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Forward Looking Statements

This presentation may include forward-looking statements and therefore is subject to 
important risks and uncertainties. Actual results could differ materially from the conclusions, 
forecasts and projections as certain material factors and assumptions were applied in 
drawing conclusions and in making the forecasts or projections upon which the forward-
looking statements are premised. 

Additional information about these material factors and assumptions, as well as other risks, 
uncertainties and/or relevant factors, are set forth under “Forward Looking Statements,” 
and “Risk Factors” in the Company’s Annual Report on Form 10-K for the fiscal year ended 
December 30, 2017 (available at www.sec.gov), Form 10-Q for the quarter ended 
September 29, 2018 as well as the Company’s press release issued November 7, 2018.  

2

http://www.sec.gov/


• SunOpta specializes in the sourcing, processing and packaging 
of Organic and Non-GMO food products, vertically integrated 
from seed to finished consumer products

• Sourcing value-added grain, seed, fruit and vegetable based 
product offerings

• Serving retail, foodservice and branded food customers with 
healthy Beverage, Frozen Fruit, and Snack products

• All supported by a global sourcing and supply infrastructure

Our 

Purpose

Key 

Strategies

To be the most innovative, integrated provider of 
organic ingredients and healthy food solutions 
across multiple channels

• Innovate in growing healthy food and beverage 
categories

• Invest in and grow efficient integrated supply chains
• Focus on food safety & quality and best-in-class 

operational performance

Organic & Healthy Food Company 
with Global Reach
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Underpinned by

Growing Consumer Trends

Awareness of

Linkage Between

Diet & Health

GMO, Food Additive

& Allergen Concerns

Evolving

Consumer

Demographics
(Millennials & Boomers)

Operate in Growing Markets
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ORGANIC 

US Food & Beverage 

SALES ($ Billions)

Source: 2018 Organic Trade Association Survey

6.4%

Y-O-Y
Growth

2015 2016

$45.2

2017

$42.5
$39.0

NON GMO - LABELED

US Food & Beverage 

SALES ($ Billions)

Source: Nielsen – TTL US XAOC – WE 7/14/18 – Does not include Costco

10.3%

52 WE 

7/16/16

52 WE 

7/15/17

$32.2

52 WE 

7/14/18

$29.2
$27.2

Y-O-Y
Growth



Participate in Growing Categories 
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Source: Nielsen – TTL US XAOC – WE 11/03/2018 – Does not include Costco

9.9 

0.1 

8.7 

11.1 

22.9 

16.5 

18.6 

2.3 

11.3 

3.9 

18.7 

22.9 

15.3 

9.0 

3.2 

9.5 

6.5 

 ASEPTIC BROTH  FROZEN FRUIT  NON DAIRY MILK  SHELF STABLE
PREMIUM JUICE

 ROASTED SNACKS  MEAT
ALTERNATIVES

Category $ Growth Trends
Latest 52 Week / $ % Change

 CATEGORY  PRIVATE LABEL  ORGANIC

73.4

(1) As a subset of the overall category, chickpea snacks +61.7% growth for the same period

(1) 



“FIELD TO TABLE” INTEGRATION

WE SOURCE FROM 

APPROX.

65 COUNTRIES

VIA A NETWORK OF APPROX.

5,000 SUPPLIERS
ENCOMPASSING APPROX.

10,000 GROWERS

TRANSFORMING INPUTS INTO 

INGREDIENTS & CONSUMER 

PRODUCTS VIA

21 MANUFACTURING 

OPERATIONS

SERVING APPROX.

3,300 GLOBAL 

CUSTOMERS
WITH OUR HEALTHY FOOD 

AND BEVERAGE PRODUCTS

Field

GLOBAL 

SOURCING 

PLATFORM MANUFACTURING

RETAIL (P/L) 

& FOODSERVICE 

SOLUTIONS

Table

OPERATING AS TWO BUSINESS SEGMENTS

GLOBAL INGREDIENTS & CONSUMER PRODUCTS 

Integrated Business Model
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Global Ingredients

Key Priorities

1. Continue to develop new sources of certified organic supply to support growth

2. Invest in new capacity and capabilities that increase the value of SunOpta’s ingredient portfolio and 

bring more value-added solutions to customers

3. Drive growth across ingredient categories where SunOpta has a right to win

Product Categories Revenue Composition

• Beans & Pulses

• Oils & Fats

• Seeds & Kernels

• Flour, Starch & Flakes

• Nuts

• Cocoa Products

• Coconut Products

• Grains

• Rice

• Dairy Products

• Tastemakers

• Sugar & Sweeteners

• Dried Fruits

• Canned Fruits

• Berries

• Citrus

• Tropical Fruits

• Stone Fruits

• Vegetables

• Juices & Concentrates

• Feed & Meals
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Charts based on fiscal 2017 revenues



