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Disclaimer
You are advised to read this disclaimer carefully before reading, accessing or making any other use of the 
information included herewith. This presentation has been prepared for information purposes only, does 
not purport to be all-inclusive and is not intended to form the basis of any investment decision. It does not 
provide full disclosure of all material facts relating to Aegis Brands Inc. (“Aegis”), its subsidiaries or its 
securities. None of the statements contained in this presentation are intended to be, nor shall be deemed to 
be, representations or warranties, express or implied, by Aegis or any of its shareholders, directors, 
officers, employees, advisors or agents.

This presentation is not intended to be relied upon as advice to shareholders or other potential investors 
and does not take into account the investment objectives, financial situation, risk profile or tolerance, tax 
position or particular needs of any shareholder or other potential investor. This presentation is not, and 
under no circumstances is to be construed as, an advertisement or a public offering in Canada or in any 
other jurisdiction of the securities referred to in this presentation.

This presentation does not constitute an offer to sell or the solicitation of an offer to buy any securities or 
make any investment, nor shall there be any sale or distribution of any securities of Aegis in any 
jurisdiction in which such offer, solicitation, sale or distribution would be unlawful. No securities 
commission or similar authority has reviewed or in any way passed upon this presentation or the merits of 
the securities described herein and any representation to the contrary is an offence.

The information contained in this presentation is current only as of its date and may have changed. Aegis 
disclaims any intention or obligation or undertaking to update or revise this information in light of new 
information, future events or otherwise.



Forward-Looking Statements
This presentation contains “forward-looking information” within the meaning of applicable securities laws. This forward-
looking information is often identified by the use of terms and phrases such as “may”, “would”, “should”, “could”, “expect”, 
“intend”, “estimate”, “anticipate”, “plan”, “foresee”, “believe”, or “continue”, although not all forward-looking information 
contains these terms and phrases. Forward-looking information in this presentation includes, but is not limited to: 
information with respect to Aegis’s objectives and its proposed strategies to achieve these objectives; the future sales and 
expansion plans of Aegis’ subsidiaries, Bridgehead Coffee and Hemisphere Cannabis Co.; vaccination and immunity 
forecasts in the United States; expected financial performance of restaurant industry peers; potential synergies realizable on 
illustrative acquisitions and restaurant sector valuation metrics. 

Forward-looking information in this presentation is based on certain beliefs and assumptions of management, including the 
ability of Aegis to manage the risks (economic, operational, financial, and other risks) associated with the COVID-19 
pandemic, the ability of Aegis to identify new acquisition opportunities and to successfully integrate past and future 
acquisition targets into its business, Aegis’ ability to generally execute on its strategy going forward, as well as certain other 
assumptions as set forth in Aegis’ publicly-filed documents available on SEDAR at www.sedar.com, all of which management 
believes are reasonable at this time having regard to its understanding of prevailing market conditions and on information 
currently available to it. Certain forward-looking statements may be considered “financial outlook” under Canadian securities 
laws and such information is included for illustrative purposes only and may not be appropriate for other purposes.

Forward-looking information involves known and unknown risks and uncertainties, many of which are beyond Aegis’ control, 
that could cause actual results to differ materially from those that are disclosed in or implied by such forward-looking 
information, including risks relating to Aegis’ ability to realize on its strategy going forward, risks related to the COVID-19 
pandemic, risks inherent in the industry in which Aegis operates, and other risks described in Aegis’ continuous disclosure 
materials from time-to-time, as available on SEDAR at www.sedar.com . Accordingly, while Aegis believes that its anticipated 
future results, performance or achievements expressed or implied by the forward-looking statements and information are 
based upon reasonable assumptions and expectations, the reader should not place undue reliance on forward-looking 
statements and information. If known or unknown risks materialize, or if any of the assumptions underlying the forward-
looking statements prove incorrect, actual results may differ materially from management expectations as projected in such 
forward-looking statements. Aegis disclaims any intention or obligation to update or revise any forward-looking statements, 
whether as a result of new information, future events or otherwise, unless required by applicable law.



Market and Industry Data
Market and industry data presented in this presentation (including estimates and projections relating to addressable markets) was
obtained from third-party reports, publications, websites and other publicly available information or prepared by Aegis or on its behalf on
the basis of its knowledge of the markets and industry in which it operates or plans to operate, including information provided by industry
participants. The accuracy and completeness of the market and industry data presented in this presentation are not guaranteed, and
Aegis does not make any representation or warranty, express or implied, as to the accuracy or completeness of such data. Although it
believes it to be reliable, Aegis has not independently verified any of the data from third-party sources referred to in this presentation,
analyzed or verified the underlying studies or surveys relied upon or referred to by such sources, or ascertained the underlying market,
industry and other assumptions relied upon by such sources. Market and industry data is subject to variations and cannot be verified due
to limits on the availability and reliability of data inputs, the voluntary nature of the data gathering process and other limitations and
uncertainties inherent in any statistical survey.

