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Disclaimer

This presentation contains certain forward -looking statements which may not be based on historical fact, including without limitation, statements regarding Organto Foods Inc.
u SAE?P A kxpactatidns in respect of its ability to successfully execute its business plan :its in-depth knowledge and experience in the organic foods business ;plans for future growth

and the direction of the business ;financial results and projections including actual and expected revenues, gross margin, EBITDA, adjusted EBITDA and cash-flow (the last three being
non -GAAP financial measures) ; plans to increase product volumes and supplies from strategic third party growers and contractors ; expected growth of the organic foods industry

generally ;its ability to raise additional capital and fund its ongoing operations ;B AA Af NB N éxpegtations, beliefs and assumptions ;events or developments that Organto expects to
take place in the future ; and general economic conditions . All statements, other than statements of historical facts, are forward -looking information and statements . The words
Xk NAQNBUNR ROA X RJ OdXOReaNWsNB n K A A & 5-OR/KARN X Fe AR d AR NBR NN R d BXR ANXXRR], And xsinilar expressions identify forward -looking information  and
statements

Such forward -looking information and statements are necessarily based upon anumber of estimates and assumptions that, while considered reasonable by Organto as of the date of
such information and statements, are inherently subject to significant business, economic and competitive uncertainties and contingencies .Known and unknown factors could cause
actual results to differ materially from those projected in the forward -looking information and statements . Such factors include, but are not limited to, the inability of Organto to
generate sufficient revenues and margins or raise sufficient funds to carry out its business plan ;the impact of the global COVID-19pandemic and Russia/Ukraine conflict on customer

demand and supply chains, supply availability and ongoing operations ;changes in government legislation, taxation, controls, regulations and political or economic developments in
various countries ; risks associated with agricultural activities generally, including inclement weather, access to supply of organic products, poor crop yields, and spoilage ; ability to
maintain  organic certifications ; compliance with import and export laws of various countries ; significant fluctuations in food prices and transportation costs; the risk of obtaining

necessary licenses and permits ; the ability to retain key employees and contractors ; dependence on third parties for services and supplies ; non -performance by contractual

counterparties ;the ability to acquire complimentary and accretive businesses on acceptable terms ;and general economic conditions ;.The foregoing list is not exhaustive and Organto

undertakes no obligation to update any of the foregoing except as required by law. Many of these uncertainties and contingencies could affect A &? A A madualr performance  and
cause its actual performance to differ materially from what has been expressed or implied in any forward -looking information and statements made by, or on behalf of, Organto .
Readers are cautioned that forward -looking information and statements are not guarantees of future performance .There can be no assurance that such information and statements

will prove to be accurate and actual results and future events could differ materially from those acknowledged in such information and statements

Organto disclaims any intention or obligation to update or revise any forward -looking information and statements whether as a result of new information, future events or otherwise,
except to the extent required by applicable laws.
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Facts
ﬁ % " %g\ Strategic growers  V
Consecutive years of pA AT A Customers = 100%! Global GAP Retail clients **
Sales growth * certified **
NS R P
R ¢ . . o
A Owned brands Q Countries served ** Q Sourcing countries ** /ITmom TSX-V, OTCQB
! and FSE
\ * 2018 2023 pre -sale of subsidiaries in 2024 * *Customer and supplier data based on last twelve months post -sale of subsidiaries in 2024 )
[Mission, Purpose, Vision, Values )
Our mission of making organic fruits and vegetable products available for every consumer aligns with
Ae DA™ ar OQeAr ?7\BANae eADENeDE nNenAN H nAAANAA
To bring healthy and nutritious To be a leading global provider Working together as a team,
organic fruit and vegetable of organic fruit and vegetable honouring and respecting our
products to market by creating products utilizing an integrated customers and supply chain
sustainable and transparent business model, trusted for partners, respecting the world
linkages between growers and driving equitable returns to all we live in and do what is right
end markets parties in the value chain for long -term sustainability
\_ J
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7l Our Evolution VRepositioned in 2024

TOCOM
- 2015V -2019 V - 2021V2023 -
Public Listing/RTO Transition to Asset Heavy Investment in
Light Business Model Platform Development,

Brands and Technologies

- 2015 2018 - - 2019 V2023 - - 2024 -
Asset Heavy Business Model Revenue and Margin Business Restructured to
Limited Growth/Negative Growth via Asset Light Streamline Operations, Drive
(Millions CDN$) 2019 2020 2021 2022 2023
- 2024 and Beyond -
Sales $ 37 $ 114 $ 195 $ 221 $ 277
/ Growth % 146.7%  208.1% 71.1% 13.3% 25.3% Forecast Strong Sales &
| I / Margin Growth
Gross Profit $ 02 $ 11 $ 20 $ 16 $ 24 4 II CBITDA Posit 4 2002
% 5.4% 9.6%  103%  7.2% 8.7% ositive Q -
I \ and Beyond
I. Adjusted EBITDA* $ -1.70 $ -150 $ -360 $ -570 $ -450 | Strengthened Balance
Sheet

