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Forward Looking Statements & Non-GAAP Measures

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, 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 gain (loss) on disposal of equipment, plant start-up expenses, non-cash share-based compensation, launch expense, fees related to equity
offerings, COVID-19 expenses, and fees associated with due diligence of new enterprise resource planning ("ERP") software.
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Forward Looking Statements & Non-GAAP Measures (cont.)

Freshpet defines Adjusted Gross Profit as gross profit before depreciation expense, plant start-up costs, 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, and fees associated with due diligence of new ERP software..

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 2020, for which the Company has not yet completed its internal or external audit
procedures. 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 items. These items are not within the Company’s control and
may vary greatly between periods and could significantly impact future financial results.
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Today’s Objectives

« Brief Intro to Freshpet. 7

. 2025 Goals and Plans to Achieve Them o

How Freshpet is ideally positioned for the commg generatlonal shift
» Update on Q1 Production and Consumption

e Capacity Addition Progress and Plans_



Mission: Awaken the world to a better way of feeding pets

. REAL FOOD FRESH FROM THE FRipgg-,

freshpet

freshpet



We operate differently:

A healthier happier world where pets people and planet thrive

planet.

The power of fresh Renewable energy

natural & simple foods Carbon footprint offset

Less processed Conservation — land fill free

Acts of kindness
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Dogs had a different place in families in

freshpet



Dogs are now part of our family

freshpet



/Zooeyia (Zoo-ey-ah)

“The positive benefits to human health from interacting with animals
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First major innovation since dry kibble in 1956

 freshpet



Freshpet Fresh from the Kitchen is a giant leap forward
versus canned dog food




Complete & Balanced For Adult Dogs

p fre/sET)et

wrens 008 F000
..

SELECT
B fresh @e kitchen’
HOME COOKED CHICKEN RECIPE

WITH ANTIOXIDANT-RICH CRANBERRIES
& GARDEN VEGETABLES

MADE IN
THE USA

fre);ﬁ)et

HOMESTYLE

Natural with added vitamins & minerals

_— n‘c -.-“ -
S
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LANCED FOOD FOR ADULT DOGS
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Exceptional palatability

Industry Standard Palatability Testing Methodology

90.00 155

; 100.00 :
Leadin |
, .g,._ 20.2 13.5 | |
Competitors _
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Source: Freshpet Palatability Study @
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82% of consumers notice a visible difference

% Noticed Visible'HeaIth Difference

Increased energy level

Shinier -Coqi

-Fewer upset stomach episodes
Healthier skin

Fresher breath (less stinky)
Improved muscle tone

| Healthier weight

Brighter eyes

Less flatulence

Alleviated allergies

Less tear staining

Source: Freshpet Visible Difference Study 2018
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High quality products at accessible price points

Approximate daily cost to feed for
‘medium-sized dog

MINICHUNK u
1 o b e Medium-sized dog assumed to be approx 30 pounds. Price/day based on recommended serving sizes per brand.

17
Source: Prices are as of 2.15.20 on Target.com./ Petco / Chewy @



>22,700 stores with company-owned Freshpet Fridges

>1 Fridge in 2,477 stores

"""""""""""" £\ Albertsons — @ WHOLE
@ .I-G'}) er  FEwar Q) Walmart PETSMART petcoff (oY Cosrco

TARGET

PRI 1
reshpet

18 (A N )

Source: Internal company data @y O D



Freshpet e-com grew +173% in 2020; accounted for 6.1%

of net sales in Q4 2020

2020 -4.9%

% (r),f totahl FP sales | | | ama;onfresh
through e-com | 2 11% C .
#- instacart e Peapad freshdirect.
89% of Sales | % SHIPT = 34% Fresh Delivery '
contribute to brick Last Mile

& mortar - , Delivery

e-com business
model established
with strong returns - , 559%,
Click & Collect
2021+ will see 3x+
marketing
investments

2021 - major
expansion with

partners

petco pn’sMAll'r
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“Feed the Growth” creates scale and leverage through
accelerated growth rate

Advertisi ng

Drive o Expand HH :
Efficiencies Penetration

freshpet \

Leverage Scale in Increase
FEED THE GROWTH .
GOJERRIIELTEN . VILLION HH BY 2025 Velocity