Consumer Products

1. Increase distribution with existing and new customers in categories where SunOpta has a right to win, 

and diversify revenue base by growing foodservice offerings

2. Expand margins through productivity, cost control, pricing, and utilization

3. Focus on Innovation (Product, Packaging, and Process) to drive new sales and manufacturing efficiency 

Product Categories Revenue Composition

Key Priorities

• Aseptic Non-Dairy

• Aseptic Broths

• Aseptic Teas

• Refrigerated Premium 

Juices

• Functional Waters

• Shelf Stable Beverages

• Fruit Snacks

• Roasted Snacks

• IQF Fruit for Retail

• Formulated Fruit Solutions 

for Foodservice

• Custom Formulated Fruit 

Preparations
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Charts based on fiscal 2017 revenues 

excluding bars and pouch lines of business



Indicative Customer Base

Representative Retail and 
Foodservice Customer Base

Representative Brands 
Customer Base
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The Four Pillars of the Value Creation Plan  

Portfolio 

Optimization

• Invest in the business 

where structural 

advantages exist

• Exit product lines 

where Company is not 

effectively positioned

Operational 

Excellence

• Ensure food quality 

and worker safety 

while enhancing 

operational 

performance

• Drive productivity and 

cost savings in 

manufacturing, supply 

chain, and 

procurement

Go-to-Market 

Effectiveness

• Optimize the 

customer and product 

mix in existing 

channels 

• Penetrate high 

potential new sales 

channels

Process 

Sustainability

• Streamline and 

strengthen the 

organizational 

structure 

• Embed best-in-class 

financial, commercial 

and operational tools 

and processes

10

The Value Creation Plan is a broad-based initiative focused on increasing shareholder value 
through strategic investments made in the people and assets of the Company to deliver sustained 
profitable growth. 



Phased Approach to the Value Creation Plan

Phase 1 
“Clean it up”

• Solidify the Foundation for Consistent Quality and Service Performance, drive 
Productivity Enhancements and re-vamp Sales and Marketing Organization 

• Plan calls for increased SG&A and seasonal improvements to GM%

• Cash is used to invest in the business (CAPEX and SG&A) 

Phase 2 
“Tune it up”

• Accelerate Sales by Diversifying Customers, Categories and Penetrating Additional 
Channels, all while Driving Additional Productivity 

• Plan calls for gradual revenue growth, and improved GM$ and GM%

• Cash generation re-invested to drive further returns

Phase 3 “Turn 
it up”

• Continued Sales Acceleration on top of a Strong Culture of Continuous 
Improvement leading to Sustained Profitable Returns

• Plan calls for increased revenue growth and EBITDA (~10-11% of sales)

• Cash generation used to reduce debt or fund strategic acquisitions
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×Developed significant 

pipeline of commercial 

opportunities across 

consumer product and 

ingredient categories

×Announced significant 

investment in roasted 

snacks capabilities in 

Crookston, MN along with 

a related facility closure

×Near completion of an 

expansion to add 

incremental freezing, 

storage, and retail 

processing at frozen fruit 

facility in Jacona, Mexico

×Began commissioning of a 

new organic cocoa 

roasting and processing 

line in Middenmeer, The 

Netherlands and a new oil 

processing line at 

sunflower facility in 

Silistra, Bulgaria

Value Creation Plan Milestones

Go-to-Market 

Effectiveness

Process 

Sustainability
Portfolio 

Optimization
Legend: Operational 

Excellence

Q4 2017

× Appointment of David Colo as CEO and 
initiated significant talent upgrade in 
leadership

× Launched network-wide upgrades to 
worker safety and food safety and 
quality programs 

× Implemented S&OP in key business 
segments to improve customer service 
levels

× Instituted revamped go-to-market 
approach organized by channel and 
focused on proactive engagement 

× Launched a productivity program to 
drive $30 million in annualized EBITDA 
improvements over 2017 and 2018 

× Announced exit and closure from non-
strategic business lines/facilities

× Announced exit from flexible re-sealable 
pouch products and announced exit 
from nutrition bar operations 

× Initiated plan to consolidate soy / 
specialty grain facilities

× Launched “SunOpta 360” continuous 
improvement methodology

× Created new distribution network to 
grow and diversify penetration into the 
foodservice channel 

× Hired new Chief Customer Officer 
(consumer products) and new 
marketing talent

