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AVI Limited presentation to shareholders & analysts
for the year ended 30 June 2021
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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 oond

p

Group revenue increased by @5

>

Operating profit increased by 32

>

Selling and administrative costs declined by 5,4%
COVIBELO:

C Mixed impact ordemand

C Additional costs of R24 million

Sellingprice increases taken to offset higher raw material costs in mo
categories

>

>

p)

Improved second semester frol&J

>

Net finance charges 40Rawer

>

Headline earnings per share up 6,2% to 49@18ts

>

Sustained strong casfeneration

>

Final dividend o275cents per shareordinarydividends us,1%
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R million

RESULTS HISTORY
Operating profit history
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m Entyce m Snackworks m &) m Personal Care = Footwear and Apparel

A F21 growth on F20 base impacted by COMD
A Ongoing pressure from constrained environment

A Entyceand Snackworkextend track record of growth in challenging circumstances
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RESULTS HISTORY

Return on capital employed

8 000 35%
7 000
30%
6 000
5 000 250
c
S
z 4 000
a4
0,
3000 20%
2 000
7 15%
1000
0 " . . . . ' ' 10%
F11 F12 F13 F14 F15 F16 F17 F18 F19 F20 F21
=4 Net operating profit after tax = Average capital employed ea=mROCE (%)

A High return maintained in tough environment
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RESULTS HISTORY

Cash conversion
3500 120%
3000 100%
2 500
80%
5 2 000
= 60%
™1 500
40%
1 000
0
500 20%
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F11 F12 F13 F14 F15 F16 F17 F18 F19 F20 F21
mmm Cash generated by operations e=m(Cash to EBITDA

=4 EBITDA

A Sustained strong conversion of earnings to cash
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RESULTS HISTORY

Dividend yield
14%
12,0%
12%
10,1%
10%
7,7%
o a 6,5%
0 ,5% 6,3%
6,2% 0.4% ’ 5.8%f 6,1%
6% 52% 4,9%
45% 2,190 4 4 4,5% 4,3% 4,5%
% 380N 37% 4,0% 4,0%
0 )
2,8%
. I I I
0%
FO5 F06 FO07 F08 FO9 F17 F18 F19 F20 F21

mmm Normal dividend yield e otal dividend yield
A Based on share price at end of each y&df1,05at end June 2021)
A Total dividend yield includes payments out of share premium and special dividends
A Special dividend of 280 cents per share paid in April 2021
A Excludes share btlyacks
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RESULTS HISTORY

Returns to shareholders

2500 -
2253
2000 -
C1 500 - 1368 1354
S
I
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31 1065l 1197
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202 L 239 Il 263 || 301 § 373
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FO5 FO6 FO7 FO8 FO9 F10 F11 F12 F13 F14 F15 F16 F17 F18 F19 F20

m Normal dividend paid  mFinal dividend declared m Special dividend paid & Share Buyback

A Effectivepay outratio from FO5 96,76 of headline earnings

/A \/ | GROWING GREAT BRANDS

2364

F21



AV |

Group Financial Results

A 1SCULIN
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GROUP FINANCIAL RESULTS

Income statement

Revenue
Cost of Sales
Gross Proflt

Sellingand administrativeexpenses
Operatlng proflt

Net finance costs
Share of Joint Ventures
Capital items before tax
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F21

Rm
13 269,2
(8 101,2)

13209,7
(7 958,5)
5251,2
39,8

(2 916,7)
2334,5
17,7

(165,5)
17,4
455,9
26,3

1549,7
470,8




GROUP FINANCIAL RESULTS
COVIB1L9 ¢ impact on revenue

% Change in revenueompared to corresponding period in prigrear

| wm |

Entyce & Snackworkexcl.Ciro) 6% (8%)
Ciro (40%) 22%
1&J 5% 20%
Personal Care (7%) 1%
Footwear and Apparel (12%) 29%

A Foodand beverage consumptiamormalised from the high demand seen in the initial
lockdown period that commenced on 26 March 2020 and continued into H1 F21

