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Disclaimer

This presentation may contain statements regarding the business of Del Monte Pacific Limited and
its subsidiaries (the “Group”) that are of a forward looking nature and are therefore based on
management’s assumptions about future developments. Such forward looking statements are
typically identified by words such as ‘believe’, ‘estimate’, ‘intend’, ‘may’, ‘expect’, and ‘project’ and
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 providers’ performance, 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 Group’s future financial 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 4Q FY2017 Results

1. Fourth quarter is 1 February to 30 April 2017.

2. DMPL'’s effective stake in DMFI is 89.4%, hence the non
controlling interest line (NCI) in the P&L. Net income 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.
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Highlights

= 4Q recurring net income improved to US$17.2m from US$14.7m

= Revenue grew 4% to US$545m on higher USA and Asia sales

= Gross margin increased to 23.3% from 21.9% on cost improvements

= FY2017 recurring net income improved to US$45.5m from US$25.2m

= Preference Shares issue successfully completed and US$200m loan repaid

= Final dividend of US$0.0061 per share representing 50% of FY2017 net
profit

Outlook

= The Group is expected to generate a net profit in FY2018

= Major emphasis on responding to consumer trends through:

« Strengthening the core business -- healthier options and
new products

» Innovation -- process and packaging technology

-- agriculture and manufacturing technology
« Digital strategy
= |mproving financial performance through:

* Procurement synergies and G&A cost optimisation
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DMPL 4Q FY2017 Group Results Summary

= Sales of US$545m +4%, on higher USA and Asia sales

Us +1.5
Philippines -10 (in peso terms -4)
S&W +50
FieldFresh India (equity accounted) +18 (in rupee terms +17)

All figures below without one-off items and vs prior year quarter:
= EBITDA of US$59.5m, down 12% from US$67.6m

= QOperating profit of US$42.4m, down 11% from US$47.6m

= Net profit of US$17.2m, up 16% from US$14.8m
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One-off Expenses/(Income)

In USS m 4Q FY16 4Q FY17 Booked under

Closure of North Carolina plant 16.3

ERP implementation at DMFI 2.1 - G&A expense
Sager Creek integration 2.9 - G&A expense
Severance 1.5 2.0 G&A expense
Others (includes professional fees) - 4.0 G&A expense
Working capital adjustment with (38.0) - Other operating
previous owner of DMFI income
Total expense/(income) (pre-tax (15.2) 6.0

basis)

Write-off of Deferred Tax Asset at - 11.5 Tax expense
DMEFI* (gross and net basis)

Total (net of tax and minority (8.4) 14.3

interest)

*due to continued pre-tax losses, however, there is no cash impact
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DMPL 4Q FY2017 Results — As reported

4Q 40
In US$m FY 2016 Chg (%) Comments
FY 2017
(Restated)

Turnover 524.6 545.2 +3.9 Higher USA and S&W Asia sales

Gross profit 114.8 127.1 +10.7 Cost improvements at DMFI
This quarter included US$6m of one-off expenses
while last year had one-off gain of US$15m; Recurring

EBITDA 82.7 53.5 35.3 EBITDA still down 12% due to higher selling and
marketing expenses at DMFI

Operating profit 627 36.3 421 _Same as EBITDA comment; Recurring operating profit
is down 11%

Net finance (26.9) (25.2) -6.3 Lower level of borrowings

expense

FieldFresh :

equity share (0.5) (0.4) -20.0 Higher sales

] Higher loss at DMFI partly offset by the write-off of

Tax (10.5) (9.0) 14.0 Deferred Tax Asset worth US$11.5m

Net profit 3.2 29 874 Same as _operatlng profit comment; However, recurring
net profit is up 16%

Net debt 1.796.6 1.676.4 6.7 Payment of loans after the issuance of preference
shares

Gearing (%) 476.6 289.8 -187ppts Same as above
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4Q FY2017 Turnover Analysis

