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the Securities Exchange Act of 1934 (§240.12b-2 of this chapter).
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Item 7.01 Regulation FD Disclosure.



On July 7, 2022, Grove Collaborative Holdings, Inc. (the “Company”) posted an investor presentation on its investor relations website at investors.grove.co, which may

be used in presentations by the Company's management to investors, analysts and others from time to time. A copy of this presentation is furnished as Exhibit 99.1 and
incorporated into this Item 7.01 by reference.

The foregoing (including Exhibit 99.1) is being furnished pursuant to Item 7.01 and will not be deemed to be filed for purposes of Section 18 of the Securities and
Exchange Act of 1934, as amended (the “Exchange Act”), or otherwise be subject to the liabilities of that section, nor will it be deemed to be incorporated by reference in any
filing under the Securities Act of 1933, as amended, or the Exchange Act, regardless of any general incorporation language in such filings. The submission of the information

set forth in this Item 7.01 shall not be deemed an admission as to the materiality of any information in this Item 7.01, including the information presented in Exhibit 99.1 that is
provided solely in connection with Regulation FD.



Item 9.01 Financial Statements and Exhibits.

(d) Exhibits.
Exhibit No. Description
99.1 Investor Presentation

104 Cover Page Interactive Data File (formatted as Inline XBRL)


https://s3.amazonaws.com/content.stockpr.com/grove/sec/0001841761-22-000007/for_pdf/investorpresentation7-7x.htm
https://s3.amazonaws.com/content.stockpr.com/grove/sec/0001841761-22-000007/for_pdf/investorpresentation7-7x.htm

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.

GROVE COLLABORATIVE HOLDINGS, INC.

By: /s/ Stuart Landesberg
Name: Stuart Landesberg
Title: Chief Executive Officer

Date: July 7, 2022
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Grove’s vision is that
consumer products
will be a/positive

force for human and
environmental health.

We create and curate high performance,
planet-first products to make that possible.




Consumer Products Have Historically Hurt Our Planet and
Our Health. We Are Changing That.

2020 GREENHOUSE GAS EMISSIONS 2020 PLASTIC PACKAGING VOLUME
(TONNES) PER MILLION § OF REVENUE("{2) (METRIC TONNES) PER MILLION $§ OF REVENUE("

199
Grove Co.

Net Zero emissions after
offsets for Scope | + 1l

Net Zero by 2030 (Scope | - lll)
Science-based targets
for emissions reduction in Scope

il in alignment with a 1.5ds &

Carbon Neutral Certified
Company as of 2021 #

4
L]

Castly




Grove is a Consumer Products
Company leading the category to

zero waste + zero plastic.

Our legacy is DTC. Our future is changing behavior everywhere.




Consumer-Centric, Sustainable Product Portfolio

Grove Co.

Tree-Free Paper

#l $10.30

Grove Platform Average Selling
Category Rank ! Price @&

400+ 90%

Cleaning Zero-Waste Home Air Care Ltd Editions /7 Collaborations
SKUs af 20214 Grove Brands.

R
. N — = ﬂ evenue
Pl F v |L o i
PP o AT .
ré o -’ I-I lrn o t 2 4 52% of Grove Co Brand Revenue
- S — from non-single use plastic SKUs

_&5\

INCUBATOR BRANDS

™ 3 -
= ‘" — 1k #1 10%
. cac rove Platform Ca o rave Brands
HONU BLOOM Rogtd. e good fur i~

Revenue
Plastic-Free

Plant-Based Plastic-Free
Pet Care

Approachable. Vegon Skin Care
Personal Care Personal Care

Clean Wellness




3 million. unless specified otherwise

EERevenue N Ad). EBITDA' —Gross Margin %

$400

$300

$200

$100

50

(5100)

(5200)

($145)

2019A




Invest in the future of home + personal care

INVESTMENT THESIS
« $IT global TAM. Up for grabs

* Inevitable transition away from single use plastic will transform the home + personal care (*HPC") market
Market leader in zero waste HPC

