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Certain statements in this presentation are forward -looking as defined in the Private Securities Litigation Reform Act of 1995. Any statements 
contained herein (including, but not limited to, statements to the effect that Sprouts Farmers Market, Inc. (the òCompanyó) or its 
management "anticipates," "plans," "estimates," "expects," "believes," or the negative of these terms and other similar expre ssions) that are 
not statements of historical fact should be considered forward -looking statements, including, without limitation, statements reg arding the 
Companyõs estimated growth, expected results and  financial targets.  These statements involve certain risks and uncertainties that may 
cause actual results to differ materially from expectations as of the date of this presentation. These risks and uncertaintie s include, without 
limitation, risks associated with the Companyõs ability to successfully compete in its intensely competitive industry; the Compa nyõs ability to 
successfully open new stores; the Companyõs ability to manage its rapid growth; the Companyõs ability to maintain or improve its
comparable store sales and operating margins; the Companyõs ability to identify and react to trends in consumer preferences; pro duct 
supply disruptions; general economic conditions; and other factors as set forth from time to time in the Companyõs Securitiesan d Exchange 
Commission filings. The Company intends these forward -looking statements to speak only as of the date of this presentation and d oes not 
undertake to update or revise them as more information becomes available, except as required by law.

In addition to reporting financial results in accordance with generally accepted accounting principles (òGAAPó), the Company has
presented EBITDA for 2016 - 2017 and for 2012 -2015, adjusted net income and adjusted EBITDA. These measures are not in accordance with, 
and are not intended as an alternative to, GAAP. The Company's management believes that these presentations provide useful in formation 
to management, analysts and investors regarding certain additional financial and business trends relating to the Companyõs results of 
operations and financial condition. In addition, management uses these measures for reviewing the financial results of the Co mpa ny and as 
a component of incentive compensation. The Company defines EBITDA as net income before interest expense, provision for income ta x, 
and depreciation and amortization, and defines adjusted EBITDA as EBITDA as further adjusted to exclude store closure and exi t c osts, costs 
associated with acquisitions and integrations,  gains and losses from disposal of assets, bonuses paid to certain employees i n c onnection 
with the Companyõs initial public offering (òIPO Bonusó), expenses incurred by the Company in its secondary public offerings and
employment taxes paid by the Company in connection with options exercised in those offerings (òPublic Offering Expensesó) andthe loss on 
extinguishment of debt (collectively, the òAdjustmentsó). The Company defines adjusted net income as net income excluding the
Adjustments and the related tax impact of those Adjustments. For fiscal year 2016 and 2017 to date, such further Adjustments to net income 
and EBITDA were immaterial; thus only EBITDA is presented.

In addition to reporting financial results in accordance with GAAP, the Company provides information regarding Return on Inve sted Capital 
(òROICó) as additional information about its operating results for 2014-2017. ROIC is a non -GAAP financial measure used by manag ement to 
evaluate the Companyõs investment returns on capital and provides a meaningful measure of the effectiveness of its capital alloc ation over 
time. The Company defines ROIC as net operating profit after tax (òNOPATó), including the effect of capitalized operating leases, divided 
by average invested capital. 

These non -GAAP measures are intended to provide additional information only and do not have any standard meanings prescribed by 
GAAP. Use of these terms may differ from similar measures reported by other companies. Because of their limitations, none of the se non -
GAAP measures should be considered as a measure of discretionary cash available to use to reinvest in growth of the Companyõsbu siness, 
or as a measure of cash that will be available to meet the Companyõs obligations. Each of these non-GAAP measures has its limita tions as 
an analytical tool, and you should not consider them in isolation or as a substitute for analysis of the Companyõs results asreported under 
GAAP.  Please see the Appendix to this presentation for a reconciliation of these non -GAAP measures to the comparable GAAP measu res.
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ÅFull grocery store rooted in 
fresh, natural and organic 
foods at value prices 

ÅBroad consumer appeal

ÅOne of the largest and 
fastest growing natural and 
organic retailers with 
significant white space

ÅIndustry leading results and 
strong new store economics

Sprouts is Well Positioned to Meet the Needs of 
Todayõs Consumer

$1,723

$1,991

$2,438

$2,967

$3,593

$4,046

2011 2012 2013 2014 2015 2016

($ in mm)

ĩ Pro forma net sales reflect the net sales of our predecessor entity, Henryõs Holdings, LLC (òHenryõsó) and Sunflower  Farmers Market, Inc. (òSunfloweró) as if our business 

combinations with these entities (the òTransactionsó) had been consummated on the first day of fiscal 2011. 
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Focused Strategic Priorities are Driving Top Line 
Performance and Improved Operational 
Efficiencies

