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Safe Harbor Statements @072_

Forward Looking Statements: This presentation contains forsaokiing statements within the meaning of Section 27A of the Seesir
Act of 1933, Section 21E of the Securities Exchange Act of 1934 and applicable Canadian securities laws conveying nganagement'
expectations as to the future based on plans, estimates and projections at the time the Company makes the statementsldakiwgrd
statements involve inherent risks and uncertainties and the Company cautions you that a number of important factors cmaddtaal
results to differ materially from those contained in any such forwlaiking statement. The forwartboking statements contaireein this
presentation include, but are not limited to, statements related to expected future operating results of the Company gatethiel
impact the acquisition of DSS Group, Inc. will have on the Company. The fédoekiy statements are based on assumptions rdgea
management's current plans and estimates. Management believes these assumptions to be reasonable but there is no assurance th
they will prove to be accurate. Factors that could cause actual results to differ materially from those described irsénistwa

include, among others: (1) changes in estimates of future earnings; (2) expected synergies and cost savings are nairaauthieseztl

at a slower pace than expected; (3) integration problems, delays or other related costs; (4) retention of customers aeid;sapgpl(5)
unanticipated changes in laws, regulations, or other industry standards affecting the companies. The foregoing lissdd faattor
exhaustive. Readers are cautioned not to place undue reliance on these felvakidg statements, which speak only as of théeda
hereof. Readers are urged to carefully review and consider the various disclosures, including but not limited to ristofgeioesd in

the Company's Annual Report in the FormKL@r the year ended January 3, 2015 and its quarterly reports on Foi@ &8 welhs

other periodic reports filed with the securities commissions. The Company does not, except as expressly required byedglicabl
undertake to update or revise any of these statements in light of new information or future events.

Non-GAAP Measures: The Company routinely supplements its reporting of GAAP measures by utilizing ceBAiAmomeasures to
separate the impact of certain items from its underlying business results. In this presentediaeenon-GAAP measures such as
EBITDA, adjusted EBITDA, adjusted free cash flow yield and certain ratios using these n&iasarde Companysesthesenon-GAAP
measuresn the management of its business, management believes this supplemental information, including on a pro forma basis, is
useful to investors for their independent evaluation and understanding of the business. ArgAWR financial measures usedty
Company are in addition to, and not meant to be considered superior to, or a substitute for, the Company's financial stqisgpaned

in accordance with GAAP. In addition, the ”BAAP financiaheasuresncluded in this presentation reflects management's judgment of
particular items, and may be different from, and therefore may not be comparable to, similarly titled measures reportedrby o
companies. A reconciliation of this n@AAP measure may be found wmww.cott.com
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The New Diversified Cott Corporation



Investment Highlights of the Combined Business @ﬂ_

Cotl DS

SERVICES

8 : : . _ A ( Market leader in growing water and coffee servic%
Extensive manufacturing footprint for private labg categories with strong regional brand heritage
contract manufacturing and own brands

Established national dire¢b-consumer distribution

@ low-cost philosophy and high cash generatign network ¢ diverse customer base and service focus
Highquality facilities with diversified capabilities New initiatives and partnerships driving customer
growth

Supply chain provider of choice
Proven acquirer, with ongoing capacity to pursue

Significant growth potential in contract synergistic and complimentary acquisitions
manufacturing _ - _ _
\ y \_ Attractive growing financial profile )
Diversified
( )

G Highly diversified product, package and channel mix
a Highquality, efficient and welltilized facilities with multiple product and package capabilities
Low-cost philosophy concentrating on Customers, Costs, Capex and Cash
Scale business with enhanced EBITDA and margin growth profile
e Platform for M&A to enhance business profile and provide upside through synergies

e Strong adjusted free cash flow yield that drives returns to shareholders
. .




Strategic Initiatives and Acquisitions Transforarofile While

Reducing Risk & Concentration

Cotl

FY12 Sales by Chanrt®el

Co-Pack, 7%
Own Brands,
12%

FY12 Sales by Product

Private
Label, 81%

Other, 24%

Sparkling/Mi
xers/New
Age, 11%
Juice/luice

Drinks, 24%

CSD, 41%

Own Brands includes concentrate sales.

pONPE

Cott management estimate.