× Focus shift to meaningful pipeline of 
opportunities in 2018 
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×Announced $22M 

expansion of Allentown 

aseptic beverage facility 

to add approximately 

20% network capacity in 

2019

×Completed expansions 

and began commercial 

production at Mexican 

frozen fruit facility and 

Dutch cocoa facility

×Began commissioning of 

new roasting equipment 

at Crookston, MN 

snacks facility

×Converted several sales 

opportunities in key 

categories including 

broth, non-dairy, juice, 

and frozen fruit in both 

the retail and food 

service channels

Q4 2016 to Q3 2017 Q1 2018

×Announced further 

expansion inside aseptic 

beverage network to add 

another 5% to network 

capacity in 2019

×Advanced food safety and 

quality processes, 

including sorting and 

handling enhancements to 

improve quality of frozen 

fruit

×Further progress with 

commercialization of 

approx. 100 everyday 

broth and frozen fruit items

×Continued to convert sales 

pipeline opportunities in 

key categories including 

aseptic broth to the mass, 

club and traditional 

channels

×Advanced aseptic capacity 

planning capabilities 

ahead of significant 

volume increase

Q2 2018

×Completed commissioning 

of the second roasting and 

processing line at Dutch 

cocoa facility

×Announced plans to bring 

automation to frozen fruit 

facilities

×Completed 2018 fruit pack 

season with high scores 

for fruit quality as a result 

of enhanced sorting and 

handling processes

×Successfully completed 

commercialization of 

approx. 100 everyday 

broth and frozen fruit items

×Continued to convert sales 

pipeline opportunities in 

key categoriess including 

oat-based beverage and 

frozen fruit for a specialty 

retailer

×Significant enhancements 

expected to sales and 

operating planning 

process from new demand 

planning system expected 

to go live Q4 2018

Q3 2018



Value Creation Through Productivity & Growth 
Designed to Deliver Incremental EBITDA
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• Offset by investment 

into price and quality in 

Heathy Fruit

• Fruit Margin Recovery 

Plan initiated 
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70%

15%

15%

Optimize Cost Base

• Introduce proven automation to lower labor and improve yields

• Re-align “where made” to exploit existing scale

• Optimize freight and warehousing

• Maximize by-product value

• Drive volume to improve fixed cost coverage

Leverage Existing Capabilities to Enhance Mix

• Add value through sourcing and blending capabilities 

• Leverage scale and R&D to bring premium and organic 

products to retail and foodservice channels 

Innovate to Drive Accretive Growth

• Capitalize on demand for convenience and utility 

with existing and new customers 

• Capture growth opportunities through enhanced 

packaging

Fruit Margin Recovery Plan

Actions to be implemented 

over next two crop cycles 

to restore Fruit margins 

(back to historical levels)

Percentages represent anticipated 

impact on margin recovery



The Value Creation Plan in Action
Focus on Healthy Beverage
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Prior to launching the Value 

Creation Plan, Healthy 

Beverage was challenged 

with:

× Customer Service and 

Quality issues

× Unprofitable product 

lines

× Operational 

Inefficiencies

× High cost of non-

compliance

× Underutilized Capacity

× Stagnant Sales Pipeline

× Lack of Focused 

Innovation

Portfolio Optimization

• Identified aseptic processing capabilities and 

footprint, specialized knowledge in plant-based 

beverages and sourcing of premium juice as a 

key strategic advantage

Operational Excellence

• Focused on food and employee safety and quality

• Launched SunOpta 360 to drive cost reduction 

through manufacturing, procurement and supply 

chain initiatives 

Go-to-Market Effectiveness

• Hired new talent in sales and marketing

• Established channel-dedicated sales team

• Leveraged category insights to identify white 

space opportunities for growth and innovation

Process Sustainability

• Implemented new sales and operations 

planning (“S&OP”) process

• Upgraded leadership in operations, quality, 

engineering, and other functional support

• Enhanced visibility into SKU profitability

Now entering the 2nd phase 

of the Value Creation Plan, 

Healthy Beverage:

V Vastly improved scores 

on first time quality, 

case fill rate, employee 

safety, OEE

V Closed an unprofitable 

juice facility

V Developed stable 

production scheduling

V Rebuilt customer 

relationships

V Developed a robust 

sales opportunity 

pipeline

V Penetrated broth 

category 

V Initiated capability and 

capacity expansion

Previous State Current StateValue Creation Plan



Delivering Long-Term Shareholder Value

As part of the Value Creation Plan…

• We will focus on food safety, quality and execution.

• We will be focused and decisive as we execute our 
strategic plan.