/o

Expand Expand Visibility .
Capacity EOT & Availability | et
., freshpet




2020: Fourth consecutive year of accelerating growth

" Freshpet Net Sales

(S millions)

25% CAGR

1$129.3

2016




Strong, sustained growth in HH penetration

Freshpet Penetration Growth
Total HH’s

13,960,971

4,000,000

3,500,000 ' e
' 169,113

3,000,000

2,500,000

2,000,000

1,500,000

1,000,000 |
2017 2018 | 2019 2020 et

I Total Penetration mmmm Core Dog Penetration =~ eeeee Total Penetration Trendline ~ cece- Core Dog Penetration Trendline 1y freShpet
(8]
Source: Nielsen HH Panel for the period ending late December 2016-2020 @



Growing buying rate despite dilution from new HH’s

Freshpet Bt.iyihg' Rate

$140.00 $134 38

$128.82 $128.94 $127.64

~ $130.00

1$120.00 $116 94

$109.35
+1%

 $11000 - $108.14

$100.00 598.84

$90.00
$80.00

$70.00

2017 2018 : 2019 2020
B Total Buying Rate  ® Core Dog Buying Rate ' : -
. freshpet

Source: Nielsen HH Panel for the period ending late December 2017, 2018, 2019, 2020 and company internal data @

$60.00



Benefits of scale are flowing through to the bottom line

Freshpet AdjuSted EBITDA

(S millions) .




Exceptional consumer experience creates a loyal consumer

franchise and competitive insulation

70% repeat rate and
growing buying rate

Available in >22,700 stores

>90% agree “Completely” or

- “Somewhat” that Freshpet is

a good value

>96% rate their experience as
“Extremely” or “Very Satisfied”

82% of consumers notice a
physical difference in their dog

Demonstrated preference in

— industry-standard palatability

testing

25



Operational scale and mastery leads to a preferred offering

and loyal franchise

£AL FOOD FRESH FROM THE FRipg

B frgﬁ)et g2t 4 . . ' , 70% repeat rate and g'rowing
G LA | buying rate

3 primary forms and expanding
line-up tailored to more needs

>5100 million in advertising
spent over a decade and growing

>5500 million in production assets
and increasing scale in distribution

B el A
o ol T

>5110 million of Fridges in
>22,700 stores and a service
network to support them
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Delivers exceptional taste &
nutrition with extended shelf life
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freshpet

2025 Goals and Building Blocks



e
freshpet
FEED THE GROWTH
11 MILLION HH BY 2025




2025 Goals: Growth rates consistent with recent
performance

Net Sales (S millions) e | | Adj. EBITDA ($ millions)
$1,250.0 - A e

2025 est. 2025 est.

G



2025 Goals: Continuing HH penetration and buying rate

gains at same rate as 2020

~ Total HH Penetration (millions) - | Buying Rate ($/HH/Year)

11.0 $162.03
$116.94

I CP‘GQ\ I

2025 est. 2020 2025 est.
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Generating 1000 bps of Adj. SG&A (excl. media) leverage

Adj. SG&A (excluding media) Leverage

$1,400.0 - _ :  35.0%
* 31.2% o $1,250.0

$1,200.0 30.0%

$1,000.0 Y 23.4%

25.0%
$800.0 20.0%
$600.0 15.0%
$400.0 ' - - S 318.8 10.0%
$200.0 $129,7l - 5.0%
. FY 2016 FY 2020 ) FY 2025 (est.)
EmNet Sales (S millions)  —Adj. SG&A % (Excluding Media)

31



Generating strong free cash flow by 2023

Free Cash Flow % Net Sales

20%

2024 2025
-20%

-40%

-60%

-80%

-100%
e=FCF % NS  ===FCF ex Capacity Expansion % NS
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Generational Shift



Freshpet’s Prime Prospects continue to grow; the values of

Prime Prospects are the values of the next generation

Prime Prospects

20MM
Dog HH’s

- 2.6x

7.5MM
Dog HHs

2016 2019

Prime Prospects are dog food buyers who share similar

values to current Freshpet buyers on factors such as:
* Importance of fresh, natural and preservative-free foods
Willing to sacrifice their needs to make their dog happy
Made with humanely sourced and sustainable ingredients
Willing to pay a premium for good food