Trademarks

This presentation includes certain trademarks which are protected under applicable intellectual property laws and are the property of
Aegis or its subsidiaries. Solely for convenience, these trademarks may appear without the ® or ™ symbol, but such references are not
intended to indicate, in any way, that Aegis will not assert its rights to these trademarks to the fullest extent under applicable law.



Non‐IFRS Measures

Aegis measures the success of its business in part by employing several key performance indicators 
referenced herein that are not recognized under IFRS, including system sales of cafés and stores, 
same café and store sales, operating income (loss), EBITDA, adjusted EBITDA, adjusted net income 
(loss) and adjusted net income (loss) per share. These indicators should not be considered an 
alternative to IFRS financial measures, such as net income, and are presented in this presentation 
because management of Aegis believes that such measures are relevant in interpreting the 
performance of its business.  As non‐IFRS financial measures do not have standardized definitions 
prescribed by IFRS, they are less likely to be comparable with other issuers or peer companies. A 
description of the non‐IFRS measures used by Aegis in measuring its performance and a 
reconciliation of certain non‐IFRS measures to the nearest IFRS measure is included in Aegis’ 
management’s discussion and analysis for the 2020 fiscal year available on SEDAR at 
www.sedar.com. 



Bridgehead
3 Viable revenue channels:

Coffeehouses

Ecommerce

Grocery
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Est. Savings
Rationalized food offerings ~50% kitchen  labour

Kitchen/Roastery under one roof $157k occupancy cost

Bulk green coffee deliveries $.08 a pound

New coffee cups 25% 
New wholesale coffee bags $.25 a bag

Focused on increased profitability
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Farm Boy Trainyards:
Opened November 2020

Carleton University:
Expected August 2021 

Ottawa Airport:
Timing based on airport pandemic recovery
Spring 2022 earliest

Toronto Expansion: 
Strategy being explored – current focus is on ecommerce and 
grocery channels

New Store Strategy
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Hemisphere
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Legal Cannabis Retail Market Share on the Rise

Source: Ontario Cannabis Store Quarterly Review Report, 12/2020 

 In less than 2 years, Ontario has 
captured 40.3% of recreational 
cannabis market share from the 
black market. 

 Currently >800 retail cannabis 
stores open, with another 900 
locations in queue to open.
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Hemisphere Cannabis Co. 2020 Recap & Highlights

7 months from brand inception to 
doors open

Opened 4 locations

Majority of operation under 
lockdown

 Total Sales: $1,722,800

Did not qualify for government 
subsidies
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Hemisphere Cannabis Co. 2021 Weekly Sales 
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5 Lockdowns in 4 months impacting sales and new store growth

 Avenue Road  Eglinton West  King & Bathurst  Rideau St.  All Stores

Dec 26: 
Provincial Lockdown

Feb 16:
Ottawa opens 100% capacity
Toronto Lockdown

Feb 22: GTA cities re‐open. 
Toronto still shutdown

Mar 8: Toronto opens: 
25% in‐store capacity

Apr 2: 
Toronto 
Lockdown

Apr 8:
Provincial 
Lockdown
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Hemisphere Cannabis Co. Ontario Reopening Plan  

15% 
Capacity

50% Capacity
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Five Additional Hemisphere Cannabis Co. Locations 
slated to open within Seven Months  

955 Westney Road, Ajax: June 2021

65 Front St., Toronto: July 2021

3838 Innes Road, Orleans: July 2021

89 Jim Kimmett Blvd., Napanee: October 2021

464 Dundas St. W, Belleville: Q1 2022
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With New Store Growth, Hemisphere is expected to
triple sales in the next 7 months  



Bad companies are destroyed by crisis, 
Good companies survive them, Great 
companies are improved by them.
‐Andy Grove

Bad companies are destroyed by crisis, 
Good companies survive them, Great 
companies are improved by them.
‐Andy Grove

“
”

Acquisition Strategy

Capitalizing on the Recovery in 
Hospitality

Acquisition Strategy

Capitalizing on the Recovery in 
Hospitality
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Pandemic Overview
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Source: OpenTable, Bureau of Labour Statistics, Our World in Data, Gordon Haskett Research

~17%  of 
restaurants 
closed during 
pandemic

CANADA’S ECONOMIC RECOVERY HAS LAGGED GLOBAL PEERS SIGNIFICANTLY DUE TO 
SLOWER RATES OF VACCINE ROLLOUTS AND ACTIVE DINING RESTRICTIONS UNWINDING
CANADA’S ECONOMIC RECOVERY HAS LAGGED GLOBAL PEERS SIGNIFICANTLY DUE TO 

