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FORWARD-LOOKING AND CAUTIONARY STATEMENTS
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This Presentation on behalf of KP Tissue Inc. (the “Corporation” or “KPT”) does not constitute or form part of any offer for sale or solicitation of any offer to buy or subscribe for
any securities nor shall it or any part of it form the basis of or be relied on in connection with, or act as any inducement to enter into, any contract or commitment whatsoever.

The information contained in this Presentation does not purport to be all-inclusive. This Presentation is being supplied to you solely for your information and may not be reproduced,
further distributed or published in whole or in part by any other person. Neither this Presentation nor any copy of it may be taken or transmitted into or distributed any other
jurisdiction which prohibits the same except in compliance with applicable securities laws. Any failure to comply with this restriction may constitute a violation of securities law.

No representation or warranty, express or implied, is made or given by or on behalf of the Company or any of the directors, officers or employees of any such entities as to the
accuracy, completeness or fairness of the information or opinions contained in this Presentation and no responsibility or liability is accepted by any person for such information or
opinions. In furnishing this Presentation, the Company does not undertake or agree to any obligation to provide the attendees with access to any additional information or to update
this Presentation or to correct any inaccuracies in, or omissions from, this Presentation that may become apparent. The information and opinions contained in this Presentation are
provided as at the date of this Presentation. The contents of this Presentation are not to be construed as legal, financial or tax advice. Each person receiving this Presentation should
contact his, her or its own legal adviser, independent financial adviser or tax adviser for legal, financial or tax advice.

Certain statements in this presentation about KPT’s and Kruger Products Inc.’s current and future plans, expectations and intentions, results, levels of activity, performance, goals or
achievements or any other future events or developments constitute forward-looking statements. Forward-looking statements in this presentation include, but are not limited to,
statements regarding the projected capacity of the TAD Sherbrooke Project and the Sherbrooke Expansion Project, the anticipated benefits of the TAD Sherbrooke Project and the
Sherbrooke Expansion Project and the expected dates for commencement of construction and production of the Sherbrooke Expansion Project; Kruger Products’ expansion efforts in
U.S. premium private label; and Kruger Products’ future business strategy. The words "may", "will", "would", "should", "could", "expects", "plans", "intends", "trends", "indications",
"anticipates", "believes", "estimates", "predicts", "likely" or "potential" or the negative or other variations of these words or other comparable words or phrases, are intended to
identify forward-looking statements. The forward-looking statements are based on certain key expectations and assumptions made by KPT or Kruger Products. Although KPT and
Kruger Products believe that the expectations and assumptions on which such forward-looking information is based are reasonable, undue reliance should not be placed on the
forward-looking statements since no assurance can be given that such expectations and assumptions will prove to be correct. Unless otherwise stated, references in this Presentation
to market share or KPT’s market leadership are based on Nielsen dollar market share data and management estimates. Please refer to the Company’s MD&A for the complete 
forward-looking and cautionary statements.
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AGENDA

• Opening Remarks and Introduction

• Call Meeting to Order, Appoint Secretary and Scrutineer

• Formal Business of Meeting

• Notice of Meeting, Quorum

• Presentation of the 2022 Financial Statements and Auditors’ Report

• Election of Directors

• Re-appointment of Auditors

• Termination of Formal Business and Adjournment of Meeting

• Concluding Remarks and Management Presentation

• Question Period (Shareholder Q&A)
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DINO BIANCO
C H I E F  E X E C U T I V E  O F F I C E R
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5 UNDERLYING STRATEGIES

End-to-End Supply 

Chain Excellence

Consumer As Our 

Compass

Expand Our 

Business Footprint

Winning Team & 

Culture

Deliver 

Sustainability

Drive Strong Revenue, Profit and Shareholder Value in a Sustainable Manner

1 2 3 4 5



(1)  Non-GAAP measure – see MD&A for the definition and reconciliation of the most comparable GAAP measure 7

CORPORATE HIGHLIGHTS—2022

P R O G R E S S I N G  A L O N G  R E C O V E R Y  C U R V E

• Implemented multi-faceted strategy, including pricing and cost management 

initiatives, to counter inflation

• Revenue reached $1.7 billion, up 14.8% year-over-year

• Adjusted EBITDA(1) decreased 24.4% to $116.0 million

• Consumer segment affected by price increases in latter part of year as some 

shoppers traded down

• AFH revenue improved 40.1% year-over-year, moving to sustainable profit model

• Year 2 of TAD Sherbrooke exceeded ramp-up curve, while Sherbrooke Expansion 

Project expected to become growth catalyst in 2023 and beyond

• Refocused Memphis production on high-quality TAD and facial tissue products 

(following year-end)

• Corporate reorganization of KPLP into Kruger Products, no impact on KPT 

(following year-end)



FINANCIAL PERFORMANCE TREND
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(1) Non-GAAP measure – see MD&A for the definition and reconciliation of the most comparable GAAP measure

