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Item 2.02 Results of Operations and Financial Condition.

On November 11, 2021, The Vita Coco Company, Inc. (the “Company”) issued a press release announcing financial results for the three and nine
months ended September 30, 2021 and other matters described in the press release. A copy of the Company’s press release is furnished as Exhibit 99.1
to this Current Report on Form 8-K and incorporated herein by reference.

Also on November 11, 2021, the Company held its earnings call announcing financial results for the three and nine months ended September 30,
2021 and other matters described in the press release. The call consisted of prepared remarks by the Company’s co-Chief Executive Officers and Chief
Financial Officer. A copy of the transcript from the Company’s call is furnished as Exhibit 99.2 to this Current Report on Form 8-K and incorporated
herein by reference.

The information disclosed under this Item 2.02, including Exhibits 99.1 and 99.2 hereto, is being furnished and shall not be deemed “filed” for
purposes of Section 18 of the Securities Exchange Act of 1934, as amended, nor shall it be incorporated by reference into any registration statement or
other document pursuant to the Securities Act of 1933, as amended, except as expressly set forth in such filing.

 
Item 9.01 Financial Statements and Exhibits.

(d)    Exhibits.
 
Exhibit No.  Description

99.1   Press release, dated November 11, 2021.

99.2   Transcript of The Vita Coco Company, Inc. Earnings Call, dated November 11, 2021

104   Cover Page Interactive Data File (embedded with Inline XBRL document)



SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the
undersigned hereunto duly authorized.
 

  THE VITA COCO COMPANY, INC.

Date: November 12, 2021   By:  /s/ Kevin Benmoussa
   Name: Kevin Benmoussa
   Title: Chief Financial Officer



Exhibit 99.1
 

The Vita Coco Company Reports Third Quarter 2021 Financial Results

Record Third Quarter Net Sales Increased 32.5% to $115.7 Million

Income from Operations Increased 72.7% to $17.8 Million

NEW YORK, NY – November 11, 2021 – The Vita Coco Company, Inc. (NASDAQ:COCO), a leading high-growth platform of better-for-you
beverage brands, today announced financial results for the third quarter and first nine months ended September 30, 2021.

Third Quarter 2021 Highlights Compared to Prior Year Period
 

 •  Net sales grew to $115.7 million, a 32.5% increase
 

 •  Gross profit increased to $38.5 million, or 33.3% of net sales
 

 •  Income from Operations was up 72.7% to $17.8 million
 

 •  GAAP Net income was $13.0 million, or $0.24 per diluted share
 

 •  Non-GAAP Adjusted EBITDA1 increased 83.0% to $20.6 million

First Nine Months 2021 Highlights Compared to Prior Year Period
 

 •  Net sales grew to $292.9 million, a 21.5% increase
 

 •  Gross profit increased to $91.6 million, or 31.3% of net sales
 

 •  Income from Operations was up 10.5% to $29.7 million
 

 •  GAAP Net income was $22.4 million, or $0.42 per diluted share
 

 •  Non-GAAP Adjusted EBITDA1 increased 21.6% to $36.3 million

Subsequent Events
 

 •  Initial public offering (“IPO”) completed in October 2021, with 11.5 million shares sold at $15.00 per share

Michael Kirban, the Company’s co-Chief Executive Officer and Chairman, stated, “I’m extremely proud of our teams’ ability, once again, to deliver
incredible results, especially in a challenging environment. I’m most excited about our accelerating leadership position in the high growth Coconut
Water category and in our ability to bring new products and brands to consumers who are looking for healthy alternatives to conventional beverages. I
want to recognize the effort of all our employees on accomplishing this and achieving a record quarter in net sales. Our top line growth continued to
accelerate in the third quarter as compared to the first and second quarters of 2021 despite inventory challenges, with net sales growing 32% compared
to the prior year period largely driven by our Americas segment. Looking forward, we plan to continue to prioritize growth by driving the Coconut
Water category and meeting the expanding consumer demand for better-for-you natural and plant-based beverages. We believe we are well positioned to
leverage our strong foundation and asset lite business model to propel future profitable growth and to meet this growing consumer demand.”



Martin Roper, the Company’s co-Chief Executive Officer, commented, “Our top line growth in the Americas was driven by the strength of our Vita
Coco Coconut Water product category, combined with increased net sales from Private Label due to better inventory availability and associated timing
of revenue recognition. We also benefited from increased net sales per case equivalents, due to reduced promotional pricing activity within our Vita
Coco Coconut Water product category. Our net sales growth was accomplished even with continued inventory constraints on some SKUs related to
availability of ocean containers at acceptable prices and increased transit times.”

Roper continued, “Our costs of goods for the quarter continued to be impacted by ocean freight transportation cost increases, which were sequentially
worse than in the second quarter. While difficult to predict when the global supply chain will normalize, we believe our costs of goods are likely to
remain under pressure for the next several quarters due to inflated freight and transportation costs. In the third quarter, we were able to offset most of
these inflationary costs with increased volume and improved price/mix to generate our gross profit and income from operations growth. Our recent IPO
solidified our balance sheet and has us well positioned to chase further share gains during these supply chain challenges which we believe will
eventually normalize. In anticipation of continued growth, we intend to build our inventories over the winter to support our projected peak summer
demand, assuming current year-to-date growth rates are sustained. Our discussions with retailers on increased distribution, new brand innovations and
expansion of our Vita Coco coconut milk offering are progressing. Overall, we believe our business is healthy and our commercial platform is in a good
position to support our multiple growth initiatives for long-term growth both in our Americas and International segments.”

Third Quarter 2021 Results

Net sales increased $28.3 million, or 32.5%, to $115.7 million for the third quarter ended September 30, 2021, compared to $87.3 million for the third
quarter ended September 30, 2020. The increase in net sales was primarily driven by higher case equivalent volumes across both the Americas and
International segments, with the Vita Coco Coconut Water product category as the largest contributor to the increase.

Gross profit was $38.5 million for the third quarter of 2021 compared to $29.4 million for the third quarter of 2020. Gross profit margin decreased 36
basis points to 33.3% for the third quarter of 2021 compared to 33.6% in the same period last year. The gross margin erosion in the third quarter of 2021
compared to the prior year period was primarily due to higher ocean freight costs and other logistics costs, partially offset by a reduction in promotional
activities. Cost of goods per case equivalent were up 10% for the quarter compared to 8% on a year-to-date basis, primarily driven by continuous rise of
ocean freight and logistics costs.

Selling, general and administrative expenses in the third quarter of 2021 were $20.7 million, or 17.9% of net sales, compared to $19.1 million, or 21.8%
of net sales, in the prior year period. The increase in expenses was primarily due to the Company incurring costs associated with preparing for being a
public company.