B Americas
M Asia Pacific

Europe

{ DelMonte }
Qyality

Americas

+1.5%

Volume growth across retail and foodservice
channels

Sales of packaged vegetable, fruit and broth
grew, driven by strong Easter merchandising
events and enhanced marketing plans

Asia Pacific

+5.1%

Strong S&W sales in Asia and the Middle East in
both fresh and packaged segments which offset
decline in the Philippines

Europe

+68.8%

Mainly due to higher pineapple supply
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DMPL Full Year FY2017 Group Results Summary

= Sales of US$2.3bn down 0.9%, driven by lower US sales

US

-3
Philippines +2 (in peso terms +6)
S&W +45
FieldFresh India (equity accounted) +14 (in rupee terms +13)

All figures below without one-off items, and vs prior year period:
= EBITDA of US$211.8m, up 1% from US$208.4m

= QOperating profit of US$145.5m, up 8% from US$134.9m
= Net profit of US$45.5m, up 80% from US$25.2m

10
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One-off Expenses/ (Income)

InUSS m FY16 FY17 Booked under

Closure of North Carolina plant

ERP implementation at DMFI
Sager Creek integration

Severance
Others (includes professional fees)

Working capital adjustment with
previous owner of DMFI

Retirement plan amendment
Total expense/(income) (pre-tax basis)

Write-off of Deferred Tax Asset at
DMFI* (gross and net basis)

Total (net of tax and minority interest)

16.3

13.2
6.9

7.9

(38.0)

(39.4)
(33.1)

(31.7)

10.2
4.0

17.9
11.5

21.1

*due to continued pre-tax losses, however, there is no cash impact

G&A expense
G&A expense
G&A expense

G&A expense

Other operating
income

G&A expense

Tax expense

11
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DMPL FY2017 Results — Group - As reported

In US$m FY 2016 FY 2017 Chg (%) Comments
Turnover 2274.1 2252.8 0.9 Lower DMFI _sales partly offset by higher Philippines
and S&W Asia sales
Gross profit 485.8 494.9 +1.9 Better sales mix in Asia and cost optimisation
This year included a one-off expense of US$17.9m
EBITDA 241.3 194.0 -19.6 while last year included a one-off net gain of
US$33.1m; Recurring EBITDA is up 1%
Operating profit 168.0 1276 24.0 Sarr_\e_ as EBITDA comment; Recurring operating
profit is up 8%
Net finance (97.4) (105.3) +8.1 Conver_S|on of ﬂoatmg to flxed_rate aqd higher
expense borrowing to fund higher working capital
FieldFresh .
equity share (1.6) (1.6) - Sales were up but higher costs
) Higher loss at DMFI partly offset by the write-off of
Tax (8.9) (0.6) 93.8 Deferred Tax Asset worth US$11.5m
Net profit 570 24.4 579 Same'as operatm'g.pro'flt ppmment; However,
recurring net profit is significantly up 80%
Net debt 1.796.6 1.676.4 6.7 Payment of loans after the issuance of preference
shares
Gearing (%) 476.6 289.8 -187ppts Same as above

12
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DMPL FY2017 Results — DMPL ex DMFI

In US$m FY 2016 FY 2017 Chg (%) Comments

Turnover 560.0 611.7 +9.2 Higher Philippines and S&W Asia sales

Gross profit 166.9 198.9 +19.2 Better sales mix and cost optimisation

EBITDA 88.9 112.5 +26.5 Same as above

Operating profit 70.1 92.3 +31.7 Same as above

Net finance (24.8) (23.4) 56 Payment of loans after the issuance of preference

expense shares

FieldFresh .

equity share (1.6) (1.6) - Sales were up but higher costs

Tax (12.0) (8.2) -31.7 Due to expanded incentives

Net profit 31.8 58.9 +85.2 Higher sales, lower interest expense

Net debt 677.2 588 1 13.2 Payment of loans after the issuance of preference
shares

Gearing (%) 170 96 -74ppts Same as above

13
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DMPL FY2017 Results — DMFI — Recurring Basis

