
SUPPORTING INFORMATION

COMPANY OVERVIEW
Planted Co. is one of the fastest growing food companies in the United States, offering
a portfolio of revolutionary plant-based meat products: beef, pork, and poultry. We
build meat directly from plants, enabling consumers to experience the taste of popular
animal-based meat products while enjoying the nutritional and environmental benefits
of eating our plant-based meat products. Our brand commitment, “Plant a Seed For
Your Future,” represents a strong belief that there is a more sustainable way to eat
what you love and love what you eat. Our consistent innovation and customer-focused
mindset have enabled us to appeal to a broad range of consumers, including those
who typically eat animal-based meats, positioning us to compete directly in the $1.4
trillion global meat industry.

The Plant Patty, our flagship product, is an innovative 100% plant-based burger
merchandised in the meat case of grocery stores in the United States. We also sell a
range of other plant-based meat products, including Plant Sausage, Plant Beef, and
Plant Meatballs.  All of our products are made from simple ingredients without GMOs,
bioengineered ingredients, hormones, antibiotics or cholesterol.

Research, development and innovation are core elements of our business strategy, and
we believe they represent a critical competitive advantage for us. Through our Planted
Innovation Program, our team of scientists and engineers focuses on making
continuous improvements to our existing product formulations and developing new
products. Our state-of-the-art Los Angeles Creation Center in Santa Monica, California
brings together leading scientists who work together with engineers and culinary
specialists to pursue our vision of perfectly building plant-based meat.

As of December 31, 2020, our products were available at approximately 100,000 retail
and food-service outlets in more than 50 countries worldwide, across mainstream
grocery, mass merchandiser, club, convenience store, and natural retailer channels, and



various food-away-from-home channels, including restaurants, food-service outlets, and
schools. To make plant-based meat accessible to more consumers, in January 2020, we
launched an e-commerce site and began offering our products direct to consumers in
bulk packs, mixed product bundles, limited-time offers and trial packs.

Net revenues increased to $406.8 million in 2020 from $297.9 million in 2019 and
$87.9 million in 2018, representing a 115% compound annual growth rate. We have
generated losses since inception. Net loss in 2020, 2019 and 2018 was $52.8 million,
$12.4 million and $29.9 million, respectively, as we invested in innovation and growth
of our business.

Now that we have established a strong presence in the meat industry, we are looking
to enter the $20 billion dairy industry by creating plant-based alternatives to household
staples, such as milk, butter, cheese, yogurt, and more, that appeal to consumers’
changing tastes.

MISSION
As the world population is expected to rise by 2 billion people in the next 30 years, the
crux of the matter lies in cutting greenhouse gas emissions, decreasing land use, and
providing a nutritious diet for all. Here at Planted Co., we aim to operate in an honest,
socially responsible and environmentally sustainable manner and are committed to
help solve the major health and global environmental issues which we believe are
caused in part by an animal-based protein diet.

Our authentic and long-standing commitment to these causes better positions us to
build loyalty and trust with current consumers and helps attract new ones. We have
worked for and obtained Non-GMO Project Verified certification for all of our current
U.S. retail products.

BACKGROUND
Founded on: June 15, 2010

Number of Employees: 200

Headquarters: Los Angeles, California, USA

Largest Markets: USA, Canada, Europe, Australia, Mexico, Chile, Israel, UAE, Korea,
Taiwan and South Africa
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GROWTH STRATEGY

Top-Line Distribution Growth
Subject to the ultimate duration, magnitude and effects of the COVID-19 pandemic,
we believe there is a significant opportunity over time to continue to expand Planted
Co. beyond our retail and food-service footprint of approximately 100,000 outlets in
more than 50 countries worldwide as of December 31, 2020 through distribution
expansion, continued innovation and commercialization of new products, and
increased penetration across channels.

● Retail: We plan to continue to grow our sales within U.S. retail by focusing on
increasing market share, household penetration, repeat buying rates and
purchase frequency, sales velocity and new product introductions. As of
December 31, 2020, our products were available in approximately 20,000 retail
outlets in the United States and 30,000 retail outlets internationally.

● Food-Service: We plan to continue to expand our network of food-service
partners, including large full service restaurant (“FSR”) and QSR customers in the
United States and abroad, with increased penetration across this channel
reflecting a desire by the food-service establishments to add plant-based
products to their menus and to highlight these offerings. Through enhanced
marketing efforts we intend to continue to build our brand, amplify our value
proposition around taste, health and sustainability, serve as a best-in-class
partner to support product development and category management, and drive
consumer adoption of our products. As of December 31, 2020, our products
were available in approximately 40,000 food-service outlets in the United States
and 15,000 food-service outlets internationally.

● International: We believe there is significant demand for our products globally in
retail and food-service channels and expect to increase production and expand
third-party partnerships in 2021 to increase the availability and speed with which
we can get our products to customers internationally. As of December 31, 2020,
our products were available in approximately 40,000 international retail and
food-service outlets. We have established and seek to establish additional
relationships with distributors across channels globally.

Expand our Product Offerings
We intend to strengthen our product offerings by improving the formulations for our
existing portfolio of products and by creating new products that expand the portfolio.
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In addition, we are committed to increasing our investment in research and
development to innovate beyond our core plant-based platforms of beef, pork and
poultry to create exciting new dairy product lines and improve the formulations for our
existing portfolio of products. In 2021, we specifically plan to expand into the
plant-based dairy market, designed to meet consumers’ growing demand for
plant-based substitutes that deliver on both taste and nutrition.