Income from operations was up 72.7% to $17.8 million for the third quarter of 2021 compared to $10.3 million for the third quarter of 2020. The
increase versus prior year was primarily driven by the increase in gross profit offset by the increase in selling, general and administrative expenses.

Net income attributable to shareholders was $13.0 million, or $0.24 per diluted share, for the third quarter of 2021 compared to net income of
$9.0 million, or $0.15 per diluted share, in the prior year period. Third quarter of 2021 included an unrealized non-cash FX loss of $2.0 million related to
derivative instruments, compared to an unrealized gain of $0.2 million in the same period last year.



Adjusted EBITDA1 for the third quarter of 2021 was $20.6 million, compared to $11.3 million in the third quarter of 2020. The increase in Adjusted
EBITDA was primarily driven by the increase in gross profit.

Americas

Americas net sales increased $26.4 million, or 35.4%, to $100.9 million for the third quarter of 2021 compared to $74.5 million in the prior year period.
This increase was due to growth in Vita Coco Coconut Water and Private Label. The Vita Coco Coconut Water product category increased $20.9 million,
or 41.1%, to $71.8 million for the third quarter of 2021 compared to $50.9 million in the prior year period. This was driven by increased case equivalent
volume due to higher consumer demand, and less promotional price activity starting in the second quarter which had a disproportionate impact in the
third quarter of 2021. Net sales were the strongest within the Company’s Direct Store Delivery (DSD) channel which services most of the Food, Mass
Merchandisers, Drug and Convenience channels. Private Label increased $5.7 million, or 28.4%, to $26.0 million for the third quarter of 2021 compared
to $20.2 million in the prior year period, mostly driven by better inventory availabilities and associated timing of revenue recognition.

Americas gross profit was $34.7 million for the third quarter of 2021 compared to $25.1 million for the third quarter of 2020. Gross profit margin
increased 69 basis points to 34.4% for the third quarter of 2021 compared to 33.7% in the same period last year driven by a reduction in promotional
pricing offsetting the inflationary supply chain costs.

International

International net sales increased $1.9 million, or 15.1%, to $14.7 million for the third quarter of 2021 compared to $12.8 million in the prior year period.
This increase was primarily driven by increased sales in the Company’s European region, which included a favorable impact related to foreign currency
translation.

International gross profit was $3.8 million for the third quarter of 2021 compared to $4.3 million for the third quarter of 2020. Gross profit margin
decreased 757 basis points to 25.9% for the third quarter of 2021 compared to 33.5% in the same period last year primarily driven by the inflationary
supply chain costs, especially on ocean freight shipping to Europe.

Balance Sheet

As of September 30, 2021, prior to the completion of its initial public offering, the Company had cash and cash equivalents and total debt of
$35.9 million and $37.6 million respectively, compared to $72.2 million and $25.1 million respectively as of December 31, 2020. The decrease in net
cash was driven by a share buyback of approximately $50 million executed by the Company in the first quarter of 2021 and higher working capital
needs, primarily due to increased inventory related to higher net sales, longer ocean transit times and increased cost of goods per unit. Inventories as of
September 30, 2021, totaled $47.2 million, compared to $32.0 million as of December 31, 2020.



Initial Public Offering

On October 21, the Company began trading on The Nasdaq Stock Market, under the ticker symbol COCO and closed its IPO of 11,500,000 shares of
common stock at a public offering price of $15.00 per share on October 25. The Company sold 2,500,000 shares of common stock and the selling
stockholders sold 9,000,000 shares of common stock. The Company did not receive any proceeds from the sale of shares by the selling
stockholders. Total net proceeds to the Company were approximately $30 million, net of underwriter’s discounts and commissions and other offering
expenses. The Company used the net proceeds from the IPO to repay outstanding borrowings under its Term Loan Facility and for general corporate
purposes, including working capital and operating expenses. After September 30, 2021, subsequent to the IPO, there were 55,509,320 shares of common
stock outstanding.

Fiscal Year 2021 Full Year Outlook
 

 •  The Company expects net sales percentage growth for fiscal year 2021 of 19-21% compared to fiscal year 2020.
 

 
•  The Company expects gross margin for fiscal year 2021 to be slightly lower than its year-to-date average due to the worsening global and

domestic transportation cost environment and the limited ability of the Company to offset these incremental costs with promotional pricing
reductions during the fourth quarter.

 

 •  The Company expects supply chain disruptions to persist through most of fiscal year 2022 and is managing its supply capabilities to
support the current year-to-date growth rate continuing through 2022.

 

 •  The Company does not anticipate any material changes to its current share count by end of fiscal year 2021 which assumes no share
repurchases or significant exercises of stock options or issuances of restricted stock in the fourth quarter 2021.

Footnotes:
(1) Adjusted EBITDA represents earnings before income, taxes, depreciation, and amortization as adjusted for certain items as set forth in the

reconciliation table of U.S. GAAP to non-GAAP information and is a measure calculated and presented on the basis of methodologies other than
in accordance with GAAP. Please refer to the Use of Non-GAAP Financial Information herein for further discussion and reconciliation of this
measure to GAAP measures.

Conference Call and Webcast Details

The Vita Coco Company will host a conference call and webcast at 5:00 p.m. ET today to discuss these results. The conference call can be accessed by
dialing (800) 547-1866 or for international callers by dialing (224) 619-3907, conference ID 2788336. A replay of the conference call will be available
through November 25, 2021 by dialing (855) 859-2056 or for international callers by dialing (404) 537-3406, conference ID 2788336. The live audio
webcast will be accessible in the “Events” section of the Company’s Investor Relations website at https://investors.thevitacococompany.com. An
archived replay of the webcast will be available shortly after the live event has concluded.

About The Vita Coco Company

The Vita Coco Company was co-founded in 2004 by co-CEO Michael Kirban and Ira Liran. Pioneers in the functional beverage category, The Vita Coco
Company’s brands include the leading coconut water, Vita Coco; clean energy drink Runa; sustainable enhanced water, Ever & Ever; and protein-
infused water, PWR LIFT. With its ability to harness the power of people and plants, and balance purpose and profit, The Vita Coco Company has
created a modern beverage platform built for current and future generations.



Contacts
Investor:
John Mills
Managing Partner
646-277-1254
investors@thevitacococompany.com

Media:
Stephanie Knight
248-688-7178
sknight@soleburytrout.com

Non-GAAP Financial Measures

In addition to disclosing results determined in accordance with U.S. GAAP, the Company also discloses certain non-GAAP results of operations,
including, but not limited to, Adjusted EBITDA, that include certain adjustments or exclude certain charges and gains that are described in the
reconciliation table of U.S. GAAP to non-GAAP information provided at the end of this release. These non-GAAP measures are a key metric used by
management and our board of directors to assess our financial performance across reporting periods on a consistent basis by excluding items that we do
not believe are indicative of our core operating performance and because we believe it is useful for investors to see the measures that management uses
to evaluate the Company. In addition, we believe the presentation of these measures is useful to investors for period-to-period comparisons of results as
the items described below in the reconciliation tables do not reflect ongoing operating performance.

