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The marketplace is
evolving rapidly and
consumer preferences
are changing constantly.
We at Del Monte continue
to innovate and delight
consumers with exciting
products.
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GROWING
OUR REACH

The opportunities are
immense from new
channels, such as
perimeter of store,
foodservice and
e-commerce, to new
geographies in the
international market.
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OPTIMISING,
PROCESSES,
SYSTEMS AND
TECHNOLOGY

We explore all
avenues to improve
and strengthen

our operations
while also making
sustainability a way
of life.

EXCELLENCE AND
SUSTAINABILITY

RAISING OUR
STANDARDS

One of our core values is
"Excellence in Everything
We Do", and we bring this
to life by employing best
in class practices.
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DEL MONTE PACIFIC LIMITED

CORPORATE
PROFILE

Dual listed on the Mainboards of the Singapore
Exchange Securities Trading Limited and the Philippine
Stock Exchange, Inc, Del Monte Pacific Limited
(Bloomberg: DELM SP/ DMPL PM), together with its
subsidiaries (the “Group”), is a global branded food and
beverage company that caters to today’'s consumer
needs for premium quality healthy products. The Group
innovates, produces, markets and distributes its products
worldwide.

The Group is proud of its heritage brands - Del Monte,
S&W, Contadina and College Inn — majority of which
originated in the USA more than 100 years ago as
premium quality packaged food products. The Group
has exclusive rights to use the Del Monte trademarks for
packaged products in the United States, South America,
the Philippines, Indian subcontinent and Myanmar, while
for S&W, it owns it globally except Australia and New
Zealand. The Group owns the Contadina and College
Inn trademarks in various countries.

DMPL's USA subsidiary, Del Monte Foods, Inc (DMFI)
(www.delmontefoods.com) owns other trademarks
such as Fruit Naturals, Orchard Select, SunFresh and
Fruit Refreshers, while DMPL's Philippines subsidiary, Del
Monte Philippines, Inc (www.lifegetsbetter.ph), owns Del
Monte, Today’s, Fiesta, 202, Fit ‘n Right, Heart Smart and
Quick ‘N Easy trademarks in the Philippines.

The Group sells packaged fruits, vegetable and tomato,
sauces, condiments, pasta, broth and juices, under
various brands and also sells fresh pineapples under the
S&W brand.

The Group owns approximately 95% of a holding
company that owns 50% of FieldFresh Foods Private
Limited in India (www.fieldfreshfoods.in). FieldFresh
markets Del Monte-branded packaged products in the
domestic market and FieldFresh-branded fresh produce.
The Group's partner in FieldFresh India is the well-
respected Bharti Enterprises, which is one of the largest
conglomerates in India.

DMPL's USA subsidiary operates 12 plants in

the USA, two in Mexico and one in Venezuela, while its
Philippines subsidiary operates the world’s largest fully-
integrated pineapple operation with its 23,000-hectare
pineapple plantation in the Philippines and a factory with
a port beside it.

Except the joint venture companies with Fresh Del
Monte Produce Inc, DMPL and its subsidiaries are
not affiliated with the other Del Monte companies in
the world, including Fresh Del Monte Produce Inc,
Del Monte Canada, Del Monte Asia Pte Ltd and these
companies’ affiliates.

DMPL is 67%-owned by NutriAsia Pacific Ltd and
Bluebell Group Holdings Limited, which are beneficially-
owned by the Campos family of the Philippines.

The NutriAsia Group is the market leader in the liquid
condiments, specialty sauces and cooking oil market

in the Philippines.

www.delmontepacific.com

www.delmonte.com

www.swpremiumfood.com

www.contadina.com

www.collegeinn.com

www.lifegetsbetter.ph

VISION
& VALUES

We nourish families by providing delicious food

and beverages that make eating healthfully
effortless — anytime and anywhere. We build

brands with quality products that are perfectly

wholesome and thoughtfully prepared.

hampioning Together

ealthy Families

whnership with Integrity

nnovation

ommitment to Society & Environment

xcellence in Everything We Do
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DEL MONTE PACIFIC LIMITED

OUR
STRATEGY

DelMonte

Quality

NOURISHING FAMILIES. ENRICHING LIVES. EVERY DAY.

We nourish families by providing delicious food and beverages that make eating
healthfully effortless — anytime and anywhere. We build brands with quality
products that are perfectly wholesome and thoughtfully prepared.

o

STRATEGIC PILLARS

@ gt

Markets
Expand the Improve
Product Operational
Portfolio Excellence and
Sustainability
Strive for

S:Lengthen Commercial
e ~ore Excellence

1 O O 1

ENABLERS

BUILD THE RIGHT CAPABILITIES, TALENT,
CULTURE AND TEAM TO DELIVER AGAINST VISION

KEY BRANDS AND
BRAND OWNERSHIP

S&W

(For Both Packaged
and Fresh Products)

CONTADINA
COLLEGE INN

THE GROUP ALSO
OWNS THE CONTADINA
AND COLLEGE INN
TRADEMARKS

DEL MONTE

(Packaged Products)

USA, SOUTH AMERICA,
PHILIPPINES, INDIAN
SUBCONTINENT AND

MYANMAR

GLOBALLY
EXCEPT AUSTRALIA AND
NEW ZEALAND

PRODUCTION FACILITIES

USA Mexico Venezuela Philippines India
12 2 1 2 1
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DEL MONTE PACIFIC LIMITED

OUR PASSION
FOR QUALITY GOES
BACK GENERATIONS.

The Del Monte® name has been synonymous with premium
foods since its debut in 1886. For generations, our Company
has proudly earned our reputation with a series of innovations
and a singular dedication to quality.

Today that commitment to quality is deeply embedded in our
culture. At Del Monte, we will always strive to cultivate the

best wholesome vegetables, fruits, and tomatoes to help you
and your family live a life full of vitality and enjoyment.

A A

HERITAGE

1886

The Del Monte name
premieres. Del Monte

is used by an Oakland,
California food distributor
on premium coffee
prepared for the Hotel
Del Monte on the
Monterey peninsula.

1892

Del Monte is first introduced
as a trademarked brand.

1898

Eighteen west coast
canning companies
merge to form California
Fruit Canners Association
(CFCA). Del Monte is one
of several premium brands
marketed by the new
company.

1907

The Cannery is built. One

of San Francisco’s treasured
landmarks, the Cannery was
built in 1907 and by 1909 was
the largest fruit and vegetable
cannery in the world.

1909

The Del Monte Shield is
introduced on labels. Del
Monte puts Quality at the
centre of its brand promise.
Early ads assure customers
that the brand’s seal is “Not a
label — but a guarantee.”

1911

Packaging innovation - the
sanitary three-piece can
replaces hand-soldered
containers to better preserve
product integrity.

1916

CFCA merges with three
other large canners to

create California Packing
Corporation (Calpak), with Del
Monte as the primary brand.

1917

Calpak becomes the first US
fruit and vegetable processor
to advertise nationally.

1926

Calpak sets up
operations in the
Philippines.

1940

Fruits and vegetables in
glass are introduced in
the United States.

1945

Calpak begins

expansion. Use of

pallets for storage

improves distribution. 1955

Del Monte pineapple
grapefruit drink and
stewed tomatoes are
introduced.

DelMonte
Quality

1967

Calpak changes its
name to Del Monte
Corporation (DMC).

1971
Leaders in nutritional
labeling - DMC

becomes the first major
US food producer

to voluntarily adopt
nutritional labeling on
all its food products.

1979

Tobacco giant RJ
Reynolds (RJR) acquires
DMC.

1983

Biscuit-maker Nabisco buys
RJR. DMC becomes part of
the RJR Nabisco business.

1988

KKR acquires RJR Nabisco
in an event touted by Time
magazine as the biggest

leveraged buyout at the time.

1989

DMC divides into two
separate entities - Del Monte
Tropical Fruit (fresh division)
and Del Monte Foods
(processed division).

1993

A new owner of Del Monte
Tropical Fruit changes name
to Fresh Del Monte Produce.

AWARDS
tREMONIES '88

1996

DMC fully divests from

Del Monte Philippines to
Philippines-based Macondray
& Co, Inc and Europe-based
Del Monte International.

1997

Texas Pacific Group
purchases DMC.

1997

DMC buys the Contadina brand.

i
NYSE

1999

DMC lists on the New York
Stock Exchange.

SGX =

SINGAPORE EXCHANGE

1999

Del Monte Pacific Limited
(DMPL) is incorporated
as parent of Del Monte
Philippines; DMPL lists on
the Singapore Exchange.

2001
DMC acquires the S&W brand.

G&Ege
Inn

2002

DMC acquires pet food, baby
food, Star*Kist tuna, College
Inn broth, and private label
soup businesses of HJ Heinz.

2006

NutriAsia Pacific Limited
acquires 85% of DMPL.

2007

DMPL buys the S&W brand for
Asia and EMEA from DMC.

field

2007

DMPL enters into a joint
venture with the Bharti group
in India to form FieldFresh
Foods Private Ltd.

2011

KKR investor group reacquires
DMC and takes it private.

&e

THE PHILIPPINE
5TOCK EXCHANGE
TN

2013

DMPL lists on the Philippine
Stock Exchange (PSE).

2014

KKR sells the consumer food
business of DMC to DMPL
Group. The US company
that now owns this business
is Del Monte Foods, Inc
(DMFI). DMPL is re-united
with the US Del Monte. KKR
changes the name of the
old company from DMC

to Big Heart Pet Brands.

2017

DMPL lists its
Preference Shares on
the PSE.

2017

DMFI and Fresh Del
Monte Produce create
new joint ventures in
retail dining, chilled
beverages, chilled
fruit snacks and
refrigerated avocado
products.

TODAY

Del Monte sustains
its quality promise for
a new generation of
consumers.
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DEL MONTE PACIFIC LIMITED

FY2017
HIGHLIGHTS

FY2017 HIGHLIGHTS

Group sales reached USS$2.3bn in FY2017, down 0.9% from prior year on higher Philippines and S&W
Asia sales offset by lower USA sales

The US business accounted for USS1.7bn or 75% of total sales
The Asian business, both packaged and fresh segments, delivered record sales of US$S611.7m, up 9%

Without one-off items, the Group generated
— EBITDA of USS$211.8m, up 2%

— Operating profit of US$145.5m, up 8%

— Net profit of USS45.5m, up 80%

Including one-off items, the Group generated
— EBITDA of US$194.0m, down 20%

— Operating profit of USS$127.6m, down 24%
- Net profit of US$24.4m, down 57%

Declared dividend of USS0.0061 per share or 50% payout of FY2017 earnings
CEO Joselito D Campos, Jr won Entrepreneur of the Year Award

Received Best Investor Relations (Gold) and Best Annual Report (Bronze) Awards from the Singapore
Corporate Awards

New product Del Monte® Fruit Refreshers ™ won the 2017 Product of the Year Award in the Healthy
Snacking category in the USA

USS200m of Preference Shares issued, reducing DMPL's gearing
Four new joint ventures with Fresh Del Monte Produce, Inc
Nice Fruit plant for frozen pineapple commenced operation

New Del Monte Pacific website launched

Notes on DMPL's results

1

2.

Effective 1 May 2014, DMPL changed its financial yearend to 30 April instead of 31 December to align with that of its US
subsidiary, Del Monte Foods, Inc (DMFI). FY2016 runs from 1 May 2015 to 30 April 2016.

DMPL's financial statements are based on IFRS. DMFI's financial statements were converted from US GAAP to IFRS for
consolidation purposes.

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

the narratives are net of NCI.

DMPL adopted 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. For more information on these amendments, please refer to Note 3 of the financial
statements.

LETTER TO

SHAREHOLDERS

11

DEAR SHAREHOLDERS,

Last year we launched

Del Monte Pacific’s vision:

Nourishing families.
Enriching lives. Every day.
This is supported by five
strategic pillars, the first
of which is to strengthen
the core business.

Strengthening our Core
is indeed important to us
as we continue to build
a solid foundation to
strengthen our business
in the United States,

EXCLUDING THE ONE-OFF ITEMS,
THE GROUP'S RECURRING NET
PROFIT WOULD HAVE BEEN
US$45.5 MILLION, SIGNIFICANTLY
HIGHER VERSUS THE PRIOR YEAR'S

RECURRING NET PROFIT OF USS$25.2

MILLION MAINLY DRIVEN BY THE
ROBUST PERFORMANCE OF THE
ASIAN BUSINESS.”

MR ROLANDO C GAPUD

Executive Chairman

our largest market

which accounts for

75% of Group sales. We
continue to strengthen
our business in Asia as we
delivered higher results
for the second year in

a row.

While our business in
Asia performed well in
FY2017, we faced some
challenges in the USA.
Our Company generated
sales of USS$S2.3 billion in
FY2017, slightly lower by
0.9% versus the prior year
as higher sales from the
Philippines and S&W in
Asia and the Middle East
were offset by lower sales
in the United States.

Del Monte Pacific
delivered a net profit
of US$24.4 million,
lower than prior year
period’s net profit of

MR JOSELITO D CAMPOS, JR

Managing Director and CEO

USS$57.0 million as
FY2017 included one-off
expenses while FY2016
included a one-time net
gain. More details on

the one-off items are
provided in the Operating
and Financial Review
section of this report.

ANNUAL REPORT FY2017

Excluding the one-

off items, the Group's
recurring net profit would
have been US$45.5
million, significantly
higher versus the prior
year's recurring net profit
of US$25.2 million mainly
driven by the robust
performance of the

Asian business.

Our subsidiary in the USA,
Del Monte Foods, Inc
(DMFI), achieved sales

of USS$1.7 billion, down
by 5% due to reduced
sales in foodservice and
private label business
lines as well as the impact
of unsuccessful low-
margin US Department of
Agriculture bids.

DMEFI has been focused
on strengthening its
leading share positions
amidst canned vegetable
and fruit industry
contraction. For the

full year, it increased its
retail market share in
the canned vegetable
segment and maintained
its share for canned fruit.

To meet the unique
snacking needs of
on-the-go adults, we
introduced Del Monte®
Fruit Refreshers ™in June
2016, the first-ever adult
fruit cup. Del Monte®
Fruit Refreshers ™ won



DEL MONTE PACIFIC LIMITED
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SHAREHOLDERS

the 2017 Product of the
Year Award in the Healthy
Snacking category in

the USA.

Our business outside the
USA delivered record
sales of US$611.7 million,
9% higher against the
prior year. The Philippine
market posted record
sales of US$329.2 million,
up 6% in peso terms as
all product categories -
packaged fruit, beverage
and culinary — generated
higher sales in both retail
and foodservice channels.

Our Company
strengthened its culinary
portfolio with the launch
of the Contadina brand
in the Philippines with
Nigella Lawson, best-
selling cookbook author,
food enthusiast and TV
host as brand ambassador.
Contadina is a brand
name known to American
families for 100 years

and is one of four key
brands that the Group
markets in the United
States. DMPL brought the
brand to the Philippines
with an exciting array of
new products, including
olive oil, pasta and pasta
sauces.

We entered a new
category - the isotonic
segment — 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.

Moreover, the foodservice
channel in the Philippines
performed strongly on the
back of expanded juice
dispenser coverage and

meal tie-ups with major
convenience stores and
fast food chains.

Sales of the S&W business
in Asia and the Middle East
reached US$120.2 million
in FY2017, a record for this
brand since Del Monte
Pacific acquired it in 2007.
Sales were significantly
higher by 33% on higher
volume and favourable
mix. S&W partnered with
Goodfarmer, one of
China’s leading suppliers
of fruits and vegetables,
through a co-branding
programme. It also
pursued e-commerce in
China’s JD.com for its key
S&W packaged products.
S&W also tied up with
Burger King in China and
with McDonald’s in China,
Hong Kong and Singapore.

Sales at our Indian

joint venture FieldFresh
Foods, which are equity
accounted, were US$72.9
million in FY2017, 13%
stronger in rupee terms. In
retail, growth was driven
by the culinary category
with the relaunch of an
expanded mayonnaise
glass bottle range as well
as good traction in the
olive oil portfolio. It also
launched the Del Monte
Dried Blueberries and

Del Monte Baked Beans.
The year also saw

the Group extend its
partnership with Kikkoman
with the introduction of
soy sauce in the Indian
market.

FieldFresh sustained its
positive EBITDA while
DMPL's share of loss in the
FieldFresh joint venture

in India remained flat at
USS$1.6 million.

+9%

RECORD SALES

Our business outside the
USA delivered record sales of
US$611.7 million, 9% higher
against the prior year.

PREFERENCE SHARES
AND INDEBTEDNESS

In April of 2017, our
Company successfully
completed the offering
and listing of its Preference
Shares in the Philippines
generating approximately
USS$200 million in
proceeds. This is an
important achievement
for our Company as well
as the Philippine Stock
Exchange (PSE) as these
were the first Dollar-
Denominated securities to
be listed on the PSE.

The coupon rate of
the Preference Shares
is 6.625% per annum,
payable semi-annually.

Our Company used the
net proceeds to partly
refinance a US$350 million
loan. The Group's net debt
amounted to US$1.7 billion
as at 30 April 2017 and the
net debt to equity ratio
was reduced to 290% from
477% in the prior year.

The balance of US$150
million of Preference
Shares is issuable within
three years.

We expect to meet our
financial obligations by
increasing operating cash
flow in the coming year
by generating higher sales
and managing costs and
working capital.

DIVIDENDS

The Board approved
a final dividend of
USS0.0061 per share
representing 50% of
FY2017 net profit.

STRATEGY

It has been almost three
and a half years since

our milestone Del Monte
Foods, Inc acquisition

in the United States in
February 2014. In the first
two years, our Company
focused on the transition,
integration, restructuring
and stabilisation of DMFI's
core business.

At the end of the second
year, we engaged an
international strategy
consultant to work with us
in refreshing our

Group vision and
aspirations for the reunited
Del Monte, anchored

on market trends and

the changing consumer
landscape.

We have undertaken this
important process since
this defines our strategic
roadmap and sets our
course for many years
to come.

Our vision and aspirations
are supported by five
strategic pillars —
strengthen the core,
expand the product
portfolio, expand markets,
improve operational
excellence and
sustainability, and strive for
commercial excellence.

