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AGENDA

A Key features and results history
A Group financial results
A Performance and prospects

A Questions and answers
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KEY FEATURES

>

Revenue growth of 1,0%

Constrained consumer demand environment

> >

Aggressive competitor pricing in certain categories

p2)

December trading weaker thaanticipated, exacerbatelly loadshedding

>

Value versus volume across key categories carefully balanced

p2)

Gross profit margins protected despite the challenging environment

>

Selling and administrative costs held in line with the prior year

>

Operating profit marginally higher at Group level

>

Higher finance costs in line with higher average debt levels

>

Strong cash generation sustained

>

Capital expenditure of R187,0 million

>

Capital profit of R374 million on sale of interest in Simplot joint venture

>

Headline earnings per share down 3,8% to 293,8 cents

>

Basic earnings per share, including capital items, up 35,3%

Interim dividend cover maintained, interim dividenfl 160 centper share

/A \/ | GROWING GREAT BRANDS




RESULTS HISTORY
Operating profit history
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= Entyce B Snackworks & Personal Care 1 Footwear and Apparel

A Constrained environment resulting in volume pressure and lower profit in H1 F19 and H1 FZ
A Compound annual growth rate from F05 to F20 of 12,8%
Operating profit margin increased from 10,0% in FO5 to 20,4% in F20

A
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RESULTS HISTORY

Return on capital employed
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.4 Net operating profit after tax B Average capital employed e=mROCE (%)

* F20 represents a rollint2 month period to 31 December 2019

A High return maintained in tough environment
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RESULTS HISTORY

Cash conversion
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L-—4EBITDA E= Cash generated by operations e=mCash to EBITDA

* F20 represents a rolling2 month period to 31 December 2019

A Sustained strong conversion of earnings into cash
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RESULTS HISTORY
Dividend yield (Year end)
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A Based on share price at end of each year (R91,36 at end June 2019)
Current dividend yield based on F19 dividends and share price of R75,00
Total dividend yield includes payments out of share premium and special dividends
Excludes share bdyacks

A
A
A
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RESULTS HISTORY

Returns to shareholders
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® Normal dividend paid  ® Interim dividend declared  ® Special dividend paid 1 Share Buyback

A Effective payout ratio from FO5 = 90,2% of headline earnings
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Group Financial Results
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GROUP FINANCIAL RESULTS

Income statement

H1F20
Rm
Revenue 7 141,7
Cost of sales (4 174,8)
___Grossprofit _______________________29669
L_Grossprofitmargind _______________ 1 ____ G
Selling and administrative expenses (1 509,7)
.__Operating profit ____________________ 14572 _
L_Qperating profitmargin%___________________ 2058
Net financing cost (100,5)
Share of Joint Ventures 15,7
__Capital items before tax _______________ 444.8
| __Effectivetaxrate% 257
___Headlineearnings____________________ 966,5 __
1 HEPS (cps) 293,8

H1F19
Rm

7 068,6

(4 103,6)

2 965,0
41,9

(1 509,4)
1 4556
20,6

(94,4)
37,1

(11,1)
28,3

1 002,0
305,5




GROUP FINANCIAL RESULTS

Business unit financial results

Segmental Segmental Operating
Revenue Operating Profit Margin

H1F20 H1F19 n H1 F20 H1 F19 n H1F20 H1F19
Rm Rm % Rm Rm % % %

Food & Beverage Brands 5391,9 53451 0,9 1118,0 1051,0 6,4 20,7 19,7
Entyce Beverages 1967,8 2032,7 (3,2 459,7 468,1 (1,8)| 234 23,0
Snackworks 22426 2130,6 5,3 489,3 430,1 13,8, 21,8 20,2
1&J 11815 1181,8 0,0 169,0 152,8 10,6 14,3 12,9
Fashion Brands 1749,8 17235 1,5 340,9 4149 (17,8), 19,5 24,1
Personal Care * 687,8 584,2 17,7 93,5 128,4 (27,2)| 13,6 22,0
Footwear & Apparel 1062,0 1139,3 (6,8) 247,4 286,5 (13,6) 23,3 25,2
Spitz 913,5 954,7 (4,3) 253,6 2947 (13,9)| 27,8 30,9
Green Cross 120,4 153,9 (21,8) (11,8) (153) 22,9 (9,8) (9,9)
Gant 28,1 30,7 (8,5) 5,6 71 (21,1) 199 231
Corporate - - ,7) (10,3)
Group 7141,7 7 068,6 1,0 1457,2 1 455,6 0,1 20,4 20,6

* Impacted by change in Coty business model
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GROUP FINANCIAL RESULTS

Movement in group revenue
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A Price increases in biscuits and snacks, supported by effective management of discour

