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Forward-Looking Statements

Certain statements in this presentation constitute “forward-looking” statements, which include any statements related to the novel coronavirus ("COVID-19"),
the Freshpet Kitchens Expansion, our net sales and Adjusted EBITDA guidance and the Company's general operating and economic environment. These
statements are based on management's current opinions, expectations, beliefs, plans, objectives, assumptions or projections regarding future events or future
results. These forward-looking statements are only predictions, not historical fact, and involve certain risks and uncertainties, as well as assumptions. Actual
results, levels of activity, performance, achievements and events could differ materially from those stated, anticipated or implied by such forward-looking
statements. While Freshpet believes that its assumptions are reasonable, it is very difficult to predict the impact of known factors, and, of course, it is
impossible to anticipate all factors that could affect actual results. There are many risks and uncertainties that could cause actual results to differ materially
from forward-looking statements made herein including, most prominently, the risks discussed under the heading “Risk Factors” in the Company's latest
annual report on Form 10-K and quarterly reports on Form 10-Q filed with the Securities and Exchange Commission. Such forward-looking statements are
made only as of the date of this presentation. Freshpet undertakes no obligation to publicly update or revise any forward-looking statement because of new
information, future events or otherwise, except as otherwise required by law. If we do update one or more forward-looking statements, no inference should
be made that we will make additional updates with respect to those or other forward-looking statements.

Non-GAAP Measures

Freshpet uses certain non-GAAP financial measures, including EBITDA, Adjusted EBITDA, Adjusted EBITDA as a % of net sales, Adjusted Gross Profit, Adjusted
Gross Profit as a % of net sales (Adjusted Gross Margin), Adjusted SG&A and Adjusted SG&A as a % of net sales. These non-GAAP financial measures should be
considered as supplements to GAAP reported measures, should not be considered replacements for, or superior to, GAAP measures and may not be
comparable to similarly named measures used by other companies.

Freshpet defines EBITDA as net income (loss) plus interest expense, income tax expense and depreciation and amortization expense, and Adjusted EBITDA as
EBITDA plus net income (loss) on equity method investment, plant start-up expense, non-cash share-based compensation, launch expense, fees related to
equity offerings of our common stock, implementation and other costs associated with the implementation of an ERP system, and other expenses, including
loss on disposal of equipment and COVID-19 expenses.

Forward Looking Statements & Non-GAAP Measures
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Freshpet defines Adjusted Gross Profit as gross profit before depreciation expense, plant start-up expense, COVID-19 expenses and non-cash share-based
compensation, and Adjusted SG&A as SG&A expenses before depreciation and amortization expense, non-cash share-based compensation, launch expense,
gain (loss) on disposal of equipment, fees related to equity offerings of our common stock, implementation and other costs associated with the
implementation of an ERP system and COVID-19 expenses.

Management believes that the non-GAAP financial measures are meaningful to investors because they provide a view of the Company with respect to ongoing
operating results. Non-GAAP financial measures are shown as supplemental disclosures in this presentation because they are widely used by the investment
community for analysis and comparative evaluation. They also provide additional metrics to evaluate the Company’s operations and, when considered with
both the Company’s GAAP results and the reconciliation to the most comparable GAAP measures, provide a more complete understanding of the Company’s
business than could be obtained absent this disclosure. Adjusted EBITDA is also an important component of internal budgeting and setting management
compensation. The non-GAAP measures are not and should not be considered an alternative to the most comparable GAAP measures or any other figure
calculated in accordance with GAAP, or as an indicator of operating performance. The Company’s calculation of the non-GAAP financial measures may differ
from methods used by other companies. Management believes that the non-GAAP measures are important to an understanding of the Company's overall
operating results in the periods presented. The non-GAAP financial measures are not recognized in accordance with GAAP and should not be viewed as an
alternative to GAAP measures of performance.

Certain of these measures present the Company’s guidance for fiscal year 2021. The Company does not provide guidance for the most directly comparable
GAAP measure and similarly cannot provide a reconciliation to such measure without unreasonable effort due to the unavailability of reliable estimates for
certain components of net income and the respective reconciliations, including the timing of and amount of costs of goods sold and selling, general and
administrative expenses. These items are not within the Company’s control and may vary greatly between periods and could significantly impact future
financial results.