These measures are not in accordance with, or an alternative to, U.S. GAAP, and may be different from non-GAAP measures used by other companies.
In addition, other companies, including companies in our industry, may calculate such measures differently, which reduces its usefulness as a
comparative measure. Investors should not rely on any single financial measure when evaluating our business. This information should be considered as
supplemental in nature and is not meant as a substitute for our operating results in accordance with U.S. GAAP. We recommend investors review
the U.S. GAAP financial measures included in this earnings release. When viewed in conjunction with our U.S. GAAP results and the accompanying
reconciliations, we believe these non-GAAP measures provide greater transparency and a more complete understanding of factors affecting our business
than U.S. GAAP measures alone.

Forward-Looking Statements

This press release contains forward-looking statements within the meaning of Section 27A of the Securities Act of 1933, as amended, and Section 21E
of the Securities Exchange Act of 1934, as amended. All statements contained in this press release that do not relate to matters of historical fact should
be considered forward-looking statements, including but not limited to, statements regarding our future financial and operating performance, including
our GAAP and non-GAAP guidance, our strategy, projected costs, prospects, expectations, plans, objectives of management, supply chain predictions
and expected net sales and category share growth.



The forward-looking statements in this release are only predictions. We have based these forward-looking statements largely on our current expectations
and projections about future events and financial trends that we believe may affect our business, financial condition and results of operations. Forward-
looking statements involve known and unknown risks, uncertainties and other important factors that may cause our actual results, performance or
achievements to be materially different from any future results, performance or achievements expressed or implied by the forward-looking statements.
Forward-looking statements involve a number of risks, uncertainties or other factors beyond the Company’s control. These factors include, but are not
limited to, those discussed under the caption “Risk Factors” in our prospectus pursuant to Rule 424(b) filed with the U.S. Securities and Exchange
Commission (“SEC”) on October 22, 2021, and our other filings with the SEC as such factors may be updated from time to time and which are
accessible on the SEC’s website at www.sec.gov and the Investor Relations page of our website at www.vitacoco.com. Any forward-looking statements
contained in this press release speak only as of the date hereof and accordingly undue reliance should not be placed on such statements. We disclaim any
obligation or undertaking to update or revise any forward-looking statements contained in this press release, whether as a result of new information,
future events or otherwise, other than to the extent required by applicable law.



THE VITA COCO COMPANY, INC.
CONDENSED CONSOLIDATED BALANCE SHEETS

(Amounts in thousands, except share data) 
 
   

September 30,
2021   

December 31,
2020  

Assets    
Current assets:    

Cash and cash equivalents   $ 35,910  $ 72,181 
Accounts receivable, net of allowance of $1,263 at September 30, 2021, and $1,211 at December 31, 2020    57,172   30,504 
Inventory    47,185   31,967 
Supplier advances    1,262   1,190 
Derivative assets    156   200 
Prepaid expenses and other current assets    36,435   23,105 

    
 

   
 

Total current assets    178,120   159,147 
Property and equipment, net    2,274   2,880 
Goodwill    7,791   7,791 
Intangible assets, net    8,239   9,154 
Supplier advances    2,650   2,925 
Other assets    1,900   1,964 

    
 

   
 

Total assets   $ 200,974  $ 183,861 
    

 

   

 

Liabilities and Stockholders’ Equity    
Current liabilities:    

Accounts payable   $ 12,976  $ 15,837 
Accrued expenses    51,436   34,482 
Notes payable, current    4,316   22 
Derivative liabilities    4,069   5,364 

    
 

   
 

Total current liabilities    72,797   55,705 
Credit facility    7,500   25,000 
Notes payable    25,769   34 
Deferred tax liability    344   342 
Other long-term liabilities    287   481 

    
 

   
 

Total liabilities    106,697   81,562 
Stockholders’ equity:    
Common stock, $0.01 par value; 455,000,000 shares authorized;    

59,215,520 and 59,200,050 shares issued at September 30, 2021 and December 31, 2020, respectively    
53,009,320 and 58,185,855 shares outstanding at September 30, 2021 and December 31, 2020, respectively    592   592 

Additional paid-in capital    102,626   100,849 
Loan to stockholder    —     (17,700) 
Retained earnings    50,786   28,354 
Accumulated other comprehensive loss    (822)   (949) 
Treasury stock, 6,206,200 shares at cost as of September 30, 2021, and 1,014,195 shares at cost as of December 31,

2020    (58,928)   (8,925) 
    

 
   

 

Total stockholders’ equity attributable to The Vita Coco Company, Inc.    94,254   102,221 
Noncontrolling interests    23   78 

    
 

   
 

Total stockholders’ equity    94,277   102,299 
    

 
   

 

Total liabilities and stockholders’ equity   $ 200,974  $ 183,861 
    

 

   

 



THE VITA COCO COMPANY, INC.
CONDENSED CONSOLIDATED STATEMENTS OF OPERATIONS

(Amounts in thousands, except for share and per share data) 
 
   Three Months Ended September 30,   Nine Months Ended September 30,  
   2021   2020   2021   2020  
Net sales   $ 115,669  $ 87,321  $ 292,929  $ 241,127 
Cost of goods sold    77,168   57,941   201,368   158,813 

    
 

   
 

   
 

   
 

Gross profit    38,501   29,380   91,561   82,314 
    

 
   

 
   

 
   

 

Operating expenses      
Selling, general and administrative    20,675   19,060   61,897   55,462 

    
 

   
 

   
 

   
 

Income from operations    17,826   10,320   29,664   26,852 
    

 
   

 
   

 
   

 

Other income (expense)      
Unrealized gain/(loss) on derivative instruments    (1,964)   167   1,250   (7,229) 
Foreign currency gain/(loss)    (483)   756   (2,013)   1,118 
Interest income    31   61   104   244 
Interest expense    (127)   (24)   (319)   (776) 

    
 

   
 

   
 

   
 

Total other income (expense)    (2,543)   960   (978)   (6,643) 
    

 
   

 
   

 
   

 

Income before income taxes    15,283   11,280   28,686   20,209 
Income tax expense    (2,296)   (2,263)   (6,277)   (4,615) 

    
 

   
 

   
 

   
 

Net income   $ 12,987  $ 9,017  $ 22,409  $ 15,594 
Net income/(loss) attributable to noncontrolling interest    (3)   10   (23)   21 

    
 

   
 

   
 

   
 

Net income attributable to The Vita Coco Company, Inc.   $ 12,990  $ 9,007  $ 22,432  $ 15,573 
    

 

   

 

   

 

   

 