% of Prime Prospects by Generation

54%
32%
13%
Millennial/Gen Z . Gen X Boome_r

34



Millennials are driving the pet food industry today

. ) | 76% of Millennials Are Pet Parents—Here's What
Millennials Can’t Afford Homes or [yt

Babies, But They Own All the Pets 1

With few other luxuries within reach, my peers and I are finding
comfort in our fur children

B Minvounsiee Dec7,2020 - Sminread + N 0 New Rep ort on Pet Care COStS

| e Reveals Millennials Spend More
on Their Dogs Than Baby Boomers

Why Al‘e SO Many Millennials The average annual cost of owning a dog can range from $650 to $2,295, the report
Opting For Pets, Not found
Parenthood? By Ally Mauch | August 20, 2020 03:21 PM

PEOPLE.COM > PETS

35



Millennials: Largest share of the dog food market today

"Dog HH’s 2019
| 2%

>30 million dogs in
>22 million HH’s

® GenZ m Millennials = GenX = Baby Boomers ® Builders

36
Source: ldexx, 2019 A&U, APPA



Millennials are seeking pet foods like Freshpet

Purchased pet food with these attributes:

Human-grade ingredients

19%

13%

6%

Millennial Gen X  Baby Boomer

Source: APPA Generational Report, Volume 3 Debut

Non-GMO Food

- 26%

20%
15%

Millennial Gen X  Baby Boomer

Locally sourced
ingredients

10%
8%
6%

Millennial Gen X  Baby Boomer

37



Share of Millennial HH’s with a pet will plateau in a few years —

while GenZ will be on the rapid rise for the next decade

Having Children Versus Owning a Pet, by Age

- Share of households With a pet ~— Share of households with at least one child
| younger than 18 !
! 80% : '
I S | I
| 70% ! |
I I .
I 60% | | :
R 50% ' : |
|
| 40% ' | '
1 1 I
I 30% | |
i |
: 20% | |
| |
: Gen Z today . Millennials today [
L S e S e S S R mer il o 5 D B .

18 21 24 27 30 33 36 39 42 45 48 51 54 57 60 63 66 69 72 75 78 85

Source: 2017 American Housing Survey. ' URBANINSTITUTE
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US Generations’ Births & Birth Rates 1890 - 2015

Lost Gl Generation Silent Baby Gen X Millenials Gen Z

Generation Generation Boomers

60% of Gen Z 11 to 17-year-olds have a dog in their household




Gen Z is quickly acquiring pets and will account for a large
share of category growth over the next decade

i Projected Dog HH’s 2025
2%

| ‘Respbndents who got a new pet due to
COovID-19 ‘

>25 million dogs;
15+ million dogs more
- than today

81% of Gen Z pe’ts are dogs

Baby Boomer .2% |
GenX [ 10%
millennial | 15

GenZ

mGenZ ®mMillennials = GenX = Baby Boomers m Builders

40
Source: ldexx, 2019 A&U, APPA



GenZ is choosing Freshpet even more than previous
generations

Freshpet Latest 12 Month New Buyers
(Index vs. Share of Existing 12 Month Buyers)

o | |
| 169 R | -
101 |
| | | . 81

Gen Z [> 1996] Millennials [1982-1995] Gen X [1965-1981] Boomers [1945-1964] Seniors [< 1945]

47

Source: Numerator, Latest 12 Months, 3/6/21 =



GenZ dogs: Younger and skew towards medium sized dogs

Gen Z Dog Food Buyers By Age of Ddg

41% 42%

38%
1% | 32% |
239
7% -~
14%
11%
8%

Puppy (<1 Young (1-3 Adult (4-7  Senior (8-11 Geriatric (12+
year old) years) years) years) years)

B % of GenZ Dog Food Buyers ® % of Dog Food Buyers

Source: Numerator, Latest 12 Months, Dog Food = Dry, Wet, Ref/Frozen Food and Treats, 3/6/21

Gen Z Dog Food Buyers by Size of Dog

39%  39%

Toy (<10 1bs.) Small (11-25 Medium ((26- Large (56-99 Giant (100+
Ibs.) 55 lbs.) Ibs.) Ibs.)

