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Disclaimer

This presentation may contain statements regarding the business of Del Monte Pacific Limited and

its subsidiaries (the i Gr o uhptdade of a forward looking nature and are therefore based on

ma n a g e massumptions about future developments. Such forward looking statements are
typically identified by words suchas 6 b el ibewea 6 fnianh e@maé x pandd pr ogné ct 6
similar expressions as they relate to the Group. Forward looking statements involve certain risks

and uncertainties as they relate to future events. Actual results may vary materially from those
targeted, expected or projected due to various factors.

Representative examples of these factors include (without limitation) general economic and
business conditions, change in business strategy or development plans, weather conditions, crop
yields, service pr o v i gegfarrsatce, production efficiencies, input costs and availability,
competition, shifts in customer demands and preferences, market acceptance of new products,
industry trends, and changes in government and environmental regulations. Such factors that may
affect the Gr o ufpté@resfinancial results are detailed in the Annual Report. The reader is cautioned
to not unduly rely on these forward-looking statements.

Neither the Group nor its advisers and representatives shall have any liability whatsoever for any
loss arising, whether directly or indirectly, from any use or distribution of this presentation or its
contents.

This presentation is for information only and does not constitute an invitation or offer to acquire,
purchase or subscribe for shares in Del Monte Pacific.
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Notes to the 2Q FY2018 Results

1. Second quarter is 1 August to 31 October 2017.

2. DMPLOs effective stake i n DMFI
controlling interest line (NCI) in the P&L. Net income/(loss) is
net of NCI.

3. DMPL Group adopted the amendments to IAS 16 and IAS 41
(Agriculture: Bearer Plants in April 2017). The change in
accounting standard was applied retrospectively. This involved
reclassifying a portion of biological assets to plant, property
and equipment leading to much higher depreciation expense.
However, for EBITDA calculation, the Group retained the old
calculation using the lower depreciation for comparability.
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20Q Highlighs

A As part of the Groupbds strategy
divested its underperforming Sager Creek vegetable business and
rationalised plants in the USA, incurring US$23.6m one-off
expense. This resulted in a net loss of US$2.8m for the Group.
Without this expense, the Group would have generated a net
income of US$10.2m.

A As planned, the Group also made strategic investments in trade
spending and marketing to strengthen its core business in the USA,
as reflected in higher volume achieved and market share growth in
3 out of 4 key product categories.

A Nice Fruit frozen pineapple plant is in operation, with trial
shipments to the USA, Japan and South Korea.

A Business plans are being finalised for the joint ventures with Fresh
Del Monte Produce Inc.

A DMPL Preference Shares offering for the second tranche launched.
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A The Group is expected to be profitable for FY2018 on a recurring
basis

A Major emphasis on responding to consumer trends through:
A Strengthening the core business
-- healthier options and new products
-- marketing and trade promotion
-- channel development

A Focusing on businesses that are on-trend and rationalising
non-profitable ones

A Innovating -- process and packaging technology
-- agriculture and manufacturing technology
A Executing digital strategy
A Improving financial performance through:

A G&A cost optimisation and multiyear restructuring for
operations and supply chain
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DMPL 20Q FY2018 Group Results Summary

A Sales of US$624.7m, -1.8%

usS -1.6

Philippines -2.9 (in peso terms +4)
S&W -8

FieldFresh India (equity accounted) +3.6% (in rupee terms +0.2)

All figures below without one-off items and vs prior year quarter:

A EBITDA of US$52.2m, down 28% from US$72.8m due to planned
higher trade promotion and marketing in DMFI (incremental US$29.7m)

A Operating profit of US$31.0m, down 44% from US$55.5m
A Net profit of US$10.2m, down 51% from US$20.8m
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One-off Expenses

In US$ m 20 FY17 20Q FY18 Booked under

Closure of North Carolina plant

Closure of Sager Creek Arkansas plant - 6.5 G&AMiscexpense
Closure of Plymouth, Indiana plant - 14.1 G&AMiscexpense
Severance 0.3 0.4 G&A expense
Others - 2.6 G&A expense
Total expense (prdax basis) 1.5 23.6

Total expense (net of tax and 0.9 13.1

minority interest)
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DMPL 20Q FY2018 Resuitds Reported

2Q 20
In US$m FY2017 Chg (%) Comments
FY2018
(Restated)
Turnover 636.0 624.7 -1.8 Mainly lower USA sales
Gross profit 146.7 128.4 -12.5 Lower sales and higher trade promotion spending

Includes one-off expenses of US$23.6m due to
EBITDA 71.2 28.6 -59.9 planned plant rationalisation and marketing
investments in USA

Operating profit 54.0 7.4 -86.3 Same as EBITDA comment
Net finance (25.1) (24.2) -3.6 Lower level of borrowings
expense