SALES DRIVERS

ORGANIZATIONAL 

STRUCTURE

THE SPROUTS 

BRAND

Å Deli expansion rollout

Å Continue to grow Private Label rooted in health, taste, 
innovation and value

Å Further improvement in Meat/Seafood as a traffic driver

Å Unit growth expansion in both existing and new markets

Å Continue to automate data and analytics

Å Build on promotional effectiveness and pricing

Å Improve operational effectiveness through technology

Å Increasing team member training and engagement

Å Accelerating customer engagement and improving the 
digital experience

Å Improving new market launches

Å Expanding home delivery in new markets
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A Grocery Shopping Experience that Makes 
Healthy Living Easy & Affordable

Health Value Selection Engagement
SELECTIONVALUE

KNOWLEDGEABLE 

SERVICE &

ENGAGEMENT

HEALTH
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ÅProduce surrounded by a complete 
grocery offering

ÅPromote value everyday

ÅDifferentiated assortment of high -
quality, healthy foods:

Å Do not carry most national - branded 
CPG items

Å Fresh, natural and organic offering

Å High standard Private Label rooted in 
quality and taste

ÅFarmers market -inspired open store 
layout with low profile displays

ÅConvenient , small-box: 30k sq. ft. 

ÅFriendly, engaged customer service , 
easy to shop environment

Sprouts ðA Healthy Grocery Store that Flips the 
Conventional Model
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ÅSproutsõ footprint
and near -term
expansion covers
high growth areas

ÅDemographics
allows for deep
penetration in markets

ÅModel works well in densely 
populated, urban areas as well 
as smaller metropolitan markets

ÅSuccessful in ònatural / lifestyleó markets 
and more òtraditionaló markets

ÅBalanced unit growth with 60% - 70% coming from existing 
markets

ÅWill open approximately 30 stores per year

Years of New Store Growth

Existing Market ð

285 stores
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Reaching A Broad Base of Consumers Through 
Traditional & Digital Mediums

BROAD 

CUSTOMER

DEMOGRAPHICS

ÅMiddle income and higher

ÅMedium to above average education

ÅBoomers, Gen -X and rising Millennial demographic

ÅDiverse ethnic background

ÅValue conscious

BRAND 

AWARENESS

& REACH

Å Distribute more than 17 million circulars each 
week

Å Reaching 1.8M unique digital subscribers

Å Launched digital coupons in 2016

Å Home delivery with Amazon Prime Now 
partnership

Å Increasing grass -root efforts and community 
engagement to drive traffic
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Follows a specific diet because they need to (medical reasons) 
or they want to (weight management / ingredient avoidance)

Sproutsõ Consumers are at Different Stages of 
Adoption

¹ Company consumer insight study

DIET FOLLOWER

Does not follow a strict or specific diet, but health / wellness is 

important to them and a primary consideration when grocery 

shopping

HEALTH 

ENTHUSIAST

Does not live the healthiest lifestyle, but is actively trying to 

improve and has a strong desire to learn more about both 

healthy living and eating

HEALTH CURIOUS

Shops at Sprouts primarily because it is close to their home or 

workñappreciates the convenience of the small -box and 

quick shopping experience

CONVENIENCE-

FOCUSED

Are always looking for the best deals and actively price 

shopping ñlikes the low priced produce and the flyer 

promotions

VALUE-FOCUSED

SEGMENTATION DESCRIPTION1
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2016 Sustainability

RESPONSIBLE

SOURCING

ZERO WASTE REDUCED CARBON 

FOOTPRINT

HEALTHY 

COMMUNITIES
Committed to Zero 

Waste by 2020, a 90% 
waste diversion rate 

per EPA

Diverted over 30M 
pounds of food from 
landfills through our 

Food Rescue, 
Composting and 

Animal Feed Programs

Recycled more than 
70M pounds of 

cardboard saving 
approximately 500k 

trees

òGreen Leadersó at 
each store led and 

executed zero waste 
and sustainability 

practices

39 Stores received 

EPA òGreen Chilló 

certification

Built all new stores to 

LEED green standards

Converted to lower 

Global Warming 

Potential (GWP) 

refrigerants 

Installed LED lighting, 

EMC motors, night 

curtains and anti -

sweat controls on 

refrigeration 

equipment

Publicly launched 

Sprouts Healthy 

Communities 

Foundation

Raised more than 

$2.6M

for non -profits and 

community partners

Created more than 

4,350 jobs

Promoted 16 percent 

of team members 

Supported more than 

550 community 

events

Continued 

developing standards 

for sustainable 

seafood, ethical 

purchasing, product 

traceability and fair 

treatment of people 

and animals

Carried more than 

3,350 organic items 

across the store

Transitioned all Sprouts 

eggs to cage -free or 

better and committed 

to carrying a 

completely cage -free 

or better assortment 

by 2022