B % of GenZ Dog Food Buyers = % of Dog Food Buyers

| 36% |
| 32% 32°
17%
12°
6%
4% :

42



freshpet

Proven Business Model



Business model creates increasing synergy as we scale

Advertising - | | Visibility/Availability

”~

v . freshpet 1 g = f're,sF\T)et
Drives velocity

Amplifies advertising

NMary Ann + Rudy

Powell, OH

Innovation O°
\@
freshpet 5 (\0
= O
SPRING & s 0
SPROUT Gt g
G T L C)Q

SUANT BASED Mg

Result: More broadly appealing line-up

44



Demonstrated track record of driving HH penetration

gains via media investment

Freshpet HH Penetration & Media Spending

$100,000,000

3.2
$90,000,000 -R2=.983 3
sso,ooofooo 2 2.8
$70,000,000
‘ - 2.6
$60,000,000
2.4
$50,000,000
2.2
$40,000,000
: 2
$30,000,000
$20,000,000 1.8
$10,000,000 : 1.6
s . ‘ 1.4
SR - G B R S e e e e B B T i B T i R T S S S I~~~
L2t S bag focadt Lt bag s oLla Lt S was toLas Lt bag 2o st S bag s
<s323°"28§0208¢sa<gs3"28o02a8a8¢sags323"3Fo0o2a08¢fsacs32>""Fo2a8¢8sacs2>2302a
—Cumulative Media Spend = ——Total Penetration
| freshpet
Source: Nielsen 52-week HH panel through 12/26/20 and internal data



Retailers respond to strong velocity gains with more Fridge

placements

Freshpet % ACV
' COVID Crisis

58.0 ; f ; - ' |

i ' . s 563 855 (554 i#55.57 99 53]

54.0 ; : ) 53.3
527
; 523
52.0 - . '
‘ 50.9
50.0
' 496 497
50.0 49.2 :
o, 488
: 4 481 %4
48-0 47.2 N
46.2 ' :
460 456 456 9
44.0 I I I I '
42.0
© SR R N R I GO RGBS B
<
\g\

> 5 O WO
> ¢ \\ N . \\ \ \ \\ \ \ \ \ \ v \ A\ N A \\ \ \ \ s v \
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Source: Nielsen Mega-Channel Data thru 2/20/21



New fridge placements skew heavily to second fridges

- New Fridge Installations by Size

~ Freshpet Fridge Fleet (US & Canada)

Distribution by Size
(US & Canada Stores)

2017 2018 ) 2019 2020

mSmall = Medium = large m 2+ Chillers : B Small B Medium mLarge M2 Chillers m 3 Chillers

Source: Internal company data through December 2020 @



Leading customers are leaning into second fridges

Customers With At Least 40 Stores With 2 or More Fridges

PETSMART petcofk
[PITEE © TARGET
(H-E-B) £\ meijer

48



Robust innovation program drives HH penetration growth

'Household Growth : | _ - Retention Rate

% - New HHs Entering on Innovation % of HHs Repeating on Innovation

6,000,000

B

SMALLDO

5,000,000

4,000,000

Small Dog
.-
i‘ fr@g@ = '@

3,000,000

2,000,000

Fresh From The itchen

1,000,000

2016 2017 2018 2019 2020 © 2016 ‘ 2017 2018 2019 2020

M Pre-2016 m2016 m2017 m2018 m2019 m2020 M Pre-2016 m2016 m2017 m2018 m2019 m2020
*HH’s may purchase both new and old items. ‘Total exceeds net HH penetration. ' ‘ e