In order to achieve these,
we are building the right
capabilities, talent, culture
and team to deliver against
the vision.

Del Monte is an iconic
brand, a household name
in the United States

with 130 years of brand
heritage. However, as
with most canned food
products, we are faced
with structural declines for
the industry. Moreover, our
strategy must recognise
the fundamental changes
in the marketplace

for consumer goods.
There are disruptions
everywhere - in the
centre store, distribution
channels, supply

chains, technological
developments, consumer
demographics and
behaviour.

While we have heritage
brands, it is not only the
brand that makes us
strong. It is our decades-
long relationship with the
farmers who grow the
fruits and vegetables we
process - making us a true

farm to table company.
Moreover, at the other
end of the spectrum - we
also have decades-long
relationships with the
major retailers and grocers
in the market - an enviable
advantage in a changing
marketplace.

Del Monte plans to
invigorate the category
with more product
differentiation and brand
support, while improving
efficiencies and overall
cost structure.

We need to innovate
outside the can and build
on growing categories
such as plastic fruit cup
and Tetra Pak broth, which
both offer alternative
packaging formats that are
on trend.

Our business is well
positioned vis-a-vis

the ongoing consumer
trends for health, wellness
and nutrition. There is
latent market demand

to consume more fruits
and vegetables. We must
recognise and seize
opportunities that support
this and our long term
strategic plan with a view
to delivering sustainable
and meaningful returns to
our shareholders.

In 2014, our Company
entered into a JV with
leading Spanish fruit
processor Nice Fruit SL to
build a food processing
facility in the Philippines,
and process, market and
sell frozen pineapple
globally. The facility,
located near Del Monte's
plantation, started
commercial operations
in May 2017. This is an

exciting new market for

us — frozen pineapple -
using Nice Fruit's patented
award-winning technology.

In June this year, we also
announced a series of new
joint ventures with Fresh
Del Monte Produce Inc
that will result in expanded
refrigerated offerings sold
across all distribution and
sales channels, and a new
retail food and beverage
concept modeled after

an already successful
Fresh Del Monte Produce
business in the Middle
East. These joint ventures
will initially focus on

the US market with the
potential for expansion
into other territories where
the companies’ businesses
complement each other.

The collaboration offers
the opportunity for each
partner to share expertise
and optimise economies
of scale in product
development, operations,
sourcing, supply chain,
marketing and distribution.

We are excited with
the possibilities for our
Company'’s long term
success.

OUTLOOK

Barring unforeseen
circumstances, DMPL will
continue to be profitable
for FY2018.

We will focus on
strengthening the core
business. Innovation
through better product and
packaging development,
and improved agriculture
and manufacturing
technology will continue
to fuel growth initiatives.
DMPL will continue

to explore digital
opportunities for its range

of products across markets.

We wiill remain vigilant

in keeping costs down,
amidst an inflationary
tinplate cost environment
and lower pineapple
juice concentrate pricing,
through supply chain
synergies and G&A cost
optimisation.

Our Company will
continue to expand its
existing branded business
in Asia, through the

Del Monte brand in the
Philippines, where it is a
dominant market leader.
S&W, both packaged

and fresh, will gain more
traction as it leverages its
distribution expansion in
Asia and the Middle East,
while our affiliate in India
will continue to generate
higher sales and maintain
its positive EBITDA.

SUSTAINABILITY

We are celebrating 130
years of the Del Monte
brand. Throughout history,
our Company has strived
to operate a sustainable
business that produces
quality products, creates
jobs, acts with integrity
and contributes to the
economic, environmental
and social well-being of
the local communities
we serve. As a leading
global food company,
corporate sustainability is
an important part of the
Company’s strategic plan.

In FY2017, our Company
took a step forward in
incorporating sustainability
to strengthen our core
business. The Group went
through the process of
identifying our material
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THROUGHOUT HISTORY,

OUR COMPANY HAS STRIVED

TO OPERATE A SUSTAINABLE
BUSINESS THAT PRODUCES
QUALITY PRODUCTS, CREATES
JOBS, ACTS WITH INTEGRITY AND
CONTRIBUTES TO THE ECONOMIC,
ENVIRONMENTAL AND SOCIAL
WELL-BEING OF THE LOCAL
COMMUNITIES WE SERVE.”

Environmental, Social

and Governance factors
to prioritise the most
important issues of our
stakeholders. This is

one of the five primary
components of the
Singapore Exchange's
guidelines on sustainability
reporting.

We are pleased to share
our achievements in the
United States. We were
recognised as a 2016 Fruits
& Veggies—More Matters®
Role Model by Produce for
Better Health Foundation,
and were awarded the
Leadership Partner status
by Feeding America.

In the Philippines, we
were awarded Best
Industry Partner in
Northern Mindanao from
the Technical Education
and Skills Development
Authority, while in India,
our affiliate FieldFresh
Foods, has been certified
as a Great Place To

Work by the namesake
organisation.

Our Company stands by
its commitment to grow
its business in a manner
that sustains a healthy

balance among diverse
interests of all stakeholders
— our employees and their
families, business partners,
customers and host
communities.

AWARDS

Since the Singapore
Corporate Awards (SCA)
began in 2006, we are truly
honoured to have received
4 distinct awards -- Best
Managed Board, Best Chief
Financial Officer, Best
Investor Relations and Best
Annual Report — and to be
one of only 14 companies
who have achieved this
from about 750 companies
listed in Singapore.

DMPL has also won 2 Gold
awards each for the Best
Managed Board and Best
Investor Relations, and

is one of only less than

10 companies to have
achieved this.

In the recent SCA in July
2017, we won the Best
Investor Relations (Gold)
and Best Annual Report
(Bronze) Awards.

Our Company has won
a total of 12 awards for
8 consecutive years

since 2010, a significant
achievement amongst
companies listed in
Singapore.

DMPL also ranked 32

or top 5% amongst

631 Singapore-listed
companies in the
Singapore Governance
and Transparency Index in
August 2016.

We are also proud to share
that our CEO, Joselito

D Campos, Jr, won the
Entrepreneur of the Year
Award in the Asia Pacific
Entrepreneurship Awards
held in Singapore in
August 2016.

We are humbled and
inspired to continuously
uphold and advance best in
class practices, corporate
governance, innovation,
and excellent service.

WEBSITE
We have recently
revamped our corporate

website which features our
four key brands —

Del Monte, S&W,
Contadina and College
Inn, and our international
F&B business. Do explore
our brand heritage, trusted
quality products, healthy
recipes, advertisements,
sustainability, governance
and investor relations, plus
more at
www.delmontepacific.com.

APPRECIATION

We thank our employees
for their hard work and
dedication, as we forge
ahead in Strengthening our
Core.

We are grateful to you,
our shareholders, bankers,
business partners and
customers for your
sustained support. And
finally, we thank the
Chairmen of our Board
Committees and the rest
of the Board members
for their invaluable wise
counsel.

P

MR ROLANDO C GAPUD
Executive Chairman

7z

MR JOSELITO D CAMPOS, JR
Managing Director and CEO

28 July 2017

5-YEAR
SUMMARY

FINANCIAL YEAR*

(Amounts in US$ million unless otherwise stated)

PROFITABILITY?

Turnover

Gross Profit

EBITDA

EBITDA - without Non-Recurring items
Profit/(loss) from Operations

Net Profit Attributable to Owners

EPS (US cents)

Net Profit - without Non-Recurring items

EPS - without Non-Recurring items (US cents)

Gross Margin (%)

EBITDA Margin (%)
Operating Margin (%)

Net Margin (%)

EPS Growth (%)

Return on Equity (%)

Return on Assets (%)
BALANCE SHEET

Cash

Debt

Net Debt

Fixed Assets

Total Assets

Shareholders' Equity

Net Tangible Asset Per Share (US cents)
Net Debt to Equity Ratio (%)
CASH FLOW

Cash Flow from Operations
Capital Expenditure

SHARE STATISTICS*
Number of Outstanding Shares (million)

Number of Outstanding Preference Shares (million)®

AVERAGE FOR PERIOD

Share Price (Singapore cents)

Share Price (US cents equivalent)
Market Capitalisation (S$ million)
Market Capitalisation (USS million)
P&L rate: USS1 : SS

Price Earnings Multiple® (x)

Share Price - Preference Shares (USS)°

END OF PERIOD

Share Price (Singapore cents)

Share Price (US cents equivalent)
Market Capitalisation (S$ million)
Market Capitalisation (USS million)
P&L rate: USS1 : SS

Price Earnings Multiple® (x)

Share Price - Preference Shares (US$)°
DIVIDEND

Dividend Per Share (US cents)
Dividend Per Share (Singapore cents)®
Dividend Yield (%)

Dividend Payout (%)

FY2017

2,252.8
494.9
194.0
211.8

127.6
244
121
45.5
2.29

22.0
8.6
5.7
11

58.7
5.1
0.7

37.6
1,714.0
1,676.4

657.2
2,757.1
578.6
(8.4)
289.8

187.1
1441

1,943.2
20.0

33.9
244
658.7
4746
1.39
20.2
10.2

5615
24.0
651.0
465.6
140
19.8
10.0

0.61
0.84
2.5
50

FY2016
(As Restated?)

2,274.1
485.8
241.3
208.2
168.0
57.0
293
252
1.30

214
10.6
74
2.5
201.0
16.1
2.2

47.2
1,843.8
1,796.6

661.2
2,7064
377.0
(19.2)
476.6

108.0
137.2

1,943.2

344
24.8
668.5
4826
1.39
85

42.0
311
816.1
604.6
1.35
10.6

133
1.80
52
50

FY2015
(As Restated?)

2,190.0
4115
89.7
149.3
38.3
(40.3)
(2.90)
(3.8)
(0.28)

18.8
4.1
17

na
na
na
na

356
1,718.5
1,682.9
679.3
2,6284
330.5
(22.1)
509.2

308.6
1441

1,944.0

45.9
5.5
892.3
690.1
1.29
na

56.7
412
1,102.3
801.5
1.38

na

CY2013

492.2
115.6
423
68.8
27.5
16.1
124
339
2.62

235
8.6
5.6
3.3

(49.8)
6.7
29

132.9
276.7
143.8
99.5
617.6
2284
16.5
62.9

27.8
247

1,296.6

712
57.0
9232
739.1
1.25
46.0

56.3
444
730.0
575.2
1.27
35.8

0.62
0.78
11
50

1 DMPL changed its fiscal year to end in April in line with its USA subsidiary Del Monte Foods, Inc. For 2012-2013, fiscal year was ending December.
DMPL adopted 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

2

3

4

the old calculation using the lower depreciation for comparability. For more information on these amendments, please refer to Note 3 of the financial statements.

CY2012

459.7
112.8
59.9
59.9
49.7
32.0
247
32.0
247

24.5
13.0
10.8

7.0
154
134

6.9

24.6
140.5
116.0

934
496.7
250.7

21.8

46.3

19.5
17.3

1,080.20

38.3
30.6
413.7
330.2
1.25
124

47.3
38.8
510.9
418.8
122
15.7

2.23
277
7.2
75

The profitability of the Group from CY2013-FY2017 had been impacted by non-recurring items mostly due to the acquisition of the US company. Please refer to the Operating

and Financial Review section for more details.

DMPL was listed on 2 August 1999 on the Singapore Exchange (SGX) and on 10 June 2013 on the Philippine Stock Exchange (PSE). Singapore share prices are converted to
US cents for the purpose of computing financial ratios. DMPL did a 2:10 Bonus Issue with ex-date of 9 April 2013. It also did a Rights Issue in March 2015. New shares issued

resulted in a 33% dilution.

> Preference Shares started trading on the Philippine Stock Exchange on 7 April 2017.
Dividend per share (Singapore cents) for FY2017 is based on an indicative exchange rate as the dividend has not been paid yet at the time of print.
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DEL MONTE PACIFIC LIMITED

BOARD OF
DIRECTORS

DIRECTORSHIPS IN OTHER LISTED COMPANIES,
BOTH CURRENT AND IN THE PAST THREE YEARS:

MR JOSELITO D Director of Philippine-listed San

CAMPOQS, JR Miguel Corporation (since 2010)

DR EMIL Q JAVIER Independent Director of
Philippine-listed Centro Escolar
University (since 2002)

MR GODFREY E

SCOTCHBROOK

Independent Director of
Singapore-listed Boustead
Singapore Ltd (since 2000) and
Hong Kong-listed Convenience
Retail Asia (since 2002)

None of DMPL's Directors are Chairman in other listed
companies.

1. MR ROLANDO C GAPUD

Executive Chairman, 75
Appointed on 20 January 2006
and last re-elected on 15 April 2014

Mr Rolando C Gapud has over 35 years of experience
in banking, finance and general management, having
worked as CEO of several Philippine companies, notably
Security Bank and Trust Company, Oriental Petroleum
and Minerals Corp and Greenfield Development Corp.
He was also the COO of the joint venture operations of
Bankers Trust and American Express in the Philippines.
He has served in the Boards of various major Philippine
companies, including the Development Bank of the
Philippines, the development finance arm of the
Philippine Government. Mr Gapud is the Chairman of the
Board of Del Monte Foods, Inc, DMPL's US subsidiary.
He is also a Director of FieldFresh Foods Private Ltd, a
joint venture of DMPL with the Bharti Group of India.
He holds a Master of Science in Industrial Management
degree from the Massachusetts Institute of Technology.
He is a member of the Asian Executive Board of the
Sloan School in MIT and the Board of Governors of the
Asia School of Business, a joint venture between the
Sloan School of MIT and Bank Negara, the Central Bank
of Malaysia.

2. MR JOSELITO D CAMPOS, JR

Executive Director, 66
Appointed on 20 January 2006
and last elected on 28 April 2006

Mr Joselito D Campos, Jr is Chairman and CEO of

the NutriAsia Group of Companies, a major food
conglomerate in the Philippines. He is also Chairman

of Fort Bonifacio Development Corp and Chairman

of Ayala-Greenfield Development Corp, two major
Philippines property developers. He is a Director of

San Miguel Corporation, one of the largest and oldest
business conglomerates in the Philippines. Mr Campos
is the Vice Chairman of Del Monte Foods, Inc, DMPL's
US subsidiary. He is also a Director of FieldFresh Foods
Private Ltd, a joint venture of the Company with the
Bharti Group of India. He was formerly Chairman

and CEO of United Laboratories, Inc and its regional
subsidiaries and affiliates. Unilab is the Philippines’ largest
pharmaceutical company with substantial operations

in the Asian region. Mr Campos is the Consul General

in the Philippines for the Republic of Seychelles. He is
also Chairman of the Metropolitan Museum of Manila,
Bonifacio Arts Foundation Inc, The Mind Museum

and the Del Monte Foundation, Inc. He is a Trustee

and Global Council Member of the Asia Society in the
Philippines; a Trustee of the Philippines-China Business
Council and the Philippines Center for Entrepreneurship;
a National Advisory Council Member of the World
Wildlife Fund-Philippines; and a Director of the Philippine
Eagle Conservation Program Foundation, Inc. Mr
Campos holds an MBA from Cornell University.

3. MR EDGARDO M CRUZ, JR

Executive Director, 62
Appointed on 2 May 2006
and last re-elected on 28 August 2015

Mr Edgardo M Cruz, Jr is a member of the Board of the
NutriAsia Group of Companies. Mr Cruz is a Director of
Del Monte Foods, Inc, DMPL's US subsidiary. He is the
Chairman of the Board of Bonifacio Gas Corporation,
Bonifacio Water Corporation and Bonifacio Transport
Corporation. He is a member of the Board of Evergreen
Holdings Inc, Fort Bonifacio Development Corporation
and the BG Group of Companies. He is also a Board
member and Chief Financial Officer of Bonifacio Land
Corporation. He sits on the Boards of Ayala Greenfield
Development Corporation and Ayala Greenfield Golf and
Leisure Club Inc. He is a member of the Board of Trustees
of Bonifacio Arts Foundation Inc, The Mind Museum and
the Del Monte Foundation, Inc. Mr Cruz earned his MBA
degree from the Asian Institute of Management after
graduating from De La Salle University. He is a Certified
Public Accountant.

4. MR BENEDICT KWEK GIM SONG

Lead Independent Director, 70
Appointed on 30 April 2007 and last re-elected on 15 April 2014
Appointed as Lead Independent Director on 11 September 2013

Mr Benedict Kwek Gim Song is a Director of Del Monte
Foods, Inc, DMPL's US subsidiary. Mr Kwek was Chairman
of previously SGX-listed Pacific Shipping Trust from 2008
to 2012. He was also a Director and Chairman of the Audit
Committee of listed companies including Ascendas REIT.
He has over 30 years of banking experience, having served
as the President and CEO of Keppel TatLee Bank. He has
held various key positions at Citibank in the Philippines,
Hong Kong, New York and Singapore. He holds a Bachelor
of Social Science (Economics) degree from the then
University of Singapore and attended a management
development programme at Columbia University in the
United States.

5. MRS YVONNE GOH

Independent Director, 64
Appointed on 4 September 2015
and last re-elected on 30 August 2016

Mrs Goh is a Director of UNLV Singapore Limited, the
Singapore campus of the University of Nevada Las Vegas
(UNLV), USA. Mrs Goh is also a Director of EQUAL-ARK
Singapore Ltd, a charity registered under the Charities
Act and an Institution of a Public Character (IPC),
assisting at-risk-kids through equine-assisted learning.
She was previously Managing Director of the KCS Group
in Singapore, a professional services organisation and
Managing Director of Boardroom Limited, a company
listed on the SGX. Mrs Goh had served on the Board

of WWF Singapore Limited, a registered charity and an
IPC, and the Singapore chapter of WWF International, a
leading global NGO. She had served as a Council Member

and Vice Chairman of the Singapore Institute of Directors
as well as Chairman of its Professional Development
Committee. Mrs Goh was also a Director of the
Accounting and Corporate Regulatory Authority (ACRA)
and a past Chairman of the Singapore Association of the
Institute of Chartered Secretaries and Administrators.

Mrs Goh is a Fellow of the Singapore Institute of Directors
and a Fellow of the Institute of Chartered Secretaries and
Administrators, UK.