A Personal care, footwear and apparel volumes recovered as lockdown restrictions eased ar
footfall in mallsmproved; trading restrictions from level 5 lockdowrH& F20not repeated

A 1&J had less operational disruption from COMYf) and better fishing vessel availability
A Cirorecovery is gradual, in line with opening up of hospitality, leisure and tourism sectors
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GROUP FINANCIAL RESULTS

COVIB19 ¢ impact on costs and provisions

F21 F20
Rm Rm

Cost of sales 18 39
Sellingand administrative expenses 6 19
Total 24 58

A F20 includes special employee allowances and transport costs paid during the initial
lockdown

A No material disruption to operations in F21
A No material impacbn stock and debtorprovisions
A F22 costs forecast in line with F21
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GROUP FINANCIAL RESULTS
Change in operating profit21vsF20

200
147
150
104 112
100 67 75
5 %0 28
nE: . —— o B |
-50 43 -39 -37
-100
-97
-113
-150
Entyce Beverages Snackworks 1&J Personal Care Footwear & apparel AVI Group
WH1 HH2 HFY

A Demand / volumes in H2 F21 less impacted by CQ¥ID
A 1&J H2 improvement from better fishing performance and abalone improvement
A Snackwork$i12 volume decline exacerbated by margin pressure from higher raw material cost:
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GROUP FINANCIAL RESULTS

Group operatingorofit ¢ three year view

3 000

2523
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H2
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A Fashion brands an@irostill below F19 profit levels
A Constrainececonomic environment exacerbated BOVIBL9
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GROUP FINANCIAL RESULTS

Business unit financial results

Segmental Segmental Operating
Revenue Operating Profit Margin

F21 F20 0 F21 F20 0 F21 F20

Rm Rm nve Rm Rm n% % %
Food & Beverage brands| 10650,3 105420 1,0 2 029,0 1994,6 1,7 19,1 18,9
Entyce Beverages 3777,1 3849,0 (1,9 872,8 846,6 3,1 23,1 22,0
Snackworks 4267,8 4365,1 (2,2) 814,6 910,2 (10,5) 19,1 20,9
1&J 2 605,4 23279 119 341,6 237,8 43,7 13,1 10,2
Fashion brands 2618,9 2667,7 (1,8) 400,8 352,4 13,7 15,3 13,2
Personal Care 11529 1192,7 (3,3) 170,4 150,2 13,4 14,8 12,6
Footwear & Apparel 1466,0 1475,0 (0,6) 230,4 202,2 13,9 15,7 13,7
Corporate - - (20,5) (12,5)
Group 13269,2 13209,7 0,5 2 409,3 2 334,5 3,2 18,2 17,7
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GROUP FINANCIAL RESULTS

Movement in group revenue

14 000

- | |

13 000

12 500

ion

= 12 000

R mill

11 500

11 000

10 500

10 000
13,210 622 -563 13,269

F20 Price Volume F21
A Price increases across the Group, supported by tighter management of discounts
A Export salesn 1&J benefittedrom impact of weaker Rand

A Lower volumes imostcategories due to constrained environment anapactof
COVIEL9

A Careful management of price vs volume
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GROUP FINANCIAL RESULTS

Gross profit margin history

40,0% —-

30,0%

20,0%

Gross profit

10,0%

0,0%
39.8% -0.4% -0.4%

F20 Food and beverage brands Fashion Brands

A Costpressures not fully recovered by price increases
A Weaker Rand and higher raw material costs
A Lower fixed costecovery due to lowevolumes
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GROUP FINANCIAL RESULTS
Operating profit 3,2% up

R million

2 450
2 400 || —
| cm——

2 350 ‘ |
2 300
2 250
2200
2 150

2,335 26 (96) 104 20 28 (8) 2,409

F20 Entyce Snackworks 1&J Personal | Footwear and Other F21
Care Apparel

A Entyce: Margins well maintainedhd good cost control

A SnackworksNonrecurrence of the prior year COVID lockdown consumption partly offset
by good cost control