9
Source: Nielsen HH Panel —1/23/21 - @



New items launched in the last 5 years account for 30% of

current volume

Freshpet Nielsen Consumption Contribution From Innovation

30% of revenue

from new items __ J
launched over

the last 5 years

® Pre-2016 = 2016 = 2017 = 2018 = 2019 = 2020

| | @
Source: Nielsen 52-week Mega-Channel consumption through 2/20/21



2021 innovation increases relevance & impact of the brand

Letters | | S Awakening

MARKETING
COMMUNICATIONS
& INNOVATION

NMary Ann + Rudy

Powell ,OH

IMPROVE | 'REINVENT
SPRING &
SPROUT

'p\_ANT BASED MEA‘LS | %

CARBON
NEUTRAL

206

51



Innovation that is highly relevant to GenZ values

fre?h?;et

=y --GenZVaIues_ ' . SPRING &
22.5% g | SPROUL

| | O NT BASED MEay R
19 8% ’ ) ;‘._ Ak : ’ ':,‘_-"‘ ‘ __:'
pikalh 15.4% 16.1% 2 I > wuuvuv
() C . ) : ) 3 a1
5 0% 14.6%  14.5% , 14.0%
13.3% 15 8%
12.1% -
| 11.0%
| 7.6%
6.7% 6.5% 0 ELTARE
—
POULTEY

YERIFIED

_ NON

GMO

Carbon Natural/Organic Renewable energy Transparency/ethical Non-GMO verified Would pay any prlce "We do not eat meat" Very committed to REANNMONE AT FRENSNT EOM
footprint/emissions ' sourcing premim for "green" organic ‘

B % of GenZ Dog Food Buyers ® % of Dog Food Buyers 52



Product innovation and satisfaction drives increased

buying rates

Freshpet Core Dog New Buyers - Dollar Buy Rate Evolution
- (Index vs. 2016 New Buyers)

Buying rate continues
to grow for 5 years

By year 4, each cohort
is buying >3X what they
bought in year 1

Each new cohort buys
>twice as much in year 2
as they doin year 1

Each new cohort is
entering at a >10%

; higher buying rate than
294 ! its predecessor

163
143

2016 Cohort 2017 Cohort 2018 Cohort ' 2019 Cohort 2020 Cohort

Year Date Range
2016 | 11/8/15-11/5/16
2017 | 11/6/16-11/4/17 e

2018 | 11/5/17-11/3/18 ) f h -
‘ 2019 | 11/4/18-11/2/19 53 eS pet
Source: Nielsen New Buyer Analysis, 2020 2020 | 11/3/19-10/31/20 @

I Year 1 W Year 2 i Year3 o Year4 HEEEYear 5
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2021 Progress to Date



2021 Guidance Re-Affirmed

$ in Millions 2020 2021 % Change
Net Sales $318.8 >$430 |  +35%
Adjusted EBITDA  $46.9 >$61  +30%

~* ERP Conversion: Tentatively targeted for 10/1/21
e COVID Addback: Anticipating $2.0 million in COVID-related costs until broadscale vaccination has occurred

55



Steady increases in capacity throughout the year

Freshpet Annualized Production Capacity Rolls line in

24 _ : | 2021 ' Kitchens 2.0 to
Successfully 24/7 opera.tlon Line 2 in 24/7
§tar'Fed up rolls c?n bags in. Kltchens South
in Kitchens 2.0 Kitchens 2.0 | - Se40

$590 el $590 $590 $590

SS4O
$490

$390

Q1 Q2
B Equipment Capacity (S million/year) m Staffed Capacity (S million/year)



Momentum will build throughout the year as we replenish trade
inventory in Q1 and increase advertising investment in Q2

Q2 Expectations

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

* Improving adj. gross margin due to
increased throughput and increased
roll capacity improving mix |

* Heaviest advertising investment of
the year

Bl - Resumption of fridge placements




Key Takeaways

Strong production performance: On track to re-fill trade inventory by the end of April

7 Capacity additions are on-track:

* Kitchens 2.0 roll line produced saleable product sllghtly ahead of schedule
* On track to add shifts in Q2 ,

e Second line in Kitchen South on track for Q3 start—_up. |

Strong advertising program: Heavy advertising begins in late April to re-accelerate growth

Year-on-year Nielsen consumption comparisons not indicative of shipment performance:
Due to out-of-stocks in Q1 and COVID surge/trough in March-June, year-on-year
comparisons will not be meaningful. Period-to-period Nielsen will be best measure from
January-June. B |