6. DR EMIL Q JAVIER

Independent Director, 76
Appointed on 30 April 2007
and last re-elected on 30 August 2016

Dr Emil Q Javier is a Filipino agronomist widely
recognised in the international community for his
academic leadership and profound understanding of
developing country agriculture. He was until recently
the President of the National Academy of Science

and Technology of the Philippines. He has served as
Philippines Minister of Science and President of the
University of the Philippines. He was the first and only
developing country scientist to Chair the Technical
Advisory Committee of the prestigious Consultative
Group for International Agricultural Research (CGIAR).
He was Chairman of the Board of the International Rice
Research Institute (IRRI); Chair and Acting Director of the
Southeast Asia Center for Graduate Study and Research
in Agriculture (SEARCA); and Director General of the Asian
Vegetable Research and Development Center (Taiwan).
Dr Javier is a Director of Del Monte Foods, Inc, DMPL's US
subsidiary and is an Independent Director of Philippine-
listed Centro Escolar University. He holds doctorate

and masteral degrees in plant breeding and agronomy
from Cornell University and the University of Illinois. He
completed his bachelor’s degree in agriculture at the
University of the Philippines at Los Barios.

7. MR GODFREY E SCOTCHBROOK

Independent Director, 71
Appointed on 28 December 2000
and last re-elected on 28 August 2015

Mr Godfrey E Scotchbrook is an independent practitioner
in corporate communications, issues management

and investor relations with more than 40 years of
experience in Asia. In 1990, he founded Scotchbrook
Communications and his prior appointments included
being an executive director of the then publicly listed
Shui On Group. A proponent of good corporate
governance, he is an Independent Director of Boustead
Singapore Ltd and Hong Kong-listed Convenience Retail
Asia. He is a Fellow of the Hong Kong Management
Association and also of the British Chartered Institute

of Public Relations. He is also a Director of Del Monte
Foods, Inc, DMPL's US subsidiary. Mr Scotchbrook
earned his DipCam PR having studied Media and
Communications at City University, London.
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DEL MONTE PACIFIC LIMITED

SENIOR
MANAGEMENT

MR JOSELITO D CAMPOS, JR

Managing Director and Chief Executive Officer
Joined the DMPL Group on 16 March 2006

Mr Joselito D Campos, Jr is Chairman and CEO of the NutriAsia Group of Companies,
a major food conglomerate in the Philippines. He is also Chairman of Fort Bonifacio
Development Corp and Chairman of Ayala-Greenfield Development Corp, two major
Philippines property developers. He is a Director of San Miguel Corporation, one of
the largest and oldest business conglomerates in the Philippines. Mr Campos is the
Vice Chairman of Del Monte Foods, Inc, DMPL's US subsidiary. He is also a Director of
FieldFresh Foods Private Ltd, a joint venture of the Company with the Bharti Group of
India. He was formerly Chairman and CEO of United Laboratories, Inc and its regional
subsidiaries and affiliates. Unilab is the Philippines’ largest pharmaceutical company
with substantial operations in the Asian region. Mr Campos is the Consul General in
the Philippines for the Republic of Seychelles. He is also Chairman of the Metropolitan
Museum of Manila, Bonifacio Arts Foundation Inc, The Mind Museum and the Del Monte
Foundation, Inc. He is a Trustee and Global Council Member of the Asia Society in the
Philippines; a Trustee of the Philippines-China Business Council and the Philippines
Center for Entrepreneurship; a National Advisory Council Member of the World
Wildlife Fund-Philippines; and a Director of the Philippine Eagle Conservation Program
Foundation, Inc. Mr Campos holds an MBA from Cornell University.

MR LUIS F ALEJANDRO

Chief Operating Officer
Joined the DMPL Group on 16 March 2006

Mr Luis F Alejandro has over 30 years of experience in consumer product operations and
management. He started his career with Procter & Gamble where he spent 15 years in
brand management before joining Kraft Foods Philippines Inc as President and General
Manager. Later, he joined Southeast Asia Food Inc and Heinz UFC Philippines, Inc, two
leading consumer packaged condiment companies of the NutriAsia Group, as President
and Chief Operating Officer. He then became President and Chief Operating Officer of
ABS-CBN Broadcasting Corporation, a leading media conglomerate in the Philippines.
Mr Alejandro is a Director of Del Monte Foods, Inc, DMPL's US subsidiary. He is also a
Director of FieldFresh Foods Private Ltd, a joint venture of DMPL with the Bharti Group of
India. He holds a Bachelor's degree in Economics from the Ateneo de Manila University
and an MBA from the Asian Institute of Management.

MR IGNACIO C O SISON

Chief Corporate Officer
Joined the DMPL Group on 1 August 1999

Mr Ignacio C O Sison is DMPL's Chief Corporate Officer, in charge of corporate strategy,
sustainability, risk management and investor relations. He has been with DMPL since
1999 and has over 25 years of finance experience spanning corporate and strategic
planning, financial planning, treasury, controllership and corporate sustainability. Before
joining Del Monte Pacific in 1999, he was CFO of Macondray and Company, Inc, then
DMPL's parent company, for three years. He also worked for Pepsi-Cola Products
Philippines and SGV & Co, the largest audit firm in the Philippines. Mr Sison holds a MSc
in Agricultural Economics from Oxford University; a MA degree, Major in Economics,
from the International University of Japan; a BA in Economics, magna cum laude, from
the University of the Philippines; and an International Baccalaureate from the Lester B.
Pearson United World College of the Pacific in Canada.

MR PARAG SACHDEVA

Chief Financial Officer
Joined the DMPL Group on 21 September 2015

Mr Parag Sachdeva has more than 20 years of management and finance experience
spanning planning and controllership, performance management, mergers and acquisitions,
treasury, IT and human resources. Before joining DMPL, he was with Carlsberg Asia for more
than a year and supported efficiency and effectiveness programmes across the Asian and
African regions. Prior to Carlsberg, he was with HJ Heinz for 20 years and held leadership
positions in Asia Pacific regions in finance, IT and human resources. Mr Sachdeva graduated
from the Aligarh Muslim University in India, Major in Accounting and Commerce. He also
has an MBA degree, Major in Finance from the same university.
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MR ANTONIO E S UNGSON

Chief Legal Counsel,

Chief Compliance Officer and Company Secretary
Joined the DMPL Group on 16 August 2006

Mr Antonio E S Ungson is Chief Legal Counsel, Chief Compliance Officer and Company
Secretary of the Company. He is also Head of the Legal Department of Del Monte
Philippines, Inc since March 2007. Prior to joining the Group in 2006, Mr Antonio E S
Ungson was a Senior Associate in SyCip Salazar Hernandez & Gatmaitan in Manila, where
he served various clients for eight years in assignments consisting mainly of corporate
and transactional work including mergers and acquisitions, securities and government
infrastructure projects. He also performed litigation work and company secretarial services.
Mr Ungson was a lecturer on Obligations and Contracts and Business Law at the Ateneo
de Manila University Loyola School of Management. He obtained his MBA from Kellogg
HKUST, his Bachelor of Laws from the University of the Philippines College of Law and his
undergraduate degree in Economics, cum laude and with a Departmental award at the
Ateneo de Manila University.

MR RUIZ G SALAZAR

Chief Human Resource Officer
Joined the DMPL Group on 12 October 2016

Mr Ruiz G Salazar is a Human Resources and Organisation Development Leader with over
25 years of professional career focused on delivering strategic and effective solutions as

a value-driven partner to business, most of which was spent with Johnson & Johnson
(J&J). He was Regional Human Resources Director of J&J Asia Pacific, where he was
responsible for talent management, organisation transformation, succession pipelining and
capability development covering mostly J&J's Consumer Division across the region. Prior
to J&J, he was also Group Head — Human Resources and Organisation Development of
NutriAsia Food, Inc. Mr Salazar completed the J&J's Senior Management Program at the
Asian Institute of Management in 1996, and the J&J's Advanced Management Program

at the University of California in 1995. He obtained his Bachelor of Arts degree (Major in
Economics) from the University of Santo Tomas.

MS MA BELLA B JAVIER

Chief Scientific Officer
Joined the DMPL Group on 5 February 2007

Ms Ma Bella B Javier has more than 30 years of experience in R&D from leading fast
moving consumer goods in the food industry. She spent 20 years at Kraft Foods, with

her last assignment as the Director for Asia Pacific Beverage Technology and Southeast
Asia Development. In her present role, she heads the Consumer Product and Packaging
Development and the Quality Assurance functions for the Group. She is driving the
Technology Development roadmap for the Company, including plantation research
programmes that impact consumer product development. She is a Certified Food Scientist
from the Institute of Food Technologists, Chicago, Illinois, USA. Ms Javier is a Licensed
Chemist with a Bachelor's degree in Chemistry from the University of the Philippines (UP).
She sits in the Board of Trustees of UP's Chemistry Alumni Foundation. Ms Javier was
accorded the 2015 UP Distinguished Alumni in the field of Science and Technology.
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SENIOR
MANAGEMENT

DEL MONTE FOODS, INC

DEL MONTE PHILIPPINES, INC

S&W FINE FOODS INTERNATIONAL LTD

DEL MONTE FOODS, INC

1. JOHN CLARK

SVP, Chief Human
Resources Officer

DEL MONTE PHILIPPINES, INC

S&W FINE FOODS
INTERNATIONAL LTD

2. GENE ALLEN
SVP, Chief Financial Officer

1. PATRICK DINO

Group Head,
Customer Development
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3. DAVID MEYERS

Interim CEO and
Chief Operating Officer

2. AMANTE AGUILAR

Group Head,
Supply Chain

MARCO VERDEFLOR
Commercial Manager,
China, Korea and Taiwan
(Fresh)

4. EMMANUEL NISPEROS

SVP, Office of the
Executive Committee

3. EILEEN ASUNCION

Group Head,
Marketing

FRITZ MATTI

Commercial Manager, Japan
(Fresh and Packaged)

5. WILLIAM SAWYERS

SVP, General Counsel,
Chief Compliance Officer,
Secretary

4. FRANCISCO MOLAS

Group Head,
Mindanao Operations

. SUMARLEKI AMJAH

Head, ASEAN, MENA and
Indian subcontinent
(Packaged)

5. JOSELITO CAMPOS, JR
President and CEO

6. DAVID WITHYCOMBE
SVP, Chief Operations Officer

6. LUIS ALEJANDRO
General Manager and COO

. SHARIN REBOLLIDO

Commercial Manager,
China, Korea, Hong Kong
and Taiwan

(Packaged)

7. CESAR CANLAS

Group Head,
Information Technology

. TAN CHOOI KHIM

General Manager

8. GERARD BAUTISTA

Group Head,
Corporate Human Resources

. MUDASIR TAK

Commercial Manager,
Middle East, Africa
and South Asia

(Fresh and Packaged)

9. LANA PARUNGAO

Group Head,
Food Service

RICHARD LIN

Commercial Manager, China
(Fresh and Packaged)

10. ANGEL GATCHALIAN, JR

Group Head,
Corporate Procurement

. WARUNEE ‘GAYE'

KARNASUTA

Commercial Manager,
Europe, Middle East and Africa
(Packaged)

. YAP SIEW LING ‘ISON’

Commercial Manager,
Europe, Middle East and Africa
(Packaged)
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DEL MONTE PACIFIC LIMITED

INNOVATIONS

NOURISHING FAMILIES.

ENRICHING LIVES. EVERY DAY.

With our vision, we would like to share our Innovations
journey across our markets. Innovation is at the heart
of being able to nourish families with delicious food
and beverages that make eating healthfully effortless —
anytime and anywhere. It is our hope that, by doing so,
we are able to enrich lives every day.

DEL MONTE, S&W, CONTADINA AND

COLLEGE INN IN USA

In the three years since Del Monte Pacific acquired

the Del Monte consumer food business in the US,
significant strides have been made in introducing new,
more convenient and environment-friendly products to
the American public. DMPL's US subsidiary, Del Monte
Foods, has taken a leadership role in meeting consumer
preferences.

To meet the unique snacking needs of on-the-go
adults, Del Monte Foods introduced Del Monte® Fruit
Refreshers™ in June 2016. Fruit Refreshers are the
first-ever adult fruit cup, bringing unexpected fruit
flavours and exciting combinations in refreshing fruit
waters. Each 70z adult-sized cup provides 1 full serving
of fruit and is less than 100 calories. Fruit Refreshers
are available in four delicious flavours - Pineapple in
Passion Fruit Water, Mandarin Oranges in Coconut
Water, Grapefruit & Oranges in Pomegranate Fruit
Water, and Grapefruit in Pink Guava Fruit Water. Del

Del Monte® Fruit Refreshers™ the first-ever adult fruit cup,
won the 2017 Product of the Year Award in the Healthy Snacking
category in the USA

Healthier range of College Inn broth and stock products

Monte® Fruit Refreshers™ won the 2017 Product

of the Year Award in the Healthy Snacking category
in the USA. The Product of the Year Award is the
world’s largest consumer-voted award for product
innovation where winners are backed by the votes of
40,000 consumers in a national representative survey
conducted by research firm Kantar TNS.

To address developing culinary trends amongst its loyal
consumer-base, the Group launched College Inn Bold
Stock in Beef and Chicken flavours.

Del Monte also forged ahead to meet consumer
demand for organic products with 9 new Del Monte®
Organic Cut Tomato items and 3 new Contadina®
organic SKUs.

Del Monte has met American consumer expectations
for transparency in labeling and for non-GMO products
by certifying that the majority of Del Monte® brand
vegetable products, 95% of Del Monte® brand tomato
products, and all Del Monte® Fruit Cup® snacks are
made without genetically engineered ingredients. The
vegetables, tomatoes, and fruits used in Del Monte
products have always been non-GMO, but other
ingredients like sweeteners, thickeners, seasonings,
and the like were not. It took innovative product
development and supply chain assurance programmes
to make this happen.

Del Monte has also been an innovation leader in
working with our packaging suppliers to develop,
qualify through rigorous testing, and commercially
implement BPA-NI (BPA Non Intent) packaging. These
programmes now permit 100% of Del Monte® tomato
products, and nearly all of Del Monte® vegetable and
fruit products, to be packaged in containers that do not
use BPA in the packaging production. This packaging
innovation helps ensure that Del Monte is a trusted
source of high-quality food products and satisfies
evolving regulatory requirements.

Shift to non-GMO and non-BPA cans

DEL MONTE AND CONTADINA IN THE PHILIPPINES
In the past ten years, the Group has launched a slew
of new products using breakthrough technologies
in ingredients, packaging and processes. Health

and wellness has been the anchor for new product

introductions, with the consumers’ health needs in mind.

Finding solutions to address emerging health issues has
led to a host of innovative products that offer clinically-
proven benefits, from promoting weight management
and body fat reduction, to cholesterol lowering and
bone health advantage.

The beverage portfolio in the Philippines offers a range
of Del Monte Fit ‘n Right Juice Drinks with Green Coffee
Extract and L-Carnitine proven to result in body fat
reduction with diet and exercise; 100% Pineapple Juice
HeartSmart with Reducol™, a special blend of plant
sterols and stanols that help lower bad cholesterol; and
100% Pineapple Juice BoneSmart™, a calcium-fortified
juice that has twice the level of calcium than a glass

of milk, designed to provide the same benefit to the
lactose-intolerant consumers.

The Group entered the isotonic segment, a new category
— with the launch of Del Monte Fit ‘n Right Active, the first

Innovative Del Monte juices

2-in-1 Isotonic drink with Electrolytes for rehydration and
L-Carnitine for fat reduction. The Group also launched Del
Monte Fizzy Juice Drinks in select foodservice accounts.
These are carbonated juices to tap into new consumer
segments and new consumption occasions.

From a study, it was established that consumption of a
small can of Del Monte Pineapple Tidbits a day increased
the production of granulocytes, which make up 60% of
the body’s white blood cells, known as the body's first
line of defence against infection. In order to make the
product more accessible everyday for consumers, a
low-cash outlay pack format was developed. Del Monte
Pineapple Tidbits was introduced in a Stand-up Pouch
(SUP) format, the first in the market to offer an affordable
format that encourages increased consumption, not
only for enjoyment but also for better immunity.

The portfolio of products that offer healthier choices
has expanded: 100% Pineapple Juice fortified with
vitamins A, C & E, 100% Fiber-Enriched Pineapple Juice,
100-Calorie Fruit Cups, Lycopene-rich tomato sauces
and ketchup; No-MSG culinary sauces and cooking aids.

We have a selection of Quick ‘n Easy cooking aids that
provide easy-to-prepare everyday dishes for novice
cooks, while Del Monte Creamy & Cheesy Spaghetti
Sauce is our creamiest and cheesiest ever. This red
sauce is made from Lycopene-rich and naturally sweet
California tomatoes, now made even more delicious
with added real cream and cheddar cheese.

We launched Contadina olive oil, pasta, pasta sauces
and canned tomatoes. Contadina takes to heart the
Mediterranean philosophy of cooking with passion, using
only the finest ingredients to deliver rich and authentic
flavours. Grown and hand-picked from the most fertile
regions of the world, our premium quality products
boast flavours worth savouring.

The Group also re-introduced Del Monte Extra-Rich
Tomato Ketchup and Del Monte Extra-Rich Banana
Ketchup, now noticeably thicker and richer in flavour
and colour, because they are made with high quality
ingredients to boost their deliciously genuine and
tangy taste.

Culinary aids for great-tasting dishes
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DEL MONTE PACIFIC LIMITED

INNOVATIONS

S&W IN ASIA PACIFIC

S&W is our brand platform for Asia outside of the
Philippines and the Indian subcontinent, and it is
adaptable to the diverse tastes of its markets.

It launched S&W Fruit Delight in Dubai, chunky
pineapples in three delightfully flavoured light syrups -
Lychee, Coconut and Grapefruit. S&W Fruit Delight has
natural flavours, and is low-calorie with less sugar.

S&W Pina Coolada, a refreshing Pineapple Fruit Drink
with Coconut flavour, was introduced in Israel with
trail-blazing success. The first-in-market combination
of two favourite tropical fruits, pineapple and coconut,
took the market by storm instantaneously.

In Southeast Asia, S&W launched the organic version of
the staple Prune Juice. This changed the game in the
prune juice segment in terms of product positioning
where S&W rode on the trend for organic and holistic
food. This was followed by the launch of the organic
version of Apple Cider Vinegar in Malaysia and
Singapore.