A 1&J:Improved fishing result in H&ndfavourable impact of weaker Rand on exports

A Personal Carévlargins well maintained and lowselling and administrative costs

A Footwear and Apparelmproved H2 with on-recurrenceof temporary store closures in F20
during hardlockdown
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GROUP FINANCIAL RESULTS

Cash flow, gearing and return on capital

F21 F20
Rm Rm
Cash generated by operations 3021,0 3220,3

(Cash/EBITDA% 1018 |G

'Worklng capital to revenue % 23,1 23,2

Capital expenditure (315,7) (376,6)
Proceeds from disposal 8implot . 631,8
Special dividend (925,7) -

Net debt 1315,3
] 20,8

24,8

A Strong conversion of earnings ¢ash

Working capital well managed in context of COV¥#xhallenges

A Capital expenditure carefully managed in constrained environment

A Higher net debt following the special divideimdApril 2021

A ROCE improved with growth in earnings and lower average capital employed

>
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GROUP FINANCIAL RESULTS
Dividends

F21

Rm

Interim dividendg cps 160,0

Finaldividend- cps 275,0

Ordinarydividend ¢ cps 435,0
Dividendyield-%* 81

Special dividend cps 280,0

Total dividend- cps 715,0
Total dividend yield%* 101

Ordinary dividendatover ratio 1,15

Closing share pricecps 7105

*Calculated using the closing share price atl@fe

A Ordinarydividend growth in line with earnings growth
A Special dividend paid in April 2021
A Attractive yield in low interest environment
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GROUP FINANCIAL RESULTS

Key restructuring projects

F21 Annualised
Net Saving: INERSEWIlek
Rm Rm
Ciro 5,3 25
Abalone 5,8 10
Footwear and Apparel . 15

11,1 50

A Cira match resources to lower volumes; simplify business

A Abalone: improve efficiency of farm; relocate processing to achieve single site
A Footwear and apparel:

C Full integration of Green Cross businesavings in Wholesale department and
Logistics

C Revised store staffing model
C Underperforming stores closed
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GROUP FINANCIAL RESULTS

Key capital projects spend summary

F21 F22
Actual Planned

Rm Rm
Tea packaging line replacements and upgrades 6
Biscuit lineupgrades 27
|1&J vessel drgocks and upgrades 91
Coffee and creamer line upgrades 2
|&J processing plant replacements and upgrades 23
Retail store relocations and refurbishments 10
159
Total capital expenditure 316
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BEVERAGES

A DIVISION OF NATIONAL BRANDS LIMITED

£ RO g 2 g .
S oo o B O, SR ciro T

Performance and Prospects

HOUSE .
COFFEES

§ W ~“cHaiFLavour
' INSTAN
ROOIBOS DRI’
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ENI}{\R E

Income statement

Revenue

Operating profit

n- _____________________________________________________________

C Rooibos volume growth due to lower sellipgces
C Additional demand for black tea in H2 F20 from C@\ Dot repeated
C Continuedshift to affordable brands
C Gross profit margin improvement
A Lower rooibos raw material input costs
A Benefit from rooibos factory upgrade

A Offset by black tea cost pressure from weaker Rand; price increase
implemented

C Lower selling and administrative costs
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ENT)YCE

Income statement

Revenue

Operating profit

n- _____________________________________________________________

A Coffee profit in line with last year notwithstanding severe impact of
COVIEL9 on Ciro oubf-nome coffee business

C Lower Ciro volumes to hospitality, leisure and corpoatstomers \

C Continued pressure on mixed instant coffee; resilient volumes in
premium and affordable coffee

u
C Priceincreases to offset cost pressure from the weaker Rand and
higher productioncosts

C Lowerselling and administrative costs, including savings from
restructuring at Ciro
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ENT)YCE