Adj. gross margin progress: Will track with increased throughput

58



Consumption continues in tight band due to out-of-stocks and

delayed advertising; ramping soon behind increased production

~ Nielsen Mega-Channel Consumption

Winter Storm Uri

11,000,000-
10,500,000

10,000,000

9,500,000

sy
‘Capacity constrained and out-of-stocks

9,000,000

8,500,000

Nielsen Mega-Channel consumption vs. YA:
e Latest 4 weeks: +22%
e Q1 todate: +28%

8,000,000

7,500,000

-
7,000,000 e YTD: +28%
6,500,000
6,000,000 : :
1/4/2020 2/4/2020 3/4/2020 4/4/2020 5/4/2020 6/4/2020 7/4/2020 8/4/2020 9/4/2020 10/4/2020 11/4/2020 12/4/2020 1/4/2021 2/4/2021

59
Source: Nielsen Mega-Channel Data thru 2/27/21



Year-on-year comparisons will be distorted by the

impact of COVID in 2020

Wet & Dry Dog Food Categbry Growth Rates by Quarter

10.710_0

Dollars % Change YAG

111
12.1

Q12018 Q22018 Q32018 Q42018 Q12019 Q22019 Q32019 Q42019 Q12020 Q22020 Q32020 Q42020 Latest
13wks

g
| ., freshpet
Source: Nielsen Mega-Channel Data thru 2/20/21 @

B Dog Food Wet+Dry (inc. Freshpet) _ m Dog Food Wet+Dry (wo Freshpet)



Capacity constraints limit growth; continued strength in

pet specialty

Latest 13 Week Nielsen Consumption Growth

46%

26% 2 25%
(o]

| Mega -Channel XAOC Food  Big Box Pet

Source: Nielsen consumption data thru 2/20/21 61



Velocity gains are making up for out-of-stocks

Distribution (TDPs) and Velocity ($/TDP) Trends — Total US MegaChannel (xAOC+ Pet)

200,209 : = TDP  esmmmDollars per TDP 900
$180,930
180,000 e
160,000 ' ' |
. I 760
140,000 : - ,
| I I I $128,108 &0 2
& 120,000 | ' I $114,694 \ S
i I 500 &
< $97,413 2
100,000
= : 400 4
S 80,000 =
645 - g
585 300 °
60,000 . 517
446 -
40,000 377
20,000 100
0 0
SN N N TP T T BN BN ) .(,\ RS RS PO N SRR TR SR SN BP0 S SR R SR T m—
R S S B S A A A A A S A fresh pet
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Source: Nielsen Mega-Channel Data thru 2/20/21 @



The vast majority of users are likely to remain with the

brand despite out-of-stocks

- 3% of users (8% of the
_ e 204 | 40% who struggle to P’
| find Freshpet) are at risk
40% struggle to

find Freshpet

60% can
— find
Freshpet
m Always available m Usually available m Sometimes available  Extremely likely to buy again = Very likely to buy again
_ ‘ ' B Somewhat likely to buy again Not very likely to buy again
Rarely available = Never available 1 Not at all likely to buy again

63
Source: Numerator Custom Survey 2/25/21-3/1/21
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Outside of winter storms, production consistently exceeds

consumption since January 1

Production vs. Consumption Winter Storm Orlena

$12,000,000
$11,000,000

$10,000,000 ' g : /\/

. A
$9,000,000 o ) - g ) v r

$8,000,000 . v

$7,000,000

Winter Storm Uri

$6,000,000 .
(Kitchens South)
$5,000,000
$4,000,000
2/29/2020 3/31/2020 4/30/2020: 5/31/2020 6/30/2020 7/31/2020. 8/31/2020 9/30/2020 10/31/2020 11/30/2020 12/31/2020 1/31/2021 2/28/2021
== Total Weekly Retail $ Value (incl. treats) Produced e Nielsen Mega-Channel Consumption
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Source: Nielsen Mega-Channel Data thru 2/27/21 and internal company data



Continued strong HH penetration growth despite out-of-

stocks

Freshpet Penetration Growth
Total HH’s

3,996,111

4,000,000

3,500,900
3,000,000
2,500,000
2,000,000
1,500,000

1,000,000 |
2018 2019 | 2020 2021 et

I Total Penetration mmmm Core Dog Penetration  eeees Total Penetration Trendline ~ ecceee Core Dog Penetration Trendline ey freShpet
(8]
Source: Nielsen HH Panel for the period ending late late February 2017-2021 @