* Leading market share + awareness in zero plastic home care

* DTC platform powers innovation cycle and online advantage, driving ongoing market leadership
Huge omni-channel distribution opportunity (<5% of revenue in 202I vs. ~90% for the category)
Clear catalyst: profitability in <24 months

Clear value creation plan to drive shareholder value over the next 24-36 months




SECTION 1

Change in
HPC is
inevitable




Consumer-Led Transition to Sustainable Products Is Inevitable

THE TRANSITION IS GAINING MOMENTUM

Global HPC Market When Did You First
Share Conventional Purchase Natural

vs, Natural 0 Products? @

B Conventional B More than 2 Years Ago
B Notural W Less than 2 Years Ago

Hetes:

L
2
5
4
5

Cakulated bosed off of 13% US clean ond natural HPC market penstration from Honest 5-|
Management estimates developed from o variety of third-porty resources

B Keflie, Forecasting Cansumer Demands, WWD [December 2020

Alis Partners Natoraly Beautilul - Millennicli and Preferences i Beauty omd Personol Care Products. (May 2019)

Cowen Equity Research. Gen Z and Milennials Are the Driving Force in Scaling Digital and Sustainatillty, (October 2020)

CONSUMER PREFERENCE IS CLEAR

Of shoppers believe it is
important to
shop sustainably )

Of consumers place
importance on
purchasing beauty and
personal care products
that are clean ¥

TRANSPARENCY MISSION-DRIVEN

Of retail consumers

aged 25 - 34 place

importance on social
impact )

145




Grove Co. Wins on Efficacy, with Truly Clean Ingredients...

*
The Grove (&g
Standard kil

Safe for your family +
pets (plant-based

formulas)
Healthy
products
Grove Dishwasher Detergent Packs Performance vs. Leading Competitors I
that work
Competitor Brand | Competitor Brand 2
Con tito -
Works as we" as (Qr Pkl Product | Product 2 Product 3 Product 4
. Cheese,
better than) conventional okea * i - 3
products s - + + + =
Starch,
Colored > & & &
+ : Product Qutperformed by Grove detergent
=: Product performed comparably with Grove detergent
= : Product performed in a superior manner to Grove detergent

Hete:
L Based on results from independent lob tests via ASTM D3S5E-85. Product performonce was measured agolst "tough and greasy” food residus as detesmined by the independent lob 15




..While Pioneering Innovations in Sustainability

Zero-waste products, zero-
plastic packaging + sustainable

Breakthrough formats (e.g. tree-free paper)

sustainable
innovation
+
ESG DNA
Uniquely sustainable supply chain
+ business practices

5 ®BPI €- @ O B

16 5




More U.S. consumers care about|plastic waste than about
climate change: % Plastic packaging represents
nearly halflof all plastic waste. )




Massive Problems Create Massive Opportunities

SUSTAINABLE FOOD

$1.2 Trillion

Global Industrial Animal Agriculture Industry

y

2 ©
' THE ORIGINAL
IPISELE @ATLY!

¥ ARKET

Ingredion N/ COMGRA NotCo

SimplyvGood |NF]

LifEl.U[l\l aEvo:;'MEAT
Sun®pta

CLEAN ENERGY

$1.5 Trillion

Global Passenger Car Market (@

2Q NIO
RIVIAN diis
QHYLIION

energy

e core, pet care (excluding food), baly care (diopers and wipes), ond 18 g

SUSTAINABLE CONSUMER PRODUCTS

~$I Trillion

Global HPC Industry 3

Grove

COLLABORATIVE




Legacy Players Have Not Created
Leading Sustainable Brands...