Contract
Manufacturing

Dedicated resources behind
growing contract manufacturing
(Nearly doubled volume in 2014

3-year goal of 50mng 80mm
serving equivalent cases by
2017

Soct Drinks

6/18/2013
Purchase Price: ~$12mnj
~$60mm sale®

Fa)
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5/30/2014
Purchase Price: ~$139nith
~$108mm sale®)

Pro FormaFY14 Sales by Chanre

Co-Pack, 7%

Private
Label, 49%

Own Brands,

DS

SERVICES

12/12/2014
Purchase Price: ~$1.25br
~$966mm sale®

Reflects working capital adjustment, deferred consideration andboget earnout(based on estimate of $17.9mm contingent payment to be paid in July 2016).
Annual sales figures are as of LTM June 2013, LTM March 2014 and LTM Sept. 2014 for Calypso, Aimia Foods and D pesgveiges, res

17%
HOD, 2‘
Y
Pro FormaFY14 Sales by Produéx
I CSD, 19%
‘Juice/]uice

N 18%‘
Sparkling/Mixers/|
New Age, 14%
Drinks, 17%
HOD Water,

0CS, 5% '
27%



A Diversified Cott with an Increased Health &
Wellness ProducMix 5072

/ 2 {(divérsified beverage platform is more reflective of the total beverage category

- More consistent growth in line with beverage category expectations
AWater, sparkling water, energy, and coffee are expected to grow in line with or exceed category growth

AGrowth of private label juice and drinks is expected to be flat to slightly positive

- Less exposure to large format retailers
- LYGNRRdzOSa aA3IyATFarORWA WSSy AS OF 1SF2AR S A

2014 Pro Forma Sales by Prod{iet 20142019 North America Retail Volume Growth

5% 4.6% 4.4%

CSD, 19%
Other, 18% ’ 4% 3.0%
3% 2.3%  22% 21%
2%
0.9%
1%
Sparkling/Mixers/| 0% .

New Age, 14% Juice/luice

Drinks, 17% 1.
0CS, 5% '

o

%
-2%

Energy

Coffee

Juices
CSDs »

Soft Drinks

HOD Water,
27%

Total Beverages
Sparkling Water
Total Bottled Water
RTD Tea & Coffee

Source: Cott and DS Services management.
1. Cott management estimate.
2. Euromonitor, 2014.



/| 2 USir@eyic Priorities Build othe Platform Created %—

\

Continuation of our@ approach including tight operating controls and a focus on cash generation

J

\

Further contract manufacturing growth and diversification supported by dedicated resources (note: lower
revenue per case but similar margins)

Incorporation of DS Services:
A Integration & synergy capture
A Customer expansion and HOD water marketupl|

Focus on deleveraging the balance sheet and early redemption of preferred shares

Continuation of our return of funds to shareowners through our quarterly dividend in USD

¢KS O2YOAYIlIGA2Y 2F O2y iGN} OG YIydZFlFOlidNRAY3 INBSG

AYGSaNI GA2ys a8ySNAASA s SELNyaizy aGNByIaGKSya /201




Focus on deleveraging the balance sheet and early redemption
of preferred shareg; accelerated via equity offering June 3rd %—

Convertible Preferred Shares Non-Convertible Preferred Shares

i $116 million issued

i Redeemable with 30 days notice i $33 million issued it Redeemable with 30 days notice
i $6.28 per share i No cost to set up/redeem i $6.28 per share i No cost to set up/redeem
i Convertible after year 3 4 Non deductible i No conversion i Non deductible

i 9% coupon with 1% annual

i Additional dividend tax ($2 million) i 10% coupon with 1% annual ¢ Additional dividend tax ($1 million)
increase ($11 million) [

increase ($3 million)

Covenants and restrictions associated with the preferred shares limited our ability to do HOD water and Od® &ackiisitions

Early Redemption of the Preferred Shares Provides a Number of Benefits Including:

Financially Prudent Accelerates Deleveraging Allows for Tuckin Acquisitions
More Rapidly Increases Interest Coverdge More Rapidly DeleveragingPro Forma Net Debt Post Synergy EBITDA Multiples of ~3.0x
to EBITDA&)

3.3x

2.9%

2015E Excluding 2214 Pro IEDxc]Icudlncgi;
Preferred Shares orma rererre 000 2008 2009 200 2001 012 2013 2014
Leverage Shares

1. Represents a nefBAAP measure. This measure does not have any standardized meaning prescribed by GAAP and is therefaoebenti@eiparable to similar measures presented by other issuers. Please refer to

slide 2 of this presentation for more information regarding the use of this measure and to the appendix of this preséatatimrtonciliation to GAAP figures.