Forward Looking Statements & Non-GAAP Measures (cont.)



Freshpet strengthens the bond 
between people and our pets so 
that we both live longer, 
healthier and happier lives --
while being
kind to the planet

Nourishing Pets, People and Planet



Q2 2021 Results
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Q2 2021: Strong growth in Net Sales; Inflation & 
temporary inefficiencies hurt Adj. EBITDA
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+33%

+36%

-3%

Net Income (Loss) ($ millions)

($7.5)$0.2

+839%

Net Sales Adj. EBITDA



7

We successfully re-filled ~$8 million of trade inventory
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Production is running well ahead of YA with more capacity 
coming on-stream in Q3 

+40%

Avg. production 4/1/20 – 12/31/20 = 354k lbs/calendar day
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YTD 2021: Strong growth with cost challenges
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Adj. Gross Margin impacted by inflation and temporary 
operating inefficiencies

49.1%

46.1%

Q2 2020 Q2 2021

Q2 2021 Adj. Gross Margin Progress

Gross Margin (GAAP)

39.7%42.4%

49.3%

46.4%

2020 2021

YTD Adj. Gross Margin Progress

39.3%43.8%



22.1%
23.3%

35.1%
36.1%

Q2 2020 Q2 2021

Adj. SG&A Leverage 
Q2 2021

Adj. SG&A % Excluding Media Total Adj. SG&A %
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Adj. SG&A leverage

Media: 
12.9%Media: 

13.0%

45.6%42.1%

SG&A (GAAP)

23.2%
24.6%

38.0%
37.2%

FY 2020 FY 2021

YTD 2021 Adj. SG&A Leverage

Adj. SG&A % Excluding Media Total Adj. SG&A %

Media: 
14.8%

47.3%45.6%

Media: 
12.6%
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As we rebuild inventory, fill rates go up and freight costs 
go down
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Market Data



 6,000,000

 7,000,000

 8,000,000

 9,000,000

 10,000,000

 11,000,000

 12,000,000

1
/2

/2
1

1
/9

/2
1

1
/1

6
/2

1

1
/2

3
/2

1

1
/3

0
/2

1

2
/6

/2
1

2
/1

3
/2

1

2
/2

0
/2

1

2
/2

7
/2

1

3
/6

/2
1

3
/1

3
/2

1

3
/2

0
/2

1

3
/2

7
/2

1

4
/3

/2
1

4
/1

0
/2

1

4
/1

7
/2

1

4
/2

4
/2

1

5
/1

/2
1

5
/8

/2
1

5
/1

5
/2

1

5
/2

2
/2

1

5
/2

9
/2

1

6
/5

/2
1

6
/1

2
/2

1

6
/1

9
/2

1

6
/2

6
/2

1

7
/3

/2
1

7
/1

0
/2

1

7
/1

7
/2

1

7
/2

4
/2

1

7
/3

1
/2

1

8
/7

/2
1

8
/1

4
/2

1

8
/2

1
/2

1

8
/2

8
/2

1

9
/4

/2
1

9
/1

1
/2

1

9
/1

8
/2

1

9
/2

5
/2

1

1
0

/2
/2

1

1
0

/9
/2

1

1
0

/1
6

/2
1

1
0

/2
3

/2
1

1
0

/3
0

/2
1

1
1

/6
/2

1

1
1

/1
3

/2
1

1
1

/2
0

/2
1

1
1

/2
7

/2
1

1
2

/4
/2

1

1
2

/1
1

/2
1

1
2

/1
8

/2
1

1
2

/2
5

/2
1

Nielsen Mega-Channel Consumption

 Mega Channel 2021  Mega Channel 2020
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Consumption growth vs. YA projected to accelerate through 2H21

Capacity constrained and out-of-stocks

Source:  Nielsen Mega-Channel Data thru 7/24/21

Winter Storm Uri

+30%

+49%

+34%

+~20% (est)

+>35% (est)

