




Improve operating 

performance 
Grow volume

Deliver attractive returns 

on capital 

Invest 

strategically 

• Avocado margins meaningfully improved sequentially and versus the 

prior year quarter

• Established new credit facility with borrowing capacity of up to $100 

million to improve liquidity and financial flexibility

• Onboarded new customer volume 

   in Prepared with approximately $0.7 million 

   of start-up costs inthe quarter; expect 

   sequential improvement in Prepared in 

   fourth quarter

Q3 HIGHLIGHTS FY 2023 PRIORITIES 
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Q3 FY 2023 PERFORMANCE
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DIVERSIFIED AND BALANCED MODEL W ITH TW O GROW ING AND COMPLEMENTARY 
SEGMENTS

STRONG MARKET DEFENSIBIL ITY THROUGH ROBUST OPERATING PLATFORM,  
SUPPLY CHAIN CONTROL ,  INNOVATIVE PRODUCT DEVELOPMENT,  AND 
LONG-TERM RELATIONSHIPS W ITH GROW ERS AND BLUE -CHIP CUSTOMERS

INNOVATIVE PRODUCT OFFERINGS W ITHIN ON -TREND CATEGORIES

EXPERIENCED LEADERSHIP TEAM & BOARD OF DIRECTORS

COMMITTED TO STRONG ENVIRONMENTAL,  SOCIAL,  AND GOVERNANCE STANDARDS 
AND BUILDING LONG-TERM VALUE FOR ALL STAKEHOLDERS
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GROCERY RETAILERS MASS / CLUB STORES

FOODSERVICE / RESTAURANTE-COMMERCE / ONLINE



G R O W N

P R E P A RE D - F R E S H C UT

P R E P A RE D - G U A CA MO L E

Four (4) Avocado 

packinghouses 

(two U.S., two Mexico)

Four (4) Value-added 

distribution centers

Six (6) Prepared-Fresh 

Cut processing facilities

Guacamole production 

facility (Mexico)



Avocados Tomatoes Hawaiian Papayas

Fresh Cut Fruits Fresh Cut Veggies Prepared Foods Party Favorites Guacamole & Salsa
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Grown Segment



CALAVO SERVES THE ENTIRE VALUE CHAIN BETWEEN GROWERS AND RETAILE RS –

PREMIER CAPABILITIES AND LONG -STANDING RELATIONSHIPS ENSURE CONS ISTENT SUPPLY AND DEMAND

COORDINATE 

PICKING
SOURCE DISTRIBUTE TO 

CUSTOMER



ORGANIC GROWTH

OPPORTUNITIES

•

•

•

•

•

•

•



TASTY “SUPER FOOD” VERSATILE CONSUMPTION METHODS SUSTAINABLE FRUIT

HEALTH BENEFITS OF AVOCADOS

•

•

•

•

•



2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

CALAVO IS WELL-POSITIONED TO MEET THE GROWING DEMAND FOR AVOCADO S DOMESTICALLY AND ABROAD

U.S. AVOCADO CONSUMPTION (1) GEOGRAPHIC PENETRATION WITHIN U.S. (2)

U.S. HOUSEHOLD PENETRATION (3) CONSUMPTION PER CAPITA IN SELECTED REGIONS (5)
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Prepared Segment



PRODUCT 

ASSORTMENT
Focused on fresh and prepared foods

MANUFACTURING 

EFFICIENCY

Standardization and automation drive 

production efficiencies

FOOD SAFETY

Comprehensive quality management 

systems ensuring only the safest, 

freshest, highest-quality products

FLEXIBILITY
Just-in-time, daily deliveries across 

the U.S.

TRUSTED PARTNER FOR QUALITY, INNOVATIVE FRESH AND PREPARED FOODS AMONG

RETAILERS, FOODSERVICE AND CONVENIENCE OPERATORS 



ORGANIC GROWTH

OPPORTUNITIES
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PORTLAND,  OR

HOUSTON,  TX

ATLANTA,  GA

VINELAND,  NJ

RIVERSIDE,  CA

SACRAMENTO,  CA

CAPABIL IT IES KEY

PREPARED-FRESH CUT

URUAPAN,  

MEXICO

PREPARED-GUACAMOLE



TOTAL FOOD EXPENDITURE IN THE U.S. (1) FRESH PRODUCE IN 2021: U.S. CONSUMER PURCHASES

GLOBAL DEMAND FOR REFRIGERATED DIPS



Leadership & Governance



LEE COLE ,  

•

•

•

GRACIELA MONTGOMERY,  

•

•

MIKE BROW NE ,  

•

•

DIONIS IO ORTIZ ,  

•

•

•

SHAW N MUNSELL ,  

•

•

•

•

RON ARAIZA ,  

•

•

•



HIGHL IGHTS

BOARD BOARD

BOARD

•

CALAVO’S BOARD IS COMMITTED TO BOARD INDEPENDENCE AND DIVERSITY



Financial Performance



PERFORMANCE IMPROVEMENTS ARE FOUNDATIONAL FOR GROWTH

NET SALES GROSS MARGIN
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Commitment to ESG



DRIVE   
The desire to be better today 
We know remarkable things are achieved when we dedicate ourselves to simply being a little better today than we were yesterday.

RESPECT  
A place for everyone 
Our trust comes from accepting that the fastest way to individual success is through collective achievement, and to reach that 
we must value, understand, and learn from each other. Calavo is a better place for everyone when each of us does better.

INNOVATION  
The lasting power of our creativity 
For nearly a century we’ve adapted to change with creativity and new ideas that produce value for people. 
When we invest in the resilience of people, it makes change our opportunity to create the future.

STEWARDSHIP  
Equitable and sustainable fresh forever 
We cherish our legacy and responsibility as a force for good that protects nature, provides equal opportunity and growth 
for our people, and strives to give every family, no matter their circumstance, access to fresh, quality, healthy food for life.

QUALITY   
The standard every family deserves 
We believe it is a basic right for every family to have access to fresh quality food that builds a healthier life. 
This is our standard, upheld every day through consistency, urgency, and care. For us, quality is personal.

Calavo core values



W E BEL IEVE SUSTAINABLE PRACTICES SUPPORT LONG -TERM VALUE CREATIO N  

FOR ALL  STAKEHOLDERS.  CALAVO STRIVES TO BE GOOD CORPORATE CIT IZE NS PURSUING  

ENVIRONMENTAL  RESPONSIB IL ITY,  SOCIAL  EQUITY,  AND SOUND GOVERNANCE THROUGHOUT  

OUR BUSINESS AND SUPPLY CHAIN.

ENVIRONMENTAL SOCIAL GOVERNANCE

FA CIL IT IES  &  OP E RA TIONS
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PEOPLE &  COMMUNIT IES
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PRODUCTS &  GOVERNANCE

•

•

•

•



ENVIRONMENTAL

SOCIAL

GOVERNANCE
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INVEST OR RELAT IONS CONT ACT :

CALAVO.COM
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