S&W HeartSmart 100% Pineapple Juice™ was also
launched in China via e-commerce. S&W Sweet 16
Fresh Pineapple is already popular amongst the Chinese
consumers.

DEL MONTE IN INDIA

In our 8-year journey in India, Del Monte has worked
continuously to establish itself as the lead player in the
alternative cuisine/gourmet food products space.

New S&W Organic Apple Cider Vinegar

e .
JSOPN 5LOG YOUR WAY TO ITALY.

Del Monte India’s pasta, imported from Italy

Picking up on the rise and growing acceptance of
Italian cuisine in the out-of-home space by Indian
consumers, Del Monte introduced in 2009 its pasta
range, imported entirely from Italy.

Over time, the pasta range expanded to meet the
growing desire of affluent Indian consumers to try out
new tastes in food. Del Monte has also added to its
Italian range olive oil (imported from Italy and Spain),
table olives (from Spain) and pasta sauces, offering

to consumers the convenience to make great Italian
dishes at home.

Tapping into the growing consumer trend for healthier
snacking alternatives amongst young working adults,
Del Monte was one of the first to introduce a range of
packaged dried fruits - Cranberries, Blueberries and
Prunes - that gave consumers the benefit of a low-fat,
low-sodium, high-fibre snack.

Del Monte's endeavour in India remains to be at the
forefront of identifying and catering to the evolving
food needs of the growing young and affluent
consumer base.

NOURISHING FAMILIES.
ENRICHING LIVES. EVERY DAY.

Giving Indian consumers healthy snacking options

USA CLAIMS
TO FAME

100% of our vegetables & tomatoes are grown in the US
90+% of our fruits are grown in the US

o5
Toppenish

(seed plant)

FRUIT PLANT
VEGETABLE PLANT
TOMATO PLANT

DMFI OPERATED DISTRIBUTION CENTRE

Mendota

_ Springdale

Montemorelos, Mexico
Tlatlauquitepec, Mexico

12 DMFI Owned
Manufacturing Plants

6 DMFI Owned
Distribution Centres

OUR CLAIMS TO FAME

WE
OFFER FROM

ABOUT ABOUT
DIFFERENT TYPES OF HEALTHFUL

FRUITS, VEGETABLES &§ TOMATOES
picked, cooked & packed at the peak of ripeness.

2 Mexico DMFI Owned
Manufacturing Plants

e

McAllen

2 DMFI Seed
Operations Facilities

5 o of all Del Monte® products are
/o PRESERVATIVE-FREE

The fruit,
vegetables, and
tomatoes we use
in our products
have always been
Non-GMO.

OUR FRUIT REFRESHERS PRODUCT WON

PRODUCT OF THE YEAR!

We converted 100% of our branded tomato products, and nearly 100%
of our branded fruit and vegetable products to NON-BPA LININGS.
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PRODUCTS

S&W IN
ASIA AND
THE MIDDLE EAST

DEL MONTE
IN INDIA
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DEL MONTE PACIFIC LIMITED

AWARDS

GOVERNANCE

DEL MONTE PACIFIC
WINS AT THE SINGAPORE
CORPORATE AWARDS
Since the Singapore
Corporate Awards (SCA)
began in 2006, Del Monte
Pacific Ltd has received

4 distinct awards - Best
Managed Board, Best CFO,
Best Investor Relations
and Best Annual Report

— and is one of only

14 companies to have
achieved this from about
750 companies listed in
Singapore.

DMPL has also won 2
Gold awards each for the
Best Managed Board and
Best Investor Relations,
and is one of only less
than 10 companies to
have achieved this.

In the recent SCA on 18
July 2017, DMPL was
honoured to receive the
Best Investor Relations
(Gold) and Best Annual
Report (Bronze) Awards.

The Company has won
a total of 12 awards for
8 consecutive years
since 2010, a significant
achievement amongst
companies listed in
Singapore.

The SCA comprises 5 of
Singapore’s key corporate
awards, including Best
CEO, to recognise and
celebrate the best in
corporate governance
amongst listed companies
in Singapore. The Awards
are organised by the
Institute of Singapore
Chartered Accountants,
Singapore Institute

of Directors and The
Business Times, supported
by the Accounting and
Corporate Regulatory
Authority and Singapore
Exchange.

HIGH CORPORATE

GOVERNANCE RANKINGS

IN SINGAPORE AND

ASEAN

e Ranked #32 or Top 5%
amongst 631 Singapore-

DMPL's Chief Corporate Officer, Ignacio ‘Iggy’ Sison, and Investor
Relations Manager, Jennifer Luy, receiving the Best Investor
Relations and Best Annual Report Awards

Del Monte Foods’ Senior Associate Brand Manager, Valerie Van Arkel,
receiving the Product of the Year Award in the USA

listed companies in the
Singapore Governance
and Transparency Index
in August 2016

* Ranked #28 amongst
Top 100 largest
Singapore-listed
companies in the ASEAN
Corporate Governance
Scorecard in April 2016

COMMERCIAL

DEL MONTE® FRUIT
REFRESHERS ™WINS
PRODUCT OF THE YEAR
Del Monte® Fruit
Refreshers ™, the first
ever Fruit Cup® snack
made just for adults, has
been named Product of
the Year for 2017 in the
Healthy Snacking category
in the USA. The Product
of the Year Award is the
world's largest consumer-
voted award for product
innovation where winners
are backed by the votes
of 40,000 consumers in

a national representative
survey conducted by
research firm Kantar TNS, a
global leader in consumer
research.

“We are honoured that Del
Monte® Fruit Refreshers ™
has been selected as

a 2017 Product of the
Year Award winner,” said

Valerie Van Arkel, Senior
Associate Brand Manager
at Del Monte Foods. “In
launching Fruit Refreshers,
we set out to give adults
more adventurous
flavours, larger sizes,

and more intriguing and
convenient packaging,
and we are happy to

see that our Fruit Cup®
answers to the wants
and needs of our adult
consumers.”

DEL MONTE PHILIPPINES
BAGS A PUREGOLD
AWARD

Del Monte Philippines,
Inc bagged the Grand
Winner for Best Booth
Concept, Silver Level, in
the sought after annual
event, Puregold Tindahan
ni Aling Puring ("Store of
Madam Puring”), Sari-Sari
Store Convention, on 20
May 2016 at the World
Trade Center, Manila.
Besting other companies
like Green Cross at first
runner up, NutriAsia

at second runner up,

and other participating
companies such as
Johnson & Johnson, San
Miguel, CDO, Unilab,
Kimberly Clark, to name
a few, Del Monte truly
shone as it best captured
the theme with its Pina
Sulit Festival.

Del Monte Philippines won the Best Booth Concept in Puregold's
convention

HUMAN RESOURCES

DEL MONTE PACIFIC'S
CHIEF LEGAL COUNSEL
RECOGNISED

DMPL's Chief Legal
Counsel, Antonio E S
Ungson, was recognised
in the GC (General
Counsel) Powerlist:
Southeast Asia. This
recognition identifies
corporate counsel who
have been instrumental
in changing or forming
opinions within their
company or industry;
developing brilliant
technical solutions to
complex issues; creating
innovative structures

to ensure that the in-
house function is driving
the business forward;

or providing a business
working model that other
corporate counsel should
follow.

Wormen

ofEXCELLENCE

PATH TO PURCHASE

INSTITUTE

DEL MONTE FOODS'
MARKETING DIRECTOR
RECOGNISED

Del Monte Foods' Director
of Marketing Activation
and Shopper Marketing,
Jennifer Reiner, was
recognised as one of the

Women of Excellence by
Path to Purchase Institute
and Who's Who in
Shopper Marketing in the
USA. These women were
chosen by a committee
of Institute senior staffers
and Shopper Marketing
magazine editors for their
passion for marketing

to shoppers and their
ability to inspire those
around them. They

show leadership and
involvement in influencing
shoppers along the path
to purchase.

GREAT
PLACE

TO
WORK’
CERTIFIED

INDIA

GREAT PLACE TO WORK®
CERTIFICATION IN INDIA
DMPL's affiliate,

FieldFresh Foods, has
been certified as a Great
Place To Work by the
namesake organisation.
Great Place to Work®
certification is one of

the most prestigious
achievements for any
organisation across the
globe. To get certified,
70% or more of the
organisation’s employee
respondents should rate
the organisation as a great
workplace and its people

practices should be rated
2.5 or more on a 5-point
scale by Great Place to
Work® Institute.

In the first year of
FieldFresh's participation,
79% of its employees rated
the company as a great
place to work, with its
people practices getting a
rating of 3.

SUSTAINABILITY

1. Recognised as a 2016
Fruits & Veggies—More
Matters® Role Model
by Produce for Better
Health Foundation in
the USA.

2. Awarded the
Leadership Partner
status by Feeding
America for donating
over 10 million pounds
of food.

3. Awarded a B rating by
the Carbon Disclosure
Project in the USA.

4. Awarded Best Industry
Partner in Northern
Mindanao, Philippines
from the Technical
Education and Skills
Development Authority

(TESDA) of Region 10
for “its sterling support
to the Tech-Voc
sector and remarkable
contribution in the
development of a
globally-competitive
workforce in the
region.”

. DMPL's affiliate,

FieldFresh Foods,

won the Corporate
Responsibility and ACT
Ambassador Award

for 2016, both in the
Gold Category, at the
Bharti Foundation
Changemaker Awards.
The Changemaker
Awards, instituted by
the Bharti Foundation
in 2008, recognise
Bharti Group
companies and their
CSR ambassadors for
exemplary work in

the area of corporate
responsibility,
volunteering and social
community initiatives.

. FieldFresh Foods

received the ClII
(Confederation of
Indian Industry)

Award for Food Safety
2016 for a strong
commitment to Good
Agricultural Practices
for its Agri Centre of
Excellence at Ludhiana,
India.

FieldFresh Foods won the Corporate Responsibility and ACT
Ambassador Award for 2016

ANNUAL REPORT FY2017



DEL MONTE PACIFIC LIMITED

ENTREPRENEUR
OF THE YEAR AWARD

ENTREPRENEUR OF THE YEAR AWARD

DMPL's CEO, Mr Joselito D Campos, Jr, bagged the Entrepreneur
of the Year Award in the Asia Pacific Entrepreneurship Awards on
11 August 2016 in Singapore. The Award recognises and honours
business leaders who have shown outstanding performance and
tenacity in developing successful businesses within the region.

CAREER HIGHLIGHTS

Mr Campos worked at Unilab for close to 30 years, and was
its Chairman and CEO for five years, helping build its strong
leading presence as a major provider of healthcare goods
and services in the markets of Indonesia, Thailand, Malaysia,
Singapore, Hong Kong and Vietnam, amongst others.

He consolidated the Philippines condiments industry
through acquisitions in the 1990s making NutriAsia the
market leader in condiments in the Philippines.

Mr Campos acquired Del Monte Pacific in 2005 and acquired
Del Monte in the States in 2014 for US$1.7 billion, market
leaders in the Philippines and in the USA, respectively.

GROWING A BUSINESS
IS MUCH LIKE GROWING
AN ORCHARD. YOU
NEED TO SOW GOOD
SEED AND NURTURE IT
BEFORE YOU CAN .
HARVEST GOOD FRUIT.

Joselito D Campos, Jr,

or Butch as he is fondly
called by family, friends
and colleagues, has
taken one too many
brave strides in his life.
The first and pivotal step
which set his course into
the food and beverage
industry was leaving the
flourishing family business
in pharmaceuticals

and embarking on his
own. He acquired and
consolidated many
smaller food companies
in the 1990s and turned
them into a USS$350
million company under
NutriAsia Inc. He acquired
the Singapore-listed Del
Monte Pacific Ltd (DMPL)
in 2005. His boldest
move was the acquisition
of Del Monte in the
United States three years
ago for USS1.7 billion
transforming DMPL into a
global company. From a
USS500 million turnover,
DMPL quadrupled its
sales. This took the world
by surprise and made
Filipinos proud - a Filipino
company taking on the
world in a milestone deal.

Mr Campos obtained his
Business Administration
degree from the
University of Santa Clara,
California, and his MBA
from Cornell University

in New York. He is the
eldest son of the late Jose
Yao Campos, a Filipino
industrialist who founded
United Laboratories, Inc
(Unilab) in the Philippines,
a leading manufacturer
of pharmaceutical
products in the Asian
region, and larger than

the multinationals in the
Philippines. He worked
at Unilab for close to

30 years, and was its
Chairman and CEO for

five years, helping build its

strong leading presence
as a major provider of
healthcare goods and
services in Indonesia,
Thailand, Malaysia,
Singapore, Hong Kong
and Vietnam, amongst
others.

Mr Campos later
transferred the reigns

of Unilab to his sister
and set out a new path
for himself in food and
beverage. NutriAsia
started operations in 1991
when he acquired the
Nelicom brand, a major
condiments brand in
North Luzon with a small
manufacturing factory
producing ketchup,
vinegar, soy sauce and
fish sauce. In the same
year, the company
merged with more
leading household
brands like Jufran and
Mafran ketchup, Datu
Puti, Papa Ketchup, and
Mang Tomas Lechon
Sauce, following Mr
Campos'’s vision of
offering all the Filipinos’
favourite sauce brands
under one roof. 1996
was an important year
for the company, with
yet another acquisition,
this time the number one
local ketchup brand, UFC
Tamis-Anghang Banana
Ketchup.

In a close bidding war
in late 2005 with other
strong bidders, Joselito D
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Joselito D Campos, Jr delivering his winner’s speech.

Campos, Jr fought hard to
gain ownership of DMPL,
his first listed company
acquisition.

He believes that “two
heads are better than
one.” He surrounds
himself with a talented
management team

to drive the company

to its next stage of
growth. Mr Campos
champions corporate
governance, transparency
and sustainability in
DMPL. DMPL has won
the prestigious Best
Managed Board (Gold)
Award twice from the
Singapore Corporate
Awards. The Del Monte
Foundation, under his
leadership, supported
325 scholars and served
34,000 patients through
mobile clinics in 50
remote communities
around the plantations in
the Philippines in the last
fiscal year. He leads with
kindness and empathy.

He cares for his people’s
well-being.

DMPL is now a USS$2.3
billion company with

12 factories in the USA,
two in Mexico, one

in Venezuela and an
integrated pineapple
operation in the
Philippines. It is a large
global operation with

a loyal following of
consumers. Similar to
the Vision of DMPL,

Mr Campos dreams of
“Nourishing Families.
Enriching Lives. Every
Day.” and will champion
his 20,000 colleagues
worldwide to realise this
vision. "My father once
told me, ‘nothing comes
easy.’ Growing a business
is much like growing an
orchard. You need to sow
good seeds and nurture
them before you can
harvest good fruits.”



DEL MONTE PACIFIC LIMITED

OPERATING AND
FINANCIAL REVIEW

SALES

DMPL generated sales of
USS$2.3 billion in FY2017,
slightly lower by 0.9%
versus the prior year as
higher sales from the
Philippines and S&W in
Asia and the Middle East
were offset by lower sales
in the United States.

USA

DMPL's US subsidiary, Del
Monte Foods, Inc (DMFI),
generated sales of USS1.7
billion or 75.3% of Group
sales, lower by 4.6% versus
prior year due to reduced
sales in foodservice and
private label business
lines as well as the impact
of unsuccessful low-
margin US Department

of Agriculture bids. The
foodservice business has
been impacted by supply-
related issues following
closure of the North
Carolina plant.

DMFI has been focused on
strengthening its leading
share positions amidst
canned vegetable and
fruit industry contraction.
For the full year, it
increased its retail market
share in the canned
vegetable segment by
1.7% and maintained its

DMPL FY2017 SALES

By Geography

USS$S2.3

BILLION

@ North America

@ Philippines

@ Asia ex-Philippines
Europe

share for canned fruit.
It experienced slight
declines for the canned
tomato and plastic fruit
cup segments.

Del Monte Foods
increasingly offers
differentiated value
propositions through
meaningful product
improvements,
marketing campaigns,
and innovation as well
as effectively managing

By Product

USS$S2.3

BILLION

@ Packaged Fruit and Vegetable

@ Culinary
@ Beverage

Fresh Fruit and Others

pricing fundamentals and
executing well at the retail
channel.

To meet the unique
snacking needs of on-
the-go adults, DMFI
introduced Del Monte®
Fruit Refreshers ™in June
2016. Fruit Refreshers are
the first-ever adult fruit
cup, bringing unexpected
fruit flavours and exciting
combinations in refreshing
fruit waters. Each 70z

STRONG MARKET POSITION IN KEY CATEGORIES IN THE USA

Market Market
Share Position

Products

Canned Vegetable
Canned Fruit
Plastic Fruit Cup

Canned Tomato*

274% #1

354% #1

30.0% #2

9.6%* #2

Canned market shares are for branded only, ex-private labels
*Combined share for Del Monte, S&W and Contadina brands
Source: Nielsen Scantrack dollar share, Total US Grocery + WalMart, 12M ending 29 April 2017

7 2

adult-sized cup provides
1 full serving of fruit and is
less than 100 calories.

Del Monte® Fruit
Refreshers ™won the 2017
Product of the Year Award
in the Healthy Snacking
category in the USA. The
Product of the Year Award
is the world’s largest
consumer-voted award
for product innovation
where winners are backed
by the votes of 40,000
consumers in a national
representative survey
conducted by research
firm Kantar TNS.

To address developing
culinary trends amongst
its loyal consumer-

base, the Company also
launched College Inn Bold
Stock in Beef and Chicken
flavours.

In foodservice, DMFI
launched fruit cups
meeting school
requirement of a full
2 cup fruit (44 oz

total) and meeting

the US Department of
Agriculture’s requirement
for schools to purchase
food grown in the USA.
It also offered Kitchen
Crafted Beans, high-
flavour, less-sodium
beans designed to
meet school nutrition
requirements.

As part of DMPL's
growth and globalisation

From the top:

Del Monte® Fruit Refreshers™, the first-ever adult fruit cup,
won the 2017 Product of the Year Award in the Healthy Snacking
category in the USA

Improved College Inn

§ ADVANCING
sl THE FRUIT CUP

10N
DEL/C(;zs_'gg?,T BEAESlGI'HlETLIf\IDVSOLRDVE!