Nielsen Mega-Channel consumption vs. YA:
• Latest 4 weeks: +19%
• Q2: +37%
• Q3 to date: +19%
• YTD:  +28%
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Continued strong velocity gains

COVID Crisis

$ / $ MM ACV = Nielsen Measured Mega-Channel sales / retail availability as measured in $MM of All Commodity Volume (ACV)Source:  Nielsen Mega-Channel Data thru 7/17/21
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Out-of-stocks constrained growth in Q2; continued 
strength in pet specialty

37%

32%
34%

57%

Mega-Channel XAOC Food Big Box Pet

Latest 13 Week Nielsen Consumption Growth

Source:  Nielsen consumption data thru 6/26/21
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Building meaningful share of the category

Source:  Nielsen Mega-Channel Data thru 7/17/21
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Consistent 2-year stacked growth poised to accelerate in 
2H21 with increased advertising investment

Source:  Nielsen Mega-Channel Data thru 7/24/21

28%26%
32%

28%30%28%25%28%
33%

57%

66%

10% 9% 8%
4%

16%14%
18%17%

22%24%26%
30%33%

32%

37%

35%

38%
41%

40%

45%45%44%

38%
42%41%40%

38%
36%37% 38%

39%39%
38%

41%42%

35%

40%
38%

36%
39%

34%

28%

34%

31%28%
26%

20%15%

17%

1%

-3%

46%
50%

45%54%

46%

42%
41%39%

32%
34%28%

27%
25%24%

22%
20%

18%
17%

62%

54%

66%

59%
58%

53%

45%
43%

50%

58%

63%

55%
59%

53%

59%
62%

56%
59%

57%
55%

58%

54%
57%58%

56%
59%

55%56%
58%

Nielsen Mega-Channel Consumption Growth
(2 Year Stacked)

2020 2021



19

On a total brand basis, Freshpet now rivals the leading 
brands in the grocery channel
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Source:  Nielsen US Food (Grocery) Data thru 7/17/21



20

Freshpet velocity leads the category in grocery
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Retailers paying attention:  Freshpet is #1 brand in US Food

Larger Dollar Sales Than All Dry Dog Food Brands in US Food (Grocery)
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Retailers paying attention:  Freshpet is fastest growing brand

Largest Dollar Growth in Wet & Dry Dog Food
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Category growth skews towards premium items

Source:  Nielsen Mega-Channel Data thru 7/17/21
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Despite out-of-stocks, store count continued to grow
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Distribution growth continues despite capacity limits

Source:  Nielsen Mega-Channel Data thru 7/17/21

COVID Crisis
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Q2: Continued increases in retail availability & visibility
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New fridge placements skew heavily to large and multi-
fridge stores

15% 8% 4% 2% 2%

23%
21%

12% 10%
24%

62%
68%

65%
53%

41%

2%
17%

31% 32%

1% 4% 1%

2017 2018 2019 2020 2021

New Fridge Installations by Size
(US & Canada)

Small Medium Large 2 Chillers 3 Chillers

8%

19%

60%

14%

Freshpet Fridge Fleet
Distribution by Size

(US & Canada Stores)

Small Medium Large 2+ Chillers

Source:  Internal company data through 6/25/21



28

Q2 2021 Freshpet E-Com grew +46% vs. YA

28%
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55%
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$6.2MM
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5.6% 
2Q 21 mix of e-
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Contribute to Brick 

& Mortar

Source:  Internal company data for Q2 2021
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H1 2021 Freshpet E-Com grew +86% vs. YA
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Source:  Internal company data for 1H 2021
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Partnership with Chewy.com began on July 7th

Q1 Letter to Shareholders

Chewy.com Shareholder Letter:  https://s23.q4cdn.com/610444331/files/doc_financials/2021/q1/Q1-2021-Shareholder-Letter.pdf
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Strong HH penetration growth despite out-of-stocks
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Exceeded 4 MM HH’s: On our way to 11 MM HH goal
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Progress Towards 2025 Household Penetration Goal
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Source:  Nielsen HH Panel for the period ending 6/19/21
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Buying rate continues to grow despite out-of-stocks

