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DISCLAIMER

This briefing has been prepared by FrieslandCampina Engro Pakistan Limited (“FCEPL”) solely for information purposes. No representatio
or warranly express or implied is made thereto, and no reliance should be placed on, the fairness, accuracy, sufficiency, completeness or
correctness of the information or any opinion contained herein, or any opinion rendered thereto. The information contained in this briefin
should be considered in the context of the circumstances prevailing at the time and will not be updated to reflect any developments that m
occur after the date of the briefing. Neither FCEPL nor any of its respective affiliates, officials, advisors, associates, employees or any perso
working for, under or on behalf, shall have any responsibility and/or liability of any nature whatsoever (in contract or otherwise) for any loss
whatsoever arising from any use of this briefing or its contents or otherwise arising in connection with this briefing.

This briefing is for information purposes only and does not constitute or form any part of, and should not be construed as, an invitation or
offer to acquire, purchase or subscribe for securities nor is it calculated to invite any such offer or invitation, whether in Pakistan,
Netherlands, or elsewhere. This briefing shall not at all be intended to provide any disclosure upon which an investment decision could be
made. No money, securities or other consideration is being solicited, and, if sent in response to this briefing or the information contained
herein, will not be accepted.

The briefing may contain statements that reflect FCEPL’s own beliefs and expectations about the future. These forward-looking statements
are based on a number of assumptions about the future, which are beyond FCEPL’s control. Such forward-looking statements represent, in
each case, only one of many possible scenarios and should not be viewed as the most likely or standard scenario. Such forward looking
statements are subject to certain risks and uncertainties that could cause actual results to differ materially from those contemplated by the
relevant forward-looking statements. FCEPL does not undertake any obligation to update any forward-looking statements to reflect events
that occur or circumstances that arise after the date of this briefing and it does not make any representation, warranty (whether express or
implied) or prediction that the results anticipated by such forward-looking statements will be achieved. In addition, past performance
should not be taken as an indication or guarantee of future results.

Cerlain data in this briefing was oblained from various external data sources that FCEPL believes Lo its knowledge, information and belief to
be reliable, but FCEPL has not verified such data with independent sources and there can be no assurance, representation or warranty as to
the accuracy, sufficiency, correctness or completeness of the included data, and such data involves risks and uncertainties and is subject to
change based on various factors.

You agree to keep the contents of this briefing strictly confidential. All or any part of this briefing may not be taken away, reproduced,
copied, redistributed, retransmitted or disclosed in any manner or form and for any purpose whatsoever.
By attending this briefing, you are agreeing to be bound by the foregoing limitations.
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Milk is an integral part of the Pakistani diet




Most of the Dairy sold and consumed is in the unorganized informal sector

More than 90% of milk
consumed in the country
is unprocessed.

Loose milk supply chain
is littered with hygiene
problems. There are
hardly any temperature
controls and adulteration
leads to high aflatoxin
and microbial load

Milk shops also deal in loose
yogurt, milk beverages and
desserts - all of them being
several billion-rupee
categories.

Packaged industry has a
smaller share in not just
milk but all dairy categories




Huge opportunity to grow the Packaged Milk category via conversion
from Loose Milk

£ 2

‘' 100% 60%

Household penetration _
Usage in multiple Breakfast is the

4 applications such as biggest 2797;(35’0"' for
b n Drinking, Tea, Desserts, etc. 4

: 1.9Ltrs 40%

24 b n An average Pakistani Of household food
household consumes expense is on Milk

\ liters/year

LOOSE MILK
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Category perception improvement campaign, a collaboration of PMA & P

Pakistan Medical
Association

2018-19

Unbranded Public Service
Campaign

*  Public Service Messages from Pakistan
Medical Association

e  Anti-loose milk & pro-packaged milk
education
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Pakistan Dairy
Association

Advocacy from News Channels
& Anchors

*  Public Service Campaign with leading
News Channels & Celebrity Anchors

e  Talk Shows to address myths &
barriers

Amplification via channels
expansion

Continuing with PMA public service
campaign & news channels

Talk Shows to address myths & barriers

Thought-provoking & engaging content
with Pakistan’s biggest news channel

Talk Shows to address myths & barriers




Perception of Packaged Milk improving in response to Public Service
Campaign

Raw Milk Imagery Scores

Top 2 Box Endorsement

Packaged Milk Imagery Scores

Top 2 Box Endorsement

49%

87%

78%
85%\)% 67%

X 61%
61% 61% 2k =
\

44%

34%

18%

12% 12% 11% 11% 37% -
8% 34%
4‘/
Q1'19 Q1'20 Q1'21 Q1'22 Q1'23 Q1'19 Q1'20 Ql'21 Q1'22 Q1'23
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Key Initiatives - Category Development / Conversion

K [UYAS)

Loose Milk Study

PFA's Loose Milk Testing
Campaign

* Supported PFA for evidence
generation.

e Results are closer with Loose
Milk Study by UVAS

HAR Y

BACHAY

School Health Champion

Awareness campaign for school
going children about:

* the importance of healthy
food, well being and

* importance of safe milk
consumption

Safe Milk City Project

“Safe Milk Law & Model City”
FCEPL offering —

* Technical support for ICT Safe
Milk Law Act

* Support in evidence
generation and
implementation framework
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Showcasing RFC

* Showcasing formal supply
chain in NL to implement safe
milk law

* PFA Officials and Media
Person visited FC Netherland




S

r
-7 FrieslandCampina sir
viourishivg Yoy veture




Farmer Trainings

N g ’