UNDER 400MG OF SODIUM PER 1/2 CUP SERVING™
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From left:

Del Monte fruit cups meeting school requirement of a full ¥z cup fruit

Kitchen Crafted Beans, high-flavour, less-sodium beans designed to
meet school nutrition requirements

initiative, the distribution
of imported product optimised opportunities
from the Philippines has in the rapidly-growing
extended its reach beyond  foodservice channel.
Asian Ethnic market to
mainstream grocery
channel in the US. To
strengthen the Group's
global supply chain
network, DMFI will work
to increase the cross-
selling effort between the
US and Asia by expanding
its international product
portfolio to meet the
growing demand of name known to American
Ethnic food product in families for 100 years

the US. and is one of four key
brands that the Group
markets in the United
States. Contadina takes to
heart the Mediterranean
philosophy of cooking with
passion, using only the
finest ingredients to deliver
rich and authentic flavours.
DMPL brought the brand
to the Philippines with new
products of olive oil, pasta,
pasta sauces and canned
tomatoes.

consumption in retail and

The Company
strengthened its culinary
portfolio with the launch
of the Contadina brand
with Nigella Lawson, best-
selling cookbook author,
food enthusiast and TV
host as brand ambassador.

Contadina is a brand

DMFI has continued to
export its S6W canned
specialty fruits, corn and
tomato products to Asia.

The Philippine market
delivered a record
performance with sales
of US$329.2 million, up
2% in US dollar terms
and up 6% in peso

terms as all product
categories — packaged
fruit, beverage and
culinary — posted higher
sales, driven by expanded
penetration and increased

DMPL also launched Del
Monte Creamy & Cheesy
Spaghetti Sauce, which
contains real cream and
cheddar cheese. This



DEL MONTE PACIFIC LIMITED

OPERATING AND
FINANCIAL REVIEW

ingredients from the world over
rdy authentic flavours.

New Contadina products in the Philippines

product provides a relevant
and distinct superiority
platform for Del Monte
Spaghetti Sauce vis-a-vis
low-priced brands.

The Company re-
introduced Del Monte
Extra-Rich Tomato
Ketchup and Del Monte
Extra-Rich Banana
Ketchup. Both launches
are meant to tap into
the growing trend

for premiumisation,
following improvements
in the Filipinos’ purchasing
power.

In the beverage segment,
Del Monte Heart Smart,
an innovative 100% juice
that aids in cholesterol
reduction, expanded

its relevance amongst
adults, 30’s and up with
an endorsement from

New Del Monte Creamy &
Cheesy Spaghetti Sauce with
real cream and cheddar cheese

the Philippine Association
of Thoracic and
Cardiovascular Surgeons.

The Company 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. It also
launched Del Monte Fizzy
Juice Drinks in select
foodservice accounts.
These are carbonated
juices to tap into new
consumer segments
and new consumption
occasions.

DMPL maintained

its dominant market
share position in most
categories it competes in.

MARKET LEADER IN VARIOUS CATEGORIES IN THE PHILIPPINES

Products

Canned Pineapple
Canned Mixed Fruit*

Canned and
Tetra RTD Juices

Tomato Sauce

Spaghetti Sauce*

MAKE IT

EXTRA RICH
EXTRA SATISFYING

DRINK THE ONLY JUICE

sccsosy PHILIPPINE
HEART SURGEONS

From the top:

Re-introduced Del Monte Extra-Rich Tomato Ketchup and Banana
Ketchup

Del Monte Heart Smart endorsed by the Philippine Association of
Thoracic and Cardiovascular Surgeons

Market Market
Share Position Brands

86.8% #1
76.5% #1

83.3% #1

84.1% #1

46.9% #1

N ISOTONIC
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== \omﬂ:lTlE(s ! — rowmr :rnuu [

| 23

wu

.l -
{ ,.’ g
TV L A TI/

Entered the isotonic segment
with Del Monte Fit ‘'n Right Active

The foodservice or
institutional channel also
performed strongly as it
introduced a number of
initiatives:

* Expanded juice
dispenser coverage
and introduced special
flavours, hitting record
volume

» Strategic meal pairing
tie-ups in major
convenience stores
and fast food chains

* Regained the pineapple
tidbits business from
major pizza chains

* Del Monte Tetra Juice
Drinks offered on
Philippine Airlines

Expanded juice dispenser
coverage

Sales of the S&W business
in Asia and the Middle East
reached US$120.2 million
in FY2017, a record for this
brand since the Group
acquired it in 2007. Sales
were significantly higher
by 33% on higher volume
and favourable mix. Both
the fresh-and packaged
segments generated
higher sales with the fresh
fruit and canned fruit
categories performing
well. The fresh segment
accounted for 72% of
S&W's total sales in FY2017,
while the packaged
segment accounted for the
balance 28%.

! pineapple Chunks
in Refreshing Flavors

New products in Dubai — S&W Fruit Delight

Regained the pineapple tidbits
business from major pizza chains

S&W's strong performance e
was driven by improved
distribution and

expansion in Asia through
partnership and other
initiatives as follows:

e Partnered with
Goodfarmer, one .
of China’s leading
suppliers of fruits and
vegetables, through .
a co-branding
programme for the
S&W Sweet 16 Fresh
Pineapple;

e Pursued more
e-commerce .
inititiatives through
the launch of key S&W
packaged products in
China’s JD.com;

SIGNATURE

COLLECTION

By
(_b?\n Choose your
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Strategic meal pairing tie-
ups with major convenience
stores and fast food chains

Tied up with Burger
King in China and

with McDonald's in
China, Hong Kong and
Singapore to supply
pineapple slices for
their promotional
burgers;

Launched S&W Organic
Apple Cider Vinegar in
Malaysia and Singapore;
Launched S&W —
Pineapple Chunks in
Lychee, Coconut and
Grapefruit-Flavoured
Light Syrup in Dubai;
and

Higher shipments

into Indonesia and
improved sales to a
foodservice partnerin
the Philippines.

S&W Pineapple Slice for McDonald'’s Singapore’s New product in Malaysia

Signature Promotional Burger, Crispy Buttermilk

and Singapore — S&W

*Combined share for Del Monte and Today's brands
Source: Nielsen Retail Index, April 2017

Chicken recipe

Organic Apple Cider
Vinegar
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margin improved to 22.0%
from 21.4% in the same .
period last year driven by 178 170 18:5% -
the Asian business.
Del Monte Dried Fruits as healthy snacks Del Monte's new processing facility in the Philippines that produces -1% 32.5% 1%
frozen pineapple DMFI's gross margin 0.56 0.61 M 29.8% margin -
declined to 17.2% from — — — -
FIELDFRESH INDIA segments. In retail, healthier snacking started commercial LB o 2 el i OME| OMPL e DMF OME| OMPL e DMF
(EQUITY ACCOUNTED) growth was driven by alternatives amongst operations in May 2017. last year mainly driven by
Sales at FieldFresh the culinary category young working adults, lower volume, unfavourable
Foods, our Indian joint with the relaunch of an Del Monte was one of the It utilises Nice Fruits pricing in non-retail
venture, which are expanded mayonnaise first to introduce a range patented technology called channel and higher trade US$45m
equity accounted and glass bottle range as of packaged dried fruits Nice Frozen Dry (NFD) spending in the US. US$208m US$212m —
not consolidated, were well as good traction in in India — Cranberries, that allows fruits picked ‘ US$25m
US$72.9 miillion in FY2017, the olive oil portfolio. It Prunes and recently, at optimal ripeness to DMPL ex-DMFI's gross
11% higher versus prior also launched the Del Blueberries - that gave be frozen for up to three profit grew to US$198.9 122 o4 83 80%
year. US$61.7 million Monte Dried Blueberries consumers the benefit of  years while preserving million, and its gross >4 -
came from the Del in 130g pouches and Del a low-fat, low-sodium, nutrients, structure, margin increased to 32.5% " 2% =
Monte-branded packaged Monte Baked Beans. The high-fibre snack. original properties from 29.8% due to better 87 - . Z%Z =
segment and US$11.2 year also saw the Group and organoleptic sales mix, pricing actions . 22
million from the FieldFresh-  extend its partnership FieldFresh sustained its characteristics. This and cost optimisation. FYae A7 FYae A7
branded fresh segment. with Kikkoman with the positive EBITDA while technology has gained DMFI DMPL ex-DMFI DMFI DMPL ex-DMFI

The Del Monte business
in India was up strongly
by 16% with robust
performance from key
accounts and foodservice

introduction of 200ml and
1-litre soy sauce in the
Indian market.

Riding on the growing
consumer trend for

Consumer sampling of Del Monte pasta, pasta sauces, olives and

olive oil in India

DMPL's share of loss in the
FieldFresh joint venture

in India remained flat at
USS$S1.6 million. Although
sales were strong,
bottomline was impacted
by demonetisation, higher
commodity costs and the
devaluation of pound that
impacted exports of fresh
products to UK.

NICE FRUIT JOINT
VENTURE

In 2014, DMPL entered
into a JV with leading
Spanish fruit processor
Nice Fruit SL and
investment firm Ferville
Ltd to build a food
processing facility in the
Philippines, and process,
market and sell frozen
pineapple globally. The
facility, located near Del
Monte's plantation in
Bukidnon, Philippines,

international acceptance,
having won Best Product
of the Year in the
foodservice category

at the prestigious

Salon International de
I'alimentation or SIAL

in 2014, and FABI prize
(Food and Beverage) for
its revolutionary product
from more than 2,000
companies at the National
Restaurant Association

or NRA Show in Chicago
in 2015. This technology
foresees radical changes
in food consumption
habits, and advantages for
export and improved stock
management.

The new processing
facility in the Philippines
has already produced and
shipped frozen pineapple
chunks to Europe. Product
samples have also been
sent to other markets.

DMPL's EBITDA declined

by 19.6% to US$194.0
million, of which US$77.7
million was accounted for
by DMFI. FY2017 EBITDA
included USS$17.9 million

of one-off expenses which
were primarily severance
and closure of North
Carolina plant. Meanwhile,
FY2016 EBITDA included

a one-time net gain of
USS$33.1 million mainly from
DMFI's retirement plan
amendment and working
capital adjustment with the
previous owner of DMFI.
Please refer to the table on
page 40 for the schedule of
one-off items.

Excluding one-off items,
the Group's recurring
EBITDA would have been
USS$211.8 million (DMFI

at US$93.6 million), 1.7%
higher versus the recurring

® Aguisition Financing @ Elimination

Excluding one-off items, Gross Profit, EBITDA and Net Profit were higher than prior year

EBITDA of US$208.4 million
in the prior year period.

DMPL adopted
amendments to IAS 16
and |AS 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. For more
information on these
amendments, please refer
to Note 3 of the financial
statements.

DMPL generated a net
profit of US$24.4 million
for FY2017, lower than
prior year period’s net
profit of US$57.0 million
which included a one-
time net gain of US$31.7
million. Meanwhile, FY2017
results included the
USS$21.1 million of one-
off expenses mentioned
above plus the write-off of
deferred tax assets.

Excluding the one-

off items, the Group'’s
recurring net profit would
have been US$45.5 million,
significantly higher versus
the prior year's recurring
net profit of US$25.2
million mainly driven by
the strong performance of
the Asian business.

DMPL's net profit without
DMFI was US$58.9 million,
significantly up versus prior
period’'s US$31.8 million
mainly from improvement
in gross margin as outlined
above. However, DMFI
experienced a higher
recurring net loss (before
DMPL's non-controlling
interest) of US$21.4 million
from USS6.1 million.
Lower sales in the non-
retail channels were
partially offset by cost
savings initiatives. The cost
savings initiatives are a key
pillar of DMFI's growth
strategy that will result

in high quality and cost
competitive products. The
initiatives are on-track and
delivered US$20 million of
cost savings in FY2017.
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NON-RECURRING ITEMS (IN USSM) FY2016 FY2017 BOOKED UNDER FY2016 FY2017 =
-
Closure of North Carolina plant! (16.3) (3.7) CGS and G&A expense SDki]videhnoll Oflor Common USS$0.0133 per share US$0.0061 per share ;‘
areholders
Z
i i 2 - G&A expense <
ERP implementation at DM 15.2) P Payout Rate 50% of FY2016 net profit ~ 50% of FY2017 net profit
i iont - G&A and other expense
>ager Creek integration (©.9 P Record Date 26 August 2016 To be confirmed
! 7. 10.2 GHA expense
Severance 79) 102) P Payment Date 8 September 2016 To be confirmed
Others (includes professional fees) - (4.0) G&A expense
Working capital adjustment with previous owner of DMFI? 38.0 - Other operating income
Retirement plan amendment (no tax impact)* 394 - G&A expense Bl (PSE) s iese T Commimers used
Total income/(expense) (pre-tax basis) 33.1 (17.9) were the first Dollar- net proceeds to partly
] . ] T In April of 2017, the Denominated securities to refinance a US$350 million
Write-off of Deferred Tax Asset at DMFI® (gross and net basis) - (11.5) ax expense Company successfully be listed on the PSE. loan which was extended
Total (net of tax and non-controlling interest of 10.6%) 317 (21.1) completed the offering in February 2017 for two

1The Group closed one of the plants in the US located in North Carolina to streamline operations and improve profitability. It also shifted to a
leaner organisation model in the US to drive channel growth and bring down costs in line with competition hence the severance costs.

2 DMFI migrated its ERP to the SAP system in January 2015, raising its processes and systems to global standards. Its parent DMPL also uses the
same ERP. DMFI incurred additional costs in FY2016 as it stabilised SAP.

30n 18 February 2014, the DMPL Group acquired Del Monte Corporation’s consumer products business (through DMPL's subsidiary Del Monte
Foods, Inc (DMFI)) for USS1.675 billion plus working capital adjustments. Since then, there was a dispute between DMFI and the seller on the
working capital adjustments calculation. The dispute was settled on 29 April 2016 and pursuant to such settlement, the seller’s successor-in-

interest paid USS38.0 million to DMFI.

“DMFI amended one of its post employment benefits replacing its retiree medical and dental benefits to contributions to a Health
Reimbursement Account. Such amendment requires the remeasurement of the benefit obligation/liability. IFRS requires this to be recognised in
the P&L as one-time income and this is non-taxable.

> Due to continued pre-tax losses, however, there is no cash impact. Please refer to Note 10 of the financial statements for more details.

INVENTORIES

DMPL's inventories
amounted to US$916.9
million as at 30 April 2017,
higher than the

US$845.2 million as at

30 April 2016 due to
DMFI's higher inventory
level from reduced sales.
This inventory is shelf-
stable and can be sold
on a go-forward basis.
To improve working
capital, DMFI will also be
producing less during the
harvest season.

DEBT AND CASH FLOW
The Group's net debt (cash
and bank balances less
borrowings) amounted

to USS$1.7 billion as at 30
April 2017, slightly lower
than the US$1.8 billion

as at 30 April 2016 due
to repayment of loans.
Out of the total net debt
of USS$1.7 billion, DMFI
accounted for USS1.1
billion while DMPL ex-
DMFI accounted for
US$588.1 million.

The majority of the LBO
loans in the USA have
already been swapped
to fixed rates starting
February 2016.

In April 2017, the Company
raised approximately
USS$200 million from the
Preference Share Issue.
Please see page 41 for
more information.

DMPL's cash flow from
operations was US$187.1

million for FY2017,
significantly higher than
the US$108.0 million in
FY2016 mainly due to
higher trade and other
payables.

CAPEX

Capital expenditures
(capex) were US$145.0
million for FY2017, higher
than the US$138.9 million
in the prior year due

to revenue generating
projects and maintenance
in DMPL's plants. DMFI
accounted for US$46.7
million of Group capex
for FY2017, slightly up
from US$46.0 million in
FY2016.

DMPL ex-DMFI’'s capex
was US$98.4 million for

FY2017, up from US$93.0
million in FY2016.

DIVIDENDS FOR
COMMON SHARES

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.

and listing of its Preference
Shares in the Philippines
generating approximately
USS200 million in
proceeds. This is an
important achievement

for the Company as well
as the Philippine Stock

ock Exchange, Inc.

the first Dotlar Denominated Securities

Preference Share Listing on the PSE with DMPL Management, including
Executive Director, Edgardo Cruz, Jr, and COO, Luis Alejandro

TR AT e\ A -

Preference Share Roadshow in the Philippines on 22 March 2017

The coupon rate of
the Preference Shares
is 6.625% per annum,
payable semi-annually.

The Preference Shares
are redeemable by the
Company at its option on
the fifth anniversary.

years. The Group's net
debt to equity ratio was
reduced to 290% from
477% in the prior year. The
balance of US$150 million
of Preference Shares is
issuable within three years.
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NEW DAY

HEADLINES JAPANE

CNN interview of Ignacio Sison, DMPL's Chief Corporate Officer (right),

and Ed Francisco, BDO Capital’s President (left)
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OPERATING AND
FINANCIAL REVIEW

DMPL’s Executive Chairman Rolando Gapud (left) and Fresh Del Monte
Produce’s Chairman and CEO Mohammad Abu-Ghazaleh (right)

SUBSEQUENT EVENT —
JOINT VENTURE WITH
FRESH DEL MONTE
PRODUCE INC

DMPL announced a series
of new joint ventures with
Fresh Del Monte Produce
Inc. (NYSE: FDP) that

will result in expanded
refrigerated offerings sold
across all distribution and
sales channels, and a new
retail food and beverage
concept modeled after

DMPL’s and Fresh Del Monte Produce’s products

an already successful
Fresh Del Monte Produce
business in the Middle
East. These joint ventures
will initially focus on

the US market with the
potential for expansion
into other territories
where the companies’
businesses complement
each other.

The collaboration offers
the opportunity for
each partner to share
expertise and optimise
economies of scale in
product development,
operations, sourcing,
supply chain, marketing
and distribution.

The joint ventures are
facilitated by the full and

final settlement of all
active litigation between
Del Monte Pacific Limited
and its subsidiary Del
Monte Foods Inc on the
one hand, and Fresh Del
Monte Produce Inc, on
the other hand, effective
immediately. For more
details, please refer to the
announcement on

28 June 2017, the

FAQs and conference
call playback posted

on http://www.
delmontepacific.com/
investors/news-and-
filings.