• We will focus on long-term value creation.

• We will make decisions with a long-term focus, even if 
those decisions do not maximize near-term earnings.

Successful implementation of the Value Creation Plan

will deliver value for all stakeholders
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Key Financial Metrics - Income Statement

($ millions, except per share amounts)
Q3 2018 Q3 2017

Revenues (1) $308.4 $320.7

Gross profit (2)

As % of Revenue

34.1
11.1%

[36.0]
[11.7%]

36.5
11.4%

[37.7]
[11.8%]

Operating income (3)

As % of Revenue

4.5
1.5%

[6.4]
[2.1%]

5.0
1.5%

[8.6]
[2.7%]

Adjusted loss (4) (3.8) (1.9)

Adjusted EPS (4) $(0.04) $(0.02)

Adjusted EBITDA (4) 16.7 19.1

(1) Normalized revenue for the third quarter of 2018, excluding the impact on revenues of sales of flexible resealable pouch and nutrition bar products (a decrease in revenues of $13.5 million), 

changes in commodity-related pricing (a decrease in revenues of $4.6 million) and foreign exchange rates (an increase in revenues of $0.5 million), would have increased by 2.0%, compared with 

the third quarter of 2017.

(2) Gross profit for the third quarter of 2018, excluding start-up costs related to new roasting equipment at the Company’s Crookston, MN facility ($1.5 million) and costs incurred for production trials 

and employee training related to new product introductions ($0.4 million), would have been approximately $36.0 million or 11.7%. Gross profit for the third quarter of 2017, excluding the impact of 

a write-down of flexible resealable pouch and nutrition bar inventories ($1.3 million), would have been approximately $37.7 million or 11.8%.

(3) Operating income for the third quarter of 2018, excluding the costs noted above, would have been approximately $6.4 million or 2.1%. Operating income for the the third quarter of 2017, excluding 

the costs noted above, as well as costs related to the Value Creation Plan recorded in SG&A ($2.4 million), would have been approximately $8.6 million or 2.7%.

(4) Adjusted Earnings/Loss, Adjusted EPS and Adjusted EBITDA are non-GAAP measures. Refer to the Appendix for a reconciliation to the most comparable GAAP measure.
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($millions)

As at

Sept 29, 2018

Working Capital (1) $  380.5

Total Assets 999.2

First Lien Debt
Senior secured asset-based revolving credit facility maturing February 10, 2021 in 

the maximum aggregate principal amount of $365 million, subject to borrowing 

base capacity. 

274.3

Second Lien Debt
Senior Secured Second Lien 9.50% Notes due October 9, 2022 in the amount of 

$223.5 million, presented net of debt issuance costs of $6.8 million.

216.7

Other Debt 14.7

Total Debt 505.7

Key Financial Metrics - Balance Sheet & Debt Capital

(1) Working capital is defined as current assets less current liabilities, excluding cash and cash equivalents, bank indebtedness, and 

current portion of long-term debt.
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Appendix

Key Financial Metrics

Reconciliation of Non-GAAP Measures
This presentation includes certain measures not derived in accordance with generally accepted accounting

principles (“GAAP”). Such measures should not be considered substitutes for any measures derived in

accordance with GAAP and may also be inconsistent with similar measures presented by other companies.

Reconciliation of these non-GAAP financial measures to the most nearly comparable GAAP measures, if

applicable, is presented on the slides that follow. The Company believes that these non-GAAP financial

measures provide useful information to investors as the measures emphasize core on-going operations and

are helpful in comparing past and present operating results. The Company uses these measures to evaluate

past performance and prospects for future performance. The presentation of non-GAAP financial measures by

the Company should not be considered in isolation or as a substitute for the Company’s financial results

prepared in accordance with GAAP.
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Reconciliation of GAAP Results to Adjusted Loss 
and Adjusted EPS

20

(a) Reflects costs related to the start-up of new roasting equipment at the Crookston facility, which were recorded in cost of goods sold.

(b) Reflects product withdrawal and recall costs that were not eligible for reimbursement under insurance policies or exceeded the limits of those policies, including costs related to the recall of certain sunflower 

kernel products initiated in the second quarter of 2016, which were recorded in other expense.

(c) Reflects costs of production trials and employee training related to the commercialization of new consumer products, which were recorded in cost of goods sold.

(d) For Q3 2018, reflects employee termination costs recorded in other expense, related to the Value Creation Plan. For Q3 2017, reflects inventory write-downs of $1.3 million recorded in cost of goods sold; and 

consulting fees, temporary labor, employee recruitment, relocation and retention costs of $2.4 million recorded in SG&A expenses; and asset impairment charges and employee termination costs of $6.6 

million recorded in other expense, all related to the Value Creation Plan.