9



Diversified Cott W

The combination of contract manufacturing growth and further diversification
Ft2y3aARS 5{ {SNIAOS&aQ AYyUSaIN¥a2u2WNi

financial performance and should drive valuation improvement.

More balanced scale business with $3 billion of revenue and $350 million of EBITDA.

Accelerated deleveraging by one year through equity offering which allowed redemption of preferred shares and
in turn results in the allocation of cash flows to the repayment of other debt instruments.

Highly diversified product, package and channel mix

Highquality, efficient and welltilized facilities with multiple product and package capabilities
Lowcost philosophy concentrating on Customers, CdSépexand Cash

Platform for M&A to enhance business profile and provide upside through synergies

Strong adjusted free cash flow yield that drives returns to shareholders

( ) ( )
. . Multiple Lift Opportunity ¢ Cott vs. Peer§)
2014 Adjusted FCF Yield®s P P Y
2015E Median Enterprise Value/EBITDA
16% 11.2
() 12 10.3 10.8
10
- 7.5
6
a
Cott High Cash Flow Mid Cap Large Cap Private Label 2
Consumer Beverages Beverages European o
Bottlers Route Based Services Average Bottler and Cott
Route Based Services
. J . J

1. Source: Company dafactSetBloomberg.

Large cap beverages: Cetala, PepsiCo. Mid cap beverages: Britvic, Cata Enterprises, Dr. Pepper Snappissondéndustries, Monster.Private label Europea®ntex RefrescdGerber. High cash

flow consumer: B&G, Pinnacle, Pdsty dzO ¥ S X & ah&NIpectrum BrandereeHouseAd]justed free cash flow yield defined as (adjusted free cash flow / shares outstanding) / share price.
Represents a neBAAP measure. This measure does not have any standardized meaning prescribed by GAAP and is therefdoebenti@eiparable to similar measures presented by other issuers.
Please refer to slide 2 of this presentation for more information regarding the use of this measure and the appendpregehistion for a reconciliation to GAAP figures. Market data as of 1/3/2015 (Cott

share price of $7.00). Adjusted free cash flow for peer set calculated as cash flow from operations less capital expenditures
2. Source: IBES consensus estimates pactSetcompany filings.

Bottlers (National Beverage, A.G. Barr, G8ota Bottling, Britvic, Co€aolaAmatil, CocaCola Enterprises, Co€olaFemsa 10
Route Based Services (G&K Servidasirst, ABM Industries, ChemefiervicemasterCintas Corp, Aramark)



DS

SERVICES™

DS Services Company Overview
Tom Harrington, Cott Corporatiog DS Services CEO
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Market Leading Business with High Margins @ if
and Directto-Consumer Model

=

Business Overview Revenue

($ in millions) CAGR: 8.5% —_
Market leader in the directo-consumer beverage 7o $895 $926 $978
services industry
A Provides bottled water, coffee and filtration services
A Serves commercial and residential customers, with
~ footprint covering ~90% of U.S. households 2011 2012 2013 2014
A Categories with a steady growth profile
A Proven acquisition track record Adjusted EBITDA

(% in millions) CAGR: 10.7% .
Largest national presence in the HOD industry for bottled $154 $161 $174

$129

water with 31% market share and top five national

YEN] SO aKINB LRaArAxdGA2y Ay 27
Filtration Services
A Reaches over 1.5 million customer locations (~61% 2011A 2012A 2013A 2014A

commercial and 39% residential) from over 2,200
routes located across national network

A Over 180 sales and distribution facilities and a fleet o
over 2,800 orroad vehicles

ah/ { ¢

FY14 Revenue by Product Line

Filtration
Services
Retail 2%

Well-known regional bottled water brands (e.g., Hinckley,
Sparkletts, Crystal Springs)

Water
Delivery
Services

69%

Source: Beverage Marketing Corporation, 2014 volume share.
Represents a ne®AAP measure. This measure does not have any standardized meaning prescribed by GAAP and is therefdeehentiketyparable to similar measures presented by other issuers. Please refer to slide 2 of this presentation for
more information regarding the use of this measure and to the appendix of this presentation for a reconciliation to GReAP figu 12