(2) Effective January 1, 2019, Kruger Products adopted IFRS 16 Leases, the new accounting standard covering lease accounting, using the full retrospective approach. Under this approach, 

Fiscal 2018 has been restated to reflect the adoption of IFRS 16.
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Adjusted EBITDA Margin(1)

Revenue

118.3

145.0

197.8

153.4
8.6%

10.1%

13.0%

10.5%

6.9%

0.0

50. 0

100 .0

150 .0

200 .0

250 .0

2018 2019 2020 2021 2022(2)

(in C$ millions and including Mexico)

116.0

45.4

2.1

27.3

42.0

2018 2019 2020 2021 2022(2)

(56.9)



SEGMENT AND GEOGRAPHIC SPLIT
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2 0 2 2  R E V E N U E

10.6%
Consumer

40.1%
AFH

11.4%
Canada

20.0%
U.S.

Total Revenue

By Geography

59%
Canada

41%
U.S.

By Segment

83%
Consumer

17%
AFH

14.8%



Q1 2023 RESULTS
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Geographic Revenue Split

$17.9M

$34.4M

+7.4%
Canada

+22.1%
U.S.

$451.0M
Q1 Revenue

over Q1 2022

13.1%

$50.0M
Q1 Adjusted EBITDA(1)

over Q1 2022

71.9%

(1)  Non-GAAP measure – see MD&A for the 

definition and reconciliation of the most 

comparable GAAP measure.



INFLATION, PRICING AND COST MANAGEMENT—Q1 2023
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• Inflation has slowed but still 

above prior year

• Up 4-6% compared to Q1 

2022

INFLATION

• All announced pricing has 

been implemented

• Continuing to monitor market 

pricing to remain competitive

PRICING

• Cost management initiatives 

ongoing

• Targeting CAPEX, inventory, 

productivity and discretionary 

spending 

COST MANAGEMENT



REINVESTING IN BRANDS TO GROW SHARE

12Source: Nielsen. Dollar market share for the 52-week period ended March 25, 2023.

Share fluctuations should recover as selling prices have stabilized
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FOCUSED BRAND SUPPORT

• Reinvesting to support brands and grow share

• Quarterly marketing focused on multi-brand activities with 

42nd Scotties Tournament of Hearts and third year of the 

Kruger Big Assist program

• Significant investment around Made-in-Canada positioning

• Bonterra continuing to make an impact by winning three 

packaging awards and shortlisted for two innovation and 

advertising awards

13
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AFH SEGMENT

• Volume remained solid in Q1 2023, 9% higher than Q1 

2022 

• Three consecutive quarters of positive Adjusted EBITDA

• AFH operations performing above historical level

• Monitoring potential impact of economic slowdown

14



BALANCE SHEET

151 Non-GAAP measure – see MD&A for the definition and reconciliation of the most comparable GAAP measure. 

(Million CAD$, unless otherwise noted) Q1 2023 Q4 2022

Cash 45.3 78.4

Current Portion of Long-term Debt 34.4 34.4

Long-term Debt 1,096.1 1,077.3

Net Debt 1,085.2 1,033.3

LTM Adjusted EBITDA1 136.9 116.0

Net Debt/LTM Adjusted EBITDA1 7.9x 8.9x

• Cash decreased by $33.1 million from previous quarter

• Net debt increased by $51.9 million from Q4 2022

• Leverage decreased to 7.9x due to higher LTM Adjusted EBITDA



2022 AWARDS
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R E C O G N I Z I N G  O U R  E M P L O Y E E S ’  H A R D  W O R K  A N D  C O M M I T M E N T
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SUSTAINABILITY FOCUS

K E Y  T A R G E T S  T O  A C H I E V E  B Y  2 0 3 0



(1) Intensity-based versus 2009 benchmark.
(2) OSHA Total Incidence Rate since 2015 benchmark.
(3) Intensity-based versus 2020 benchmark. 18

PART OF OUR PURPOSE

P R O G R E S S  M A D E  I N  2 0 2 2

KEY METRICS

13% REDUCTION IN SCOPE 1+2 

GHG EMISSIONS (1) 100% THIRD-PARTY 

CERTIFIED FIBRE

38% REDUCTION OF WATER 

CONSUMPTION (1) 63% IMPROVEMENT IN EMPLOYEE 

HEALTH & SAFETY (2)

3%
REDUCTION IN VIRGIN PLASTICS 

PACKAGING IN BRANDED 

PRODUCTS (3)
230+ THIRD-PARTY CERTIFIED 

PRODUCTS
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INVESTING IN OUR BUSINESS TO DRIVE 

LONG-TERM VALUE

A L O N G  R O A D  T O  R E C O V E R Y

• Continuing to deliver strong top-line growth

• Monitoring pricing margins and input costs

• Reinvesting in brands to grow share

• Sherbrooke expansion moving forward and Memphis 

turnaround progressing

• AFH delivering against a sustainable profit model

• Progressively improving leverage ratio

• Developing organizational capability and culture to drive 

future growth
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