Net income attributable to The Vita Coco Company, Inc. per common
share      

Basic   $ 0.25  $ 0.15  $ 0.42  $ 0.27 
    

 

   

 

   

 

   

 

Diluted   $ 0.24  $ 0.15  $ 0.42  $ 0.27 
    

 

   

 

   

 

   

 

Weighted-average number of common shares outstanding      
Basic    53,006,746   58,495,156   53,266,209   58,560,306 

    

 

   

 

   

 

   

 

Diluted    53,780,060   58,590,672   53,742,048   58,675,205 
    

 

   

 

   

 

   

 



THE VITA COCO COMPANY, INC.
CONDENSED CONSOLIDATED STATEMENTS OF CASH FLOWS

(Amounts in thousands) 
 
   Nine Months Ended September 30,  
   2021   2020  
Cash flows from operating activities:    

Net income    22,409   15,594 
Adjustments to reconcile net income to net cash provided by operating activities:    

Depreciation and amortization    1,557   1,559 
(Gain)/loss on disposal of equipment    89   (14) 
Bad debt expense    20   135 
Unrealized (gain)/loss on derivative instruments    (1,250)   7,229 
Stock-based compensation    1,641   1,238 
Impairment of intangible assets    —     90 

Changes in operating assets and liabilities:    
Accounts receivable    (26,940)   (18,964) 
Inventory    (15,362)   11,487 
Prepaid expenses and other assets    (12,974)   (5,732) 
Accounts payable, accrued expenses, and other long-term liabilities    14,251   22,402 
Net advances to suppliers    208   (3,437) 

    
 

   
 

Net cash provided by (used in) operating activities    (16,351)   31,587 
    

 
   

 

Cash flows from investing activities:    
Cash paid for property and equipment    (127)   (223) 
Proceeds from sale of property and equipment    —     14 

    
 

   
 

Net cash used in investing activities    (127)   (209) 
    

 
   

 

Cash flows from financing activities:    
Proceeds from exercise of stock options/warrants    153   825 
Borrowings on credit facility    16,500   15,952 
Repayments of borrowings on credit facility    (34,000)   (15,952) 
Proceeds from settlement of loan to stockholder    17,700   —   
Cash received (paid) on notes payable    30,028   (16,890) 
Cash paid to acquire treasury stock    (50,003)   (5,257) 
Cash paid to acquire portion of non-controlling interest    (54)   —   

    
 

   
 

Net cash used in financing activities    (19,676)   (21,322) 
    

 
   

 

Effects of exchange rate changes on cash and cash equivalents    (117)   (5) 
    

 
   

 

Net decrease in cash and cash equivalents    (36,271)   10,051 
Cash and cash equivalents at beginning of the period    72,181   36,740 

    
 

   
 

Cash and cash equivalents at end of the period   $ 35,910   46,791 
    

 

   

 



RECONCILIATION FROM GAAP NET INCOME TO NON-GAAP ADJUSTED EBITDA
 

   
Three Months Ended September

30,    
Nine Months Ended September

30,  
   2021    2020    2021    2020  
   

 
   

 
   

 
   

 
 

   (in thousands)    (in thousands)  
Net income   $ 12,987   $ 9,017   $ 22,409   $ 15,594 
Depreciation and amortization    514    531    1,557    1,559 
Interest income    (31)    (61)    (104)    (244) 
Interest expense    127    24    319    776 
Income tax expense    2,296    2,263    6,277    4,615 

    
 

    
 

    
 

    
 

EBITDA    15,893    11,774    30,458    22,300 
Stock-based compensation (a)    629    411    1,641    1,238 
Unrealized (gain)/loss on derivative instruments (b)    1,964    (167)    (1,250)    7,229 
Foreign currency (gain)/loss (b)    483    (756)    2,013    (1,118) 
Other adjustments (c)    1,678    19    3,401    165 

    
 

    
 

    
 

    
 

Adjusted EBITDA   $ 20,647   $ 11,281   $ 36,263   $ 29,814 
    

 

    

 

    

 

    

 

 
(a) Non-cash charges related to stock-based compensation, which vary from period to period depending on volume and vesting timing of awards. We

adjusted for these charges to facilitate comparison from period to period.
(b) Unrealized gains or losses on derivative instruments and foreign currency gains or losses are not considered in our evaluation of our ongoing

performance.
(c) Reflects other charges inclusive of legal costs and other non-recurring expenses mostly related to our public company readiness preparation.



Supplemental Information
 

   NET SALES  

   
Three Months Ended

September 30,   
Nine Months Ended

September 30,  
(in thousands)   2021   2020   2021   2020  
Americas segment      

Vita Coco Coconut Water   $ 71,825  $50,891  $176,229  $130,953 
Private Label    25,973   20,227   66,457   62,391 
Other    3,135   3,404   8,246   11,277 

    
 

   
 

   
 

   
 

Subtotal    100,933   74,522   250,932   204,621 
International segment      

Vita Coco Coconut Water   $ 10,093  $ 8,024  $ 26,445  $ 21,387 
Private Label    4,117   3,093   9,648   9,472 
Other    526  $ 1,682   5,904   5,647 

    
 

   
 

   
 

   
 

Subtotal   $ 14,736  $12,799  $ 41,997  $ 36,506 
    

 
   

 
   

 
   

 

Total net sales   $115,669  $87,321  $292,929  $241,127 
    

 

   

 

   

 

   

 

   COST OF GOODS SOLD & GROSS PROFIT  

   
Three Months Ended

September 30,   
Nine Months Ended

September 30,  
(in thousands)   2021   2020   2021   2020  
Cost of goods sold      

Americas segment   $ 66,254  $49,431  $169,430  $133,545 
International segment    10,914   8,510   31,938   25,268 

    
 

   
 

   
 

   
 

Total cost of goods sold   $ 77,168  $57,941  $201,368  $158,813 
    

 

   

 

   

 

   

 

Gross profit      
Americas segment   $ 34,679  $25,091  $ 81,502  $ 71,076 
International segment    3,822   4,289   10,059   11,238 

    
 

   
 

   
 

   
 

Total gross profit   $ 38,501  $29,380  $ 91,561  $ 82,314 
    

 

   

 

   

 

   

 

Gross margin      
Americas segment    34.4%   33.7%   32.5%   34.7% 
International segment    25.9%   33.5%   24.0%   30.8% 

Consolidated    33.3%   33.6%   31.3%   34.1%  
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John Mills: Thank you and welcome to The Vita Coco Company Third Quarter 2021 Earnings Results Conference Call. Today’s call is being recorded.
With us today are Mr. Mike Kirban, Co-Chief Executive Officer and Chairman; Martin Roper, Co-Chief Executive Officer; and Kevin Benmoussa,
Chief Financial Officer for The Vita Coco Company.