Source:  Nielsen HH Panel for the period ending late June 2017-2021 and company internal data
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International Business
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Last 4 weeks +37% vs. YA

Retail Sales

Canadian business accelerating behind advertising 
investment 

Source:  Retail data for the period ending 7/24/21
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REGULAR PANIC TV
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Leading UK Retail Customer Sales by Week

Regular TV Spots Panic Buying 36

Freshpet’s advertising-driven model works in the UK

Latest 4 weeks +70% vs. YA

Last 4 weeks +51% vs. YA
Retail Sales Retail Sales

Source:  Retail data for the period ending 7/24/21



Guidance
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2021 Net Sales guidance raised

$ in Millions

• Inflation:  Adj. EBITDA guidance not raised due to increased costs from inflation and temporary operating 
inefficiencies; price increases announced for the end of this year

• ERP Conversion:  Targeting a November implementation to coincide with equipment upgrades in Kitchens 1

• COVID Addback:  Anticipating $2.0 million in COVID-related costs in 2021; we have rolled back 
supplemental compensation due to broadly available vaccines

Previous New Increase

Net Sales >$430 >$445 +$15
vs. YA +35% +40%

Adjusted EBITDA >$61 >$61 --
vs. YA +30% +30%
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Revised 2021 net sales guidance implies further 
acceleration in 2H

$150.1 
$168.7 

$318.8 

$202.0 
$228.0 

$430.0 

$202.0 

$243.0 

$445.0 

First Half Second Half Total

2021 Guidance

2020 2021 (Original Guidance) 2021 (>$445M Guidance)

31%
29%

30%

35%
35%

35%

34%

44%

40%
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Inflation and temporary operating inefficiencies will mute 
benefits from increased net sales guidance in H2

Key cost element

Potential cost impact

Priced annually in 
December; 

potential impact 
next year

Priced quarterly; 
assumed in plan

Floats with resin 
price; expect 

some impact in 
back half

Tight labor 
market; second 

wage increase in 
September

Assumed 
inflation but 

exceeding 
expectations

Chicken Beef Packaging Labor Freight

• Full year 2021 adjusted gross margin could be pressured and be slightly below previous year

• Announced plans to increase prices at the end of this year
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On track for the cadence outlined in our guidance

Q1 Expectations

• Moderating consumption growth 
due to out-of-stocks

• Net sales in excess of consumption 
as we re-fill trade inventory – slight 
acceleration in growth rate from Q4

• Adj. gross margin in line with Q4 
due to higher staffing levels to drive 
higher throughput, beef costs, lost 
production due to storms and mix 
shift to bags

• U. S. advertising investment 
delayed to allow for improved in-
stocks– in line with previous year

• Low new store additions until trade 
inventory is replenished in April

Q2 Expectations

• Accelerating consumption growth 
behind improved retail conditions 
and strong advertising investment

• Shipment growth modestly in 
excess of consumption growth due 
to trade inventory re-fill

• Lower cost per lb. of production 
(improved mix & higher 
throughput)

• Incremental costs associated with 
disposals & incremental processing

• Strong advertising investment
• Resumption of Fridge placements 

as inventories are replenished

Q3 & Q4 Expectations

• Accelerating growth delivers 
stronger Q4 growth rate and net 
sales than Q3

• Shipment growth in excess of 
consumption growth due to short 
shipments in the YA

• Flat adj. gross margin due to higher 
labor and material costs

• Higher freight costs due to inflation 
and inability to allocate inventory to 
orders

• Continued heavy advertising 
investment 

• Meaningful Fridge placements
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COVID Impact & Addback

Q1 Results

• Includes $950K of COVID-related 
addbacks for supplemental wages 
to production team, incremental 
sanitation and health screening, 
and above normal absenteeism

Q2 Expectations

• Team members became eligible for 
vaccines on March 31, 2021

• Offered team members an incentive 
to provide documentation that they 
have successfully been vaccinated
• 2 days of paid time off if 

vaccinated by June 1; 1 day of 
paid time off if vaccinated 
between June 1 and August 1