In US$m FY 2016 FY 2017 Chg (%) Comments

Turnover 1.778.0 1.696.5 46 Unsuccessful_ low-margin USDA bids, lower private label
and foodservice sales

Gross profit 328.9 205.9 10.0 Lower volume and unfavourable pricing in non-retail
channel

EBITDA 122.4 93.6 -23.5 Lower sales and higher selling and marketing expenses

Operating profit 66.3 47.4 -28.6 Same as above

Net finance (72.6) (81.8) 1128 Conver5|_on of floatl_ng to f|>§ed rate and higher borrowing

expense to fund higher working capital

Tax Credit 0.2 13.1 nm Higher loss of DMFI

Net profit (6.1) (21.4) nm Same as EBITDA comment

Net profit (DMPL’s

89% share) (5.4) (19.3) nm Same as EBITDA comment

Net debt 1.147.9 1,088.3 59 Lower Worklng_ capital/ABL loan and payment of current
portion of 1st lien term loan

Gearing (%) 188.2 183.5 -4.7ppts Same as above 14
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FY2017 Turnover Analysis

B Americas

M Asia Pacific

Europe
Americas -4.4% = Unsuccessful low-margin USDA bids from 2H
FY2016 plus reduced sales in private label and
foodservice business lines
Asia Pacific +10.2% = Higher sales for S&W in Asia, and the Philippines
Europe +27.2% = Higher pineapple juice concentrate pricing

15
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United States of America
27% 36% 30% 9%

Market Share (#1) Market Share (#1) Market Share (#2)  Market Share (#2)
Canned Vegetable Canned Fruit Plastic Fruit Cup Canned Tomato

= Broadly, US center of store food categories experienced
declines in 4Q. DMFI saw similar trends.

= DMFI grew share in 3 out of 4 of its measured

categories.
(Canned Vegetable +0.3 pts, Canned Fruit +0.7 pts, Fruit Cups +0.4 pts)

= Implementation of DMFI’s growth strategy is actively
underway

]

To drive growth, Del Monte will invest in
building its brands, bringing differentiated and

innovative products to market, and expanding
channels of distribution.

Source for market shares: Nielsen Scantrack dollar share, Total US Grocery + Walmart, 3M ending 29 April 2017 16
Canned market shares are for branded only, ex-private labels; Canned tomato is a combined share for Del Monte, S&W and Contadina
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Del Monte Foods USA

= DMFI's 4Q sales up 1.5% to US$401.7m
« Higher volume in both retail and foodservice channels

« Growth of packaged vegetable and fruit driven by strong Easter
merchandising events and enhanced marketing plans

* Increased market share in canned vegetable, canned fruit and fruit
in cups despite an industry contraction

= Higher gross margin of 18.6% from 17.1%

= Lower pricing in non-retail channel more than offset by cost
improvements

» Excluding one-off expenses, DMFI contributed an EBITDA of
US$29.6m and a net loss of US$1.5m to the Group
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Del Monte Foods Strategy

Marketing: Continually differentiate our brands/products in order
to drive consumer preference

» Reinforce our points of difference (Del Monte’s quality, College Inn’s
rich flavourful taste)

» Elevate our purity, culinary credentials and convenience (hon-GMO,
All Natural, sea salt)

Innovation: Address evolving consumer needs, shifts in eating
behaviours, and changing demographics in order to reinvigorate
our categories

= Extend into new usage occasions (in snacking and culinary)
= Attract new consumer targets (beyond Families and Boomers)

Distribution: Extend the reach of our portfolio into new parts of
the grocery store, new channels, and new geographies

g
. . . w b ¢
» Grow on-demand consumption (store perimeter, convenience FOPY MONTE® DOMESHIE FRUIT AVAAEINOY

ABATRE DSIRANICE W SLERY US BACRLE F2RI5 WAL W a-M8k5
channel)

» Establish a leadership position in E-commerce

» Become the Packaged Fruit and Vegetable solutions-based supplier
in foodservice ("one stop shop" for fruits and vegetables)

18
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Marketing Innovation

Del Monte Fruit
Refreshers

Fru(t

REFRESHERS %

3.5m households
have tried the
product

Del Monte Cups with
Real Fruit Juice

DelMonte
Quitny

Just Real

All Real Fruit Juice
varieties now on shelf!