By now everyone should have access to the company’s third quarter earnings press release issued today after market close. This information is available
on the Investor Relations section of The Vita Coco Company’s website at investors.thevitacococompany.com.

Before we begin, please note that all the financial information presented on today’s call is unaudited. Certain comments made on this call, including
forward-looking statements which are subject to the safe harbor provisions of the Private Securities Litigation Reform Act of 1995. These forward-
looking statements are based on management’s current expectations and beliefs concerning future events and are subject to several risks and
uncertainties that could cause actual results to differ materially from those described in these forward-looking statements.

Please refer to today’s press release and other filings from the SEC for a detailed discussion of the risks that could cause actual results to differ
materially from those expressed or implied in any forward-looking statements made today. During the call, we will use some non-GAAP financial
measures as we describe business performance.

The SEC filings, as well as the earnings press release providing reconciliations of the non-GAAP financial measures to the most directly comparable
GAAP measures, are all available on our website. Also due to the timing of the required quiet period related to our recent IPO, we will not be taking
questions on today’s call from analysts.

And now, I will turn the call over to Mr. Mike Kirban, Chairman and Co-Chief Executive Officer.

Mike Kirban: Thanks, John. Hello, everyone. We’re very excited to share our third quarter results on our first earnings call as a publicly traded company.
On October 21st, we began trading on NASDAQ under the ticker symbol COCO, C-O-C-O. Becoming a public company is a huge milestone, but the
opportunities it provides us moving forward is what I’m most excited about.

On today’s call, I’ll provide an overview of our business and reiterate the key reasons why we believe The Vita Coco Company is uniquely positioned
for long term growth. I’ll then turn the call over to our Co-CEO Martin Roper, who will briefly review our third quarter business performance as well as
our multiple growth initiatives and supply chain position. And then to our CFO Kevin Benmoussa, who will discuss our third quarter financial results in
more detail and provide full year 2021 guidance.

For a little background, we built The Vita Coco Company into what we believe is one of the leading healthy beverage companies today. We believe that
by listening to this generation of consumers and working in partnership with them to build brands, over time we can build one of the most impactful
beverage companies in the world.

Today’s and future generations demand more from the brands they support. Consumers want brands that deliver on health and functionality, as well as
support companies that care about purpose just as they care about profits. They want better products from better companies, and that’s what we strive to
deliver every day.

As we think about the opportunities that lay ahead, we’re focusing our attention on two key objectives. First and foremost, we will aim to continue
driving growth of the coconut water category and strive to make coconut water a household staple in the U.S., China, and Europe just as it is in the
tropical world.



While doing this, we’ll aim to continue gaining share on a consistent basis in the category. Our second key objective will be to continue nurturing and
developing new healthy beverage brands that can drive growth overtime and offer consumers the type of healthy alternatives to conventional brands that
they’re looking for.

Over the past 24 months, led by The Vita Coco brand, the growth of the coconut water category has continued to accelerate as we bring in new
consumers and continue to take share within the category. In the past 52 weeks alone, The Vita Coco brand has grown market share from 42 to 47% as
measured by U.S. IRI Multi-Outlet ending October 3rd, 2021.

As disclosed in our S-1, we believe that 66% of the growth that came into the category is from new consumers to the category. Our new initiatives, such
as Vita Coco Coconut Milk, Vita Coco Hydration Drink Mix, RUNA Clean Energy, Ever & Ever and PWR LIFT, our protein infused fitness drink, are
all in the early stages of market launch.

We plan to continue to roll out these brands in a focused manner that allows us to evaluate consumer’s reaction and adoption before deciding on how to
accelerate distribution and availability. In addition to driving significant top line growth and profitability, we believe in democratizing health and
wellness by using business as a force for good to drive positive impact in our communities.

Earlier this year, we elected to become a public benefit corporation, embedding purpose into our corporate culture. This enables us to balance the impact
on our broader stakeholders as well as maximizing shareholder value in our decision-making.

We source the vast majority of our coconut water from developing tropical countries, and we’re working hard every day to create ethical, sustainable,
and better for you products that aim to not only uplift the communities that we operate in but also do right by our planet. We recently hired a head of
ESG and look forward to sharing more on these efforts in the future.

It’s great to have an aggressive vision for growth, but it’s as important to ensure you’re building the right platform from which to execute your strategy.
At The Vita Coco Company, we believe we’re succeeding in this area. We currently have a leading flagship brand with number one market share, a
growing category, consumer tailwinds, new distribution opportunities, and our primary offering is one of the most important aspects of health, hydration.

We’ve assembled a team that excels at brand building, innovation, and generating loyalty with the next generation of consumers. We have an industry
renowned sales team and a proven senior leadership team that believes strongly in social responsibility and our asset-lite global supply chain is easily
scalable.

In addition, thanks to many years of preparation, we believe that we are well-positioned to leverage our infrastructure and grow our core-branded and
private label businesses while continuing to add to our portfolio through a combination of innovation and potentially M&A. We believe that our
commercial platform is positioned to generate future growth and improve performance.

We’re confident because we have authentic brands and a track record of innovation. Under our flagship brand Vita Coco, we continue to add new flavors
and formats that we believe can increase our market share as well as drive the expansion of the coconut water category. We’ve also recently introduced
new multi-serve and multi-pack formats for shelf expansion, that we hope build loyalty and increase consumption with our core consumers.

We’re building strong retail relationships with omnichannel access and flexible routes to market, which we believe is a competitive advantage for us.

We have a diversified sales channel mix including food, drug, mass, convenience, club and e-commerce. Our strategic and flexible distribution network
it the U.S. enables us to meet available geographic and retail opportunities and include a strong national DSD network, direct to warehouse and
broadline distributor relationships for specialty channels.
Over the last two years, we’ve made the appropriate investments in our business that we believe will drive long term profitable growth. We have
expanded our national account team, increased category management, improved our sales and operational planning processes and enhanced our product
and brand innovation team in order to deliver on consumer’s needs.

We’re currently experiencing significant inflation to our ocean freight and domestic logistics costs for transporting coconut water. We believe that the
right strategy is to pursue to share growth while implementing prudent pricing actions to recover some of the costs. We believe the global transportation
cost pressures will ultimately recede and that when they do, we’ll emerge in a significantly stronger competitive and financial position with great
consumer and retailer relationships.

As we embark on our journey as a public company, I’d like to thank the most important asset of our company which is our employees. Their dedication,
desire and fortitude have been exceptional during the past few years and were instrumental to the success of our IPO. I appreciate all they do for The
Vito Coco Company and in an effort to have them share in the Company’s ongoing success, we made an equity grant to all full-time employees at the
time of the IPO so that our employees have the opportunity to participate as shareholders in the Company.



I would also like to thank our new and existing shareholders for their investment and trust. Including our distributor partners at Keurig Dr Pepper who
through a subsidiary, effective with the IPO became one of our shareholders in addition to already being one of our distributors.