BUSINESS
OUTLOOK

Barring unforeseen
circumstances, DMPL will
continue to be profitable
for FY2018.

The Group will focus on
strengthening its core
business. Innovation
through better

product and packaging
development, and
improved agriculture and
manufacturing technology
will continue to fuel
growth initiatives. DMPL
will continue to explore
digital opportunities for
its range of products
across markets. It will
remain vigilant in keeping
costs down, amidst

an inflationary tinplate
cost environment and
lower pineapple juice
concentrate pricing,
through supply chain
synergies and G&A cost
optimisation.

In April 2017, the Company
successfully completed
the offering and listing of
its Preference Shares in
the Philippines generating
approximately US$200
million in proceeds.

The Company used the
net proceeds to partly
refinance a US$350 million
loan. This reduced the
Group's net debt to equity
ratio to 290% from 477%
last year. The balance
Preference Shares of
USS$150 million is issuable
within three years.

The Group faces
headwinds from the long-
term structural decline

in several categories in
which it competes. While
remaining relevant, the
centre-of-store is eroding
at slow-and-steady pace
due to shifts in consumer
demographics, shifts in the
way American consumers
are eating and shopping,
as well as shifts in
consumer preferences.

The Company'’s
commercial strategy
builds upon its brand
heritage and will realign its
business (and ultimately
the categories in which

it competes) with those
consumer trends over
time. Its plan focuses on
select attractive business
segments in which it will
invest in marketing to
strengthen its leadership
positions, pursue
innovation to address
growing consumer needs
for more convenient,
healthy and flavourful
solutions, as well as build
its distribution base in the

ANNUAL REPORT FY2017

New Del Monte® Fruit Refreshers ™ the first-ever adult fruit cup

growing store perimeter
and emerging channels.
At the same time, it will
rationalise non-profitable
businesses, in particular
the non-branded segment.

The Company will
continue to optimise its
cost structure by driving
spending efficiencies and
productivity improvements
annually as well as by
investing in a multiyear
restructuring project for
its operations and supply
chain footprint to more
efficiently support its
commercial strategy.

Paving the way to its
long-term strategy, the
Group announced a
formal agreement with
Fresh Del Monte Produce
to collaborate on four new
joint ventures (more on
page 42) which has the
potential to greatly extend
the reach of the Del Monte
brand to the growing

store perimeter while

allowing both companies
to optimise economies of
scale.

DMPL will continue

to expand its existing
branded business in Asia,
through the Del Monte
brand in the Philippines,
where it is a dominant
market leader. S&W, both
packaged and fresh, will
gain more traction as it
leverages its distribution
expansion in Asia and

the Middle East, while

its affiliate in India will
continue to generate
higher sales and maintain
its positive EBITDA.

In the Philippines, the
Group will continue

to drive increased
consumption frequency
amongst a wider base
of consumers through
sustained investments
in relevant advertising,



DEL MONTE PACIFIC LIMITED

BUSINESS
OUTLOOK

product innovation and available in the Philippines,

expanded trade availability.  to other markets in Asia.

In addition, it expects to INDIA
take full advantage of Del Monte will strive to
the growing foodservice strengthen its presence
industry by forging in the top 10 cities, both
strategic tie-ups with key in retail and foodservice,
foodservice accounts. with an emphasis on
consumer activation
ASIA THROUGH S&W and engagement to
DMPL expects the S&W make the brand and its
business to sustain its product offerings more
strong growth. It will familiar to consumers.
expand both the fresh Del Monte will also focus
and packaged segments on building e-commerce

through new markets, new  as a significant alternate
products and partnerships,  channel of business
while growing the base for both its retail and
products in retail and foodservice offerings.
foodservice channels, as
well as in e-commerce.
Co-branding of S&W
with other brands will be
further developed, while
the S&W team will bring
the Group's US Contadina
brand, which is now

Town Hall in Walnut Creek, California, USA in March 2017

DMPL Executive Chairman Rolando Gapud speaking with DMFI in the US

about the Group’s strategy

MAKE IT

EXTRA RICH
EXTRA SATISFYING

SHARE PRICE
AND CALENDAR

DEL MONTE PACIFIC SHARE PRICE ON THE SINGAPORE EXCHANGE
AND THE PHILIPPINE STOCK EXCHANGE

S$ PhP
(SGX) (PSE)
10 25
0.8 20
0.6 15
04 10

o
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— Share Price in S$ (SGX) — Share Price in PhP (PSE)
DEL MONTE PACIFIC SHARE PRICE HIGHLIGHTS*
IN SGX (SS) IN PSE2 (PHP)
Up to 18 2016 2015 2014 Up to 18 2016 2015 2014
July 2017 July 2017
Low 0.300 0.290 0.285 042 11.20 10.60 949 12.34
High 0.360 0.395 0470 0.60 12.36 13.00 15.09 2145
End of Period 0.305 0.340 0.385 046 11.84 12.90 1344 13.84
Average 0.333 0.336 0.366 0.52 1193 11.86 11.96 1792

!Based on Calendar Year basis and adjusted for the Rights Issue in March 2015 and Bonus Issue in April 2013
2DMPL shares were listed on the Philippine Stock Exchange on 10 June 2013

CALENDAR FOR FY2018 (MAY 2017 - APRIL 2018)

30 Aug 2017 FY2017 Annual General Meeting
7 Sep 2017 1Q FY2018 results announcement
5 Dec 2017 2Q FY2018 results announcement
9 Mar 2018 3Q FY2018 results announcement
21 Jun 2018 4Q FY2018 results announcement

From December onwards, the schedule is indicative and is subject to changes. The DMPL Group's Senior Management during a results briefing in
final dates will be announced about two weeks before the results announcement. Singapore

ANNUAL REPORT FY2017
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OUR NEW
DEL MONTE PACIFIC
WEBSITE IS UP!

We are pleased to launch our new website
with the following new features:

Mobile-responsive and accesible
via smartphones and tablets

* % %
Features our four key brands - Del Monte, S&W,

Contadina and College Inn, and our international
business as a global F&B company

* % %
Links to our subsidiaries’ and brands’ websites,
and social media links to DMPL's subsidiaries’ Facebook,

Instagram, Twitter, LinkedIn and Pinterest pages
* % %

Easier to navigate sitemap and structure, to allow

for easy access to key investor information

* % %

Includes the prospectuses of all major transactions and the group’s
various awards across many sectors

* * Kk

Come explore our brand heritage, trusted quality
products, healthy recipes, advertisements, sustainability,
governance and investor relations, plus more at

www.delmontepacific.com

RISK

MANAGEMENT

ENTERPRISE-RISK MANAGEMENT PROGRAMME

The Group has an established enterprise-wide risk management programme that aims to provide a structured basis
for proactively managing financial, operational, compliance, information technology and sustainability risks in all

levels of the organisation.

Risk management is a regular board agenda item.

PRINCIPAL RISK

SPECIFIC RISK WE FACE

ANNUAL REPORT FY2017

RISK MITIGATION

Branded and The Group's branded business Strengthen the core business, expand the product
Non-Branded in the USA, the Philippines and portfolio and markets
Business the Indian subcontinent through The Group's joint venture with Fresh Del Monte
the Del Monte brand, and in Asia Produce, Inc. will strengthen the US business
and the Middle East through through collaboration on new product innovations
the S&W brand, is affected by such as chilled juices, fruit snacks and avocado
a number of factors, including, products
but not limited to, competition, Shift to branded value-added, packaged products
product innovation and product with emphasis on innovation, health and wellness,
acceptance, industry trends, convenience, quality, competitiveness and consumer
distribution expansion, penetration appeal of the categories
and business partners’ risks. The Group is reassessing its non-branded business in
its long-term strategic plan
The Group's core categories in the Expand growing categories — Broth and Single-Serve
US - Canned Vegetables, Canned Fruit snacks in alternative packaging formats
Fruits and Canned Tomato — are Market and customer diversification: increased
large categories that generate penetration of high-growth channels, foodservice
strong cash flows but are slowing and e-commerce
down. Reinforce consumption-driven marketing strategies
such as consumer advertising
Certain non-branded business of Building on closer working relationships with trade
the Group (including the USDA partners
and certain private label) requires a Improve talent management and enhance selling,
competitive bidding process which marketing and operational processes to support
does not guarantee the outcome business goals
of the bid nor the profitability of
such bids.
Organisational changes may
hamper execution of the Group's
strategic plan.
Inventory Excess inventory due to challenges Improve demand planning and adjust production
Management in demand planning, crop tonnage plan to manage inventories
and order fulfillment. More focus and use of technology allows for better
inventory management and visibility
Goodwill Goodwill impairment in the US To improve our income stream, the Group will

relies on improvement of our Net
Operating Income in the near-
term.

strengthen the core business, expand the product
portfolio and markets

The Group's joint venture with Fresh Del Monte
Produce, Inc. will strengthen the US business
through collaboration on new product innovations
such as chilled juices, fruit snacks and avocado
products

Shift to branded value-added, packaged products
with emphasis on innovation, health and wellness,
convenience, quality, competitiveness and consumer
appeal of the categories

Expand growing categories — Broth and Single-Serve
Fruit snacks in alternative packaging formats
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RISK

MANAGEMENT

PRINCIPAL RISK

Goodwill
(Continued)

SPECIFIC RISK WE FACE

RISK MITIGATION

Market and customer diversification: increased
penetration of high-growth channels, foodservice
and e-commerce

Reinforce consumption-driven marketing strategies
such as consumer advertising

Improved cash flow in the US, which accounts for
approximately 75% of Group sales

Expected cost savings from selling, general and
administrative expense reduction initiatives,
managing working capital, production levels and
capital spending, productivity enhancements and
operational efficiencies

Trade Spending

In the US, a large portion of sales
expense is for trade promotion
activities. Management of trade
promotion activity is important.

In the US, the Group will explore various
programmes and tools to better manage trade
promotion

The Group will leverage the SAP software to address
these challenges

PRINCIPAL RISK

ERP/SAP
Optimisation
in USA

SPECIFIC RISK WE FACE

In January 2015, the Group
implemented a new Enterprise
Resource Planning system, SAP, in
the US and outsourced its finance
and accounting functions to a
reputable global service provider in
the Philippines.

Given the new systems and
processes involved, there are risks
to timely and accurate processing
of documents, monitoring of
expenditures, along with the
change of service provider and
decision-making associated with
the steady flow of detailed quality
information.

RISK MITIGATION

The Group has transitioned to a new global service
provider for finance and accounting

The Group is managing the transition by retaining
existing staff in its back office for a certain period,
managing knowledge transfer to key members of the
new staff, and solid training for all staff involved
Refocus IT support to effectively manage the
project implementation which includes prioritising
SAP enhancements and alignment of key business
processes with functional groups

SAP enhancements were prioritised by management
and a number of projects are underway

Financial
Leverage

The Group has long-term
acquisition financing resulting in a
leveraged balance sheet.

Risks would arise if there is a
general economic or industry
slowdown that may impact the
Group's performance, which
subsequently may affect the
Group's ability to service its interest
and principal obligations.

The Group successfully completed the offering and

listing of about US$200 million Preference Shares in the

Philippines in April with a coupon rate of 6.625% p.a.

Net proceeds were used to partly refinance the

USS$350 million loan which was extended until

February 2019

Remaining balance of USS 150 million of Preference

Shares are issuable within 3 years

The Group previously raised approximately US$150

million in March 2015 from the Rights Issue in

Singapore and the Philippines, and used the

proceeds to partially pay down the acquisition bridge

financing

The Group also expects to meet its financial

obligation by generating more cash flows through

the following:

— Improved cash flows in the US, which accounts
for approximately 75% of Group sales

— Expected cost savings from selling, general and
administrative expense reduction initiatives,
managing working capital, production levels,
productivity enhancements and operational
efficiencies

— Expected sales and profit growth in the Asian
business with the continuous expansion of the S&W
brand in Asia and the Middle East both in packaged
and fresh products, and growth of the Philippine
business through its market leadership position

The Group manages its interest rate risk by swapping

variable with fixed interest rates

— The majority of the term acquisition loans in the
USA have already been swapped to fixed rates
in February 2014, which took effect beginning
February 2016 until 2021

Tax The Group may be exposed to » Proper execution of the Group'’s strategic and annual
additional losses from write- operating plan to meet its projected income in the
offs of deferred tax credits and us
impairment of goodwill should our ¢ Implement measures to comply with conditions
operations in the US continue to related to the tax incentive
incur losses. e Ensure the Group’s compliance with rules and

regulations
The Group may lose certain tax
incentives should it fail to comply
with the conditions for the tax
incentive.
Operations As an integrated producer » The Group develops and executes a long-term

of packaged and fresh fruit
products for the world market,
the Group's earnings are
inevitably subject to certain

other risk factors, which include
general economic and business
conditions, change in business
strategy or development plans,
international business operations,
production efficiencies, input
costs and availability, disruption

of logistics and transportation
facilities, litigious counterparties,
insurgent activities and changes in
government regulations, including,
without limitation, environmental
regulations.

strategic plan and annual operating plan, supported
by a business continuity plan, risk management and a
corporate sustainability programme

It also pursues productivity-enhancing and
efficiency-generating work practices and capital
projects

To manage security risks in its operating units in the
Philippines, the Group has strengthened security
measures and improved its stakeholder relations in
the communities where it operates

Talent
Management

The Group's capability to acquire
and retain talent has an impact on
the execution of the strategic plan.

Employee engagement is one of the strategies used
to attract and retain talent by the Group

In the Philippines, we continue to monitor new
legislations that affect labour and operations, and
proactively develop strategies to reduce the impact
of these regulations

Environmental
Risks

Production output is subject to
certain risk factors relating to
weather conditions, catastrophes,
crop yields, contract growers and
service providers’ performance, and
leasehold arrangements.

The Group develops and executes a long-term
strategic plan and annual operating plan, supported
by a contingency plan and risk management
measures

The Group also has in place disaster recovery plans and
business continuity plans to mitigate these incidents,
and has implemented programmes and initiatives to
mitigate the effects of El Nino and La Nifia

The Group has Global Agricultural Practices (GAP)
certifications, and complies with proven agricultural
practices

o
D
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RISK
MANAGEMENT

PRINCIPAL RISK SPECIFIC RISK WE FACE

Environmental There is no assurance that natural

Risks catastrophes or climate change

(Continued) will not materially disrupt the
Group's business operations in
the future, or that the Group is
fully capable to deal with these
situations with respect to all the
damages and economic losses
resulting from these risks.

Our business in the US operates
and contractually grows food in
the United States where water
availability may be at risk due to
drought and limited water supply,
new regulations on fresh water use
and grey water discharges, and
increasing cost.

During the fiscal period, the Group
experienced the end of El Nino
and the start of La Nifia weather
phenomenon in certain areas of its
operation. This affected crop yield.

The drought in California has had
an effect on fruit trees such as
peaches, affecting quality, volume
and pricing which could reduce
consumer demand. The drought
in southern Philippines impacted
the pineapple supply in the first
semester.

RISK MITIGATION

The Group is exploring sourcing peaches from

foreign sources

Higher peach product costs are expected to

be offset by lower costs from productivity

enhancements and operational efficiencies

To minimise water risks, the Group needs to:

— Invest in technologies to improve water
conservation and encourage the business culture
of saving water

— Reuse and/or recycle water in operations as many
times as possible before discharging to grey water

— Improve the quality of grey water discharges
using source point pollution control and new raw
product processing methods that discharge less
pollutants of concern

— Work with growers to encourage the use of more
water-efficient irrigation systems and techniques

To manage any impact from heavy rainfall and

floods, plantings are done in various locations to

minimise tonnage loss, and towing units have been
augmented to ensure continuity of harvest during
wet conditions

The Group also works with insurance brokers to

assess the risk exposure and secure adequate

insurance coverage, if cost effective

Cyber Security The increasing global incidence of
cyber-attacks on Company servers
and websites demonstrates the
need to strengthen and improve
security of the Group's systems.

Cyber-attacks can disrupt
operations such as exploiting
weaknesses in network devices
and servers, corrupting information
and stealing confidential data
which can lead to financial losses.

The Group develops and implements measures to
counter and eliminate cyber-attacks from outside
sources:

— Adopt industry best practice to strengthen
network security such as updating security
patches to the system and encrypting
workstations

— Design and implement security control at each
local site

The Group has engaged a third party to audit its

systems and mitigate such risks

Group Assets The Group assets are exposed to
various risks relating to the assets
of, and the possible liabilities from,
its operations.

To safeguard its assets, the Group assesses its risk
exposure annually with its insurance brokers and
insurance companies

Assets are generally insured at current replacement
values

Additions during the current year are automatically
included with provision for inflation protection
During the financial year in review, all major risks
were adequately covered, except where the
premium costs were considered excessive in relation
to the probability and extent of a loss

SUSTAINABILITY

Sunrise in our pineapple plantation in Bukidnon, Philippines

OUR SUSTAINABILITY JOURNEY -
NOURISHING FAMILIES. ENRICHING LIVES.
EVERY DAY.

Throughout our 130 years of history, our Company has
strived to operate a sustainable business that produces
quality products, creates jobs, acts with integrity and
contributes to the economic, environmental and social
well-being of the local communities we serve.

We're passionate about cultivating good food for a better
life by bringing high-quality, healthy, and nutritious

food to people in a way that protects the environment,
builds strong ties to our communities, and enables our
Company, consumers, customers and employees to grow
and flourish.

We have long been considered a leader in introducing
agricultural practices that minimise the use of pesticides
and help farmers grow stronger, more productive crops
with less fertilizer, water, and other materials. We know
that the success of our business relies on a healthy
environment, in our growers' fields and across our own
operations.

Equally important is our attention to the relationships
we have established with our employees, suppliers, and
customers, and within the communities in which we
live and work. For us, sustainability reflects the balanced
consideration of people, planet, and performance.

In this report, we are pleased to share with you the
progress we have made during the past year through our
productivity and cost efficiency programmes, agricultural
enhancement measures, supply chain improvements,
capital expenditure and facilities improvement projects,
and other key programmes, including the Del Monte
Foundation. We also continued to explore ways to further
reduce our environmental footprint and broaden our
social responsibility.

