looking statements reflect Goodfood’s then current views with respect to future events
based on certain material facts and assumptions. Although Goodfood believes that the assumptions on which such forward-looking information is based
are reasonable at the time they are made, there can be no assurance that such facts or assumptions will prove to be correct and undue reliance should,
therefore, not be placed on any forward looking information. Forward-looking events and circumstances may not occur at all or by specified or anticipated
dates. Events and/or results could differ materially as a result of known and unknown risks and uncertainties affecting Goodfood, including, without
limitation, risks regarding the food industry, economic factors, the equity markets generally, changes in regulatory environment or law, failure to obtain
required approvals and risks associated with growth and competition in addition to other risks identified in publicly filed documents under Goodfood’s
profile at www.sedar.com as well as other unknown risks. Forward-looking statements speak only as of the date on which they are made and Goodfood
undertakes no obligation to publicly update or revise any forward-looking statement, whether as a result of new information, future events, or otherwise.

Goodfood reports its financial results in accordance with International Financial Reporting Standards (IFRS). Goodfood also uses non-IFRS measures in this
presentation that do not have any standardized meaning prescribed by IFRS, including gross merchandise sales, gross merchandise sales run-rate,
adjusted gross profit, adjusted gross margin, adjusted net loss, EBITDA, adjusted EBITDA and adjusted EBITDA margin. These non-IFRS measures may not
be comparable to similar measures presented by other companies. For further details of these non-IFRS measures, including a reconciliation to the most
directly comparable IFRS financial measures, refer to Goodfood's Management's Discussion and Analysis for the year ended August 31, 2018.
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An Active subscriber is defined as an account that is scheduled to receive a delivery or has elected to skip delivery in the subsequent weekly delivery cycle. Active
subscribers exclude cancelled accounts. While Active subscribers is not an IFRS or Non-IFRS Financial Measure, and therefore, does not appear in and cannot be
reconciled to a specific line item in our financial statements, we believe that Active subscribers is a useful metric for investors because it is indicative of futures
revenues. The Company reports the number of Active subscribers at the beginning and end of the period, rounded to the nearest thousand. 3
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Gross merchandise sales measures the total retail value of all goods sold by the Company before taking into account all incentives and credits. For a
reconciliation of gross merchandise sales to revenue, refer to the Company’s management’s discussion and analysis for the year ended August 31, 2018.
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Successful launch 
of national 
platform

State-of the art 

facility in Calgary -

$100 million in 

sales capacity

Further expansion 
of Montreal facility 
bringing national 
sales capacity to 

$500 million+

Record adjusted 
gross margin of 

33.6% for the year
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• Expansion of choice catering to wide variety of taste

o Created over 750 new recipes throughout the year

o Now offering 23 recipes per week, the largest selection in the 
industry

o Added 10 weekly options for members

• Launched Easy Prep plan

o Fueling subscribers and revenue growth

• Targeting premium segment with L’Artisan recipe collection

o Responding to subscriber demand 

o Adoption rate above expectations
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Maintain market 
leadership

Grow subscriber 

base

Continue to improve 
consumer 

experience through 
customized meal 

solutions

Continue to 
improve gross 

margin through 
automation and 

economies of scale
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1Estitmated TAM in 2025; Source: Statista – Consumer Market Outlook, Nielsen, management estimates
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An Active subscriber is defined as an account that is scheduled to receive a delivery or has elected to skip delivery in the subsequent weekly delivery cycle. Active
subscribers exclude cancelled accounts. While Active subscribers is not an IFRS or Non-IFRS Financial Measure, and therefore, does not appear in and cannot be
reconciled to a specific line item in our financial statements, we believe that Active subscribers is a useful metric for investors because it is indicative of futures
revenues. The Company reports the number of Active subscribers at the beginning and end of the period, rounded to the nearest thousand.
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Gross merchandise sales measures the total retail value of all goods sold by the Company before taking into account all incentives and credits. Adjusted
gross profit is calculated as gross merchandise sales less cost of goods sold. Adjusted gross margin is calculated as adjusted gross profit divided by gross
merchandise sales. For a reconciliation of gross merchandise sales to revenue and a reconciliation of adjusted gross profit, refer to the Company’s
management’s discussion and analysis for the year ended August 31, 2018. 10
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Adjusted EBITDA margin is calculated as adjusted EBITDA, divided by revenue. For the
definition and calculation of adjusted EBITDA, as well as a reconciliation of net loss to
adjusted EBITDA, refer to the Company’s management’s discussion and analysis for the
year ended August 31, 2018.
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Adjusted net loss is defined as net loss adjusted for items that Management believes do not necessarily arise as part of the Company’s normal day-to day
operations to better analyze trends in performance and financial results. For a reconciliation of Net Loss Adjusted to Net Loss, refer to the Company’s
management’s discussion and analysis for the year ended August 31, 2018. 13
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An Active subscriber is defined as an account that is scheduled to receive a delivery or has elected to skip delivery in the subsequent weekly delivery cycle. Active
subscribers exclude cancelled accounts. While Active subscribers is not an IFRS or Non-IFRS Financial Measure, and therefore, does not appear in and cannot be
reconciled to a specific line item in our financial statements, we believe that Active subscribers is a useful metric for investors because it is indicative of futures
revenues. The Company reports the number of Active subscribers at the beginning and end of the period, rounded to the nearest thousand.
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Gross merchandise sales measures the total retail value of all goods sold by the Company before taking into account all incentives and credits. Adjusted
gross profit is calculated as gross merchandise sales less cost of goods sold. Adjusted gross margin is calculated as adjusted gross profit divided by gross
merchandise sales. For a reconciliation of gross merchandise sales to revenue and a reconciliation of adjusted gross profit, refer to the Company’s
management’s discussion and analysis for the year ended August 31, 2018. 15



23.3%
21.5%

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

Q3 2018 Q4 2018

5.2

4.6

 0.0

 1.0

 2.0

 3.0

 4.0

 5.0

 6.0

Q3 2018 Q4 2018

16



24.0 24.5

0.0

5.0

10.0

15.0

20.0

25.0

30.0

Q3 2018 Q4 2018

1.8

1.0

0.3

0.0

0.2

0.4

0.6

0.8

1.0

1.2

1.4

1.6

1.8

2.0

Q3 2018 Q4 2018 FY 2018

17



1.6

3.0

0.0

0.5

1.0

1.5

2.0

2.5

3.0

3.5

Q3 2018 Q4 2018

(5.8%)

(12.4%)

0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

12.0%

14.0%

Q3 2018 Q4 2018

Adjusted EBITDA margin is calculated as adjusted EBITDA, divided by
revenue. For the definition and calculation of adjusted EBITDA, as well as a
reconciliation of net loss to adjusted EBITDA, refer to the Company’s
management’s discussion and analysis for the three-month period and
year ended August 31, 2018.

Adjusted net loss is defined as net loss adjusted for items that Management
believes do not necessarily arise as part of the Company’s normal day-to
day operations to better analyze trends in performance and financial
results. For a reconciliation of Net Loss Adjusted to Net Loss, refer to the
Company’s management’s discussion and analysis for the three-month
period and year ended August 31, 2018. 18
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