I would say to our new shareholders that we believe we are a financially sound company that has many growth opportunities ahead. We’re focused on
accelerating the Vita Coco Coconut Water brand and category. We believe we have access to capacity which will support long term growth, a deep
pipeline of coconut related innovation to increase our presence in retail channels and new brand innovations to enter and win share in other beverage
categories by offering healthy alternatives to conventional, artificial options that exist today.

We believe that Coconut Water is trading consumers up and that velocity trends should support increased shelf space from retailers in 2022. Over 50%
of Coconut Water growth appears to be coming from shoppers shifting away from other beverage categories, which together with strong category
growth and high Vita Coco brand velocity means that we have a good story for our retail partners, which we hope will garner more shelf space for our
brand and category.

While we were pleased with everything we’ve accomplished thus far, we’re not resting on our laurels. And we are excited about the opportunities that
lie ahead.

Now, it is my pleasure to introduce you to our Co-CEO, Martin Roper. Martin joined our company over two years ago after stepping down from his
position as Chief Executive Officer of The Boston Beer Company in 2018. He held that position for over 17 years where he oversaw Boston Beer’s
growth and diversification into the multi-brand platform that it is today.

Over the last two years, Martin has worked with our management and board to take our company to the next level. He has positioned us well to pursue
our vision to become the leading independent, pure play natural beverage portfolio company.

Martin Roper: Thank you, Mike. I will briefly review our third quarter results as well as summarize what we are seeing in retail scan data and our
household penetration tracking. I will also discuss how our supply chain is performing with the numerous challenges facing global transportation and
logistics and how we are reacting to those challenges.

And then, since this is our first public conference call, I will provide more color on the many initiatives we have for sustainable long term growth and on
why we believe our unique supply chain is a competitive advantage.

Turning to our third quarter results, net sales increased 32% to $116 million. The increase in net sales was primarily driven by higher case equivalent
volumes across both our Americas and International segments. Specifically, the strength of our Vito Coco Coconut Water product category in the
Americas, combined with increased net sales from private label due to better inventory availability and associated timing of revenue recognition were
the driving forces for this growth.

We believe the year-to-date private label net sales growth more accurately reflects the demand trend for private label. Year-to-date, our Vita Coco
branded business is growing much faster than private label.

Our net sales growth in the third quarter of 2021 was accomplished even with continued inventory limitations on some SKUs in some regions related to
the strong demand and limited availability of ocean containers at acceptable prices and increased transit times.

While distributor and retailer inventories have improved, we believe that they remain below optimal levels for some SKUs to satisfy the robust
consumer demand at retail. To address supply chain constraints, we are paying more for ocean containers and other logistics which has helped maintain
acceptable product flows. And as a result, our inventories available to service retailer and distributor demand have improved but are not yet evenly
distributed across our network.

Based on U.S. IRI retail data, we achieved strong growth across all channels during the third quarter compared to last year with total volume growth
accelerating over the year-to-date trends. IRI MULO13-week data ending October 3rd, showed 35%-dollar growth for Vita Coco Coconut Water.
Highest branded volume growth rate was in Convenience and Mass Merchandisers which is serviced by our DSD network.

We estimate that our share of Coconut Water in U.S. IRI measured channels was approximately 47% for the last 52-week period ending October 3rd,
2021, an increase of approximately 5 percentage share points over our prior year 52-week share.

We also track household penetration to measure progress and improving brand image and appeal. According to our U.S. Numerator data through
September 2021, household penetration grew to 10% for the trailing 12 month period representing approximately a 15% increase in our consumer base
over the prior period, suggesting the success of our marketing and sales execution activities in attracting new households to our consumer base.



We see growing household penetration with Urban Millennial Gen Z households, which we believe indicates that our brand relevance continues to grow
with these households that should be purchasers for many years.

As we have previously stated in our S-1, we believe our U.S. household penetration over indexes with Asian American, Hispanic and Black households
so we should benefit from continued growth of these groups.

On a consolidated basis, gross profit margin decreased 36 basis points to 33% for the third quarter versus prior year. The gross margin decline was
primarily due to the significant impact of inflation of global transportation costs, especially on the ocean freight side, which was sequentially worse than
in the second quarter, and we believe these impacts are likely to persist, if not worsen, in the next few quarters.

We, like everyone else, don’t know exactly when the situation will begin to normalize. In the third quarter we were able to cover most of these
inflationary costs with increased case equivalent volume and pricing to generate solid gross profit and income from operations growth. Kevin will
describe in more detail the cost of goods rate increases over prior year rates.

It will be more challenging in future quarters to cover these cost increases solely with reduced price promotions, so we are studying alternatives, still
with the belief that these cost impacts are temporary in nature and that we should make decisions for the long-term health of the business and attempt to
continue our share gains.

Income from operations was up 73% to $18 million for the third quarter, and Adjusted EBITDA was up 83% to $21 million, even as we had additional
costs related to being a public company and the increased transportation costs that I just highlighted.

The difference in Income from Operations and Adjusted EBITDA is in part driven by a higher unrealized non-cash foreign exchange loss on derivative
instruments in the third quarter compared to the third quarter last year. Kevin will discuss this in more detail shortly.

As our first earnings call as a public company, we wanted to reiterate our strategy to create long-term shareholder value. Our strategy is primarily to win
in coconut water, gaining both branded and private label share. We plan to grow this category through excellence in quality, supply chain, retail
execution, and marketing and innovation in existing major markets, as well as nurture and develop less mature markets with the goal of being the
leading supplier in this category.

We believe our scale and flexible asset-lite supply chain provides us a competitive advantage in the category, and this will only increase with continued
growth and scale.

Around this strong core, we additionally intend to leverage our well-established Vita Coco brand into coconut-based adjacencies such as milk, while
building a portfolio of complimentary beverage brands that fit with our capabilities, particularly our route to market in each country.

As Mike mentioned, we have built a very solid commercial platform from which to launch these initiatives. We have the organization capability to
support our current growth and pursue the incremental growth opportunities we have in front of us.

From my experience as CEO growing The Boston Beer Company around the core brand, Sam Adams, I know that it is very important to professionalize
the organization while maintaining the entrepreneurial culture, to build the commercial capabilities to achieve growth, and to develop our culture of
innovation which will allow us to test, learn, and develop new opportunities.

I believe that we have made progress against all three of these traits at The Vita Coco Company over the last two years. We believe that we have a very
strong core business, and as you can see from the results I just discussed, we are growing faster than the category and flexing to react to the global
supply chain challenges.

Our Vita Coco brand is performing extremely well and gaining share in our major markets, and our consumers over index in growing demographics,
which leads us to expect continued growth. Today’s consumer is looking for natural beverage alternatives from brands with purpose, and we have the
perfect offering to meet this need.