Income statement

Revenue

Operating profit

n- _____________________________________________________________

A Creamerprofit declinefrom F20 record level

C Additional demand from COWI® lockdown in H2 F20 not
repeated

C Sellingpricesimplementeddid not fully recover raw material cost
pressure

C Lower selling and administrative costs
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ENT)YCE

1
)
BEVERAGES

Business unit operating profitthree year view

1 000 -

900 - 838 847 873

800
700
600
500
400

R million

300
200
100

H1 H2 FY
mF19 mF20 mF21

A Profit growth vs F20 and F19donstrained environment
C Price inflation and lower discountdfset costand volume pressures
C Lower rooibos raw material costs
C Good cost control toffset margin pressure
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ENT)YCE

Sales volume and selling prices

%n
F21 vs F20

Tea revenue decline (1,5
Volume (4.4)
Averageselling price 3,1
Coffee revenue decline (7,6)
Volume (10,5)
Averageselling price 3,3
Creamer revenue growth 4,6
Volume (4,7)
Averageselling price 9,8

Comments

Lower black tea volumes duenonrepeat of additional
demand in H2 F20 from COMID lockdown and aggressive
competitor pricing; partly offset by rooibos volume growth
Black tea pricencreaseto recover weaker Rand; offset by
lower pricing in rooibos in line witbwer raw material cost

Declines in Ciro due to severe impact of CQ9Ibn
customers; lower mixed instant volumes due to continued
heavy discounting by competitors

Price increases to recover impact of weaker Rand

Nonrepeat of additional demand in H2 F20 from CG14AD
lockdown and aggressive competitor pricing
Price inflation to recover rising input costs
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ENT)YCE

Market shares 12 months value

60,0%

53,1%

50,2%
50,0%

43,3%

40,0% 38,3%

28,4%
30,0% 8:4% 56,5%

20,0% 19,2% 17 9os

11,9% 12,3%

N

Five Roses Freshpak Frisco Ellis Brown Trinco

10,0%

0,0%

mF20 uF21

Short term market shares reflect targeted price / volume balance in a volatile market
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ENT)YCE

EVERAGES

Raw material costs

Cost impact of raw materials and commodities consumed in the period (F21 s F.

40 -

30 -

20 -

11
10 -

R million

-10 -

20 -

-30 -

40 -

-50 -
Robusta / chicory Glucose Arabica
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Snackworks

That's Good Times!

CERY o JC NS
Willardi i,

Performance and Prospects
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Snackw©rks

That's Good Times!

Income statement

Revenue

Operating profit

A Biscuit profit decline due to lower volumes and input cost inflation
C Recorddemand from COVHD9 lockdownin H2 F20 not repeated

C Annualprice increase in response to cost pressures supported b
lower levels ofdiscounting

C Good overall factory performance
C Lower selling and administratiexpenses
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Snackw©rks

That's Good Times!

Income statement

Revenue

Operating profit

A Snacks profitleclinedueto lowervolumes and input cost inflation
C Recorademand from COVHD9 lockdownin H2 F20 not repeated

C Annualprice increase in response to cost pressures supported by
lower levels ofdiscounting

C Good overall factory performance
C Lowerselling and administrative expenses
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Snackw©rks

That's Good Times!

Business unit operating profitthree year view

1 000 -
900 -
800 -
700 -
600 -
500 -
400 -
300 -
200 -
100 -

R million

A
A

910

H1 H2 FY
“F19 | F20 mF21

H1 volume growth from continuation of additional lockdown demand in H2 F20

H2 volume decline with recordemand from COVHDI lockdownin H2 F20 not
repeated

A Sound growth on F19 profit
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Snackw@&ks

That's Good Times!

Sales volume and selling prices

%N
Comments
F21 vs F20
Biscuits revenue decline (3,2)
Volume (9,0) Nonrepeat of additional demand in H2 F20
from COVIEL9 lockdown
Averageselling price 6,4 Annual price increase and lower levels of
discounting
Snacks revenue growth 0,7
Volume (3,3) Nonrepeat of additional demand in H2 F20
from COVIEL9 lockdown
Averageselling price 4,2 Annual price increase and lower levels of
discounting
A \/ | GROWING GREAT BRANDS



Snackworks

That's Good Times!