Buying rate continues to grow despite out-of-stocks

Freshpet Buymg Rate

$140.00 5138 37 $136.16 5138.80
© $130.00
$122.46 $120 40
- $120.00 $115.03 $115 88 4%
$110.00 B +17% A
$100.00 398.25 .
| +4%
$90.00
$80.00
$70.00
$60.00
2018 2019 : 2020 2021
Total Buying Rat Core Dog Buying Rat ‘ f_\
M Tota uying rRate = Core 0g buying hate :
.. Treshpet

Source: Nielsen HH Panel for the period ending late December 2018, 2019, 2020, 2021 and company internal data @



Canadian business accelerating behind advertising

I\ nE

RetaiI-SaIes e Leading Canadian Retailer ‘Weekly Sales
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Accelerating and Increasing Capacity



Significant achievements in 2020 demonstrate our
capability to add capacity and the value of our partnership

‘ freshpet

—~KITCHENS —
South

Completed construction and | Proved that we could create and operate  Started up operations with long-term
started up Kitchens 2.0 — despite higher throughput lines with more partner at Kitchens South

limitations imposed by COVID automation that drives better margins

Broke ground on our biggest project yet — Installed and are operating an Advanced new manufacturing technology

Ennis Phase 1 innovation line with potential to produce more in less space
72

. S—
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Kitchens 3.0 in Ennis, TX is being pulled forward and will
produce more

Phase 1 is being pulled forward to start producing in Q2 2022

Increasing projected capacity by ~¥30% to reflect higher speed equipment



Expanded capability to deliver capacity expansion

Bethlehem

/ . | Con - = new technology
Engineering | |

§ oo S g R
Team | ' S

e o Under construction e - |
Ennis .

Team

: Under constructlon
L m
Under construction

Team
' 75

Building 2




Almost $2 billion in net sales production capacity by 2025

$300 $300

Kitchens 1.0

$350

S50

South Line #‘1

Freshpet Capacity
Net Sales Potential

Opens in 2023

Pulled forward one quarter

[ . — | $1,460
$1,160
$760 v
$610
- $400
S26O $300
= | B
Kitchens 2.0 & South Lines #2 & #3 Ennis Phase 1 Kitchens South Bldg. 2

Innovation Line

B New Capacity  ® Cumulative Capacity

Won’t commit until 2023

$1,960

$500

Ennis Phase 2
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Significant opportunities to grow

We havé multiple ways to win

Aided Awareness

B Aided Awareness @ Unaware

-

~ ® Freshpet

2020 Dog HH’s

4

—

/

= No Freshpet

4

-Buying Rate
1$120

m Current
m Avg. Cost to Feed 30 Ib Dog

-

% ACV Distribution

m Available = Not Available

Drive Awareness

Increase Penetration

Source: Nielsen HH Panel data ending 2/20/21, Scanner data through 2/20/21, and Freshpet 2019 A&U

Increase Frequency of Use
& Size of Dog

Expand Distribution

S




Fortified business model that provides strong competitive insulation

s Differentiated R Manufacturing
N\ ' . Innovative forms, technologies, and Proprietary technology, processes,
: D iverse I ine-u p N appearance. : . and infrastructure :
that is difficult <— ‘ e M —> 5~2.0 billion capacity
to match | | |
Alignment with deep pet - ~ Only refrigerated pet food network in
parent emotional motivations : North America

Significant
— scalein

T A P g,
0 freshpet

11 mm HH’S'<—

BRAND DISTRIBUTION d I St rl b u t I O n
EQUITY SCALE
Tl Walmart > <

Retailer Partners —» ~/5.809% ACV
petco “' @) Delivers benefits in traffic,

frequency and retailer margins /"':-\ :
\Fggll)‘g TARGET | b freSh pet
@

. Freshpet Fridge
40, OOO F Fl d ges 4_ Branded, company-owned real estate




e
freshpet
FEED THE GROWTH
11 MILLION HH BY 2025
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Building meaningful share of the category