To maintain our core business momentum in 2022, we are adding multipacks, adding a canned offering targeted at convenience channels, expanding our
Farmer’s Organic offering after a successful test at Whole Foods, and requesting more shelf space from retailers to support the healthy category trends
and our brand velocity.

It is too early to have heard retailers’ decisions on shelf set changes for 2022 in the Americas or in Europe, but we are confident that we have a strong
selling story that should produce good results.



We’re also working hard to convert Food Service channels where opportunities have been created by the change in ownership of Zico. We believe this
could be a good source of future growth.

In addition, we’re also talking to large retailers with significant private label coconut water businesses that would fit our supply chain capabilities and
provide further scale and efficiencies to our sourcing, which would benefit our total business. We intend to compete in private label RFPs where it
makes sense, while of course making sure we continue to service our existing customers.

In some U.S. regions, such as the Midwest and countries in Europe, such as Spain and France, where our Vita Coco Coconut Water presence does not
match adjacent market performance and where we believe there is opportunity. We are working hard to educate retailers on the potential, secure
distribution and then converting consumers through sampling, promotions, and marketing, as we are able to based on market conditions.

We see a similar but larger opportunity in China. We plan to introduce a new can package that we believe will be more appealing in that market, as well
as develop product innovations so we can better meet the unique tastes of the Chinese consumer. If we identify successful strategies, we may choose to
invest heavily in China to deliver on the opportunity.

Educating the consumer is also a very important part of our growth plan. We plan to expand our communications around coconut water occasions, such
as using Vita Coco in a smoothie, after a workout, as a pick me up, in a cocktail, or for recovering the morning after a night out. This opportunity exists
in Europe and China, as well as in our North American markets. We believe that our non-traditional high touch approach to connecting with consumers
is working. It starts with disruptive packaging and engaging retail display programs that excite and convert shoppers at shelf.

We leverage online channels to meet consumers where they are with solutions they need. Our authentic partnership, influencer and social media
campaigns tell our brand story and build deep connections with our consumers. We intend to continue to invest in these efforts. We believe that through
all these activities if executed successfully, we have a pathway to significantly grow our core branded coconut water business, while growing our lower
gross margin private label business at a slower rate.

Beyond our core coconut water business, we have identified five segments of interest for long-term innovation and/or acquisition opportunity. They are
natural energy, enhanced water, everyday nutrition and hydration, performance beverages, and dairy alternatives.

We have built our innovation on new brand commercialization capabilities to support launching multiple tests in limited regions or channels, testing and
learning the market, and then iterating our offerings to unlock the opportunity we see.

We currently have three fledgling offerings in market that we’re watching closely. Vita Coco Coconut Milk is a shelf-stable dairy alternative that
performed well in a couple of regions of Club this year, and we are seeking placement in Food for 2022. We believe the shelf-stable dairy alternative
options are potentially ripe for disruption and it’s a logical category for the Vita Coco brand to compete in. We will update you next year on our
progress.

We are expanding RUNA, a Guayusa leaf-based natural energy drink to 16 ounce cans and are focused on convenience store execution in key test
geographies. We have secured some test distribution, and our street sales and field marketing teams are excited to see what we can learn.

Finally, we launched PWR LIFT, our protein infused fitness drink online and expect to secure distribution in a test region, so we’re able to understand
what works and how to scale this brand at retail.

We are currently exploring partnerships with the fitness community to connect with our target drinkers and look forward to finalizing these plans and
sharing them with you on future calls.

Similar to RUNA, we have designated key individuals in our organization to nurture and drive these new brand opportunities. All these initiatives fall in
our Other reporting segment, as does Ever & Ever, our aluminum bottle water which has seen a nice bounce back with offices, conferences and
campuses reopening, as well as Vita Coco Hydration Mix, a coconut water powdered beverage mix that is being tested online.

While none of these initiatives are material to our financial performance yet, I am excited because these learning opportunities are in segments we are
targeting and believe match our capabilities.

Before I turn the call over to Kevin, I would like to spend a moment on our supply chain. We believe we have the most efficient and unique asset-lite
global supply chains for coconut water that provides a competitive advantage and would be very hard to replicate.



Our model was built on securing access to coconut waters that was a waste stream of industrial coconut processes. We learned how to support its
packaging so the quality of the coconut water remained consistent across our multiple facilities and suppliers and meets the taste and quality demands of
our consumers. We have long-term relationships with these processors and believe we have not yet fully tapped all their coconut water capacity.

We believe that our size, growth, independence and consistent demand make us an attractive partner in these relationships and can help us secure
attractive economics and ability to expand. Our geographically diversified model creates leverage to effectively manage total delivery costs and affords
greater ability to shift volume between suppliers and countries in reaction to demand or supply chain challenges.

Our supply chain has operated reasonably smoothly since COVID with the primary exception being increased transit times due to port delays, and
starting earlier this year, greatly increased costs of ocean freight with additional inflation in other logistics costs. Spot rates are currently well over five
times what we had seen pre-COVID and our blended cost of existing contracts and spot has driven significant cost of goods inflation that Kevin will
quantify.

Looking forward, we are currently seeing offers of contract rates that are higher than our contracts this year, so we anticipate that these inflationary
pressures will continue through next year.

We see an opportunity to gain share during these challenges and are attempting to cover these costs with increased case equivalent volume, transferring
cost increases to private label customers, and taking advantage of all revenue management levers at our disposal including price increases where we see
opportunities, and lower promotional activities and with potential for further price/mix improvement actions in 2022, if we feel necessary and
appropriate for our long-term business health.

To date, we have not taken significant frontline increases on our branded product which mostly flows through distributors, as we believe that if the cost
pressures recede such frontline increases would be hard to reverse to return our economics to prior state.

We will continue to work to offset these costs, which we believe do not reflect long-term stable rates, with the aim of emerging with higher market
share, a stronger competitive and brand position, and a goal of returning our margins closer to historical levels once the global transportation and
logistics situation improves. Given there is no guarantee that all our efforts will cover the increases we are seeing in the short term, we are not
comfortable providing guidance for adjusted EBITDA at this time.

Now, I’ll turn the call over to Kevin, who will discuss our financial results and full-year outlook in more detail.

Kevin Benmoussa: Thanks, Martin. And hello, everyone. Martin already gave a good overview of the quarter, but now I’ll provide you with some
additional details on both our third quarter and first nine months results. From there, I will discuss our fiscal year 2021 full year outlook.

Starting with our third quarter results, net sales were $116 million, an increase of $28 million or 32% compared to net sales of $87 million in the third
quarter of 2020. The increase was driven by higher demand for our branded and private label products across both our geographic segments, with the
Vita Coco Coconut Water product category being the largest contributor of the increase.