~38,000 Dairy Farmer trained on good dairy
farming practices & Animal welfare

Financial Assistance to Farmers

Subsided bank loans of Rs 210 Mio disbursed
for cow purchase and farm infrastructure

KEY INITIATIVES

Farmer to farmer Mission
1y ﬁ* ™ ~ '— & <y 5

Dutch Dairy Farmers visited and trained local
farmers in Pakistan

Women Empowerment

Education Scholarship

Farmer help camps in flood
- . \

1,300 Female Farmers trained
05 Female Milk collection center Agents

Education Scholarship Program started for
deserving Farmers’ children

~12000 animals vaccinated and treated in
flood affected areas
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A STRONG OLPER’S CORE LEVERAGED ACROSS SEGMENTS

Cheese

Cream
All PLII'DOSG Olper’s core strengthening
2 3 Powder brand’s association with
2 OLPERS 1 " Morning, Nutrition, Purity
J o and All Purpose
<.
. )
UHT Mi Ik ]
= Portfolio extensions under
o ¥ Olper’s will establish

2. association with the same
CEPs as foundation.

Tea Creamer

Expand by building
association through digital

Flavored Milk 3' communication




Banao Har Subha
OLPERS Happy Subha




Olper’s new campaign strengthening promise of Nutrition & Purity

OLPERS

https://www.youtube.com/watch?v=lwea5wpZTcY




Leveraging Multiple channels and platforms to maximize reach efficiently

TV Advertising

Maximizing Reach through TV advertising
across leading channels

?ﬁ@.@
C~’>_m.l~_e

Digital Advertising

Build incremental Reach of the message via
Digital advertising & Influencer Marketing

Have a healthy "
breakfast & make EEARLY MORNING WALK

and a glass of
your MORNINGS 1 OLPERS milk is the secret 3
happy with to HAPPY SUBHA -

OLPER'S milk




OLPERS
FLAVOURED MILK

Ab Performance Mein
Koi Break Na Ho

CHOCOLATE
FLAVOURED



OLPER'S FLAVOURED MILK - NEW CAMPAIGN

Owning School Break occasion through integrated campaign

https://www.youtube.com/watch?v=it/WOgmBAWk
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OMORE BUSINESS HIGHLIGHTS

BEST IN CLASS EXECUTION EXCITING INNOVATIONS

CAPTU RING KEY OCCASIONS




OMORE BUSINESS HIGHLIGHTS
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A robust innovation pipeline has been developed after consolidating the ¢

with Omore innovations

2018

Relaunched Olper’s low fat
milk as Olper’s Procal along
with Omore innovation.

OLPERS

(OTIARELLA
g CHEESE §

2020

Launched 125ml
SKU for Olper’s
cream

2022

Launched Olper’s cheese
and Omore innovations.

Launched two new SKUs under
Omore
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2021

Launched Badam
Zafran FM and four
Omore innovations

Launched Olper’s flavored milk

Launched Mango FM
and three Omore
'8 jnnovations"

Launched four new
SKUs under Omore

2020

Launched Olper’s pouch
in affordable packaging
A at an attractive price
point.
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External shocks continue in 2023 and further intensify

Inflation Dollar

/ 38.0% \ ( 283 285

225

Provincial Assemblies World bank cuts GDP
dissolved forecast to 0.4% \ j \
e =Rz plapzs Bpeell  UWEES mes Dec-22 Jan-23 Feb-23 Mar-23 Apr-23 May-23

Forex Reserves

/ Interest Rate \

22%

21% 21%

17% 17%

Political unrest and chaos Import ban impacting

ost May 9th business operations
p \% p \Jan-ﬂ Feb-23 Mar-23 Apr-23 May-23 Jun-23 j K Jan-22 May-23 /




Consumers struggling to cope and having to make tough cl

Diminishing Purchasing

Power

Monthly HH Income and Overall Expenses

51.2 Monthly
47.1 "% Income
ey +9%

Monthly
Expense

+40%

2020 2021 2022

W Monthly Income (Rs'000) = Monthly Expense (Rs "000)

Monthly HH Food and Milk Expense

18,9 rood
Expense

+55%

Milk
Expense

+31%

2020 2021 2022

m Food Expense (Rs '000) Milk Expense (Rs "000)

Increase In Prices
Jun 30, 2023, vs June 30, 2022

Consumer Price Index (Jun 23 vs June 22)

-
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Communication

Tea 113%

Source:

Foresight Household Panel



RM/PM W TN ) Milk
Increase 38% Sy - W & Increase 56%

Feed Cost U £ Fuel
INCreasedore sy, - Increase 39%




FC PK delivering consistent results and clocking strong growth momen

NSR (PKR Mn) Gross Profit EBIT (PKR Mn)
239% 24 9 83%
CAGR-PKR CAGR-PKR CAGR-PKR

73,474

5,103

52,094

44,155

38,858

3,291
32 521 6.0 1,474
5.2 4.9

2018 2019 2020 2021 2022 2018 2019 2020 2021 2022 2018 2019 2020 2021 2022




Delivering stellar performance despite adversity
FY 2022 vs 2021

— NSR SN | GP —\ ,— Operating Profit
+41% || +37% || +53%
S P/ =N P/

H1 2023 vs SPLY

A NSR T G

 +53% | | +48% || +69%

— Operating Profit =




Thank You!

SUPER SAVER
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