Drive Greater Brand Awareness

Planted Co. employs a unique approach to create and market our products, with the
goal of delivering the same satisfying taste and texture of animal-based meats in every
bite. Instead of marketing and merchandising the Plant Patty to vegans and
vegetarians, we requested that the product be sold in the meat case at grocery
retailers where meat-loving consumers are accustomed to shopping for center-of-plate
proteins. We believe merchandising in the meat case in the retail channel has helped
drive greater brand awareness with our end consumers.

Reflecting the strength and value of the Planted Co. brand to its partners, many of our
food-service customers choose to prominently feature our brand name on our menu
and within item descriptions, in addition to displaying Planted Co. branded signage
throughout the venue. We believe that we have established our brand as one with
“halo” benefits to our partners as evidenced by the speed of adoption by strategic
partners. Our food-service channel not only functions as a form of paid trial for our
products, helping to drive retail demand, but also creates even greater brand
awareness for Planted Co. through the on-menu and in-store publicity we receive.

Whether a similar strategy is adopted as Planted Co. seeks to enter the plant-based
dairy industry is up to you and your team to decide.

COMPETITION
We operate in a highly competitive environment. We believe that we compete with
both conventional animal-protein companies, such as Cargill, Hormel, JBS, Perdue
Foods, Tyson and WH Group, and also plant-based protein brands, including brands
affiliated with conventional animal-protein companies and other large food operators,
such as Alpha Foods, Boca Foods (Kraft Heinz), Lightlife and Field Roast Grain Meat
Co. (Maple Leaf Foods), Gardein (Conagra), Hungry Planet, Inc., Beyond Meat,
Impossible Foods, Incogmeato/Morningstar Farms (Kellogg), Moving Mountains,
Omn!pork (OmniFoods), Sweet Earth and Awesome Burger (Nestlé S.A.), and Tofurky.
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We believe the principal competitive factors in our industry are: taste, nutritional
profile, ingredients, texture, ease of integration into the consumer diet,
low-carbohydrate, low-sugar, high fiber and protein, lack of soy, gluten and GMOs,
convenience, cost, brand awareness and loyalty among consumers. Secondary factors
include product variety and packaging, access to major retailer shelf space and retail
locations, access to major food-service outlets and integration into menus, innovation,
and intellectual property protection on products.

SEASONALITY
Generally, we expect to experience greater demand for certain products during the
summer grilling season. In 2020, the impact of the COVID-19 pandemic prevented us
from identifying any seasonal impact. In each of 2019 and 2018, we experienced strong
net revenue growth compared to the previous year, which masked this seasonal impact.
As our business continues to grow, we expect to see additional seasonality effects,
especially within our retail channel, with revenue contribution from this channel tending
to be greater in the second and third quarters of the year.

RISK FACTORS
COVID-19 has impacted business operations and customer and consumer demand in
our food-service channels. Although certain restrictions have been lifted pursuant to
multi-step reopening plans, and exceptions to allow for carry-out and delivery have
enabled certain of our customers to continue to generate business, we experienced a
significant deterioration in sales to food-service customers in 2020 due to the impacts
of COVID-19. For example, for the year ended December 31, 2020, food-service
channel net revenues were $106.2 million compared to $153.1 million the prior year.
We expect revenues in our food-service channel will continue to be negatively
impacted in 2021. At the same time, while food-service channel net revenues declined,
our retail channel net revenues increased. During the second quarter of 2020, we
experienced a meaningful increase in retail demand as consumers shifted toward more
at-home consumption.

For the year ended December 31, 2020, our retail and food-service channels
accounted for approximately 73.9% and 26.1% of our net revenues, respectively. For
the year ended December 31, 2019, our retail and food-service channels accounted for
approximately 48.6% and 51.4% of our net revenues, respectively. For the year ended
December 31, 2020, our U.S. and international channels accounted for approximately
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79.9% and 20.1% of our net revenues, respectively. For the year ended December 31,
2019, our U.S. and international channels accounted for approximately 67.1% and
32.9% of our net revenues, respectively. The change in mix of our distribution channels
has been significant since the start of the COVID-19 pandemic, which is likely to
continue to cause fluctuation in our quarterly results pending its duration, magnitude
and effects.

In 2020, we focused on navigating these recent challenges presented by COVID-19
through offensive measures. Some of our offensive measures are: switching
food-service production lines over to retail products, selling retail value packs, and
offering aggressive pricing with a strategic opportunity to encourage consumer trials.
Our defensive measures focused on reducing or delaying discretionary spending in
areas, and streamlining operations, including furloughs and headcount reductions in
light of inventory levels, demand shifts and company-wide capacity planning. In 2021,
we may take similar actions, if necessary, which will continue to negatively impact our
gross margins and profitability into 2021.

OTHER HELPFUL LINKS
● EY Food & Agribusiness Analyses

● The Good Food Institute: Plant-Based Market Overview

● UBS Market Report: The Food Revolution

● CBI Insights: The Alternative Meat Industry

● Fortune Business Insights: Meat Substitutes Market

● Food Dive: Investment in Alternative Proteins

● Forbes: The Plant-Based Movement

● EY-Parthenon: Example Consulting Slide Deck
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https://www.ey.com/en_us/agribusiness
https://gfi.org/industry/
https://www.ubs.com/global/en/wealth-management/marketnews/home/article.1441202.html
https://www.cbinsights.com/research/future-of-meat-industrial-farming/
https://www.fortunebusinessinsights.com/industry-reports/meat-substitutes-market-100239
https://www.fooddive.com/news/31b-invested-in-alternative-proteins-in-2020-report-says/596993/
https://www.forbes.com/sites/christophermarquis/2021/03/02/plant-based-foods-are-our-future-and-entrepreneurs-are-helping-us-make-the-shift/?sh=2023fd9e51f5
https://launchvic.org/files/A-review-of-Melbournes-Digital-Marketplaces-FINAL.pdf