* Adjusted to exlcude non-cash SBC, dep'n and amortization and one time writeoffs
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0 Our Repositioned Business Model

Business Rationalization neEeRAAAKGAGAT RGN

Sale of Money -Losing A Simplify & streamline operations
Operating Units A Reduce liabilities
A Improve profitability

Refocused Go -To Market
Strategies and
Expansion of Digital
Platform

www.Organto.com EAT THE WORLD BETTER

Reduced $8.05M 8% debentures V agreement with debenture

Debt holders V50% equity conversion and extended terms on balance
Reduction/Restructuring Reduced $2.6M 10% notes VA A A Ae A Nr
agreement with $1.1 M note holders - 50% equity conversion

Ni A NADA DZ .,

Impact

Debt reduced approx.
$4.5M or 45% with further
reduction efforts ongoing

Product rationalization V elimination of low velocity/low

Cost rationalization V personnel, investment spending, marketing
Shift in marketing strategy V source push versus demand pull

Impact

Realized approx. $3.2M in
annualized cost savings
(36%)

Sale of three European Operating Subsidiaries to:

Simplified go  -to -market structure VANrr AO©Cyr R &ENA,

Streamlined admin. V ERP, processes, customers, suppliers
Expansion of digital efforts V waste reduction/transparency/cost

Impact

Liabilities down app rox.
$4.0M /operating  results
improved approx. $4.0 M

Impact
l nneel s [ nu ANr
One ERP versus three
New revenue sources
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Demand for Healthy Foods Continues to Grow

The Global Organic Foods Market

is expected to have a five -year CAGR of
14% CAGR from 2021 -2026

Source: Organic Food Global Market Report 2022

2025E 2026E

2024E

Consumers are becoming more interested in healthy
eating, and prioritize it over affordability

Consumers interested to Consumers choose FrUitS & Vegetable products are the IargeSt and
64% learn about influence of 60% health over fastest growing Category in organics

food over health affordability

Source: 2021 Deloitte Conscious Consumer y Connecting With Health and Sustainability

Priorities Source: CDN. Organic Trade Assoc.

The European Union Green Deal targets a carbon rs AADZ dgr Ni nNOANDZ Ae t
neutral footprint in the EU by 2050 and includes a Farm demand for organic foods consumption in Europe with
to Fork Strategy focused on healthy people, healthy a target of 25% of farming in the EU being organic by
reQdNAgdNr AADZ A t NAAAL T 2030 versus current estimate of approx. 8
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Farmgate

sourcing in origin
country

o

Our Platform Expertise

Customers in
premium

markets in EU

~
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Our Business Model Adds Value From Farm to Fork
Annecan? Ada™ Ae QeAAdA? N Ae

N A?nrAnceNABA3
Our Value Add

Sourcing/Growers
Certification expertise/Quality assurance

X=eeanr A At N 7 ce? ADX
Value -added go -to-market partner

Supply Chain
Global network of logistics and processing
partners
Year-round supply capabilities in core
categories
Ownership of inventory

Products
Multiple formats  Vbulk, private label
and branded
Value -added formats

Brands
Premium | AM Organic brand utilizing
proprietary digital passport technology
Non -GMO brands VORO and =Awesome
Fruits
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VR Our Product Portfolio

TO...

Our core portfolio has been streamlined and focuses on core categories where we deserve to

win, including organic and non

-GMO bananas, mango, avocado and ginger.

Wide -range of products to meet consumer preferences

] Product Segmentation
Premium Branded Organic

@ Bananas @ Mango

@ Avocado @ Ginger
Tumeric @ Blueberries

@ Papaya @ Apples

e « Pineapple

www.Organto.com

Mid -Tier Branded & Private Label
Bulk Distributed non -GMO

Products sold in multiple formats and multiple channels
Customer Segmentation

Bricks and Mortar Retall
Convenience VTO GO
Distributors/Wholesalers/Service Providers
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Y] Our Supply Chain

TOCOM

V' Integrated year -round supply chains

V' We work with a combination of integrated
strategic sourcing partners and general sourcing
partners to control and monitor each step in the
supply chain, delivering quality products with
complete transparency

V' We use geographically diverse growing regions
Ae XReKAen AtN r?2A% adat At N
minimizing our ecological footprint as we source
product from around the globe

V' We have access to approximately 40 sourcing
partners in approx. 20 countries

B Integrated Strategic Sourcing Partners Sourcing Partners

V' Our asset -light business model provides
flexibility, scalability and capital efficiency
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IVl Our Strong European Customer Base

.COM

We currently supply approx. 40 customers in 17
DI RRNENAA M? cdenNAA Qe ?2 AAnEdNr
Customer Service protocols