College Inn Stock

ADD YOUR LOVE AND
OUR FLAVORFUL STOCK:
made with sieli, Svoey mean
and our best sensonnms

FOL Ir LO\? In.

o B

New College Inn Bold
Stock Beef and Chicken

19



NOURISHING FAMILIES. ENRICHING LIVES. EVERY DAY.

DelMonte
Quaity

Marketing Highlights

Vegetable Fruit College Inn

/FROM OURFARM.

| GET RECIPES

© 2016 Del Monte

. New Product of the Year . Northeast campaign
award in snacking generated 262 million
category impressions

. 356 million impressions . Tasty Video generated

. Over 1.2 billion
impressions

= 28 million video views

over 31 million views
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Foodservice Highlights

Beans
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BEANS THAT KIDS LOVE!
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. Sold in high-flavour, less-
sodium beans designed to
meet school nutrition
requirements

Fruit

ABDVANCING
THE FRUIT CUP°

. Launched fruit cups

meeting school
requirement of a full %2 cup
fruit (4.4 oz total) and
meeting the USDA Buy-
American Requirement

USDA Support

.
WHAT THE USDA SAYS ABOUT BUYING AMERICAN
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B e b ™
A .y

. Supported the USDA’s

requirement for schools to
purchase food grown in
the USA
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» Industry online grocery sales are estimated to be
2% of total grocery sales, or US$14 billion for
2016 - growing to US$20 billion in 2017.

E-Commerce Activities

« Kantar Retail projects a 31.2% 5-yr CAGR for
online grocery (‘16-21).

« DMPFI plans to target the major e-retailers by
selling directly amazon.com

marketplace

» Develop strategic relationships with
e-retailers L:l_ Walmart.com

« Improve the Del Monte online experience

iy . ) rme £
- Build internal capability to service PrimePantry

e-commerce
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Philippines
87% 78% 84%

Market Share (#1) Market Share (#1) Market Share (#1)
Canned Pineapple Canned Mixed Fruit Canned and Tetra RTD Juices

85% 46%

Market Share (#1) Market Share (#1)
Tomato Sauce Spaghetti Sauce

= Del Monte is the market leader across several categories

» Modern trade and convenience stores are growing fast: Del Monte is strong in modern trade, generating
30% of sales

=  Expanding foodservice sales, accounting for 16% of Philippine sales

»  Competitive environment with Southeast Asian peer companies targeting the Philippines to innovate,
diversify and premiumise

= E-commerce and digital are growing

To drive growth, continue to build new
categories, channels and markets to ensure

future competitiveness and growth

Source for market shares: Nielsen Retail Index as of 3 months to April 2017

23
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Del Monte Philippines

Sales in the Philippines down 4% in peso terms
Foodservice continued to grow

Maintained a healthy market share across the majority
of its key categories

Entered the isotonic segment, a new category — with the
launch of Del Monte Fit ‘n Right Active

« The first 2-in-1 Isotonic drink with Electrolytes
for rehydration and L-Carnitine for fat
reduction

* New endorser featuring Coach Jim Saret
Number 1 Fitness Trainer in the Philippines
Celebrity Trainer in Biggest Loser Philippines
Host of Metabeats Nutrition Show
Also Works as: Nutrition coach, Sports
Science professor in UP, columnist and
board member of Men’s Health

24
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Del Monte Fit ‘n Right Active Campaigns

= New campaign to drive awareness and trial!

= Fit 'n Right Active already gaining interest
from the fithess community in Instagram

o NITINE |
%”—l:c onR;ﬂp REDUCE FAT |

25
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= Launched 2 Summer Flavours for Fit ‘n Right
= Grapefruit
= Blueberry Grape

Fit ‘n Right Summer Flavours

= Started shipments in January 2017

CANGRAPEFRUIT

MAKERET
You I
SEXIER7
NEW ®
FIT*N = RIGHT
GRAPEERUIT
| TASTE & T ,l
THIS

| SUMMER 5

26
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Expanded Availability for Del Monte Fizzy Juice Drink!