FleIgIFresh (0.4) 0.01 +102.5 Improved sales and margins
equity share

Tax (7.7) 12.0 nm Higher loss at DMFI

Net profit 20.0 (2.8) nm Same as EBITDA comment

Payment of ~US$200m loans after the issuance of

Net debt 2,085.6 1,856.5 -11.0
preference shares

Gearing (%) 582.6 339.2 -243ppts  Same as above
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2Q FY2018 Turnover Analysis

1%

= Americas
m Asia Pacific

Europe

Americas

-2.1%

A Unfavourable pricing in foodservice and USDA,
and higher planned trade promotion spending

A Volume was marginally higher driven by the
strong performance of the packaged vegetable
and fruit segments ahead of the holiday season

Asia Pacific

-3.4%

A Philippines grew in local currency terms but down
in US$ terms

A Lower S&W fresh pineapple sales on lower
supply which offset higher S&W packaged sales

Europe

+117.2%

A Higher packaged pineapple and beverage sales
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DMPL 1H FY2018 Group Results Summary

A Sales of US$1.1 billion, -0.4% on lower USA sales

Us -2.6
Philippines -2.3 (in peso terms +4.5)
S&W +25
FieldFresh India (equity accounted) +2.7 (in rupee terms -1)

All figures below without one-off items and vs prior year period:

A EBITDA of US$85.2m, down 17% from US$103.1m due to planned
higher trade promotion and marketing in DMFI (incremental US$27.8m)

A Operating profit of US$46.7m, down 32% from US$69.0m
A Net profit of US$11.5m, down 31% from US$16.6m

11
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In US$ m 1H FY17 1H FY18 Booked under

Closure of North Carolina plant
Closure of Sager Creek Arkansas plant
Closure of Plymouth, Indiana plant
Severance

Others

Total expense (prdax basis)

Total expense (net of tax and
minority interest)

3.7

6.4

3.7

6.5 G&AMiscexpense
14.1 G&AMiscexpense
1.3 G&A expense
2.6 G&A expense

24.5

13.6

12
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As Reported

1H 1H
In US$m FY2017 Chg (%) Comments
FY2018
(Restated)

Turnover 1,103.4 1,098.6 -0.4 Higher Asia sales offset by lower USA sales

Gross profit 242.1 226.3 -6.5 Lower sales and higher trade promotion spending
Includes one-off expenses of US$24.5m due to

EBITDA 96.7 60.8 -37.2 planned plant rationalisation and marketing
investments in USA

Operating profit 62.6 22.2 -64.5 Same as EBITDA comment

Net finance (51.7) (48.5) -6.1 Lower level of borrowings

expense

FleIFiFresh (0.8) (0.5) -37.5 Better performance in India

equity share

Tax 1.6 20.8 nm Higher loss at DMFI

Net profit 12.9 (2.1) nm Same as EBITDA comment

Net debt 2.085.6 1.856.5 110 Payment of ~US$200m loans after the issuance of
preference shares

Gearing (%) 582.6 339.2 -243ppts  Same as above

13
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1H FY2018 Turnover Analysis

1%

= Americas
m Asia Pacific

Europe

Americas

-3.0%

A Distribution losses in tomato category,
unfavourable pricing in foodservice and USDA,
and higher trade promotion spending

Asia Pacific

+5.0%

A Philippines grew in local currency terms but down
in US$ terms

A Higher S&W fresh and packaged sales

Europe

+93.8%

A Higher packaged pineapple and beverage sales

14
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Preference Share Offering(@Tranche)

A To raise more equity and repay loans, DMPL is offering US$80 million Series A-2
Preference Shares with an oversubscription option of up to US$80 million

A Coupon rate of 6.5% per annum payable semi-annually

A The offer period is 28 November to 8 December 2017, with the listing set for 15
December 2017 on the Philippine Stock Exchange (PSE)

A DMPL raised US$200 million from the first tranche offering of preference shares
which were listed on the PSE on 7 April 2017. The first dividend for the first tranche
was paid on 9 October 2017 at US$0.33125 per Share (semi-annual payment)

Come Home

for this.

AR —
—Gm-—— > |
A\ Quaey,

=

DMPL Preference Share Offering
(2nd Tranche) Roadshow
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United States of America
27% 39% 35% 9%

>

>

Market Share (#1) Market Share (#1) Market Share (#2)  Market Share (#2)
Canned Vegetable Canned Fruit Plastic Fruit Cup Canned Tomato
A Remains a brand leader across core categories Q‘i * mm’ "
Grew share in 3 out of 4 core categories in 2Q (Canned / Z NON (5 NON. .
Vegetable +0.8 pts, Canned Fruit +3.3 pts, Fruit Cups +3.4 pts) | BPA‘(p - GMO ’/
"'t:mh o/ \\ #oN. 5?"',
Vegetable and Fruit results driven by increased marketing S~ —
investments, compelling innovations, and strong execution o
against fundamentals at Retail R

| FRUIT&
, : " CHIA -
A Pursue Foodservice and E-Commerce opportunities :

To drivegrowth in market, DeMonte will
continue to invest in building its brands, bringing

differentiated and innovative products to
market, and expanding distribution channels.