Market shares 12 months value

45,0% 42,6%

40,4%
40,0%
35,0%
30,0%
25,0%

20,0% 18,0% 17,7%

0
15,0% 14,1% 14,4%
1050%

5,0%

0,0%
Bakers (Sweet) Bakers (Savoury) Willards

mF20 mF21

A Balanced price / volume in constrained environment
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Snackw©rks

That's Good Times!

Raw material costs
Cost impact of raw materials and commodities consumed in the period (F21 s F.

45

40 -

35 -

N
(6]
1

R million
N
o
1

10 -

2

_ I I a

1 2

Palm oil Sugar Flour Maize Potatoes Butter
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Performance and Prospects
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Income statement

%D

Revenue 11,9
Operating profit 43,7
| Operating profit margin % 28,4

_______________________________________________________________________________

A Revenue growth of1,%6from higher hake volumes and weaker Rand

A Improved fishing performanc&OVIBL9 disruption and vessel outages
experienced irH2 F2(ot repeated

A Lower fuel costs partially offset by increased repairs and maintenance
A Abalone

C Improved demand and prices in H2
C Favourable movement in abalone fair value adjustment in H2
C Savings from restructuring at Danger Point abalfamen
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Operating profit

450

350

300 L_|
© 250 L——‘

n

€ 200
04
150
100
50
238 64 70 44 (66) 3) (5)
F20 Volume Forex Fuel Costs/other Abalone Simplot
royalties

A Export hake volumes 13,4% up due to improved H2 fishing
A Benefit of weaker Rand on export revenue
A Lower fuel costs includes movement in unrealised profit

A Cost increase includes additional fleet maintenance costs
A Abalone improvement in H2 offset weak first semester
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R million

Profit history

479

380 - |
280 - 255

53 ‘
180 -

178
80 -
-20 - -2

F15 F16 F17 F18 F19 F20 F21

® Fishing w1 Abalone m Simplot

A F21 fishing performance better than F19, after weak second semester in F20

A Abalone heavily impacted by weak export market in F20 and F21; improvement in second
semesterof F21 positive for F22

A Simplot sold in November 2019
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Fishing performance

12,0

11,0
10,2 10,1
9,9 ,
10,0 9,5 9.4
9,0
8,5 8,3 8,1

) I I I
0,0

F12 F13 F14 F15 F16 F17 F18 F19 F20 F21

m |&J catch rate

Hake tons per sea day
» 0
o o

N
(@)

A Improvement due to higher wet vessel catch rates and increased freezer vessel
availability
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Sales volume and selling prices (Hake)

on Comments
F21 vs F20

|I&J Domestic revenue decrease (2,8)

Volume (5,9) Normalisation of demand; aggressive
competitor discountingincreased
allocation to export

Averageselling prices 3,3 Price increases taken to mitigate cost
pressure

|1&J Export revenue growth 18,7

Volume 13,4 Higherfreezer fleet volumes and
improvement in retail demand

Averageselling prices 4,7 Mainly impactof weakerRand; prices

largely maintained

A 1&J market share decreased from 52,7% to 47,1% due to targeted value realisation in
volatile market
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INdigo brands

YARDLEY LENTHERIC COTY F'zIMMll::,:‘.ll: &\m nailene. Sally Hanser

LONDON LONDON + PARIS  rFamin C MEw YaRs

Performance and Prospects
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indigo brands

Income statement

%D

Revenue (3,3)

Operating profit 13,5
| Operating profit margin % 17,4 |

o VU o e e S -

A Volume decrease
C Normalisation of shoppingehaviourduring H1

C Changan consumption because of COVID, particularly colour
cosmetics

C Partly offset by the nomepeat ofthe temporary closuref the
beauty channel during th€OVIB19 hardlockdown inH2 F20

A Selling price increases to offset cost pressure from the weaker Rand
A Lower selling and administrative expenses