Del Monte Fizzy Juice Drink, your

carbonated drink made healthy! ENaﬂY A HEALTH|EK .
Tizz Wit DEL. MONTE -
First launched in October 2016 in 7-Eleven s 4

9 N0 ADDED SUGAR * CALORIE-FREE %

= (e, -
N e
o B /7S
o -
-

Now available in 7-Eleven,
MiniStop, FamilyMart, small
convenience stores and
restaurants!

27



Asia and Middle East

= Consumers moving towards less processed and more
natural food: S&W expanding sales of S&W Sweet 16
fresh pineapple

» E-commerce and digital are growing with North Asia
having the largest share of e-commerce pie: S&W is
actively exploring this channel

To drive growth, realise S&W'’s full potential in (7744

Fista Fruait Cocktl
fresh pineapple and other products, channels,
and build S&W'’s brand equity in key markets

S&W fresh cut packs in Japan/Korea/Singapore

28
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S&W Asia and the Middle East

S&W branded business sales in Asia and the Middle East were up double-digit terms in 4Q

= Driven by both the fresh and packaged segments

= Expanded fresh fruit distribution in China and raised brand awareness through in-store
sampling; launched key packaged products in JD.com

= Strong sales of canned fruit to North Asia supported by wider distribution, higher shipment
into Indonesia and improved juice sales to Israel

SINGAPORE: S&W
Pineapple Slice for
McDonald

‘ Singapore’s
SIGNATU RE Criepy Chichen Signature

COLLECTION

Promotional Burger,
Crispy Buttermilk
Chicken recipe

Roasted Sesame with
Seaweed Shaker fries

29




b
CHINA: Sampling activities of
S&W fresh pineapple

JAPAN: S&W Fiesta pineapples
sold exclusively in Skylark
Group's restaurant chain
"GUSTO" covering about 2,000
stores for its summer campaign

PHILIPPINES: Sampling
activities of S&W Calamansi
juice in BPO areas

Y F-TALTYT-0
L L




INDONESIA: Participation in trade show
‘Food Hotel Indonesia’ in April 2017

ISRAEL: Bus ad of S&W juices

'q Facebook posting

.
.
¥ i
B o ::-.
¥ -

J

INDONESIA: S&W
Vinegar and S&W

Corn sampling during
the trade show

31



E-Commerce Activities
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J?Z China (JD.com and 1688.com)
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Singapore (Fairprice Online and Redmart)

FairPriceOnline
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Korea (SSG.com)
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FieldFresh India

» DMPL’s share of loss in the FieldFresh joint
venture in India for 4Q lower at US$0.4m
from US$0.5m

= Sales were up 17% in rupee terms

Tiffin Recipes Digital Campaign

Provide moms with meal solutions in the form of  Del Monte Chifferi Rigati wi

easy tiffin recipes — ‘Made with Del Monte’ - for
their kids, at a time when schools re-open after
exams to showcase our vast range of offerings

Use online influencers to create and share
simple yet innovative recipes and start
conversations around #MadeWithDelMonte on
social media.

Amplify the campaign by use of food blog
platforms like Archana’s Kitchen

e ';k‘l' R
3

-

th Cheese & Peas
5 AT L

A

s .l":
o T A "l-'-tl,
i % A ;

Del Monte Spaghetti with Tomato & Basil Sauce
LN T IINIETTT
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Italian Range Packaging Revamp

The objective of the revamp was to de-clutter and have the packaging convey more premium and
authenticity in line with both the brand and category

34
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Subsequent Event — JV with Fresh Del Monte

= New joint ventures between DMPL and Fresh Del Monte
Produce, Inc (FDP)