SELECT NATURAL HPC MEA

§_CJ°I'“5"“ aca. method ~MEVERS THERE IS ONE INDEPENDENT,
PURE PLAY, $I00MM+ REVENUE
& e coraxCompany aca.  BURTS BEES HOME CARE BRAND FOCUSED ON
HEALTH + SUSTAINABILITY

c’ COLGATE-PALMOLIVE A C Q) WS h D"O
g o

(e . NATIVE Grove

%ﬁ ACQ @

o
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MARKET CAP
$ in billions
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< 1% of the Category
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SECTION 2

Leading the next
chapter of HPC
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CLEAR WINNER IN NEXT-GEN HPC

CATEGORY LEADER IN SUSTAINABLE PACKAGING

TIP OF SPEAR ON ESG + IMPACT BUSINESS MODEL

&1

Market Share in Zero-Plastic Home Care

54%

2018-2021A Revenue CAGR

>LSMM

LTM Active DTC Purchasers

~,900

Retail Doars (I00% of Target U.S. Chain)™

#l

Hand, Dish, Cleaning Launch of 2021 in
Target

49%

2021A Gross Margin®®

84%

% of 2021A DTC Revenue from
Flexible Monthly Shipment Customers(®

97%
Y/Y Increase in Target Points of
Distribution!®




Grove Is at the Intersection of Category Growth Trends

TOTAL U.5. HPC SEGMENT GROWTH RATES

1%

Conventional Clean / Natural Household Care eCommerce




We're
movy; 111,
Pe Yond

Plastic;
=,

nulmr .
\ mnns
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Grove awareness is breaking through

Ehye Nework Simes

GROVE COLLABORATIVE GOING PUBLIC

Selected Awards

BeterHomes r WORLD EHUNBING Torbes [T
DIELINE Slardens 1D he
L\ | AMERICA'S
5‘35025 C Eﬂ. . if ot o b|B\@ BEST STARTUP
CEIOUSE o o 2 EMPLOYERS
INNOVATION o nnnEn ; 3 A i "
BY nnovetive .
DESIGN Bempanies 4Lz 2 4 8

2021




Grove Is a Mass-Market Player
with Broad Customer Appeal

GROVE CUSTOMER PENETRATION BY STATE(®) Top 10 Zip Codes by Sales for DTC &)
LOCATION POPULATION
‘Whatcom County, WA 229.247
Chattancoga, TN 179,690
Larimer County, CO 356,899
Boston. MA 684379
San Francisco, CA 874,961
Benton County, AR 279141
Elmore County, I 2751
Chicago, IL 2.693.976
Gunnison County. CO 16,802
Onslow County, NC 197,938

Top 10 Cities by Sales at Target %

LOCATION POPULATIONW
Penetration [} Glendale, CO 5177
W 120-160% Charlotte. NC 885708
W 100-119% Horthgate, Wa 4283
m 90-99% Chicago, IL 2693976
283 e L Fort Collins. CO 174,081
e 0 3 Saon F: s CA BBL.549
i @ an Francisco, i
60-69% Top 20 Target Locations
Ediing, MN 52.857
Watertown, MA 35939
Motes: Richfield, MN 36,354
L. Mumber of Grove acquired customers divided by population B for. OR 97 861
2. LTD soles data os of December 2021 R
3. Top IO cities with the most Target sales as of December 2021 2 5 6
4. Population data per US. Census Bureou as of 2019 for the zip code in which each store is located o
5. Top IO DTC Zip Codes with the highest penetration










Grove Has a Durable Competitive Advantage in Innovation

DTC underpins the growth story by powering Grove innovation engine

Superior access to customer
data and preferences

Insights lead to rapid innovation
INNOVATION and >5x more SKU development
than competitors

Better informed + faster innovation
RETAIL from DTC provides competitive
sustainable outgrowth in retail




Material Innovation Advantage + Results

WE RELEASE >5X THE NUMBER OF SKUs..

New SKUs Launched Per Year Net Revenue Growth: Grove Gross Product Margin By Brand
Brands Vs. Third Party On Platform
Brands on Platform(® (FY 2021A)t4

(Indexed To 2017) ~30x growth

Grove I - 23
brands net

revenue
since 2017

0
Traditional CPG - =3dj

~ON A TIMELINE THAT IS UP TO
6X FASTER

Time to Launch
Bx growth in
third-party
brands net
revenue
since 2017

i 15 mohths —ea—Grove Brands

—e—Third-Party Brands

i e 29

5 and other adjustments to revenue) less product cost dearance. domages, shrink. inventory reserves, and ather

Grove Brands Third-Party Brands




Hote:
¥

70%

60%

50%

20%

10%

0%

Grove Brands Share Gains Are Ongoing Margin and
Loyalty Drivers

FIRST THREE MONTHS GROVE BRANDS OVERALL NET REVENUE
NET REVENUE SHARE BY COHORT!" SHARE BY BRAND(?