(e) Other included the accretion of contingent consideration obligations, gain/loss on the sale of assets, and settlement of a legal matter in the third quarter of 2018, which were recorded in other expense/income.

(f) Reflects the tax effect of the preceding adjustments to earnings and reflects an overall estimated annual effective tax rate of approximately 26% for the three quarters ended September 29, 2018 (September 

30, 2017 – 30%) on adjusted earnings before tax. 

(g) Reflects the recovery on the early extinguishment of a rebate obligation that arose from the settlement in fiscal 2016 of a flexible resealable pouch product recall dispute with a customer, which was recorded 

in other income.

Excluding 

flexible 

resealable 

pouch and 

nutrition bar

Flexible 

resealable 

pouch and 

nutrition bar Consolidated

Excluding 

flexible 

resealable 

pouch and 

nutrition bar

Flexible 

resealable 

pouch and 

nutrition bar Consolidated

 $          (4.5)  $          (0.0)  $            (4.5)  $          (0.6)  $          (5.2)  $           (5.9)

             (0.1)                -                 (0.1)              (0.1)                -                 (0.1)

             (2.0)                -                 (2.0)              (2.0)                -                 (2.0)

             (6.6)              (0.0)               (6.6)              (2.7)              (5.2)               (8.0)

Adjusted for:

Equipment start-up costs  (a)               1.5                -                  1.5                -                  -                    -   

Product withdrawal and recall costs (b)               1.0                -                  1.0               0.1                -                  0.1 

New product commercialization costs  (c)               0.4                -                  0.4                -                  -                    -   

Costs related to the Value Creation Plan (d)               0.0                -                  0.0               3.1               7.2              10.3 

Other (e)               0.1                -                  0.1               0.3                -                  0.3 

Net income tax effect (f )              (0.3)               0.0               (0.2)              (0.8)              (2.8)               (3.6)

Recovery of legal settlement (g)                -                  -                    -                (1.0)                -                 (1.0)

             (3.8)              (0.0)               (3.8)              (1.1)              (0.8)               (1.9)

         87,168          87,168           87,168          86,541          86,541           86,541 

(0.04)$         (0.00)$         (0.04)$           (0.01)$         (0.01)$         (0.02)$           

Q3 2018 Q3 2017

($ millions, except per share amounts; totals may not sum due to rounding)

Net loss

Less: earnings attributable to non-controlling interests

Less: dividends and accretion of Series A Preferred Stock

Loss attributable to common shareholders

Adjusted loss

Weighted average diluted shares outstanding

Adjusted loss per diluted share



Reconciliation of GAAP Results to Operating 
Income/Loss and  Adjusted EBITDA
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(a) The adjustments include all adjustments in the table "Reconciliation of GAAP Results to Adjusted Earnings and Adjusted EPS" that affect cost of goods sold and selling, general and administrative 

expenses

($ millions, totals may not sum due to rounding)

Excluding 

flexible 

resealable 

pouch and 

nutrition bar

Flexible 

resealable 

pouch and 

nutrition bar Consolidated

Excluding 

flexible 

resealable 

pouch and 

nutrition bar

Flexible 

resealable 

pouch and 

nutrition bar Consolidated

 $          (4.5)  $          (0.0)  $          (4.5)  $          (0.6)  $          (5.2)  $          (5.9)

             (0.9)              (0.0)              (0.9)              (0.1)              (3.4)              (3.5)

              8.8                -                 8.8               8.4                -                 8.4 

              1.1                -                 1.1               0.1               5.9               6.0 

              4.6              (0.0)               4.5               7.6              (2.7)               5.0 

              8.2                -                 8.2               8.1               0.2               8.3 

              2.1                -                 2.1               2.2                -                 2.2 

              1.5                -                 1.5                -                  -                  -   

              0.4                -                 0.4                -                  -                  -   

               -                  -                  -                 2.4               1.3               3.7 

 $         16.7  $          (0.0)  $         16.7  $         20.3  $          (1.2)  $         19.1 Adjusted EBITDA

Total segment operating income (loss)

Depreciation and amortization

Stock-based compensation

Costs related to Value Creation Plan (a)

Equipment start-up costs  (a)

New product commercialization costs  (a)

Q3 2018 Q3 2017

Other expense (income), net

Net loss

Recovery of income taxes

Interest expense, net



NOTES
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NOTES
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2233 Argentia Road

Suite 401, West Tower

Mississauga, Ontario L5N 2X7

www.sunopta.com