» Results in expanded refrigerated offerings

= New retail F&B concept modeled after an already
successful FDP business in the Middle East

= Focus on the US market initially

= Collaborating on product innovations including chilled
juices, prepared refrigerated fruit snacks, guacamole Rolando Gapud and FDP’s

and avocado products Chairman and CEO
Mohammad Abu-Ghazaleh

= Expertise sharing and economies
of scale in product development,
operations, sourcing, supply
chain, marketing and distribution

» Full and final settlement of all
active litigation between the two
companies
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Preference Share Offering

Successfu”y Completed the O'ﬁ:erlng and BuDsmzl MOnte PaCiﬁC IiStS the ﬁrSt dOIIar

denomlnated shares in the Ph|||pp|nes

listing of ~US$200m Preference Shares in the e oo norer o einance s 50 miion e oan o 200 nar

By Rappler.com

Philippines in April; coupon rate of 6.625%

The first Dollar-Denominated securities to be
listed on the Philippine Stock Exchange

Net proceeds used to partly refinance the Del monte
US$350 million BDO Unibank, Inc loan which Qyality
was extended in February 2017 for two years |

Group leverage reduced to 290% from 477%

I t MANILA, Philippines — Listed under the stock symbol DMPA e Pacific DMPLJ a global

a.S year giant in the food and beverage ind y, debuted the first Dolla I: nominated Sec n the Phillippines
Dollar denominated securities are securities listed, traded, and settled in US dollars

Balance US$150| I I |Ssuab|e Wlthln 3 years “The goal of seeing additional funds raised through DDS has come into fruition. This warm reception to the
maiden DDS offering speaks highly of the confidence that the investors have in the market in general, and

the company and its leadership in particular,” said Jose T. Pardo, Chairman of the Philippine Stock

we
the first Dollar Denominated Securities

Del Monte Pacific Limited
U.S. Dollar Denominated
. i




NOURISHING FAMILIES. ENRICHING LIVES. EVERY DAY. Mmonte
Quatity

Dividend for Common Shareholders

Under the Company’s Articles of Association and the terms of the Preference
Shares, the Company may declare and pay dividends on Common Shares
provided there are adequate and available funds for dividends on Preference
Shares which have priority over Common Shares.

Subject to the foregoing, the Board approved a final dividend of US$0.0061 per
share representing 50% of FY2017 net profit.

Dividend for common USS0.0133 per share USS0.0061 per share
shareholders

Payout Rate 50% of FY2016 net profit 50% of FY2017 net profit
Record Date 26 August 2016 To be confirmed

Payment Date 8 September 2016 To be confirmed

37



NOURISHING FAMILIES. ENRICHING LIVES. EVERY DAY. (LUIITINGY)

Del Monte Pacific Limited completed its independent
assessment of the Group’s sustainability priorities

Sustainability

Del Monte Foundation embarked on its community
relations projects such as medical and dental missions,
vocational course training and scholarships

Del Monte in the Philippines undertook infrastructure
projects — water systems in communities, classrooms in
primary schools and a day care center -- tagged as “Project
9” to commemorate 9 decades of successful business
operations in the country

Del Monte Foods Inc Markesan Green Team volunteered
for their annual Adopt-a-Highway environmental project
during Earth day in the US
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Qyality
Highlights

= 4Q recurring net income improved to US$17.2m from US$14.7m

= Revenue grew 4% to US$545m on higher USA and Asia sales

= Gross margin increased to 23.3% from 21.9% on cost improvements

= FY2017 recurring net income improved to US$45.5m from US$25.2m

= Preference Shares issue successfully completed and US$200m loan repaid

= Final dividend of US$0.0061 per share representing 50% of FY2017 net
profit

Outlook

= The Group is expected to generate a net profit in FY2018

= Major emphasis on responding to consumer trends through:

« Strengthening the core business -- healthier options and
new products

» Innovation -- process and packaging technology

-- agriculture and manufacturing technology
« Digital strategy
= |mproving financial performance through:

* Procurement synergies and G&A cost optimisation
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