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DISCLAIMER

This briefing has been prepared by FrieslandCampina Engro Pakistan Limited (“FCEPL”) solely for information purposes. No representation
or warranty 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 briefing
should be considered in the context of the circumstances prevailing at the time and will not be updated to reflect any developments that may
occur after the date of the briefing. Neither FCEPL nor any of its respective affiliates, officials, advisors, associates, employees or any person
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.

Certain data in this briefing was obtained from various external data sources that FCEPL believes to 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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Pakistan’s market size and changing consumer trends are a positive base for businesses

Large Populous Country

240m

Sixth largest country
in the world in terms
of population

aaaué“ﬂ!iig

Growing Youth Population

53%

Of the population is
below the age of 24
years presenting a
large demographic
dividend

Rising Mobile & Digital
Penetration

110m

Unique Mobile
Connections

87m

Internet Users

Source: PBS (Pakistan Bureau Statistics), HHP DNA Sheet)

Untapped Rural Market

40%0

population is urban
presenting large
potential of future
urbanization

Upgrading Lifestyle Choices

Young population
spending more on
Lifestyle
categories such
as Clothing,
Electronics, F&B




While milk is an integral part of the Pakistani diet

1009%

Household penetration

Usage in multiple formats with
Drinking, Tea, Desserts,
Milkshakes, Cream, Yogurt etc.

409%0

Of household spend is on
food & Beverages

239%

Of food spend is on milk and
related products

Source: Household Panel, Foresight Research, Tetra Milk Tree 2017



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

*Source: Tetra Milk Tree 2017

More than 90% of milk
consumed in the country is
unprocessed. That is around
24bn liters a year*.

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

Loose milk supply chain is
littered with

hygiene problems. There are
hardly any temperature
controls and adulteration
leads to high aflatoxin and
microbial load

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



Which shows huge market potential for FCEPL

24bn

liters/year

100% 60%

Household penetration

Usage in multiple
applications with Drinking,
Tea, Desserts, etc.

Breakfast is the
biggest occasion for
milk

1.9Ltrs

Of household food
expense is on Milk

LOOSE MILK

92%
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OUR PURPOSE

“"We will transform the health and wellbeing of
Pakistanis now and for generations to come,
by nourishing them through unlocking the
goodness of milk from grass to glass, as well
as by enhancing the livelihood of farmers.”
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Engagement with Government is Key

Stakeholders’ Engagement Communication
Strategically engage with the key Amplify our message across media to

stakeholders keep issue alive
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Along with driving category perception campaigns

Pakistan Medical
Association

2018-19

Unbranded Public Service
Campaign

PAKISTAN WEDICAL ASSOCIATION
MR T e,

-
o
&2

B PANISTAN MEDICAL ASSOCIATION
e o i Wl

*  Public Service Messages from
Pakistan Medical Association

* Anti-loose milk & pro-packaged milk
education

==

=32

Pakistan Dairy
Association

Advocacy and Amplification from

News Channels & Anchor:ﬁ

*  Public Service Campaign with
leading News Channels &
Celebrity Anchors

* Talk Shows to address myths &
barriers

Promos & animated content
with Geo TV

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

Talk Shows to address myths &
barriers

Highest ever spending

E 7/
PUBLIC SERVICE MESSAGE ° pAKISTAN MEDICAL Assoctaric W
> imee ——

Massive communication across
multiple channels and renowned

individuals




This has resulted in improvement of Packaged milk perception over the years

)m
Packaged Milk Scores &€& Thereis no doubt that packaged milk is clean and pure
Females, Karachi
48% 48% 49% 50%
W
33% 32% 32% oy . L
30% ’ 33% ’ €& Packaged milk is processed in a clean and hygienic
18% 20% manner
14% Females, Lahore
N)% 13% %
Q3'20 Q3'21 Q3'22 Q3'23 Q3'24
Trust this product =—I|sPure —Is Safe
€4 Packaged milk has 6-7 layers of packaging that protect
and preserve the milk
Females, Karachi

Source: NIQ Loose Milk Perception Tracker



Leading Dairy Development — To improve farmers’ livelihood

Training for Farmers

j g - E

dairy farming practices & Animal
welfare

Women Empowerment
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1,000+ Female Farmers trained on good
dairy farm practices

Education Scholarship

Scholarships awarded to
children of dairy farmers.

Renewable energy at
Dairy Farms

Solar systems installed at 64 Dairy
Farms



Delivering goodness of milk through wide range of dairy products

SUPER SAVER
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CHOCOLATE
FLAVOURED
MILK
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And the best-in-class market execution
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Access to N”mﬁon

Nutrition
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Circularity

WOWiShMc) \0\1 nature

Offering relevant
nutrition

In balance with
people and planet






Tree Plantation Drive 2022-24
> 40,000 Trees planted
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This has led us to become the largest premium UHT company in Pakistan

UHT Premium
Brand Equity

UHT Premium
Market Share



Leading to our best-ever results in 2023...

NSR
(PKR Bn)
27% CAGR
100.2
73.5
52.1
44.2
38.6 I I
2019 2020 2021 2022 2023

Gross Profit

(PKR Bn)
31% CAGR
12.1
8.8
6.0
4.9 I
2019 2020 2021 2022

14.4

2023

Operating Profit
(PKR Bn)
179% CAGR

5.3
3.4
1.5
0.1 l

2019 2020 2021 2022

2023




And these results continued in H1 of 2024...
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Highest Ever
Operating Profit

3 0/0 growth in

H1l 2024 vs H1 2023

|~ 0) /S o
i J J/ U growthiin

AR Z2024 VS L2025



18% Sales Tax on
Packaged Milk

However, a new challenge has now risen




In analready difficult
on 1 1o nvironn%t

Policy Rate

In H1 2024

MAT 18 r_'nonths



Requiring an immediate action from FCEPL

Ensuring
Availability

Discretionary
Spend Reduction
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Minimizing discretionary spends to
inject back profitability in the
business

Reduction in cost via vendor
renegotiations and operational
efficiencies
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Post which we have been able to grow our Sales and Profitability (Q3'24 Results)

Sales Growth 4+2.69%0

Gross Profit Growth 4179/

Op. Profit Growth - 34()/0



And we will

CONTINUE
pushing
FURTHER
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