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Certain statements in this presentation are forward  -looking as defined in the Private Securities Litigation Reform Act of 1995. Any statéments

contained herein (including, but not | imited to, statements trits t he eff
management "anticipates," "plans,” "estimates," "expects," "believes," or the negative of these terms and other similar expre ssbns) that are

not statements of historical fact should be considered forward -looking statements, including, without limitation, statements reg arding the
Companyds estimated growth, expected results and financial tsthagmy s .
cause actual results to differ materially from expectations as of the date of this presentation. These risks and uncertaintie s nclude, without

Il imitation, risks associated with the Companyds ability t o mpauncycdess sa buillli
successfully open new stores; the Companyds ability to manage itsts rapi
comparable store sales and operating margins; the Company®&s abgroducty t o
supply disruptions; general economic conditions; and ot her f andbBxchangeas
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.

I n addition to reporting financial results in accordance with dasner al |
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 additisatea!|l f i n.
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 tax,

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 Companyds initial public offering (0l PO Bonusé), expmednses i nc
empl oyment taxes paid by the Company in connection with optionsthelgssonci
extingui shment of debt (collectively, the O0Adjustmentso6). The Company
Adjustments and the related tax impact of those Adjustments. For fiscal year 2016 and 2017 to date, such further Adjustments to netincome

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
(0OROI C6) as additional i nf or mat i on20B/bROICtis aindn SGAAPieancaltmeaswe useel byurlartag feroentto2 0 1 -
evaluate the Companyds investment returns on capital and pr ovilacat®noser me

time. The Company defines ROIC as net operating profit after sesdvided NOP,
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 discretionar Yypusmess h
or as a measure of cash that will be avail abl e t o-GakParteasurds bas iSdimitp donya8s o |
an analytical tool, and you should not consider them in i sorepottedunder or a:-
GAAP. Please see the Appendix to this presentation for a reconciliation of these non -GAAP measures to the comparable GAAP measu res.






Todayo0s

A Full grocery store rooted in
fresh, natural and organic
foods at value prices

A Broad consumer appeal

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

A Industry leading results and
strong new store economics

T Pro forma net sales reflect the net sales of our predecaeassMaork ednt iltnyc,.

Sprouts IS WeII Posmoned to Meet the Needs 'of
Consumer

PRO FORMA NET SALES
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combinations with these entities (the oTransactionsdé) had been consummated on the first day of fiscal
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Focused Strategic Priorities
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are Drving Top Line —

Performance and Improved Operational

Efficiencies

SALES DRIVERS

ORGANIZATIONAL
STRUCTURE

THE SPROUTS

BRAND

Deli expansion rollout

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

Further improvement in Meat/Seafood as a traffic driver
Unit growth expansion in both existing and new markets

To o To Do

Continue to automate data and analytics )
Build on promotional effectiveness and pricing
Improve operational effectiveness through technology

o To To I

Increasing team member training and engagement

A Accelerating customer engagement and improving the
digital experience

A Improving new market launches
A Expanding home delivery in new markets
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A Grocery Shoppin'g Experience that Makes
Healthy Living Easy & Affordable

KNOWLEDGEABLE
HEALTH SELECTION SERVICE &
ENGAGEMENT




Conventional Model

A Produce surrounded by a complete
grocery offering

A Promote value everyday
A Differentiated assortment  of high -
quality, healthy foods:

A Do not carry most national - branded
CPG items

A Fresh, natural and organic offering

A High standard Private Label rooted in
guality and taste

A Farmers market -inspired open store
layout with low profile displays

A Convenient , small-box: 30k sq. ft.

A Friendly, engaged customer service
easy to shop environment
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Years of New Store Growth

“"ASproutsdé footpr.i
and near-term
expansion covers
high growth areas

A Demographics
allows for deep
penetration in markets

~ A Model works well in densely
populated, urban areas as well

as smaller metropolitan markets
Existing Market o
€6ty | e 6 mal
tNegy Term Expansion
Markets

ASuccessful in onatural |/ qu
and more otraditional 6 mark-

A Balanced unit growth with 60% - 70% coming from existing
~ markets

A Will open approximately 30 stores per year



Reachlng A Broad Base of Con‘su'mersThrough | —~»
Traditional & Digital Mediums

A Middle income and higher
BROAD A Medium to above average education .
i CUSTOMER A Boomers, Gen -X and rising Mlllennlal demographic
DEMOGRAPHICS & piverse ethnic background

A Value conscious

partnership

Increasing grass -root efforts and community
engagement to drive traffic

A Distribute more than 17 million circulars  each
week
A Reaching 1.8M unique digital subscribers
AV\?EI?SNDESS A Launched digital coupons in 2016
& REACH A Home delivery with Amazon Prime Now
A



1 Company consumer insight study

SEGMENTATION DESCRIPTION

DIET EOLLOWER Follows a specific d_iet because they nged to _(medica_l reasons)
or they want to (weight management / ingredient avoidance)

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

a3 HEALTH CURIOUS

Shops at Sprouts primarily because it is close to their home or
work fi appreciates the convenience of the small -box and
quick shopping experience

CONVENIENCE
FOCUSED

Are always looking for the best deals and actively price
shopping fi likes the low priced produce and the flyer
promotions

[%@a.d \/ALUEFOCUSED
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RESPONSIBLE
SOURCING

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

®

ZERO WASTE

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

0Green
each store led and
executed zero waste
and sustainability
practices

REDUCED CARBON
FOOTPRINT
39 Stores received

EPA 0Gr een
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 -

Leader ssvea dontrols on

refrigeration
equipment

HEALTHY
COMMUNITIES

Publicly launched
C h iSprouts 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
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