100%

75%

60%
52%
43%
50%
30%
25% %
18%
12%
7%

0%

. 2015A 2021A

20054  2016A  20I7A  2018A  20I9A  2020A  2021A W:Grove Bronds: MThirckParty Branck

Mote: &
% af overall Ner Revenus Revenue. DTC Only 2. % of overall Net Revenug including Retall ang DTC 50 =




AVERAGE CUMULATIVE REVENUE /7 CUSTOMERI(D
(2015-2021)

0O 3 6 9 12 15 18 21 24 27 30 33 36 39 42 45 48 51 54 57 60 63 66 69 72 75

Maonths Since Sign Up

—20i8 2019 2020




% OF TRAFFIC
FROM ORGANIC
SOURCES IN 20210

m Non-Paid Paid
grove.com

1. Organic sources defined B non-paid sources vs. paid brand and
performance marketing sources: frafic mazswred by number of
snssions: data is for FY 21

32

Qos




NET REVENUE RETENTION BY COHORT(!
(Quarterly, 2014-2021)

Asymptotic retention of

~40%

20 24 27 30 33 36 39 42 45 48 51 54 57 60 63 66 69 72

Months since sign up




SECTION 4

Expanding Di '."-??';rlbu on
— The Next Leg of |
Growth |




2023-2030 FOCUS
~$I Trillion ©

Global HPC Retail Industry

Bringing Grove Co. to
Retail Distributionisa ,, ... .....
Game Changing A

" U.S. HPC Retail Industry
Opportunity

CURRENT SALES CHANMNEL
U.S. Vertical HPC eCommerce Sales:

<$200Bn @

Sources:
L Per Euromanitor Intemational Ltd. Beauty & Persanal Core 2022ed, Home Care 2022ed, Pet Care 2022ed, Consumer Heolth 2022ed. and Tissue & Hygiene: 2022ed; aggregotion of beauty, personal care, home care. pet care {excluding food), baby care [diapers ond wipes), ond

vitamins and dietary supplements &
2 Monagement estimotes developed from o varisty of third-party resources o




Innovate in digital Scale in retail




We Launched Target @
in April 2021.

We have already grown
assortment by >I00%

#1 Hand / Dish / Cleaners launch in 2021

* Top-10 Brand in Hand Soap and Dish within |
year, including conventionall and natural !

* 23% Digital Penetration FYTD
+500 bps vs. overall Target digital penetration(?

68% of dollars incremental to current shopper
behavior )

+ 30% of Grove Co. Shoppers were new to the
category @ Target

Haite:

Nietsen Dota, Torget LW ending 5/21/22
%S Torget 4GZ0 Eorming’s call
3 Hew [tem 5 "aharre Dl wa. Dish, HHC. LHS aggregated view, Period defined as

ta, Grove Ca. va
period defined o 090V 2020-03/51/202),
=
37 &
<

s Panel Data, Pre-Perlod defined os 08/01/2020 - 3/31/20H




Multiple New Partners Growing Points of Distribution

peach

3 303%0 ot plasfice

Announced New Retail ¢ Grove's Leading Sustainable Personal
PaFtnerships i 20225 Expected Increase in e B

Distribution Points

Kohl's, Meijer, Giant Eagle I

o
6+ 50%+ amazon
Retail Partnership Discussions Further Potential Upside S

in Progress in Distribution Points

Launched Q4’21

Grove Co. Is a Highly Attractive Brand for Retail Partners:
Attracts coveted and eco-conscious customers to store
» Drives increased basket size / spend per trip and profit dollars
* Promotes use of retail partners’ online presence, helping create a vibrant omnichannel ecosystem
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We Are Focused on Profitable, 10%+ Long Term Growth