Freshpet $ Share of Wet & Dry Dog

' 9.9 100 101 .
: 5.4 5.5 5.6
_ 46 - 4.7 4.7
. I 26 I 2.6 I 2.6
_ 4wk

13wk 26wk

96

Freshpet Share of Wet + Dry Dog

B Total USFood mTotal USXAOC m Mega-Channel ® Pet Superstore

Source: Nielsen Mega-Channel Data thru 2/20/21



Continued strong velocity during COVID crisis

Freshpet Velo'city

$ / SMM ACV ' COVID Crisis
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Source: Nielsen Mega-Channel Data thru 2/20/21 S/ S MM ACV = Nielsen Measured Mega-Channel sales / retail availability as measured in SMM of All Commodity Volume (ACV) 83
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Out-of-stocks are temporarily eroding TDP’s

Freshpet Total Distribution Points (TDP) COVID Crisis
Nielsen Mega-Channel |
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Source: Nielsen Mega-Channel Data thru 2/20/21



Continued increases in retail availability

Store Count \ ,
' B.n ~E\: 1

23,750

22,716
+1,146

2020 Actual 2021 Estimated

85



Continued increases in retail visibility

Upgrades & Second Fridges

3,150
2,900 San R
=500 2,477 o
2,386 ! 6" @ et wll
+1,146 +1640 L
Cumulative Upgrades Cumulative Second Fridges

2020 Actual m® 2021 Estimated
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Innovation continues small dog growth

S%
Change vs
Januar
$6,000,000
New
$5,000,000 ‘
$4,000,000 - 0 fl’e/S-h\lZ?,,tQ
2 +40%
$3,000,000
$2,000,000
+$1,000,000
- +49%
4 W/E 4 W/E 4 W/E 4 W/E 4 W/E 4 W/E 4 W/E 4 W/E 4 W/E 4 W/E 4 W/E 4W/E 4 W/E

1/25/20 2/22/20 3/21/20 4/18/20 5/16/20 6/13/20 7/11/20 8/08/20 9/05/20 10/03/20 10/31/20 11/28/20 12/26/20

® Small Dog RM 1 Ib Chicken Roll  ® Small Dog Roll

Total Small Dog Portfolio: +76.2%

) - 87
9
Source: Nielsen Mega-Channel data through 12/26/20 @
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Pulling forward Ennis start-up

Ennis Phase 1 to begin production in Q2 of
2022 vs. Q3 and have higher speed lines

Investing in round-the-clock construction
to meet demand at Ennis

Strategy: Accelerating and increasing capacity
investments to meet increased demand expectations

- freshpet
~KITCHENS—
South

Pulling forward Kitchens South
Line #2 and adding a third line at
- Kitchens South sooner:

Kitchens South Line #2 to start
production in Q3 of 2021 vs. Q4

Kitchens South Line #3 to start
production in Q1 of 2022 vs. Q3 of
2022

Ml

freshpet

~KITCHENS—
South #2

Adding a second buiiding at
Kitchens South:

* Adding ~$300 million in sales
capacity in 2023

Same intellectual property
protections that have worked in
existing facility

> |deally located to supply both
Bethlehem and Dallas DC’s

* Deep engineering bench to enable
more rapid capacity expansion 33



Capital spending plan supports up to ~$2 billion in capacity

St m -
South Line #2 & #3 | $80 million

. Eonis Bligsa ] - m ' | Low end of range reflects the potential for

: ' : new technology under development
Chicken Processing (TX) - _ _
, High end of the range reflects expanding

: ' : M with current line technology
South Building 2 ' : SlOO million** . ‘

' $160-$230 million

Total Capex* S71 mm - ~§135 mm ~$380 mm ~S300 mm ~$75-95 mm  ~S$70-S90 mm ~$70-S90 mm

Ennis Phase 2

*also includes maintenance capex, fridges and IT ** represents a high-level estimate 89



At ~$2 billion in net sales, we will have a 75/25 split
between self-manufacture and partner production

* Total Freshpet Capacity ($ millions)

-.Freshpet Kit_che'ns Bethlehem
W Freshpet Kitchens Ennis

® Freshpet Kitchens South

90