A Volume pressure materially in footwear
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GROUP FINANCIAL RESULTS

Gross profit margin history
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Old basis & New basis

Adoption of new accounting standards in F19 resulted in lower margin

A
A Gross profit margin largely protected in difficult environment
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R million

GROUP FINANCIAL RESULTS
Operating profit 0,1% up
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H1 Entyce | Snackworks 1&J Personal Spitz Green Cros Other H1
F19 Care F20

Entyce Lower sales volumes partly offset by lower raw material costs, partictéaly

SnackworksHigher realised selling prices and improvement in biscuit factory yields partly offset by lower
biscuit volumes

&2 Weaker Rand, improveslet vessel fishing performance and lowerealised losses on fuel hedgesartly
offset by lowermunrealised profit in abalonstock valuation

Personal Care: Increased marketing costs on product launches and margin pressure due to aggressive
competitor discounting

Spitz: Fewer consumers able to afford core brand price points, exacerbated by sustained competitor
discounting

Green Cross: Lower restructuring costs offset by lower sales volumes



GROUP FINANCIAL RESULTS

Marketing expenditure
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RS
& & & & &
(IO z’b R \\
¢ Q® &
W H1 F19 mH1 F20

* Excludes Coty

A Total expenditure for H1 F20 of R405,2 million compared to R387,7 million in H1 F19

~

A Increased spend to support new product launches in personal care

A Includes advertising and promotions,-operative expenditure with customers and marketin
department costs
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GROUP FINANCIAL RESULTS

Cash flow and gearing

H1 F20
Rm

Cashgeneratedby operations 16464 16776
| Working capital to revenugo XM 230

“Capital expenditure T (187,0) (NN

Special dividend - (822,9)

Proceeds from disposal of Simplot (after costs) 631,8 -

Netdebt 16511 25120
| Netdebt/ capitalemployeche______ "~ 252 NN

Interim dividendg cps 160 165

A Strong conversion of earnings to cash

A Working capital higher due to increased stock, including Coty stock taken over at th
end of F19

A Interim dividend cover maintained
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GROUP FINANCIAL RESULTS

Capital expenditure andepreciation éxcludingdepreciation on righof-useassets)
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100
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F14 F15 F16 F17 F18 F19 F20
H Capital expenditure H1 i Capital expenditure H2 H Depreciation charge H1
4 Depreciation charge H2 M Forecast capital expenditure H2 ® Forecast depreciation charge H2

A Continued investment in manufacturing capacity, efficiency and retail stores
A Expenditure in respect of new |&J vessels caused spikes in F15 and F16
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GROUP FINANCIAL RESULTS

Key capital projects spend summary

H1 F20 H2 F20 gZdolIeel

Actual Planned REEIRlE
Rm Rm Rm
Rooibos expansion project 33 -
Tea packaging line replacements and upgrades 4 12
Biscuit line capacity and process improvements 9 16
Snack line replacements and upgrades 14 7
1&J vessel drgocks and upgrades 28 63
|1&J processing plant replacements and upgrades 6 28
Abalone farm red tide mitigation 1 8
Indigo permanent merchandising 14 7
Retail store additions and refurbishments 14 25
123 166
Total capital expenditure 187 293
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GROUP FINANCIAL RESULTS

Foreign exchange hedges

February 2020 to July2020 to January 2021 to
June 2020 December 2020 June 2021

% Cover % Cover % Cover
USD imports 80% 36% 1%
EUR imports 82% 39% 3%
EUR exports 68% 37% 9%

A Consistent hedging philosophy provides stability to manage gross margins
A H2 rates secured at levels slightly higher than H1
A Recent Rand weakness will impact import costs in F21
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GROUP FINANCIAL RESULTS

1&J period end fair value adjustments

H1 F20 H1 F19

Actual Actual Var
Rm Rm Rm
Fuel hedge unrealisddss / (gain) 1,2 (22,5)
Openingmark-to-market asset (liability) (1,4) 12,0
Closingmark-to-market asset (liability) (2,6) (11,7)

Abalone¢ movement in unrealised profit in stock 24,3 (6,3 30,6

A Fuel markio-market determined by oil price and exchange rate at reporting date
A Abalone fair value determined by market prices and exchange rate at reporting date
A Abalone market prices at reporting date impacted by ongoing Hong Kong protests

> >
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BEVERAGES

A DIVISION OF NATIONAL BRANDS LIMITED
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Income statement

Revenue

Operating profit

A Growth in tea operating profit supported by lower raw material prices g .
C Gross profit margin improvement
A Rooibos raw material supply materially improved
A Lower black tea costs largely offset by weaker Rand
C Rooibos volumes decreased due to competitor discounting
C Five Roses volumes increased ,
C Rooibos upgrade project completed, including innovative packagin
C Decrease in selling and administrative costs
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ENT)YCE