Four Principal Lines of Business with %_
Water Delivery Services By Far the Largest

Office CoffeeServices

Water Delivery Services

Revenue
$978 million
Pro Forma
Fiscal 2014

2014Revenue: $43mm(15%)

2014Revenue$674mm (69%)

Filtration Services

Retall

2014Revenue$25mm (2%)

2014Revenue$136mm (14%)

Source: Cott Management

13



Leading Directo-Consumer Services Provider %—

Water Delivery Services

A Bottledwater direct delivery to commerciandresidential

- customers
- — E. \E’ _,v.,« ;
B premium water and small pack sales

A Largest national presence atmp market position irHODbottled

K (nf Includes 3and5 gallonreturnable bottles, dispenser rental,
A water market. Key brands includgparkletts Crystal Springs and

Ol
B
E Hinckley Springs

. m\j #1 or #2 HOD bottled water brand in 39 of the 43 largest
— : U.Scities in which we operate
A Periodicpayment model creates recurring revenue stream with
2014Revenue$674mm (69%) average tenure of over 4 years

2014 Customer Base: 1,332k

Office Coffee Services

A Product sales and brewer rentals primarily to commercial
customers
Products sales include national brand single cups, roast
andground (house and national brands), brewed tea,
and accessories

A Top 5 market position in highly fragmented industry. Key
brandsinclude MarsAlterra® Keuri, aswellF & 5{ 0 NJ Yy R¢
StandardCoffeeand Javarama

Top 5 players account for only ~20% of market

2014Revenue: $43mm(15%)
2014 Customer Basel04k

Source: Cott Management
u g 14



Leading Directo-Consumer Services Provider %

Filtration Services

A Installation, rental and repair of filtration products to
commercial customers

A Top 5 market position in highly fragmenteuiustry
Top 5 players account for less than 35% of market

A Upfrontrevenues from installation/repair services and
recurring revenues from filtration rentals arseérvice

A Partnership with national office supply stores to provide

H ‘
k \m\’ ‘
installation of their products through our national

2014Revenue$25mm (2%) footprint
2014 Customer Basersk

A DSServices brangroduct sales and premium sparkling
water distribution to retailers

Product sales fot gallon, 2.5 gallonand small
pack,as well asSparkletsSparkling Water and
- T ; ,A Sparklettsce, andU.S. distribution foFerrarelle

A Privatelabelmanufacturer forl gallon an®.5gallon
bottles for large nationatetailers

< A Provides an additional source of fixed cost leverage
within our manufacturing plants

2014Revenue$136mm (14%)

Source: Cott Management
u g 15



DS Services Leadership Position in Attractive Growth Categorim

Market Leader irGrowing Water and Office Coffee Services Categories
Established National Direth-Consumer Distribution NetworkDiverse Customer Base and Service Focus
Market Leader in Brands with Strong Regional Heritage

Attractive Growing Financi&rofile

Large Opportunity Set of Value Enhancing Acquisitions

Market Leader in Growing Water an Established National Direeto-
Office Coffee Services Industries Consumer Distribution Network

hi

. Access to 90% of the U.S. households - Established national dire¢b-consumer distribution Network
Customer density enables low cost operations consisting of ~2,200 routes stemming from ~180 depots anfl 28
Growing HOD water, OCS and water filtration markets manufacturing facilities

9 : Highly diversified customer base
Volume® CAGR 20162014 oo "
e sttMon
CAGR v/ @ : Kad
~10%42) & . s i)
2, % i ¢ & ° ...o o .‘.-
:.o : W‘ | 6‘?1% : ; ey, ® ! 2°%
.. ° * o ® Q.W ()
"“5% ..{.... ® . e @ ) 5 ® > % e
. s Kentwad 0
— ~3% qI"‘ﬁﬁ‘ ‘ % ’ & .:=”” ° ® e
— » * L ° p
spag:m : .. SiolteT O
®  water, Coffee and Filtration Locations ] (L) o e O‘O ¢ ¢
r T T T T 1 Coffee and Filtration Locations : L4
2010 2011 2012 2013 2014 M roducton Facies )
—HOD —OCS —Water Filtration Water, Coffee and Filtration Coverage e
Coffee and Filtration Coverage

