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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 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 e xpressions) that 
are not statements of historical fact should be considered forward -looking statements, including, without limitation, statements regarding 
the Companyõs guidance, outlook, growth and opportunities.  These statements involve certain risks and uncertainties that mayca use 
actual results to differ materially from expectations as of the date of this presentation. These risks and uncertainties incl ude , 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; the Companyõs ability to manage its transition to a new CEO; accounting standar d 
changes, including the new lease accounting guidelines; and other factors as set forth from time to time in the Companyõs Securities and 
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 ( òGAAPó), 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 Invested Capital (òROICó) as additional information about its operating 
results. ROIC is a non -GAAP financial measure used by management to evaluate the Companyõs investment returns on capital and 
provides a meaningful measure of the effectiveness of its capital allocation over time. The Company defines ROIC as net opera ting profit 
after tax (òNOPATó), including the effect of capitalized operating leases, divided by average invested capital. 

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 available to use to reinvest in the growth of the Companyõs business, oras a 
measure of cash that will be available to meet the Companyõs obligations. Each non-GAAP measure has its limitations as an analyt ical 
tool, and you should not consider them in isolation or as a substitute for analysis of the Companyõs results as reported under GAAP.  Please 
see the Appendix to this presentation for a reconciliation of these non -GAAP measures to the comparable GAAP measures. 



Overview of Sprouts



Sprouts is an Everyday Healthy Grocery Store Well -
Positioned to Meet the Needs of Todayõs Consumer
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Authentic Fresh, 
Natural & Organic 
Food Offering at 

Great Value

Fastest Growing 
Segment of the U.S. 

Supermarket Industry 
with Strong Macro 

Tailwinds

Significant New Store 
Growth Opportunity 
Supported by Broad 

Demographic 
Appeal

Compelling Business 
Model with Strong Cash 
Generation & Ongoing 

Share Repurchase 
Program Driving 

Shareholder Value

Passionate Team 
with a Customer -
Focused Culture

Strong Management 
Team with a Diverse 
Retail Background



A Grocery Shopping Experience that Makes Healthy Living 
Easy & Affordable
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Health Value Selection Engagement
SELECTIONVALUE

KNOWLEDGEABLE 

SERVICE &

ENGAGEMENT

HEALTH



A Healthy Grocery Store that Flips the Conventional Model
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ÅPRODUCEsurrounded by a 
complete grocery offering

ÅPromote VALUE everyday

ÅDIFFERENTIATED selection 
of high -quality, healthy 
foods

ÅFarmers market -inspired 
OPEN STORE LAYOUT with 
low profile displays

ÅCONVENIENT Small-box: 
30k Sq. Ft. 

ÅFriendly , ENGAGED 
CUSTOMER SERVICE, easy 
to shop environment



Sproutsõ Value Proposition Attracts a Customer Base that is 
Much Broader than that of Traditional Health Food or 
Specialty Stores
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HEALTH REGIMENTED

HEALTH ENTHUSIAST

Segment Description

HEALTH REGIMENTED follow a strict diet/regiment 

because they have to (medical reasons) or want to 

(weight management, paleo, etc.).  

HEALTH ENTHUSIASTS do not follow a strict diet, but 

health/wellness is important to them and a primary 

consideration when grocery shopping.

HEALTH CURIOUS

HEALTH CURIOUS 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
CONVENIENCE SHOPPERS go to Sprouts because itõs 

close to their home or work .  

DEAL SEEKER
DEAL SEEKERS are always looking for the best deals 

and actively price shopping.  



Continued Top Line Growth in a Dynamic Marketplace
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Focused Strategic Priorities to Drive Top Line Performance 
and Enable Operational Efficiencies
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SALES GROWTH 

DRIVEN BY 

INNOVATION

ESTABLISHING A 

STRONG 

FOUNDATION

AMPLIFYNG THE 

GUEST  

EXPERIENCE

ÅContinuing to grow private label 

Å Expanding deli offering

ÅUnit growth expansion in both existing and new markets

ÅOne -third of 2019 new store openings will feature new 
store prototype

Å Implementing systems to improve operations

Å Promotional optimization through data analytics

Å Investing in team member wages & benefits

Å Training focused on people, product and service 

Å Enhancing guest engagement through personalization

ÅTesting òclick and collectó in numerous markets

Å Instacart now delivers in every major market where we 

have a store presence
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Private Label Sales Continues to Grow over 20%, almost 
Doubling since 2013,with more than 2,400 Sprouts Brand 
Items



One of the Largest and Fastest Growing Natural 
and Organic Retailers
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ÅEntering the new 
states of LA, NJ & 
VA in 2019

ÅDemographics
allow 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

ÅPlan to open approximately 30 stores per 
year for the coming years

Existing Markets as 

of March 31,2019 ð

321 stores

NM

TX
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UT

AZ

NV

CA
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Reaching A Broad Base of Consumers Through 
Traditional & Digital Mediums



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.
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SOURCING

- 98% of Sprouts fresh 
and frozen seafood 
sourced responsibly

- Ranked #8 in the 
nation by 
Greenpeace for 
sustainable seafood 
sourcing

- Surveyed more than 
230 suppliers for 
sustainable sourcing 
practices

- 20% of Sprouts 
products are organic 
certified

COMMUNITY

- Raised $2.3 MM from 
vendor partners and in -
store fundraising

- Awarded $2.2MM to 
more than 130 
organizations focused on 
childrenõs health and 
nutrition education

-Launched òDay of 
Serviceó campaign with 
over 500 volunteer Team 
Members supporting 
over 28 community 
service events across all 
regions

- Provided funding to 
distribute essential 
vitamins to approx. 2.6 
million children and 
expectant mothers with 
Vitamin Angels



SOURCING: 90% of our More than 20,000 Products are 
Natural or Organic
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INVESTING IN OUR TEAM MEMBERS: Cultivating a 
Dedicated Team rooted in Sprouts Culture 
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COMMUNITY: Our Commitment to Helping others 
in our Community Extends beyond our Stores