Income statement

H1 F20 H1 F19 uD
Rm Rm

Revenue

Operating profit

A Coffee profit decrease due to sustained competitor activity
C Lower volumes in all categories

C Some relief from lower coffee bean prices, partly offset by weake,y*"
Rand o

C Decrease in selling and administrative costs
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ENI}{ _E

Income statement

Revenue

Operating profit

A Creamer profits sustained at high level, although lower than last y

C Volume decline due to better eshelf availability of competitor HOUSEO
product

C Raw material cost inflation

C Improved pricaealisationto offset cost inflation
A Followed change in pack size from 800 grams to 750 grams
A Discounts tightly managed

GROUND
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ENDCE

Sales volume and selling prices

%n
H1F20vs H1 F

Tea revenue growth (3,5)
Volume (2,7)
Ave. selling price (0,8)
Coffee revenue growth (9,1)
Volume (11,7)
Ave. selling price 3,0
Creamer revenue growth (0,3)
Volume (7,0)
Ave. selling price 7,1

Comments

9

Rooibos volume decline due to competitor discounting

Increased discounting to support volumes, taking lower
raw material into account

Sustained aggressive competitor discounting

Lower levels of discounting tealisesome value growth

Better onshelf availability of competitgoroducts in H1
F20

Improved priceealisation including lower levels of
discounting
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Market shareg 12 months value
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29.9%29.7%

57.1% 56 09

Five Roses

Freshpak

mH1F19

46.5%
43.8%

20.8% 20.3%

11.4% 11.9%

Frisco Ellis Brown

MH1 F20

A Balanced price / volume in constrained environment

Trinco



ENT)YCE

EVERAGES

Raw material costs

Cost impact of raw materials and commodities consumed in the period (H1 FRDREY:

20 ~
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Palm oil

-55
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Snackworks

That’s Good Times!
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Snackworks

That's Good Times!

Income statement

H1 F20 H1 F19 %D
Rm Rm

Revenue
Operating profit

A Growth in biscuit profit due to improved pricealisationand factory
performance
C Price increase in second semester of F19 in response to
accumulated cost pressures; lower levels of discounting

C Improved factory performance, particuladlyando
C Selling and administrative costs well managed
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Snackworks

That's Good Times!

Income statement

Revenue
Operating profit

A Strong snacks performance
C Profit margins remain healthy

C Price increase in second semester of F19 in response to
accumulated cost pressures; lower levels of discounting

C Volume growth in export markets
C Selling and administrative costs well managed
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Snackworks

That's Good Times!

Sales volume and selling prices

%n

H1 F20 vs H1 F1$

Comments

Biscuits revenue growth 4,8

Volume growth (3,1) Volume decline due to category pressure
Ave. selling prices 8,1 Price increases in F19 and lower discounting
Snacks revenue growth 6,9

Volume growth 0,1 Volume growth in export markets

Ave. selling prices 6,7 Price increases in F19 and lower discounting
A N\/ | GROWING GREAT BRANDS



Snackw©rks

That's Good Times!

Raw material costs
Cost impact of raw materials and commodities consumed in the period (H1 FRDREY:

R million

-10 -

-15 -
Palm oil Sugar Flour Maize Potatoes Butter
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Snackworks

That's Good Times!

Market shareg 12 months value

45.0% -
418%  40.9%
40.0% -
35.0% -
30.0% -
25.0% -

20.0% - 18.6% 17.9%

15.0% - 14.1% 14.1%
10.0% -

5.0% -

0.0% - . .
Bakers (Sweet) Bakers (Savoury) Willards

mH1F19 M H1 F20

A Volumes resilient in constrained environment
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Performance and Prospects
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Income statement

Revenue
Operating profit

A Revenue flat
C Higher hake sales volumes alagtourableRand exchange rate

C Offset by lower norcore volumes and pressure on selling prices in |
some export markets

Higher catch volumes in line with quota, resulting in:
C Increased sales volume
C Temporary builelip of stock
Improved wet fleet performance
Sound processing performance and costs tightly managed
Lowerunrealisedorofit in valuation of live abalone in line with market
prices
A Impactof fuel hedge marko-market lower than last year
A N\/ | GROWING GREAT BRANDS

>

> > >




Operating profit

200 -+ |
| . -
150 -
100 -
c
ko)
o
153 26 -13 11 22 -31 1 169
H1 Forex |Export prices Vessel | Fuel mark-| Abalone Other H1
F19 utilisation | to-market | unrealised F20
profit
A Pressure on some export prices from increased competition
A Lowerunrealisedprofit included in valuation of live abalone due to

pressure on prices in core markets
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Profit history
250 -
207 204

