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Caution regarding forwardooking statements

This presentation contains & T 2 NJdbdkiNgRA Y F 2 NIV Withih the” fneaning of applicable Canadiansecurities legislation Such forward-looking
information includes,but is not limited to, information with respectto our objectivesandthe strategiesto achievetheseobjectives,aswell asinformation
with respectto our beliefs, plans,expectations anticipations,estimatesand intentions. Thisforward-lookinginformation is identified by the use of terms
andphrasessuchasd Y @ § 2 dzl REZ GZOR B REIIBOT A BERE L& F ff & ¥ GAIHOIFRERTRIDSS ¢eBIB O & ¥ i Asyalkdsé >
the negative of these terms and similar terminology, includingreferencesto assumptionsalthough not all forward-looking information containsthese
terms and phrases Forwardlooking information is provided for the purposesof assistingthe reader in understandingthe Companyand its business,
operations,prospectsandrisksat a point in time in the contextof historicaland possiblefuture developmentsand therefore the readeris cautionedthat
suchinformation maynot be appropriatefor other purposes

Forwardlookinginformation is basedupon a numberof assumptionsand is subjectto a number of risksand uncertainties,many of which are beyondour
control, which could causeactualresultsto differ materiallyfrom those that are disclosedin, or implied by, suchforward-lookinginformation. Theserisks
and uncertaintiesinclude, but are not limited to, the following risk factors which are discussedn greater detail under & w ACR (O (i@ tN&/é2 Y LI y & Q&
AnnualInformation Formfor the year ended August31, 2020 availableon SEDARt www.sedatcom: limited operating history, negativeoperating cash
flow, food industry, quality control and health concernsyegulatorycompliance regulationof the industry, public safetyissuesproduct recalls,damageto
D 2 2 R T 2epuafiba, transportation disruptions, product liability, ownership and protection of intellectual property, evolving industry, unionization
activities, reliance on management,factors which may prevent realization of growth targets, competition, availability and quality of raw materials,
environmental and employee health and safety regulations, online security breachesand disruption, reliance on data centers, open source license
compliance future capitalrequirements,operatingrisk and insurancecoverage managementof growth, limited number of products,conflictsof interest,
litigation, catastrophicevents,risksassociatedvith paymentsfrom customersand third parties, beingaccusedof infringingintellectual property rights of
others and, climate changeand environmentalrisks Although the forward-looking information contained herein is based upon what we believe are
reasonableassumptionsyeadersare cautionedagainstplacingundue relianceon this information sinceactual resultsmay vary from the forward-looking
information. Certain assumptionswere made in preparing the forward-looking information concerningthe availability of capital resources,business
performance, market conditions, and customer demand In addition, information and expectationsset forth herein are subjectto and could change
materiallyin relation to developmentsregardingthe COVIEL9 pandemicand its impact on product demand,labour mobility, supplychain continuity and
other elements beyond our control. Consequentlyall of the forward-looking information contained herein is qualified by the foregoing cautionary
statements,and there canbe no guaranteethat the resultsor developmentsthat we anticipatewill be realizedor, evenif substantiallyrealized,that they
will havethe expectedconsequencesr effectson our businessfinancialconditionor resultsof operation Unlessotherwisenoted or the contextotherwise
indicates,the forward-lookinginformation containedhereinis providedasof the date hereof,and we do not undertaketo update or amendsuchforward-
lookinginformationwhether asaresultof newinformation, future eventsor otherwise,exceptasmaybe requiredby applicabldaw.



Goodfood todayc a leading online groce

159,000

Active Subscriber§)

L - $183M

Revenue RutRate

21%

Gross Margin

-$5.5M /-15.0%

Adj. EBITDA ($0) ®

% $25M

Cash on Han®

4 $185M

Market Cap

800,000

Monthly Website Visitors

1,000

Employees

Goodfood is a Canadian
leader inonline grocery and
| home meal solutions
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(1) Thisis ametric ory” 2 y Tt fin&hoig] measu}ePIel’:lse refer tpage 27 of this presentation fomore details.
(2) Includes cash, cash equivalents and restricted cash.
(3) As 0f4/6/2021, using basic shares outstanding.

r with scale and profitability

Q2 FY21

319,000

Active Subscriber§)

$440M

Revenue RutRate

30%

Gross Margin

$0.5M / +0.5%

Adj. EBITDA (%6) ®

$163M

Cash on Hand

$620M

Market Cap®

1,400,000

Monthly Website Visitors

4,000

Employees

Operating across the country,
reaching 95% of Canadian
population with a leading,
stronglyrecognized brand

Operating int$165 billion
Canadian TAMs, witlow
online penetration



Key businessighlightsg Q2-2021

Hit key milestones to deliver record financial results
A Generated $100M+ of revenues in a quarter for the first time since inceptio

- Continued strength in key metrics driving revenue growth: basket size
order frequency and customer loyalty

A Generated $30M+ of gross profit in a quarter for the first time
- Industry leading gross margin standing at 30%-+
A Fourth consecutive quarter of positive Adj. EBITD®ith LTM margin at 3.6%

N Expanded product offering and delivery speed to serve Canadians better

N

AD22RT22R 2h2 y2¢ QB AtLFotS Ay [ Y
- More large urban centers to be launched this calendar year

A Increased offering to 750 products ovefall

A Over 1.1M grocery products delivered to customers this quarter alone

Ideally positioned to continue growing with plenty more to come
A Strong balance sheet boasting over $160M of cash on hand
A Expanded revolver to $42.5M and completed $60M equity raise

A Strong operations to be enhanced with optimal footprint of centralized
production facilities and local fulfilment centres, increased automation,

robotics and technology
4

(1) This is a Metric or nelFRS measure. Please refer to pagef this presentation for more details.