The Americas segment accounted for 87% of our net sales in the third quarter and increased 35% to $101 million compared to the same period last year.
The increase was driven by a combination of increased consumer demand for our products, as well as lower branded promotional activities in the second
quarter of 2021, which had a disproportionate impact on the third quarter.

Vita Coco Coconut Water increased $21 million, or 41%, to $72 million for the third quarter of 2021 as compared to the same period last year. The
increase was primarily driven by a combination of higher consumer demand, retail execution and pricing actions to reduce price promotion with net
sales being the strongest within the Company’s DSD channel.

Private label increased $6 million, or 28%, to $26 million for the third quarter, mostly driven by better inventory availabilities versus prior year and
associated timing of revenue recognition.

As will be described in further detail in our Form 10-Q, in accordance with ASC 606 guidance, our accounting practice for private label is to recognize
the net sale for the production of finished goods against open purchase orders, which now occur prior to any shipment. The timing of receipt of purchase
order is currently unpredictable and could affect our reported private label growth quarter over quarter.

International net sales increased 15% to $15 million in the third quarter of 2021 versus the same period last year. The increase was primarily driven by
increased net sales in the Company’s European region, which makes up approximately 70% of our International segment net sales and included a
favorable impact related to foreign currency translation.



In the third quarter, Vita Coco Coconut Water grew 26% to $10 million while private label grew 33% to $4 million. We delivered strong top line growth
driven by the continued underlying strength of our Vita Coco brand and continue to face ongoing supply chain pressures, which for us result in increased
ocean shipping rates across all lanes and higher domestic logistics costs.

Despite these factors and due to pricing actions in the Americas largely materializing in the third quarter of 2021, we were able to keep our consolidated
gross profit margin relatively flat at 33.6% in the third quarter of 2021 compared to 33.3% during the same period last year.

Gross profit for the third quarter was up 31% to $39 million, driven by case equivalent volume growth and price/mix improvement. We expect global
transportation costs to remain elevated for the foreseeable future.

To give you some sense of the magnitude of the cost increases we’ve seen, while our COGS per CE rate increased 8% in the first nine months of the
year versus prior period, we saw an increase of 10% in the third quarter alone versus the prior year period. This translated to significant incremental
costs on a dollar basis heating both our gross profit and EBITDA lines.

For the fourth quarter of 2021, we anticipate the impact of these cost increases to further squeeze our profit margins.

Okay, now moving on to operating expenses. Selling, general and administrative expenses in the third quarter of 2021 increased $2 million to
$21 million primarily driven by costs associated with preparing us for becoming a public company.

Income from operations for the third quarter was up 73% to $18 million primarily driven by higher case equivalent volume and lower levels of
promotional activity partially offset by higher COGS and an increase in SG&A expenses associated with the IPO preparation.

Finally, net income attributable to shareholders was $13 million for the third quarter or $0.24 per diluted share. The third quarter included an unrealized
non-cash FX loss on derivative instruments of $2 million compared to an unrealized non-cash gain of $0.2 million in the third quarter of 2020.

I would like to highlight here that we did not designate our derivative instrument as fair value or cash flow hedge for hedge accounting purposes and
therefore recognize in our P&L unrealized non-cash gains or losses in the quarter depending on currency fluctuations. Since we can not accurately
predict these fluctuations, we will not provide FX-related guidance but advise that any material currency fluctuations could positively or negatively
affect our reported EPS in the quarter.

Adjusted EBITDA in the third quarter grew 86% to $21 million primarily driven by strong net sales and gross profit generation.

Now, we provide a quick highlight on our results for the first nine months of 2021. Net sales were up $52 million or 22% to $293 million from
$241 million in the same period last year.

For the first nine months of 2021, our Americas segment increased 22% to $251 million while our International segment increased 15% to $42 million.
Vita Coco Coconut Water was the largest contributor of our growth up 33% across both geographic segments, while the private label grew 6% across
both segments.

Gross profit for the first nine months of 2021 increased by $9 million to $92 million. And gross profit margin was 31% compared to 34% in the prior-
year period.

Now, turning to our balance sheet and cash flows. Our balance sheet reflects us as a private company before we went public and received the net
proceeds from the offering at the end of October. As of September 30th, 2021, we had total cash and total debt of $36 million and $38 million,
respectively, compared to $72 million and $25 million, respectively, as of December 31st, 2020.

The decrease in net cash was driven by a $50 million shareholder buyback, which we executed in the first quarter of 2021, and higher working capital
needs mostly due to higher inventory related to increased demand and longer ocean transit times.

Net cash used in operating activities was $16 million for the nine months ended September 30th, 2021 compared to a source of cash of $32 million
during the prior-year period. The unfavorable change in our operating assets and liabilities was primarily driven by working capital uses as we built
inventories to meet increased demand and also experienced longer transit time. Inventories as of September 30th, 2021 were $47 million compared to
$32 million at the end of 2020.

Net cash used in financing activities was $20 million for the nine months ended compared to $21 million during the prior year period.

Now, moving on to our full-year guidance for fiscal year 2021. Due to high volatility and uncertainty that continue to exist in our current operating
environment, including persistent increases in ocean freight and other logistics costs, we do not believe it is prudent to provide a specific Adjusted
EBITDA outlook at this time. We are currently managing through these issues and are deploying a number of strategies to mitigate impact on our
business as best as we can. But we have not seen any signs of a peak yet and cannot predict when rates and service will return to pre-COVID levels, if at
all.



In addition, we will continue to operate our business to capitalize on the demand environment and protect the flow of goods as best as we can, and
gaining share where we can. With the understanding that this may come at an increased cost of goods while the supply chain environment remains
pressured.

For the fiscal year 2021, we expect full-year net sales growth to be between 19% and 21% versus prior year. We anticipate gross margins to be slightly
lower than our year-to-date average of 31.

Provided we have greater clarity and stability to business conditions, we intend to provide our initial 2022 guidance when we report full-year 2021
results.

As part of next year’s planning, we are preparing our supply chain to support our current year-to-date case equivalent volume growth continuing through
2022. We anticipate building inventory over the winter when demand is lower in preparation for next year’s peak selling season.

We’re also reviewing potential pricing and other revenue management actions to compensate for expected increased cost of goods over 2021 levels as
supply chain challenges persist.

And with that, I’d like to turn the call back to Mike for his closing remarks.

Mike Kirban: We’re very pleased with our third quarter results and how we are positioned for the long-term growth opportunities ahead for us. The total
global addressable market presents a significant opportunity for our company, and we believe that natural and plant-based beverages are only going to
increase in demand.

We want to ensure that we are providing the proper nutritional beverages to our consumers where and when they want to purchase them to improve the
health and vitality of their daily lives. We appreciate your desire to learn more about The Vito Coco Company and we look forward to speaking with you
in the future. Thank you.