By embracing the Global Reporting Initiative (GRI)
framework, we have now embarked on a journey towards
a more holistic approach to social, environmental and
economic performance. Sustainability has been firmly
embedded in our annual plans and is one of five pillars
driving our long-term strategic blueprint for growth. This
commitment is reinforced by a dedicated sustainability
function at Group level that reports to the Board of
Directors. Each part of the Company is responsible for
integrating sustainability in its operations and proposals.

In FY2017, Del Monte took a step forward in incorporating
sustainability to strengthen our core business. The Group
went through the process of identifying our material
Environmental, Social and Governance (ESG) factors to
prioritise the most important issues of our stakeholders.
Identifying our sustainability priorities with respect to
products, people, the environment, and governance
issues relevant to our operation is one of the five primary
components of the SGX guidelines on sustainability
reporting. We engaged the services of a global

OUR CLAIMS TO FAME
WE OFFER ABOUT

200 o0
o seour )

DIFFERENT TYPES OF HEALTHFUL
FRUITS, VEGETABLES & TOMATOES
picked, cooked & packed af the peak af ripenexs.

95./ of all Del Monte® products are
© PRESERVATIVE-FREE
OUR FRUIT REFRESHERS PRODUCT WON
2017 PRODUCT OF THE YEAR!
WE SUPPORT OVER 1100 U.S. GROWERS

The fruit. vegeiabies, in beow New-GA10,
IN 2016, WE BEGAN LABELING ALL OF OUR VEGETABLES, FRUIT
CUPS, AND MANY MORE TOMATO PRODUCTS AS NON-GMO.

Del Monte™ is the FIRST consumar-tacing manufacturer to work m
with the USDA far NON-GMO CERTIFICATION for com products. SISy

We converted 100% of our branded tomato products, and nearly 100% of our
trancled frit and vegetable products 1o NON-BPA LININGS.
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independent consultant, a sustainability specialist firm,
to ensure the independence of the material assessment
process.

Through the Del Monte Foundation, we also focus on
communities where we operate, where we help provide
education, healthy living and livelihood to over 100
communities in Bukidnon and Misamis Oriental in the
Philippines.

We believe in building the long-term resiliency for our
business. New challenges and threats emerge. Our
Company needs to continually understand these global
issues and engage our stakeholders to identify key issues
which affect our customers, the community where we
operate, our employees, the environment and our ability
to deliver a fair return to our investors. We continue to
remain mindful of the impact of our activities on the
future of our planet.

Our Company stands by our commitment to grow our
business in a manner that sustains a healthy balance
among diverse interests of all our stakeholders — our
employees and their families, business partners,
customers and host communities.

As a leading global food company, we have included
corporate sustainability as part of the company’s
strategic plan.

With the formalisation of our sustainability efforts, we,
together with our stakeholders, stand to reap greater
benefits, both tangible and intangible. The sustainability
framework should help the Company achieve its business
objectives since sustainability benefits not only the
environment and society, but also the business -- people,
planet and profit or the Triple Bottomline.

Sustainability is not just a business strategy, it is essential
to our success. It is essential in strengthening our core!

OUR APPROACH
Improving sustainability is one of the strategic pillars
supporting our vision.

At Del Monte, our vision is to nourish families and enrich
lives, every day. We're passionate about bringing high-
quality, healthy, and nutritious foods to people in a way
that protects the environment, builds strong ties to our
communities, and enables our Company to grow and
flourish.

For us, sustainability reflects the balanced consideration of
people, planet, and performance. As such, we believe the
following tenets are central to our sustainability efforts:

Nurturing Consumers. For over a century, we've
delivered quality products that are safe and nutritious.
We will continue to update our product portfolio to
bring families a broad range of healthful and tasty food
choices.

Nurturing Employees. We are a people-driven
organisation committed to the well-being of our
employees, our consumers, and the communities in
which we live and work.

Nurturing Nature. Our Company'’s success is based

on preserving a healthy natural environment. We work
to ensure the lasting productivity of our fields and

that of our growers through lower-impact agricultural
practices, and strive to reduce our operational
environmental footprint by eliminating waste and
optimising our use of materials, energy, and water.
Nurturing Governance. We are committed to the
highest standards of corporate governance and support
the principles of openness, integrity and accountability.
Nurturing Communities. We believe that the
communities where we operate should also be
nurtured to ensure we maintain our symbiotic
relationship with them and our social license to operate.
Nurturing Growth. We continue to grow our business
and the local economy to sustain profitability as

well as ensure we take care of our people and the
environment.

Our goal is to promote sustainability to achieve our
business objectives, environmental stewardship and
social responsibility. The benefits we envision are to:

Improve the business performance by generating

operational efficiency and cost savings through a
more sustainable business model;

An employee inspecting the green beans field
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employees, as well as third parties/any other persons,
such as suppliers and contractors.

Internal audits are periodically performed to assess
corporate, facility and subsidiary processes and
controls to mitigate corruption risks. The company has
a Code of Conduct which directors, management and
all employees abide by. All employees are required to
provide information on related party and conflict of
interest which is updated annually.

A separate team evaluates and manages Risks and both
Compliance and Risk Issues are reported to the Board
of Directors.

Please refer to the Corporate Governance section for
more details on this.

SUPPLIER SELECTION

The Company acknowledges the importance of building
a sound relationship with its suppliers. Accordingly, the
Company shall conduct business with all customers on
the basis of integrity, mutual interest and fairness.

In selecting suppliers, Del Monte in the Philippines
uses its Supplier Quality Management Programme
(SQMP). The SQMP assesses the quality and delivery
performance, feedback, recognition and continuous
improvement programme for all direct materials
suppliers and toll manufacturers.

The Supplier Quality Management Programme (SQMP)
was launched in April 2008 for direct materials suppliers
and later applied to toll manufacturers as an aid to help
in the selection of best suppliers for the Company. The
objective of the programme is to:

1. Align the Company’s quality parameters with that of

suppliers;

. Provide suppliers with performance scorecards;

. Classify suppliers into certified, preferred, approved
and conditional suppliers;

. Align suppliers with Del Monte Philippines, Inc. goals
that would help support growth in the next 5 years; and

. As a tool to determine allocation of the Company's
requirements to suppliers.

The suppliers are rated based on quality performance,
delivery performance and competitiveness. For FY 2017,
this programme was opened to indirect materials and
service providers. The Company also has in place, product

traceability measures to respond to customer requirements.

In the US, the Company has in place a Supplier Code of
Conduct that applies to any entity providing goods or
services, including suppliers and sub-contractors. The

Truckers using the water slide

objective is for suppliers to practice and uphold ethical
business standards. The Company performs periodic
audits of contract manufacturers and certain direct
suppliers. Some independent and unannounced audits
are used to address quality assurance and compliance
issues. Furthermore, we prohibit all forms of forced and
child labour.

Suppliers are bound by Del Monte's standard purchase
orders that require the Seller to comply with the
standards set forth in the Supplier Code of Conduct.
Additionally, our co-manufacturing and packaging
partners must comply with all Del Monte site rules,
policies, procedures, Standards of Business Conduct,
and health, safety and environmental policies.

Del Monte's Supplier Diversity Programme enables
small and diverse businesses to be considered fairly as
subcontractors and suppliers. It is our policy to seek out
opportunities to buy from these suppliers where price,
quality, and delivery of service are competitive.

Del Monte is committed to developing and maintaining
successful relationships with certified small and diverse
businesses which can help us achieve long-term growth
that in turn drives shareholder value. We define certified
businesses as follows:

Small business

Small disadvantaged business

Veteran-owned small business

Service disabled veteran-owned small business
Hubzone small business

Minority business enterprise

Women business enterprise
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INCIDENCE %
FY2017 FY2016 ~ CHANGE

Injury Rate 1.28 1.34 -4.4%

Lost Work Days 2,533 2,682 -5.6%

The Jose Y. Campos Centre building, where our office
in Manila is located, was certified LEED Silver by the
USGBC. The building provides employees with a safe
and healthy work environment. The building boasts
itself as energy and water efficient and uses materials
safe for building occupants. Our office design promotes
collaboration and better communication among
employees.

TRAINING AND DEVELOPMENT

Our Company cultivates a culture of excellence as we
continue to encourage our people to innovate and strive
for continuous improvement.

Professional development is an integral part of our
performance system and links to our core values and
competencies for Del Monte in the US. Employees

are encouraged to participate in opportunities and
programmes that will contribute to their ability to
deliver value and ensure further growth and success for
themselves and the Company.

We offer specific developmental programmes to help
employees meet organisational objectives, enhance
their careers, and maintain a consistently high level of
performance. These opportunities include:

Managers provide internal learning opportunities

by working closely with employees to structure
appropriate on-the-job activities to meet identified
developmental needs.

External programmes and professional certifications
are provided at seminars, conferences or other
specialized workshops.

External university courses are available through

the Del Monte Employee Education Assistance
Programme. Under the provisions of this programme,
eligible employees may receive up to $5,250 annually
in financial assistance for approved courses of study
at accredited educational institutions.

In the Philippines, our Roadmap to Global
Competitiveness starts with building on the capabilities
of each employee on the ground. With the Centre of
Excellence on Talent Management, key leaders at the
Plantation, Cannery and Philippine Market, we have
developed a Competency Framework that will guide
their teams towards achieving the Company’s Strategic
Roadmap. The Framework that each team drafted

TRAINING PROGRAMMES

191
programmes
Average of 4
programmes
per employee
TRAINING
@ PROGRAMMES

265 16
programmes programmes
Average of 2 Average of 2
programmes programmes
per employee per employee

@ Supervisor up
@® Monthlies
Hourlies

pinpoints the specific technical and operational skill

set each team member must develop to deliver high
performance. Each Competency Framework also serves
as a foundation for broad-range people programme on
recruitment, learning, career development, succession
planning, and performance management.

Training facilities on-site help employees upgrade
technical and other skills. At “PineU” (Pineapple
University), plantation personnel hone farming expertise
through formal sessions and benchmarking trips.
“ManU" (Manufacturing University) is a breakthrough

for cannery staff to reorient on processes and adapt

to new technologies. ManU also administers two-year

Del Monte Manila Office First Aid Team
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Our news magazine called “Tidbits” and a digital edition
called "FreshCut” feature key operational goals and
programmes, team achievements, environmental
initiatives, community outreach efforts, and individual
stories that highlight our core values. A quarterly wall
poster called “Pinikit,” written in a Philippine dialect
commonly understood in our areas of operations,
provides information on our business thrusts and social
programmes for the community.

EMPLOYEE ENGAGEMENT

As part of the ongoing employee engagement
programmes, our employees are involved in various
activities that promote a healthy work-life balance.

In the US, Del Monte strives to be a good neighbour

and responsible citizen by supporting the communities
where our employees live and work. We provide both
direct financial support as well as product donations to
assist a diverse set of philanthropic organisations. We are
proud to support our valued partners, whose missions
align with our own Company Vision to nourish and
enrich families and communities every day.

Our facilities and corporate employees are actively
involved in contributing time and money to
organisations that serve:

Medical research
Education
Natural disaster
Special needs
Youth activities
Veteran support

To further support our communities and employees,
we offer employees the option to take one paid day off
per year to volunteer for the non-profit organisation of
their choice. Employees may also request and receive
a matching donation to their charitable financial
contributions.

In the Philippines, Del Monte family prides itself in giving
back to the community. It has become our tradition which
started back when the first pineapple was planted in the
1920's. To this day, Del Monte employees keep this tradition
as we visit various communities. The Group’s employees
volunteer their time to help make lives better for the less
fortunate, our way of being a blessing to others.

Each employee believes in having a sound mind and
sound body. It is part of our employees’ healthy lifestyle.
Competition on various sporting events in Manila,

the Cannery and Plantation are held each year. These
sporting events extend to the employees’ dependents
in summer during school break. Programmes include

From the top:
Company summer event with the family

Our US employees have the option to take one paid day off per year
to volunteer for the non-profit organisation of their choice

sports, music, arts, outreach and eco-projects that
promote positive values to the children.

Other employee activities include tree planting
activities, fitness classes, summer outing, Halloween and
Christmas parties, the Brown Bag lifestyle series focus
on employee health, personal finance, family activities
and parenting tips, and special celebrations such as
Mothers’ Day and Fathers’ Day.

As a way to improve employee communication, our
Human Resources Department in the Philippines
has enhanced our online HRIS system called MyHR.
It is an online system that maximises technology
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brile (elebnales:

o Fithers G)ay Specidl

WHAT'S IN STORE FOR YOU

4

“*z)
Relaks ka lang!
Take a break and roiax as
we give you free head &
back massages because
you desenve i
Conferance Room 8 &8
8:30 AM — 11:30 AM

L

6 e
J Z

b s sl

Eat Like a King! Kintab fo the max
Enjoy & lunch buffet just Free shoe shing for ol the.

for our amazing dads! dads thal never fai to
11/F Training Room brighlen up our doy ©
11:30 AM - 1:00 PM Don't forget o bring

your black shoea!
Conferece RoomBA& S
B30 AM - 11:30 AM

ANNUAL REPORT FY2017



(o060)

\vl g

DEL MONTE PACIFIC LIMITED

SUSTAINABILITY

The Markesan Green Team volunteered for their annual Adopt-a-
Highway during Earth day

production units. While its business directly and indirectly
supports the livelihood of at least 20,000 residents — from
fruit growers and truckers to harvesters and maintenance
crews — other rural residents greatly benefit from the
Group's presence.

As a responsible corporate citizen, the Group continues
to contribute to the development and upliftment of the
quality of life in communities where we operate.

Our rich heritage of partnership with host communities
inspires us to continue to make a difference in the lives of
thousands of families around our worksites and in other
areas where there is insurgency and unrest.

Del Monte Foundation, Inc., a non-stock and non-profit
organisation, spearheads our efforts as we expand our
reach in the community. The Foundation employs a
framework for identifying and selecting community
projects, in coordination with the Del Monte Plantation
and Cannery teams. This is in line with their policies and
procedures for CSR projects.

Teams fan out daily through close to 100 urban and
remote villages to deliver vital community services and
help residents face new challenges. The Foundation has
served close to 100,000 community residents through
scholarships and education, capacity-building, home care
and community health, youth development and other
programmes.

Del Monte in the Philippines celebrated its 91 Founding
Anniversary in 2017. To celebrate this milestone, the
company, through the Del Monte Foundation, Inc.
undertook commemorative infrastructure projects in

AREA PROJECT

Impasug-ong Classroom at Cawayan
Elementary School

Quezon Classroom at San Jose
Elementary School

Manolo Fortich Classroom at Hinaplanan
Elementary School

Manolo Fortich Classroom at Ticala
Elementary School

Baungon Classroom at Mabuhay
Elementary School

Sumilao Classroom at Kilabong
Elementary School

Bugo Day Care Centre

Libona Water system rehabilitation at
Barangay Laturan

Malaybalay Water system at Barangay 10,
Malaybalay

municipalities where it has major operations. Tagged
“Project 9" to represent 9 decades of successful business
operations in the Philippines, the endeavour aimed to
address a significant community need in 9 towns or cities
where DMPI has pineapple operations.

Project 9 comprised of water systems in 2 local
communities where residents still had no access to water,
classrooms in 6 public elementary schools and a day care
centre in Bugo, where the company’s manufacturing
facility is located.

The projects were identified upon consultation with
the local government units (LGU) of each town and
completed in coordination with the respective LGU,
relevant government agencies and some private entities.

FEEDING AMERICA

Since 2014, we contributed more than 10 million lbs.
of product to Feeding America earning us the proud
distinction of a “Leadership Partner” in 2016.

Del Monte is proud to be a long-standing supporter

of Feeding America®, a leader in hunger-relief charity
work. Feeding America® is the nation’s largest non-profit
organisation addressing hunger. Each year the Feeding
America® network provides food assistance to more than
25 million low-income people facing hunger in the United
States, including more than nine million children and
nearly three million senior citizens, through their network
of more than 200 food banks throughout the country.
These food banks support about 63,000 local charitable
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Over 230 women and heads of families completed
the 5-month Home Care Education Programme in 5
local communities in the company’s newly-opened
pineapple operations. In 23 local communities across
5 municipalities, refresher courses were conducted for
over 2,000 former HCEP beneficiaries. The sessions
were a follow-through on the graduates’ retention and
application of the principles and lessons learned when
they took the course in past years.

Earlier in the year, the Foundation received recognition
and appreciation from the Department of Social Welfare
and Development (DSWD) Region-10 as a valued partner
in its Sustainable Livelihood Programme. This was due

to the Foundation'’s inclusion of members of DSWD's
financial assistance programme among its programme
beneficiaries to help them become self-reliant.

TECHNICAL EDUCATION

We promote short-term technical skills courses as

an alternative to college education as we introduce
community leaders, family heads, women and out-of-
school youth and families of employees to agro-technical
skills.

Our main Community Education Centre received official
accreditation from the Philippine Technical Education and
Skills Development Authority (TESDA), highlighting public-
private sector cooperation for community education. The
Group has channelled funds for enhanced learning in five
centres, all satellite training centres of the government.
Fully-equipped workshops welcome students in food
processing, commercial cooking, baking, electronics,
welding and woodworking. A computer centre, with

15 computer units and internet access, also serves

Beauty care services, one of the technical skills programme
offered by the Foundation

the community. Continuing partnership with TESDA
ensures that training standards comply with government
requirements. Local governments help us select training
participants, identify skills needed by the community, and
find jobs for its graduates.

The Foundation conducted 22 community-based
technical skills trainings across 15 municipalities which
equipped around 900 beneficiaries with skills that could
help them find employment or start a livelihood. The
trainings were conducted in cooperation with TESDA,
DSWD and the respective local government units.

Following were the courses offered:

COURSE NO. OF
GRADUATES

Blacksmithing 23

Cosmetology/
Beauty Care Services

Defensive Driving

Electrical Installation &
Maintenance

Housekeeping
Massage Therapy
Shielded Metal Arc Welding

Small Engine Servicing

The Foundation's centre in Camp Phillips continues

to offer technical and vocational training on shielded
metal arc welding, bread and pastry production and
basic driving. In the past year, 106 enrollees completed
courses and passed the assessment of TESDA. The
Foundation likewise continues to operate Community
Education Centres in Libona and Manolo Fortich,
Bukidnon. These centres serve as headquarters for the
community health workers’ federation in Manolo Fortich
and as a venue for the Alternative Learning System for
out-of-school youth in Libona. The facilities are being
used year-round.