200 -

150 -
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W Fishing 4 Abalone m Simplot

A Abalone contribution decrease due to lower export prices and resultant lower
unrealisedprofit in valuation of live abalone stocK1 trading result similar to last year

A{AYLI 20 LISNF2NXI YOS AYLI OG6SR o6& RSOf A
interest in November 2019
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Fishing Performance

11.6
L0 11.4
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9.3 9.1 > 8.9
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Hake tons per sea day
» o ©
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n
o
1

o
o

H |&J catch rate

A Decline mainly due to change in flagtlisation- increase in wet vessel fishing
days
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Sales volume and selling prices (Hake)

|1&J Domestic revenue growth

Volume

Ave. selling prices

|1&J Export revenue growth

Volume

Ave. selling prices

Yon

H1 F20 vs H1 F19

5,0
3,1

1,9

3,0
4,2

(1,1)

Comments

Improved wet fleet fishing performance
and higher quota

Price increases taken to mitigate cost
pressure

Improved wet fleet fishing performance
and higher quota

Lowerexport selling prices in some
markets and change in sales mix partly
offset byfavourableRand exchange rate
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indigo brands

Income statement

Revenue
Operating profit

A Higher revenue mainly due to change in Coty business model
C Lower gross profit and operating profit margins
A Owned brand revenue up
C Growth in lotions and rolbns from new product launches
C Aerosol volumes slightly higher
Gross profit margin pressure
C Change in sales mix »
C Cost increases not fully recovered in constrained and competiti
market
Marketing investment of R15 million to support new product launche

Selling and administrative costs tightly managed MHSEU”N

>

Lﬂ‘ﬂml

A
A
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pressure

/A \/ | GROWING GREAT BRANDS



G
AAAAAA A
AAAAAA S

Sales volume and selling prices

Yon

Comments
H1 F20 vs H1 F19 *

Personal Care revenue growth* 2.5

Volume growth 5,2 Growth mainly from new product
launches in lotions and radins;
aerosol volumes slightly up

Ave. selling price (2,6) Lowerrealisedprices due to change in

sales mix; selling prices constrained by
aggressive competitor discounting

* Likefor-like comparison excluding Coty

A Body spray market share declined slightly from 32,1% to 32,0%
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Performance and Prospects
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Income statement

Revenue

Operating profit

A Footwear volume decline
C Lower demand in constrained environment
C 550SY0SNJ GNYRAY3I yS3AFaA@Ste AY
November, shift in consumer spending and load shedding
A Growth from clothing brands
A Gross profit margin pressure
C Weaker Rand exchange rate
C No price increases on core ranges since April 2016
A Selling and administrative costs well contained
A Profitability and return on capital remain healthy
Trading spaceopened 3 stores and closed 1

A
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Sales volume and selling prices

Spitz & KG Footwear revenue growth
Sales volume

Ave. selling price

KG Clothing revenue growth

(6,0)
(8,5)

2,8

6,3

Comments

Constrained consumer environment; tough
December trading conditions

Inflation in non core lines and lower
volumes sold on sale
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Performance and Prospects
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GREEN CROSS
Income statement

H1 F20 H1 F19 %D
Rm Rm

Revenue 120,4
Operating profit (11,8)
] Operatlng profit margin % (9,8)

A Revenue decline of 21,8%
C Aggressive discounting across the category

C Loss of sales due to store conversion to new GX & Co-bnaitd
format

C Late arrival of a portion of summer range
A Improved gross profit margin
A Costs tightly managed, savings in line with restructuring in F19
A 8 stores refurbished
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AVIINTERNATIONAL
Operating profit history
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A Volume growth in all categories apart from personal care
A Strong growth in Botswana as well as distributor markets
A Good cost control
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AVIINTERNATIONAL
Entyce SnackworksandIndigo¢ Non RSA sales

H1 F20 H1 F19
Rm Rm

International Revenue 572,7

International Operating Profit Margin 20,5
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AVI GROUP
Prospects for H2

A TargetEntyceand Snackworkgrofit growth in a tough environment
C Sustain medium term approach

C Careful price / volume management in market expected to remain
constrained and competitive

C Raw material prices and exchange rates secured support consistent
gross profit margins if demand is reasonable

C Rooibos raw material costs lower with improved supply

C Potential for continued aggressive discounting by competitors

C Creamer volumes may be lower if competitor sustains service levels
C Increased marketing investment in some categories

C New product launches to support brands and gain volume

C Steady building of branded positions in export markets

C Continued project activity to improve efficiency and capacity

C Volume risk from load shedding mitigated with bagk power
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