SLOWER RATES OF VACCINE ROLLOUTS AND ACTIVE DINING RESTRICTIONS UNWINDING
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Rebound in the U.S.
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RESTAURANT RECOVERIES ARE STRONG AND WELL‐DOCUMENTED, 

AS EVIDENCED BY ACTIVITY IN THE U.S. 
RESTAURANT RECOVERIES ARE STRONG AND WELL‐DOCUMENTED, 

AS EVIDENCED BY ACTIVITY IN THE U.S. 
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12.9x   

17.4x   

29.7x   

16.2x   

18.7x   

40.0x   

Casual Dining

Quick Service

Fast Casual

EV / 2021E EBITDA
EV / 2022E EBITDA

12.7x   

18.2x   

22.5x   

15.5x   

19.7x   

30.2x   

Casual Dining

Quick Service

Fast Casual

EV / 2021E EBITDA
EV / 2022E EBITDA

Restaurant Sector Valuation Metrics
FranchisedCorporate

Source: Factset
Note: All market data as of June 23, 2021.
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Acquisition 
Strategy

Aegis Brands is focused on 
acquiring high-quality and well-
known restaurant operators  in 
North American markets which 
demonstrate strong growth 
prospects, robust financial, and 
high barriers to entry.

WE ARE SEEKING TO PROVIDE TO ACQUIRED COMPANIES ADVANTAGES THAT ENABLE THEM TO 
COMPETE AND GROW BEYOND WHAT THEY COULD OTHERWISE DO ON A STANDALONE BASIS
WE ARE SEEKING TO PROVIDE TO ACQUIRED COMPANIES ADVANTAGES THAT ENABLE THEM TO 
COMPETE AND GROW BEYOND WHAT THEY COULD OTHERWISE DO ON A STANDALONE BASIS

Shared services to grow companies at a faster and stronger rate, and 
improve revenue & margins include:

SHARED SERVICES

 Multiple corporate or franchise 
locations 

 Good growth potential with ability 
to cross-sell with existing 
offerings

 Canada / US with focus on high 
density populated areas

 Good brand equity (no 
turnarounds)

 Demonstrated staying power

 Leadership must stay with 
acquired company; incented for 
growth

 Finance 

 Legal

 Construction & Real Estate

 Franchising

 Human Resources

 I.T.

 Marketing & Digital Services

INVESTMENT STRATEGY & CRITERIA
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Illustrative TargetsIllustrative Targets

All Figures in C$ Millions Illustrative Corporate Target Illustrative Franchise Target

Restaurant Model Corporate  Franchised  

Restaurant Category Casual Dining Quick Service

Geographical Footprint Canada International

# of Stores 10-50+ 200+

Revenue $50-$300+ $15-$50+

EBITDA $5-$30+ $5-$10+

Synergy EBITDA Potential Improve EBITDA by 15-30%+ Improve EBITDA by 15-30%+



Financials
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($000's except same café sales and EPS) 
52 weeks 2020

(December 26, 2020) 
52 weeks 2019

(December 28, 2019) 

System sales of cafés and stores  $ 80,543  $ 137,757
Same café sales  (34.3%) (1.6%)
Total revenue  $ 26,880  $ 27,037
Adjusted EBITDA  $ (2,425) $ 1,541
Adjusted net income (loss)  $ (9,420) $ (1,954)

Adjusted earnings (loss) per share  $ (0.41) $ (0.10)
Total assets  $ 102,656  $ 113,352
Number of weighted average common 
shares  22,839,842  20,135,567 

2020 Full Year Financial Highlights
Aegis Brands Consolidated
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($000's except same café sales and 
EPS) 

52 weeks 2020
(December 26, 2020) 

52 weeks 2019
(December 28, 2019) 

System sales of cafés and stores  $ 11,201  $ ‐
Same café sales  (32.1%) n.a.
Total revenue  $ 11,201  $ ‐
Adjusted EBITDA  $ (626) $ (1,795)
Adjusted net income (loss)  $ (5,124) $ (1,790)
Adjusted earnings (loss) per share  $ (0.22) $ (0.09)
Total assets  $ 25,235  $ 113,352 
Number of weighted average 
common shares  22,839,842  20,135,567 

2020 Full Year Financial Highlights
Continuing Operations
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($000's except same café sales and EPS) 

13 weeks 2021
(March 27, 2021) 

13 weeks 2020
(March 28, 2020) 

System sales of cafés and stores  $ 3,292  $ 3,221 
Same café sales  (29.4%) n.a.
Total revenue  $ 3,292  $ 3,221 
Adjusted EBITDA  $ 170  $ (79)
Adjusted net loss  $ (661) $ (557)
Adjusted loss per share  $ (0.03) $ (0.03)
Total assets*  $ 23,424  $ 28,183 
Number of weighted average common shares  22,916,028  22,656,636 

2021 Q1 Financial Highlights
Continuing Operations