An educational session was conducted for Foundation
high school scholars in March 2017 to provide additional
information and encourage the scholars to consider
taking the technical-vocational track in senior high
school due to better employment opportunities and high
industry demand in technical courses. The activity was
made possible through the cooperation of selected high
schools and the Technical Skills Development Authority
(TESDA). Del Monte Foundation President Mr. Joselito

D Campos, Jr and Foundation trustee Mrs. Olivia M
Campos were able to grace the occasion.
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Engineer Elpidio Paras, an inventor and pioneer in the
telecommunications industry in Southern Philippines,
who now serves as Chairman of the Board of Trustees
of Xavier University-Ateneo de Cagayan, and a leading
proponent of quality education in the Philippines;

Dr Lampa Pandi, former Undersecretary of Health for
the Autonomous Region of Muslim Mindanao, who
continues to serve the region’s Muslim community as
municipal mayor of his hometown Poona Bayabao,
Lanao del Sur. He also served as resident doctor of
Phillips Memorial Hospital.

Dr Glenn Gregorio counts among the leading plant
geneticists in Asia. For his pioneering work in rice
genetics and outstanding contributions to enhanced
rice production in the Philippines, he was named one
of the Ten Outstanding Young Men of the Philippines
in 2004.

The Foundation also received recognition from the
Department of Education for its contributions to the
cause of education in Bukidnon Province during the
awarding ceremonies held in December 2016.

YOUTH DEVELOPMENT

We work closely with the community to harness the
potential of the youth to lead and transform their
communities into self-sufficient units for nation-building.

Part of our annual commitment, the Del Monte
Foundation and the Company participated in the Brigada
Eskwela (School Brigade) in May 2016. Eleven (11)

public elementary schools in 5 towns were this year's
beneficiaries. Assistance extended was in the form of
various materials for the repair and repainting of school
facilities in preparation for the opening of school year
2016-17.

The Foundation produced and distributed around

600 armchairs to various public schools, including an
Indigenous People’s (IP) school of the Pamalihi Tribe in
Claveria, Misamis Oriental. It likewise produced kiddie
tables and chairs for 12 local community day care centres
and public kindergarten schools. The materials used for
the production of chairs and tables were wooden pallets
that came from the Cannery.

The Foundation donated about 70 titles of assorted
reference and storybooks to the LGU Baungon to start
up its Children’s Reading Centre in the town's capital.
The reading centre aims to lure young children from
video and computer games and provide an alternative
hang-out while improving literacy.

The Foundation donated sets of sports equipment to
4 communities. It fabricated playground equipment
comprising of see-saws, swings, monkey bars and slides

and distributed to these communities in 3 municipalities
in Bukidnon. These serve to encourage the youth to
engage in sports and physical wellness. Our Cannery and
Plantation teams also donated various school supplies
to public schools where we operate as part of their
community relations activities.

Rural youth comprises a majority of graduates under
the Foundation's technical skills training programme.
Community youth leaders also join Leadership Trainings
after which they are expected to harness resources

of their respective youth organisations to attain both
medium- and long-term development goals of their
communities.

From the top:

Plaque of appreciation given by the Department of Education
Region 10 to the Del Monte Foundation

Classroom chairs donated by the Foundation

COURSE/TOPIC

PARTICIPANTS

AREA
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The Foundation likewise continued its annual support
to Smile Train, a programme that provides free surgery
to indigent children with hare lips or cleft palate. About
30 children received after-care kits from the Del Monte
Foundation under the partnership.

These are some of the Foundation’s programmes as we
care for the communities. A healthy relationship with the
communities is a part of our strategy in strengthening
our core.

PRODUCT INTEGRITY

Drawing strength from our heritage of quality and
reliability, we produce globally competitive food
products in the most sustainable way possible.

In the US, our Company works hard to offer a broad
selection of high-quiality, safe, and nutritious foods. We
implement strict controls throughout our operations to
ensure our products consistently meet the highest levels
of quality, safety, and purity. Continuous improvement
of our quality system is driven through management
review, quality planning and quality improvement
teams. The foundation of our food quality and safety
programme is based upon the following: Industry Best
Practices, FDA and USDA Regulations and Compliance
Standards, Customer Requirements, the Global Food
Safety Initiative (GFSI), the ISO 22000 standard, and

AIB guidelines. As of July 2012, all Del Monte-owned
production facilities are GFSI certified.

We are regularly challenging and evolving our system

to meet the changing needs of both the industry and
our customers. We built a multi-layered quality system
protocol which starts with our executive leadership
establishing the Company’s quality protocol. This quality
protocol is then communicated to each of our facilities
to provide guidance and direction which is further
supported by our manufacturing site level procedures.

All facilities are
BRC certified with
AA to B rating

All QA managers
received the PCQI
training for FSMA

From left:
BRC and FSMA certifications

Quality check performed by a Del Monte employee

FSPCA

FOO0 SAFITY MEVINING CONTROU ALSANCE

Quality managers of the Company’s US based facilities took time out
to attend the Preventive Control for Human Food Course

The effectiveness of our quality system is then evaluated
through customer and consumer feedback, as well

as our three-tiered approach to auditing. Our first tier
requires regular internal plant audits. Tier two consists
of our annual corporate quality systems audits modelled
after ISO 22000. Tier three involves annual third-party
GFSI audits. Additional third-party audits are conducted
through state and federal agencies and customer audits.

Our Company institutes numerous safeguards at our
processing facilities to assure quality and food safety.
These systems range from personnel access control
and employee training to product filtration, metal
detection, and in-process quality inspections. We have
also implemented processes to ensure the quality and
safety of incoming ingredients for our products. We do
this through the critical steps of employing the use of
a Certificate of Analysis from our suppliers, laboratory
analyses, Del Monte audits of supplier facilities, and
third-party audit service.

We further rely on effective packaging to protect our
products from damage and contamination once they
leave our processing plants. As an example, many of our
products for consumers are packaged in metal cans.
Metal cans provide an excellent barrier to oxygen, which
allows our products to maintain freshness and great
taste for an extended period.

In the Philippines, our agro-industrial processes are
accredited by the world's leading certifying bodies,

with at least 20 quality audits performed during the

year by reputable, independent international auditors,
business partners and customers. Once again, audit
results confirm that our processes meet or often exceed
standards for the purchase or importation of food
products to certain countries.

Del Monte Philippines elevated the bar higher on quality
manufacturing with its Food Safety Systems Certification
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1

PRODUCE FOR
BETTER HEALTH
FOUNDATION

preservative we use in canned fruit or shelf stable fruit
cups, which is a naturally inherent nutrient already
present in those products.

As such, we are recognized as a Produce for Better
Health Foundation (PBH) Role Mode - PBH's highest
recognition level, awarded to those companies which
provide significant steps toward improving the health of
Americans. We are proud to serve on the PBH Board of
Trustees to help drive more consumer demand for fruits
and veggies. We are also a national partner of the United
States Department of Agriculture’'s “Choose My Plate”
initiative and member of the Tomato Wellness Council.

We are also proud members of the Canned Food
Alliance Executive Committee, where we are committed
to educating health and nutrition professionals, as well
as consumers, about the many benefits of canned fruits,
vegetables and beans and how they can contribute to a
healthy diet.

In Asia, our nutrition platforms are anchored on weight
management, heart health and bone health. Our goal
is to produce healthier and more nutritious products in
the future as we move to strengthen our core.

NON-GMO AND NON-BPA PRODUCTS

We grow our fruit, vegetables and tomatoes with care
on farms that have been with us for generations. We
preserve that wholesome goodness for families to
nourish their loved ones with the best quality products.
We want our consumers to know what is in their food to
help them make the best decisions for their family.

In the United States, all of the fruit, vegetables

and tomatoes in Del Monte products have always
come from traditional breeding. Del Monte remains
committed to meeting evolving consumer preferences
and continues to explore Non-GMO ingredient
alternatives where possible.

Del Monte made a significant investment to source
these added ingredients from Non-GMO origins. As a
result, we converted the majority of our vegetables and
fruit cups and most of our tomato products to “Non-
GMO" by the end of our 2016 pack season (Sept/Oct
2016).

Shift to non-GMO and non-BPA cans

In 2016, we also worked with the USDA to verify our
sweet corn products as hon-genetically modified
resulting in the USDA certification, "USDA Process
Verified Non-GE/GMO".

Del Monte’s top priority is the quality and safety

of our products. For more than 40 years, BPA has
been approved by the FDA for use in food contact
applications, and can coatings containing BPA have
played an essential part in food preservation.

In response to growing consumer and customer
preference, we worked closely with can manufacturers
and lining suppliers to approve non-BPA internal

can lining alternatives that met both food safety and
consumer quality requirements. Given the critical role
in ensuring product safety and preserving quality, any
replacement for BPA had to pass rigorous safety and
quality testing before we accepted it for use in our
products. If an alternative proves safe and effective in a
particular application, we will pursue it.

We made these changes thoughtfully and carefully to
ensure the safety, quality and nutritional integrity of our
products, as well as the taste that our consumers expect.

We do these initiatives to ensure the safety of our
products as we strengthen our core to better nourish
families and enrich lives, every day!

NOURISHING OUR ENVIRONMENT

We rely on nature’s bounty to bring our products to
millions of families across the globe. Our direct connection
to the earth’s resources reinforces our longstanding
commitment to stewardship and responsible operation.
Our key conservation focus areas are managing water,
energy and waste in our manufacturing operations as well
as in our agricultural practices.
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Seeds for peas, beans, corn, and spinach are ones that
originate from varieties that we have bred to exhibit
beneficial characteristics such as high yield, hardiness,
and pest-resistance which in turns reduces the overall
environmental footprint. The Seed Operations team
provides growers with the majority of our seeds for
certain crops, including peas; Blue Lake, Romano, and
wax beans; corn; and spinach where we are able to yield
more common cases per acre for our corn and green
beans. For example, the yield per common case of corn
was 43% greater from 2000 vs. 2014.

Since 2010, we have participated in the Carbon
Disclosure Project to publicly disclose our risks
associated with climate change and report on our Scope
1 and Scope 2 carbon emissions. For 2016, we received a
B rating for our CDP disclosure.

Lastly, we are an avid participant in the Stewardship
Index for Specialty Crops, a multi-stakeholder
organisation piloting on-farm metrics with growers to
track and monitor agricultural inputs to drive continuous
improvement and gained efficiencies.

REDUCING FERTILIZER USE

Our growers apply fertilizer to crops to ensure that the
plants receive enough nutrients to grow vigorously and
produce abundant yields. Too much fertilizer, however,
can be worse than not enough: in many crops, excess
nutrients can lead to lush vegetative growth and reduced
crop yields. Fertilizers can also leach into groundwater,
or wash off with the rain into nearby waterways, entering
polluting streams and causing problems such as algae
growth. Finally, synthetic fertilizers are often based on
petroleum—an expensive and non-renewable resource.

Given the environmental risks and operating costs

associated with improper or excessive fertilizer use,
our research teams coordinate with our growers to
identify the optimal amount of fertilizer suitable for

Tomato harvest

the specific varieties grown. We have found that some
crops need much less fertilizer to flourish than expected.
For example, over the past several years, our pea and
green bean growers have reduced fertilizer application
by upwards of 25 percent over 50,000 acres. Although
rising fertilizer costs contributed to this decision, Del
Monte research also showed the crops would do as well
or better with less fertilizer.

REDUCING PESTICIDE USE

We have helped growers apply the principles of
Integrated Pest Management (IPM) to minimise the
amount of pesticides used to control insects, other
pests, and crop diseases. IPM is a common-sense
approach to pest control where Del Monte field staff
and growers closely monitor crop conditions by field
scouting, pheromone traps and use cultural tools to help
avoid situations that could contribute to pest outbreaks.

By limiting pesticide use, we reduce the potential for
contaminated runoff from fields, protect the health

of farm workers, prevent the destruction of beneficial
insects and other field organisms, and ultimately
decrease the chance that any pesticide residue remains
on the crop when it is harvested and processed.

We have participated in a number of IPM-related
partnerships and initiatives to share knowledge and best
practices:

Charter member and active participant in the United
States Environmental Protection Agency's Pesticide
Environmental Stewardship Programme (PESP)
Board member of the National Foundation for IPM
Education

Partner in the California Pear Pest Management
Research Fund, which has funded more than

USS2 million in IPM and sustainability research

Lead Processor in the Pew Centre for Agricultural
Partnerships (CAP) Northwest Pear Initiative
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During the fiscal year, our plantation experienced the La
Nifia weather phenomenon that affected the Group's
crop yield. To counter this weather condition, the
Group implemented continuity plans, programmes and
initiatives to mitigate these effects.

With better fruit quality and greater operational
efficiency, we have initiated programmes to minimise
waste, improve efficiencies in electricity and water
consumption; increase usage of recycled but viable
packaging materials; measure production efficiencies
via 5S, Total Productive Maintenance and 6 Sigma;
enhance the health and well-being of our workforce
and their families; and ensure compliance of our
service providers with local labour laws.

Our agricultural teams work closely with local farmers
to adopt agronomic measures that can mitigate
adverse consequences of crop agriculture on soil and
water conservation. Responsible farming focuses on
sustainable crop cultivation and efficient drainage
systems, with innovative as well as tried-and-tested
practices, including minimising buildup of surface
water during heavy rain, and positioning grass strips at
strategic points to slow down waterflow.

Following local government regulations, the Group has
not expanded its farmed areas in the Philippines. The
Group's biggest leased landholdings remains under

the collective ownership of the Del Monte Employees
Agrarian Reform Cooperative, a cooperative among

the Group’s employees organized in 1988 under the
Philippine Comprehensive Agrarian Reform Programme.
The Group fully cooperates with agrarian reform
beneficiaries and the Philippine Department of Agrarian
Reform towards efficient implementation of CARP.
Other landholdings are leased by the Group from lawful
landowners by virtue of their respective ownership

or stewardship documents as attested by concerned
government agencies.

Our plantation in the Philippines received its Global
GAP (Good Agricultural Practices) certification, further
affirming a management system focused on Food
Safety, Worker's Health and Safety, Environmental
Protection and Conservation of Wildlife. GLOBALG.A.P.
is a globally-recognized private sector body that sets
voluntary standards for agricultural products. Our pack
house for fresh fruits was certified ISO 9001:2008 for
growing, harvesting and packing of fresh fruits by

SGS United Kingdom Ltd. Systems and Services
Certification body.

Our participation in the GLOBAL G.A.P. certification
process was voluntary, and was a strategic response to
customers calling for safe food worldwide. A Philippine

GAP certificate issued by the Philippine Department of
Agriculture in the Philippines in 2010 also attests that

our farms grow, pack and distribute fresh produce in
conformance with international standards on food safety
and quality.

ENERGY EFFICIENCY

In the United States, as early as 2009 solar panels began
generating renewable energy at our primary tomato
production facility in Hanford, California. We installed
6400 solar panels covering over 122, 473 feet and
producing 1.8 MM kWh — equal to more than 8 percent

of total electricity requirements during non-pack season.

The solar panel installation at our Hanford facility has
enabled us to become members of the EPA Green
Power Programme. As a result of these efforts,

Del Monte received the 2011 Greenhouse Reduction
Award from the California Manufacturers and
Technology Association (CMTA) and the Industrial
Environmental Association (IEA). This Award recognizes
companies that display environmental excellence in
their operations.

Our Modesto Plant serves as an example of a facility
that implemented multiple initiatives to reduce

its energy consumption. In ongoing continuous
improvement efforts, the plant installed a combined
heat and power system, selective catalytic reduction
unit, condensing economiser, and backpressure turbine
generator to its boiler system. These upgrades cut
natural gas use by 20 percent. Lighting, compressed
air, and other electric efficiency upgrades also reduced
energy use by 12 percent. We have a company-wide
programme dedicated to implementing condensing
economisers to improve heat recovery and steam

Solar panels in our Hanford tomato production facility

é‘%\\ SmartWay"

Transport Partnership
Getting There With Cleaner Air
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plant will take over the job done by an equally eco-
effective but power-intensive aerobic treatment plant.

This plant highlights our commitment to environmental
stewardship on reduction of our greenhouse gas
emissions (GHG), recycling while enhancing our business
competitiveness through reduced energy costs.

The Del Monte office in Manila was awarded a LEED
(Leadership in Energy and Environmental Design) Silver
certification in 2016 by the US Green Building Council
(USGBC). Based on the USGBC Project Directory, the
Jose Y. Campos Centre (JYCC) building is the 44
LEED Certified building in the Philippines and is the first
building in the Philippines to earn the LEED Innovation
Credit for Bird Collision Deterrence. The building
prides itself of environment friendly features on energy
efficiency, water reduction, waste management and
health and safety features for the building occupants.

We will continue to seek out energy reduction
opportunities across all our facilities and invest in

the improvements that collectively reduce both our

air emissions, including greenhouse gases, and our
operating costs. Our Company continually assesses our
investment opportunities in renewable energy solutions
at each of our facilities.

WATER EFFICIENCY

Our plants use water for tasks such as washing and
sanitising fruits and vegetables, thermally processing
our canned products, and sanitising equipment. To the
extent possible, we capture and reuse water within the
plant. We recycle our can cooling water and, through
heat exchangers, use it to preheat our boiler feed
water in most of our facilities. By doing so, we reduce
the amount of new water needed and also reduce our
energy needs.

Water discharged from our facilities is sent to various
destinations based on the quantity of water and whether
it requires treatment to remove contaminants before it
can be returned to the environment.

Given all that we do, we do understand the current risks
associated with water supply and quality. We operate
and contractually grow food in seven states where water
availability may be in jeopardy. Our water risks include:

» Fresh water shortages due to drought and pressures
on limited surface and groundwater supplies.
Increased drought may pose a particular risk to
our water supplies in Mexico, California, Texas (the
Carrizo-Wilcox Aquifer), and Wisconsin (the Central
Wisconsin Sand and Gravel Aquifer) near term as well
as longer term (over the next 15-45 years).

New regulatory restrictions on fresh water use and
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