Our main presence is in France, Denmark,
Norway, Germany, the Netherlands and Austria

We directly and indirectly sell to 14 retails chains
giving our products access to over 48,000 retail
locations in Europe

Chains served include some of the largest
retailers in Europe including:

- Countries we sold to in the last 12 months Other Markets E m @
\ J EDEKA SPAR
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el Our Multi -Tier Branded Products Portfolio

We communicate our
| AM ORGANIC brand values and

product transparency via our unique

.COM
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LET’S digital passport
olnm% %\B&l‘i‘% Premium Organic Al Passp
0 i ‘
'Gﬂnl BETTER + 15% target margin ‘ e T T
profile @ e @\

YA

Premium non -GMO PR
' 10%- 15% target margin 1)
profile 5}55{'&
BETTER

R = A D Mid -tier non -GMO
L-L’LL \,m-f;,z,,,-m‘;ﬂ,,‘;nlm 8% - 12% margin profile
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Wholesome food

Make the planet and its
people healthier through
our healthy products and

sustainable practices

www.Organto.com

P2r AAQAAKQADAT

Social impact through
ethical value chains

m%nzsnm S HII! TRADE FAIR PAYMENT
abif
E
mR m u 'RESPECT FOR THE
PR|NCIPI.ES $7
Q’ FAIR mn: *:;-3’

Promote the well -being of
our employees, partners,
growers and suppliers
through sustainable and
fair practices and processes

Environmental impact
and waste reduction

C

ﬁi%

Secure sustainable supply
of wholesome foods while
minimizing our
environmental footprint
and waste throughout the

supply chain

EAT THE WORLD BETTER

ge AAr

Transparency &
traceability

Provide full transparency
throughout the supply
chain with traceability  back
to the source

TSX-V:0GO/OTCQB:OGOFF/FSE:OGF
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gg: Digital Platform Transformation is a Key Strategic Imperative

r

. : A We have commenced our digital journey under the
@y : k e A AZako Smart Connect XV Powered by Al

o Initial focus on waste reduction, supply chain

&
. Organto Smart Con transparency and digital marketplace applications

POWERED BY Al

0 Expect to implement full platform over time
0 Expands sales models to multiple new channels

A Planned strategic partnership with third party who have
developed a robust cloud infrastructure with machine
learning and artificial intelligence capa bilities

A A?c ek YNOAQWN dr Ae AcAAr ReacB R
ANQt AeKefrx Ae A XaANOt AeAef ' Dz
leveraging big data and artificial intelligence to drive
reduced waste, margin improvement and sales
exposure while at the same time improving operational
agility and reducing costs
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S Platform Expansion Opportunities

GAN
TOCOM

Expand into non  -fresh organic ingredients

0 Leverage supply chain expertise and market knowledge to move
beyond fresh offering into non -fresh ingredients

V Product expansion to consumer -packaged goods

0 Leverage supply relationships and market knowledge to leverage fresh
offering into value -added fruit and veg based consumer products

Corporate — Leadership,
Reporting, IR.

Digital Marketplace
Leverage Fresh, Ingredients & CP

Consumer Packaged
Align with fresh markets

Fresh Ingredients
Europe, North America, Other Global Focus

Shared Services Platform — Digital Platform

V Geographic market expansion

o  Opportunity to enter North American market leveraging existing and
planned platform expertise and addressing grower demand

0 Supported by strategic partnerships with experienced industry players

www.Organto.com EAT THE WORLD BETTER

continues to grow globally

As consumers search for healthy convenience,
opportunity to meet this demand with range of
consumer -packaged products leveraging
supply and market expertise

Fragmented non -fresh ingredient sector offers
growth opportunities

US Opportunity &
Largest and fastest growing organic foods
market in the world

Organic sales in non -food and food markets in
the US totaled $61.7 billion in 2022

Organic vegetables & fruits represent approx.
15% of total produce sold in the US

Approx. 6% of food sold in the US is organic

15X V.OGUO/OT1CQRB.OGOURFHFEFSE.OGH
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Projected Sales Evolution

We have historically realized strong

AR J M N - Our repositioned business
r AAKNr AADZ BAEPr A rCEE”Atcrelﬁ,&Ado‘NDZfCEe:/\t, eR vny (

dr Ni nNOANDZ Ae 7 cenmn 0sDnu

/ Projected Sales CAGR \
2023-2026

+ 5

Projected Sales $ Run Rate Exit

\ 2025 -
. . A C e R - — - A ]
s[alsessgrccE)vl\\/lt:aﬁc?oourdra/r\grest mRa(rjéivngl N QEACNOZAGE I>I S f= I&ﬁ‘\ C,Fr r %olzf‘) ANQRQOAANA
dollars in fiscal 2023 opportunities beyond fresh
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