PHASE I: INNOVATE + SCALE® PHASE 2: DRIVE TO SCALABLE PROFITABILITY!" PHASE 3: PROFITABLE GROWTH

$450 W Net Revenue  m Adj. EBITDA $450

W Net Revenue W Adj. EBITDA
$384

$345 7 13
$305 $305 | gm:hm

$300 $300
$233
3150 I
$105 W
I 1__.. —RE
| (seen
| gain yiyin
‘.\ Adj. EBITD.
$0 l i

$364

| profitable

10-30%

revenue growth

{ 100%
| (s45Mm)
| gain yfyin
| Adj. EBITDA

5l

$0 .
I N 1 Profitable
(878) (854) (344) with trend to double digit
($/50) (5145) ($109) (150) (593) EBITDA
2018A 2019A 20204 2021A 2022E 2023E 2024E
W
Phase 3 value creation plan will drive profitable growth, above the industry averages
HNote: Projection periods represent midpoing of guidance 41 é

10 Adj EBITDA I 0 noa-GAAR metric: please refer to Appendix for definitional brealdown




Gross Margin as % of Net Revenue Advertising $ SG&A (ex. Fulfillment) as % of Net
Revenue

2021 2022 2023 2024 2021 2022 2023




Improved Marketing
Efficiency

Net Revenue Management

Value Creation Plan to Achieve
Profitable Growth in 2024

Omni-Channel Expansion

OPEX Discipline

Sustainable Growth

Profit Expansion







Omni-Channel Expansion

MASSIVE OPPORTUNITY TO EXPAND SKU AND STORE
COVERAGE OVER THE NEXT YEARS

400" Total
Grove SKUs

SKU

expansion

2024

il

Caverage 1900 ~250000 Total

Retail Stores expansion Retail stares in US. 1!

Retail sales growth driven by:

Increasing retail doors + online
penetration with existing partners

Growing assortment (SKUS / door)
Adding new online sales channels

Increasing velocity through brand
awareness growth + innovation




Systematic Net Revenue Management processes
embedded in all functions across all categories

Strategic
Pricing
Category strategy

Price cliff implementation
Competitive benchmarking

Category
Mix

High margin basket-builders
It party innovation
Expansion to accretive segments

Promotion
Management

Promotions by category roll
Incrementality focus
Personalization




Right Sizing Operating Expenses to Achieve
Sustainable and Profitable Growth

FULL VENDOR AUDIT UNDERWAY

* |2 month plan to reduce vendor expenses significantly

* Consolidating software purchases across functions to drive cost savings
* Re-sourcing creative production to maintain speed w/ lower costs

* Eliminating unprofitable contracts

PERSONNEL EXPENSE EFFICIENCY

* |7% Reduction in Force implemented in QI 2022

+ Significantly reduced hiring throughout 2022 and 2023

* Increasing utilization of near-shore resources where possible

»  Empowering team to “think like an owner” on expense decisions

REDUCE FIXED EXPENSES
* Reuvisit insurance contracts
+ Eliminate rent where no longer leveraging office space

* Attempt to rationalize large SF real estate footprint

VENDOR

=]
|
o
&
o=
<
o

FIXED
EXPENSE




Post Value Creation Plan Thesis is Clean + Valuable

INVESTMENT THESIS
Disruptive, sustainability led, consumer brand taking share in $IT TAM

Omnichannel distribution, touching all channels that consumer shop w/ durable revenue but still massive white
space in retail growth

10%-30% growth, well above CPG industry average
~55% LT gross margin

Profitable with a path to double digit EBITDA margin







Grove Co.




Revenue

$400  NET REVENUE(SMM) $384
$364
$300
$233
$200
5105
) .
$0 :
2018A 20194 20204 2021A
e 228% 122% 56% 5% (21%) 0% 13%

~3x growth from 2018 - 2022, even after giving back a “pandemic bump™ in 2020 + 202I.
We are reducing unprofitable spend aggressively in 2H22 and setting ourselves up to grow from there.