(2) Number of products currently available in Quebec.



|deally positioned to benefit from accelerating shift to online grocery shoppin

Goodfoodbuilt the capabilities andifferentiated strategyto benefit from theaccelerating shift to online grocergnd

IS poised to cement its place aseader in online grocery

The shift of grocery shopping online was well underwa
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Market
Potential

$50B+
PostCOVID (~40% of

grocery

2
$3-$3.5B PreCOVID

market)

(1)
$1-$1.5B (~20% of
grocery
market)
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$6-$8B°)
Current
Forecast
$1-$1.58Y
Online industry size in Canada Estimated online industry size in
(2018) Canada in 2018 for 2023 2018 2019 2020 2021 2022 2023 2024 2025

. | - 56% CAGR
21% CAG in Canadian online grocery market through 2@13025; more than 3x

. . . previous forecast

in Canadian online grocery market through 2023
70% CAGR
if the market reaches $50B
(1) Based on $124B industry defined by Statista, Retail sales of food and beverage Cana2z18pLarch 2019; and online  (3) IGD/CanadianGrocer.com. 5

penetration 0f~1% based on GD/CanadianGrocer.com. (4) The Evolution of the Grocery CustonMercatus
(2) Using Syear CAGR of 21% to estimate size of online grocery.



|deally positioned to benefit from accelerating shift to online grocery shop

Goodfood has built the purposéuilt operations, focusing on €ommerce grocery fulfilment,

YR GKS LINRPRdzOG 2FFSNAyYy3a G2 OF LI dzZNE

7 Purposebuilt facilities
589K sq. ft from Coast to Coast

A Demand level grocery
capabilities

A Readyto-cook
manufacturing and ready
to-eat kitchen

»;Ii 7 '
6 meal pla
R dzO (ivéeekly options

A High level of operational
automation & technology

pIN

30+ unique Delicious readyto-eat
breakfast products meal solutions
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to enhance its value proposition and profitability

\/ Building a leading diregb-consumer \/ Datadriven enhancements to customer

grocery technologgompany value proposition
\/ Investing in worleclass user interface V' Automating grocery operation to
and user experience enhance delivery speed, fulfilment cost

S
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64% of Canadians Xy R (hae how X a ][ adu St i ) ¢KS | yaws\NI A g X
now go to grocery mostly or totally buying CONCETN. 1000 WasIE €OS

< A7y A x XA N per household now over
auz2zNba fSa ANBOSNE 2 $1,100 annually

Launch of Goodfood WOW solidifies value proposition and leading position by delivering
quickly, onRSYlF YR RAOGSNBAFTASR IANRBOSNER 2LJiA2Yya

Goodfood WOW in a nutshell:

= o =t

"4 N
Unlimited sameday & next No weekly meal kit Only $35 minimum orders
day delivery subscription

—

©

Environmentally friendly New products added every Discount to other branded
packaging week delivered options

(1) COVID Grocery experience Mraport, Agrood Analytics Lab, Dalhousie University, May 2020.
(2) Food Waste in Canadian Homes in 2020; Love Food Hate Waste Canada, June 2020.



We are starting a grocery revolution

Developing grocery offering to provide full food basket for members

— e S

4,000

Products

pto 1L OY0

discount to national brands
delivered to home




Increase Profit per

LeadingCanadian Subscriber

grocery industry with
30%+Gross Margin

& 23%GP/Sub CAGR
(Q218 to Q221)

A Build among most
profitable online
grocery model

A GM +12pp since 2018

o 5 Invest in Automation
Automatedmajority

of RTEndinvesting
heavily ingrocery
automation

A Improve fulfillment

capabilities
A Optimize cost structure

3xsize oftechnology
team & significant

1 Grow Subscriber Base

A Successful, datdriven
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319,000subscribersd &
a leader in delivereeto-home
food grocery in Canada

efficient marketing

A Market share gain in

online grocery

Increase Selection,

Same Dayleliver
Delivery Speed Flexibilit y y

in 2 largest cities &
1.1Mgrocery
productsdelivered
in Q221
(2.2x vs Q2021)

A Continuously enhance

value proposition
A More options driving
basket size, order rate

Maximizing
LongTerm
Shareholder
Value

Increase Density and

3 Scale

Nearly 60%of
deliveries through
Goodcourier

A Optimize lasimile
logistics

A Drive economies of
scale

4 Investin Technology

A Build internal

capabilities to fulfill
A Build defensibility
portion of capex plaEANEEEEIRNEERO

(1) Thisis ametric ory” 2 y mtfin&hweig] measurePlease refer tpage27 of this presentation fomore details 9



Business model enabling strong lostgrm growth

949% or
~$268M

of FY20 Revenue
\V/0) I ume from subscribers

with 3 orders or
more

$10d

$75

Recurring Meal
Subscription

Loyal customer

Product Offering

: Basket Size
Expansion

$50
FY2018 FY2019 FY202( Q221

Weekly/Bt Y-0-Y Growth

+30% Revenue/Sub

Frequency

Weekly+ Grocer

High Sales Y-0-Y Growth
+71% Total Revenue
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(1) This is a Metric or nelFRS measure. Please refer to pagef this presentation for more details.