• $25 gift card
• Entered in drawing to win 

$1500
• Continuing all safety protocols, 

supplemental wages, 
testing/quarantine costs

Q3 Expectations

• Anticipated completion of COVID 
addback

• Final quarter of supplemental pay 
and compensation for 
testing/quarantine

• Likely to maintain screening and 
sanitation as an ongoing cost that 
we can absorb



Progress Towards Improved Retail Conditions
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TDP’s still growing but below last year’s peak

Source:  Nielsen Mega-Channel Data thru 7/17/21

COVID Crisis
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Out-of-stocks are improving

0
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Freshpet Consumer Comments:  Out-of-stock & Can’t find

Out of Stock/Can't Find

Source:  Internal company data
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Strong production supports robust growth vs. YA

25%

0%

36%

45%

41%

46%

32%

January February March April May June July (est)

Freshpet Pounds Produced -- 2021
(growth vs. YA)

*
Winter storms

*Shut down lines for 3 days to perform maintenance over 4th of July holiday
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Outside of holidays and snowstorms, production is in 
excess of consumption every week this year

Winter Storm Orlena

Winter Storm Uri 
(Kitchens South)

Source:  Nielsen Mega-Channel Data thru 7/24/21 and internal company data

Easter holiday

Memorial Day 
holiday

4th of July Holiday



Projects to Increase Capacity
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Freshpet Academy:  Pathway to Shared Success

Current Freshpet
Academy Split 

Future Freshpet
Academy Split 

Growing our talent Shifting the mix

Increasing skills
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Steady increases in production capacity throughout 2021

$590
$610

$710

$760

$390

$490

$560

$660

Q1 Q2 Q3 Q4

Freshpet Annualized Production Capacity
2021

Equipment Capacity ($ million/year) Staffed Capacity ($ million/year)

Successfully 
started up rolls 
in Kitchens 2.0

24/7 operation 
on bags in 

Kitchens 2.0

Line 2 in 
Kitchens South

Kitchens 2.0 rolls 
line to 24/7

Began July 12th

24/4 operation 
on both lines in 

Kitchens 2.0

Begins Q3 with 
output in Q4

Line 3 in Kitchens South- begins 
Q4 with output in Q1
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Key capacity projects remain on track

2019 2020 2021 2022 2023 2024 2025

Kitchens 2.0
Bethlehem 
Engineering 
Team

Ennis 
Engineering 
Team

Ennis Phase 1

Kitchens South 
Engineering 
Team

Line 1 
Phase 
1

Line 2 
Phase 
1 Line 3 

Building 2 

Ennis Phase 2

= new technology

= current technology

Under construction

Under construction

Under construction

Planning begun

Design begun
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Key efficiency improvement projects underway

2020 2021 2022 2023 2024 2025

Kitchens 2.0Higher 
Throughput 
Lines

Automation in 
Kitchens 1.0 RM 1 Automation

Second DC

Ennis: 3 lines

South Lines 2-3

Dallas DC

Building 2 Ennis Phase 2

= new technology

= current technologyUnder construction

Under construction

Planning begunHigher 
capacity/lower 
capital lines

Planning begun

Testing begun

Awaiting equipment
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Almost $2 billion in net sales production capacity by 2025

$300

$50

$260
$150

$400
$300

$500

$300 $350

$610
$760

$1,160

$1,460

$1,960

Kitchens 1.0 South Line #1 Kitchens 2.0 &
Innovation Line

South Lines #2 & #3 Ennis Phase 1 Kitchens South Bldg. 2 Ennis Phase 2

Freshpet Capacity
Net Sales Potential

New Capacity Cumulative Capacity

Won’t commit until 2022

Opens in 2023

Pulled forward one quarter
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Kitchens 2.0 will be 24/7 on all lines by end of Q3
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Kitchens 3.0 in Ennis, TX:  Construction is on track for a 
Q2 2022 start-up

Kitchens 3.0 will include all the technical advances found in Kitchens 2.0 with additional improvements designed to increase 
throughput, improve quality and safety, and enhance the environmental sustainability of the facility



Freshpet Kitchen in Ennis, TX
July 16, 2021
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“Feed the Growth” creates scale and leverage through 
accelerated growth rate
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