Hotte: Projection periads represent midpaint of quidance

015




GROSS PROFIT (SMM)

$200
5180
3160
5140
$120
$100
$80

$40

2019A 2020A




EBITDA + Path to Profitability

Adjusted EBITDA ($MM)

$20
$0

($20)

($40)

e ($54)

($80)
($78)

($100)

(120) (3109)

($140)

($145)

($160)
20194 2020A 2021A 2022E

% MARGIN

(62%) (15%) (28%) (30.5%)

We are driving to profitability in 2024

Note: The dota on this side Is prepared solely for purpases of this presentation: Froection periods reprasent idpoint of gudance

2023E

(145%)

2024E




Strong and Improving DTC Economics

NET REVENUE PER ORDER ($) % OF NET REVENUE FROM FLEXIBLE MONTHLY GROSS PROFIT PER ORDER" ($)
SHIPMENT CUSTOMERS!"!
56
53 84% 84%
79% 28
74%
7% 26
4
37
15
| I
20184 2019A 2020A 2021A 20174 20I8A  20I19A 2020A 202I1A

2018A 2019A 2020A 2021A

v

Customer economics improving consistently with increasing Grove Brand mix and higher revenue per order

Motas:

.

Nat revenua and gross profit represert DTC First Orders and Repaat Orders only and exclude rstoit ond are inckisive of VIF, ond shipping
Raprasents revenua from customars who have the flexible monthly shipment faature encbled




Managed Costs With Increasing Scale
While Investing in Product

FULFILLMENT COST PER ORDER" ($) PRODUCT DEVELOPMENT COST AS A % OF ADJ. SGRA (EX. FULFILLMENT) AS
REVENUE A % OF REVENUE®
79
163 25%
21% 20%
141 M3 16%

5 6% 5, 6%
20I8A 2019A 2020A 2021A 20184 20194 2020A 2021A 2018A 2019A 2020A 2021A

v
Effective cost management while investing in product development has led to lower fulfillment
and operating costs which will drive future profitability

HNotes: =
I For Financiol metrics not expicity defined in this presentation. please refer to the Company’s financial stotements 5 5 8
2 Excudes fulfillment costs. depreciation and ization, and stock-based i o




Gross Margin

Adj. EBITDA Margin 10-30%




Amazon: While Amazon is the largest customer for many natural CPG brands, we have not modeled material traction on
Amazon (despite our large SKU count)

Brand Synergies: We expect to achieve brand marketing synergies between retail and on-line channels where retail
presence will drive brand awareness which could drive organic DTC acquisition, creating additional momentum

Product Line Expansion: We have not accounted for the material success of any of our incubator brands

International Sales: We have international interest and plan to selectively invest in expansion in the medium to long term

B2B: We already have many businesses using the consumer ecommerce platform. A dedicated effort to serve business
customers was in the works before the pandemic and could be considered in a “return to office” world

M&A: We have a history of successful acquisitions for the purpose of product line expansion. We will continue to pursue
ME&A opportunities in spaces that we consider to be attractive (including in the Amazon eco-system)




Invest in the future of home + personal care

INVESTMENT THESIS
« $IT global TAM. Up for grabs

* Inevitable transition away from single use plastic will transform the home + personal care (*HPC") market
Market leader in zero waste HPC

« Leading market share + awareness in zero plastic home care

* DTC platform powers innovation cycle and online advantage, driving ongoing market leadership
Huge omni-channel distribution opportunity (<5% of revenue in 202I vs. ~90% for the category)
Clear catalyst: profitability in <24 months

Clear value creation plan to drive shareholder value over the next 24-36 months




Grove is Creating
the change in

CPG that the
world needs.




APREN DX
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SMM O
[ om| s owal o]
Net Income ($82) ($161) ($72) ($136)
(*+) Interest Expense
(*+) Provision for Income Tax

(+) Depreciation & Amortization

EBITDA

(+) Remeasurement of Preferred Stock Warrants

(+) Stock Based Compensation Expense
(+) Loss on Extinguishment of Debt
Adj. EBITDA _ ($109)