Source for market shares: Nielsen Scantrack dollar share, Total US Grocery + Walmart, 3M ending 28 October 2017
Canned market shares are for branded only, ex-private labels; Canned tomato is a combined share for Del Monte, S&W and Contadina 17
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Del Monte Foods USA -

ADMFI 6s 2Q sal ebS$d866m 1. 6% t o

A Unfavourable pricing in foodservice and USDA, and higher planned
trade promotion spending

A Volume was marginally higher driven by the strong performance of
the packaged vegetable and fruit segments ahead of the holiday
season

A DMFI contributed an EBITDA loss of US$3.9m and a net loss of
US$22.1m to the Group

A As part of the Groupods strategy
DMFI divested its underperforming Sager Creek vegetable business
(1% margin upside going forward). This involved shutting the
production facility in Siloam Springs, Arkansas

A DMFI also shut its Plymouth, Indiana tomato production facility to
improve efficiency and streamline operations

A These resulted in one-off expenses amounting to US$23.6 million
pre-tax or US$13.1 million post-tax

A Moreover, the additional marketing and trade spend in the USA

amounted to US$29.7 million for 2Q to strengthen the core business
18
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Build Relevance: Continually differentiate our brands and products in order to

drive consumer preference & No;‘i

A - : . ;gPA;F-

AReinforce our points of diff er en tdagourfuDe | Memql
taste) "CEA | |

A Elevate our taste, health and convenience credentials (non-GMO, All Natural, sea salt) W -;‘;‘;’,“"e

A Exploit pockets of growth % 2"3:'

Drive Innovation: Address evolving consumer needs, shifts in eating behaviours,
and changing demographics 2
A Reach new consumer targets (Millennials) :
A Extend into new usage occasions (in healthy snacking and dinner meals) : "3 v :V;'~ i
A Enter attractive adjacencies y °3 \ Eruit - S\ S

FEFRESHERS

Expand Distribution: Extend our reach into growing channels and aisles of the
grocery store

A Establish leadership position in growing Foodservice and E-commerce
A Expand presence in store perimeter

Prodisct of e USA,
W *
/DH MORIES DOMESHC FRUIT P.\'ﬁ.l'ﬁRTF\NU'd

AOTRE DSIRARICE 0 LERD LS BACRLE FRR1S AR 'h5- 805

Improve Efficiency: Increase focus and optimise cost base to support strategy
and fuel investment in growth initiatives

A Realign our manufacturing and supply chain footprint
A Drive efficiencies in our sourcing model

'.' s AN v -
D G e nte e can

| S
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Marketing Highlights

Vegetable

WHATS
INSIDE

- T

Enhanced Digital Partnerships with
premier Food Networks

Inspiring usage and reaching younger:
consumer target

College Inn

A New Campaign Launch September
2017 oDelicious

A Highlights quality ingredients that
give College Inn its ricflavour

Websites

Celebrations

FeaturedsMini Green Bean Cassetalcs

Carefully Crafted for
Rich Meals

11 e b cond 1L by AV e S W 0 e
Eirg PR Ao €y

A Website Redesigns launched for bot
n QelpvontepkCollgge jng ig October

A New engaging content and enhance
capabilities

-
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Innovation

Highlights

Fruit & Chia

FRUIT &

) -
. CHIA 277

A Trial to date of 2.0MM+ households
A Successful attracting new, younger shoppers

A Highly incremental to category

College Inn

Organic Broth

Chicken
Beef

Concentrated Broth
Chicken
Less Sodium Chicken

A Strong acceptance across top East Coast retailers

A Distributdi
seasono

on ramping uf

21
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Highlights

Foodservice: Snacking

A Secured supply commitments with
largeUSschool districts

A Readyingo expand further in FY19
via commodity processing

Foodservice: College Inn

College
Inn

- TWO FLAVORS, mt&umupmm

e s e fewst ogredionls, spioes s bersena)s o e sha Colloge loe ™ eolis.

f_oliége o N
Inn’_, \(\-Ollrlﬁmgﬂ

‘ hicken brot i
A

vy ol

A Completed transition of Foodservic
selling/distribution from KrafHeinz
to Del Monte Foodservice

v

ECommerce

A Finalisegreparation to sell direct to
Amazon Fresh

A Enhanced-€ommercemarketing

22



