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Forward -Looking Statements:

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 | imited to, ComimareynE)ntaesr
its management "anticipates,” "plans,” "estimates," "expects," "believes," or the negative of these terms and other similar e Xpressions) that

are not statements of historical fact should be considered forward -looking statements, including, without limitation, statements regarding

the Companyds guidance, outl ook, growth and opportunities. Theasugse st at e
actual results to differ materially from expectations as of the date of this presentation. These risks and uncertainties incl ude , without
l'imitation, ri sks associated with the Companyods ability to mpaircydss sd il ll iy
successfully open new stores; the Companyd6s ability to manage ittts rapic
comparable store sales and operating margins; the Company®s abgroduct y t o
supply disruptions; gener al economic conditions; the Companydsdandi | ity
changes, including the new | ease accounting guidelines; and otuntesand act c
Exchange Commission filings. The Company intends these forward -looking statements to speak only as of the date of this presentat ion and

does not undertake to update or revise them as more information becomes available, except as required by law.

Non -GAAP Financial Measures:

In addition to reporting financial results in accordance with accounting principles generally accepted in the United States ( 0GAPOG), the
Company presents EBITDA, adjusted EBITDA, adjusted net income and adjusted diluted earnings per share. These measures are not in

accordance with, and are not intended as alternatives to, GAAP. The Company's management believes that this presentation prov ide s

useful information to management, analysts and investors regarding certain additional financial and business trends relating to its results of
operations and financial condition. In addition, management uses these measures for reviewing the financial results of the Co mpa ny, and

certain of these measures may be used as components of incentive compensation.

The Company defines EBITDA as net income before interest expense, provision for income tax, and depreciation, amortization an d

accretion and adjusted EBITDA as EBITDA excluding the impact of special items. The Company defines adjusted net income and ad justed

diluted earnings per share by adjusting the applicable GAAP measure to remove the impact of special items.

The Company also provides information regarding Return on | nvegdnged Capi
results. ROICisanon-GAAP financi al measure used by management to evaluate the Col
provides a meaningful measure of the effectiveness of its capital allocation over time. The Company defines ROIC as net opera ting profit
after tax (ONOPATO) , including the effect of capitalized operating | east
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, non -GAAP measures should

not be considered as a measure of discretionary cash availabl asat o use t
measure of cash that will be availabl e t o -GAARMeasurd lras S brmitgians as @rsanatyb lidalg at i or
tool, and you should not consider them in isolation or as arGAAB.sPleasteut e

see the Appendix to this presentation for a reconciliation of these non -GAAP measures to the comparable GAAP measures.
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Sprouts is an Everyday Healthy Grocery Store Well -
Positioned to Meet t he Needs ¢

Fastest Growing Significant New Store
Segment of the U.S. Growth Opportunity
Supermarket Industry Supported by Broad
with Strong Macro Demographic
Tailwinds Appeal

Authentic Fresh,

Natural & Organic

Food Offering at
Great Value

Compelling Business
Model with Strong Cash
Generation & Ongoing

Share Repurchase
Program Driving
Shareholder Value

Passionate Team Strong Management
with a Customer - Team with a Diverse
Focused Culture Retail Background




A Grocery Shopping Experience that Makes Healthy Living
Easy & Affordable

KNOWLEDGEABLE
HEALTH SELECTION SERVICE &

ENGAGEMENT




A Healthy Grocery Store that Flips the Conventional Model

A PRODUCEsurrounded by a
complete grocery offering

A Promote VALUEeveryday m

A DIFFERENTIATESlection
of high -quality, healthy
foods

PRODUCE

GROCERY
A Farmers market -inspired
OPEN STORE LAYOU®ith

low profile displays

GHECK STANDS

A Friendly, ENGAGED
CUSTOMER SERVICEasy mEmm

DELI SEATING

to shop environment EEN




Sproutso Value Proposition At

Much Broader than that of Traditional Health Food or
Specialty Stores

Segment Description

because they have to (medical reasons) or want to
(weight management, paleo, etc.).

health/wellness is important to them anda  primary
consideration when grocery shopping.

do not live the healthiest lifestyle,
but are actively trying to improve and have a strong
desire to learn more about both healthy living and
eating.

CONVENIENCE SHOPPER§o t o Sprouts b ecal
CONVENIENCE SHOPPER  close to their home or work

DEAL SEEKER& e always looking for the  best deals
DEAL SEEKER ~and actively price shopping.




Continued Top Line Growth in a Dynamic Marketplace

NET SALES

($ in mm)

. \5% $5,207
A $4,665

2014 2015 2016 2017 2018




Focused Strategic Priorities to Drive Top Line Performance

and Enable Operational Efficiencies

SALES GROWTH A Continuing to grow private label
DRIVEN BY A Expanding deli offering
INNOVATION A Unit growth expansion in  both existing and new markets

A One -third of 2019 new store openings will feature new
store prototype

A Implementing systems to improve operations
ESTABLISHING A A Promotional optimization through data analytics
SUREIE A Investing in team member wages & benefits
FOUNDATION . :

A Training focused on people, product and service

A Enhancing guest engagement through personalization
ATesting o0click and collecto |in