Source: Beverage Marketing, Packaged Facts, Zenith International, Management estimates, Ernst & Young.
1. Volume indexed to 2010.
2. Filtration 2014 market estimated per management.
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DS Services Leadership Position in Attractive Growtﬁategories% if
continued

e Market Leader irGrowing Water and Office Coffee Services Categories

e Established National Direth-Consumer Distribution NetworkDiverse Customer Base and Service Focus
e Market Leader in Brands with Strong Regional Heritage

e Attractive Growing Financi&rofile

G Large Opportunity Set of Value Enhancing Acquisitions

Market Leader in Brands with Attractive Growing Financial Large Opportunity Set of Valu
Strong RegionaHeritage Profile Enhancing Acquisitions

Revenue
94]% @!SJO_HT m (3in milions) CAGR: 8.5% — Post Synergy EBITDA Multiples of ~3.0x
WAIGSo LGS SERINGS — $978
o S5 895 9926
A) Hinckiey®
Spar‘l'dettsw ’Q ATHENA SP"”QSCy
— SERY 2011 2012 2013 2014
SNRSERY
L Adjusted EBITD®
) .Mm ($ in millions) CAGR: 10.7% .,
S%'a@ MO”@M _
pee e $154  $161  $174
‘ $129
. e
STAN?ARD.. u’ E
TERRAZA JOLLA | 2012 | 2013A | 2014A WoOms M9 W0 N oNe N3 W

1. Represents a ne@®AAP measure. This measure does not have any standardized meaning prescribed by GAAP and is therefdoehentikefparable to similar measures presented by other issuers. Please refer to slide 2 of this presentation
for more information regarding the use of this measure and to the appendix of this presentation for a reconciliation téigareaP
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A Market Leader in Growing Water Delivery
and Office Coffee Servicé€zsategories

&)
%\UQ\\

Water Delivery Services

DS Servicesasthe largestHOD water nationgdresence
with access te-90%of the UShouseholdsaind -31%
marketshare

Nestle is the other leading player with a ~30% market
share but a regional presence

Remaining ~39%f the market is made upf roughly
3,000 regional players

Ontrend category with health & wellness, and
environmentalfocus

2014 Categorgize$1.6bn®
20102014 Categorgrowth: ~3%

Market Share (volume)31%

DS Services
~31%

Smaller
Competitors
~39%

Nestle
~30%

Note: 2014 market shares based on management estimates.
Source: Beverage Marketing Corporation. Category size of $1.6 billion reflects only bottled water and excludes itemsoslerirast, cups, etc. .
{ 2 dzNJdife¥ sales rise, so do costs: State of the Coffee Service Idustry dzi 2 YIF GA O aSNOKFYyRAASNE {SLWGSYOSNI namnod

1.
2.

Office Coffee Services

DS Services is a top 5 player, with top five making up onl
20% of the market

Remaining market is highly fragmented

Stable commercial customer base with growth potential
from singlecupexpansion

2014 Categorgize$4.5bn@
20102014 Categorgrowth: ~5%
Market Share=~3%

DS Services
~%

Remainder
of Top 5
~17%

Smaller
Competitors
~80%

18



National Directto-Consumer Distribution Networlk Coversover
90% of U.S. Households with Low Customer Concentration

Cotl

Direct Routeto-Market Overview

Diverse Customer Base
TopWater Delivery Services Customers

Route Service Representatives

Largest HOD bottled water
national presence with a footprint
that covers ~90% of U.S.
households

Leading market positions in most
major cities

Provides customers with regular
personalized point of contact
~1.5 million customer locations
~30 million deliveries per year

Proprietary Routing Technology

- Additional 15+% of route truck cube
space available for portfolio
expansion
Route optimization software

- Operates ~2,200 routes stemming
from ~180 depots and 28
manufacturing facilities

- Tracks key performance metrics at
the route level

Source: Cott Management FY2014.

Extremely diversified customer base with top 20 HOD water
customers accounting for only 4.0% of total revenue

| 9 of Water Delivery Services Revenue 1% of TotaDSS
""""""""""" I  Revenue !
6%
5%
4% 4%

3%

#1 Top 5 Top 10 Top 20 Top 20

Diverse Customer Base
TopBrewedBeverages Customers

| % of _Br_e\7véd_B_eT/5rag_e§ Eegv?eﬁu_d 1% of TotaDS$
""""""""""" ,  Revenue !
25%
22%
18%
8%
4%
#1 Top 5 Top 10 Top 20 Top 20
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