A Instacart now delivers in every major market where we
have a store presence

AMPLIFYNG THE
GUEST

EXPERIENCE




Private Label Sales Continues to Grow over 20%, almost

Doubling since 2013,with more than 2,400 Sprouts Brand
ltems

Buitding Loyally and Digferentiation
with Private Label

Eiﬁyﬁitgtiggf:s; l. ,,%nw " "I% of all Sprouts Brand

growth potential \ 0““ ' packaged food products are

2400_'_ 8 . s ok -: "0“ ﬁ""vemﬁed and/or
L]

products and counting i & '_.1}.. nns“"":

DEEPENED ASSORTMENT ACROSS ALL IIEI’IRTHHITS

Now offering 75“"‘ .mcum

FRESH PRIVATE LABEL PRODUCTS  Reghis

From everyday staples to innovative specialty items, Sprouts Brand products meet strict quality
standards while delivering exceptional value, unique flavor profiles and quality customers can trust. ccgg

BASKETS THAT CONTAIN A PRIVATE LABEL PRODUCT ARE ON AVERAGE 50% HIGHER IN VALUE THAN OTHER BASKETS.




One of the Largest and Fastest Growing Natural

and Organic Retailers

AEntering the new
states of LA, NJ &
VA In 2019

ADemographics
allow for deep
penetration in markets

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

ASucces
and mo
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Existing Markets as
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A Plan to open approximately 30 stores per
year for the coming years



Reaching A Broad Base of Consumers Through

Traditional & Digital Mediums

& ng the Sprouls Experiernce
EW the Store

l Expanded grocery delivery offering with

* | INSTACART T0 200+ STORES

and piloted grocery pickup.

.. DISCOVERIES %%

&

Introduced "Ew T““I.s

to save and learn through
the Sprouts app, including
hundreds of exclusive 4~

DIGITAL COUPONS. =L s B

Educated millions of guests with
‘ healthy living content on a new website
\ and engaged with

2.35 MM+ EMAIL SUBSCRIBERS




ENVIRONMENT: we are committed to creating a positive impact on our planet

by engaging our team members, suppliers and strategic partners to implement programs
that eliminate waste, fight hunger, reduce greenhouse gas emissions and save energy.

Following the EPAs Food Recovery Hierarchy, we have developed programs throughout
/-OOd de@ Pecot/ our operations to support our zero-waste commitment, which is a 90% waste diversion rate
as defined by the EPA.

SOURCE REDUCTION = Implemented new systems to assist with
Minimize surplus food in stores production planning, order quantities and shrink

reduction across the organization

FEED OUR COMMUNITIES
Donate unmarketable food to
hunger relief agencies

FOOD RESCUE PROGRAM
27MM 1bs. of food donated to local food
banks, equivalent to 23MM meals

FEED ANIMALS
Divert food scraps from waste
to animal feed

ANIMAL FEED
28MM Ibs. of food diverted to local cattle farms

AEROBIC DIGESTERS
IMM Ilbs. of food diverted from landfills to waste
water treatment facilities

INDUSTRIAL DIVERSION
Divert food scraps to digesters
for resource recovery

COMPOSTING
Divert food scraps to create
nutrient-rich soil

Norn-Food Wadle Pecgc&'/zg P/wg/zwn Pecoy/uz‘zorm
. @

COMPOSTING
7MM lbs. of food diverted to local composting facilities

SPROUTS FOLLOWS THE EPA'S FOOD RECOVERY HIERARCHY

QS0

. a2 - r_\: G
@ - 9IMM Ibs. of cardboard recycled : SEPA 3 AMERICA

« Single-stream recycling active at 50% of stores : ; :
, ; ° EPA U.S. Food 20 stores received Feeding America
= 43MM single-use plastic bags recycled :  Lossand Waste EPA Food Recovery Leadership Partner

2030 Champion Challenge Award



SOURCING: 90% of our More than 20,000 Products are

Natural or Organic

st Sonould E/za/za’ vl‘/'.fff\*i

wcialty items, we develop our branded food products using 5 (95 anie I
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« Engaged in continuous supply chain sustainability improvements through blannual third party supplier audits
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INVESTING IN OURTEAM MEMBERSCultivating a

Dedicated Team rooted in Sprouts Culture

O

{S)|

&

EDUCATION, TRAINING AND SAFETY
« 510,000+ training hours
= 30,000 leadership development hours

» 75 scholarships awarded to Sprouts team members
and their dependants

« Store safety initiatives led to a safety incident rate 17%
below the Bureau of Labor Statistics' grocery benchmark average

WAGES AND BENEFITS

« $10MM in wage investments supporting long-term
compensation strategy

« $122MM saved by team members with in-store discounts

« Enhanced comprehensive medical benefits, including paid
vacation and sick time for all team members

» Added paid parental leave for all eligible team members
CULTURE

The diversity of our team members provides a welcoming
shopping experience and fulfilling career opportunities for
everyone in our local communities.

« Gender Diversity: 49% of our team members are female
« Workforce Diversity: 48% of our workforce is racially diverse

« Military Hiring: We hired 761 veterans in 2018 because we
recognize their unique skills, and believe by hiring
individuals who have served, we will become an even
stronger organization

GROWTH OPPORTUNITIES

« Promoted 28% of store team members

« Store team members on average are promoted within one
year from start date

» Created more than 3,500 new jobs

« 78% of open store manager positions were filled by
internal candidates

Teay Wjemley

! APPRECIATION

DAY

luyda
OCTOBE

///WELLBEING

LIVE YOUR BEST LIFE



COMMUNITY: Our Commitment to Helping others

In our Community Extends beyond our Stores