C Lower trade spend after launch investment in the prior year

C Good cost control
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indigo brands
Business unit operating profitthree year view

250 -

237

200

=
a1
o

R million

100

50

H1 H2 FY

mF19 mF20 mF21

A Pressure from constrained and competitive environment, in addition to impact of
COVIBL9 on consumer consumption
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Sales volume and selling prices

%n
F21 vs F20
Personal Care revenue decrease (3,8)
Volume (10,6)
Averageselling price 7,6

Comments

COVIEL9 impact: soft H1 F21 with
normalisation of shoppingehaviour
lower consumption of colour
cosmetics; partly offset by naepeat
of temporary closure of beauty
channel in H2 F20

Price increases in response to cost
pressure

* Excludes Coty
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Market share

33,8%

34,0%
0
32.0% 30,9% 30,7% 31.0%
30,0%
28,0%
26,0%

24,0%

22,0%

20,0%
Body sprays - Female * Body sprays - Male *

* Excludes Coty F20 Fo1
[ | ¥

A Aggressive discounting in female body sprays
A Good performance from Yardley ahdénthericmale brands
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FOOTWEAR AND APPAREL

KURT GEIGER GANT GREEN CROSS GX

Performance and Prospects
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FOOTWEAR AND APPAREL

Income statement

Revenue 1 466.0

Operating profit

B - -

A Footwear and clothingolumedeclines
C Underperforming stores closegll5 Green Cross, 3 Spitz, 1 Kurt Geiger

C SoftHldemand with consumer footfall still recovering; recoverH?2
with store closures in F20 notpeated

C Lower demand in constrained environment
A Gross profit margin pressure from weaker Rand and higher input costs
C Price increases in H2 F21 to ameliorate goessure
A Lower selling and administrative costs
C Lower store running costs in line with store closures
C Ongoing improvement in rent costs
C Completionof Green Cross integration inapitz
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FOOTWEAR AND APPAREL
Business unit operating profitthree year view

350 - 329
300 - 287

247

250 -

200 -

R million
e
o (6]
o o

42

:

-45

(6}
(@)
1

50 -

-100 -
H1 H2

“F19 mF20 mF21

A H1 F21 demand soft with shopper footfall recovering
A H2 F21 improvement due to nerepeat of temporary store closures
A Lower demand in constraineghvironment exacerbated by COVID
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FOOTWEAR AND APPAREL

Business nit financial results

Segmental Segmental Operating
Revenue Operating Profit Margin

F21 F20 n F21 F20 n F21 F20

Rm Rm % Rm Rm % % %
Footwear & Apparel 1 466,0 1475,0 (0,6) 230,4 202,2 13,9 15,7 13,7
Spitz and Kurt Geiger 1256,9 1242,3 1,2 241,5 228,1 5,9 19,2 18,4
Green Cross 157,2 187,2  (16,0) (23,4) (32,0) 26,9 (13,0) (17,1)
Gant 51,9 45,5 14,0 12,3 6,1 101,6 23,7 13,1

A Spitztrading density and profitability credibie tough environment
A GreenCrosgransitioning to smaller footprint comprising the best stores
A Gant recovered well from impact of COMIDin F20
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FOOTWEAR AND APPAREL

Sales volume and selling prices

F21 vs F2¢

Spitz & Kurt Geiger Footwear revenue

growth 1,1
Volume

(4,7)
Averageselling price 6,1
Green Cross Footwear revenue (18,8
decrease
Volume (15,7)
Average sellingrice (3,7)
KG Clothing revenue growth 2,5

Comments

H1 decline with gradual recovery of shopper
footfall compounded by constrained consumer
environment; partially offset by recovery in H2
with store closures not repeated

Inflation on nonRcore lines and price increase
in H2

Volume decline due tosure of under
performing stores on rent renewal,
compounded by soft H1 demand and
constrained consumer environment
Change in sales mgdower retail sales offset
by wholesale growth

Growth off a low prior year base
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International

Performance and Prospects
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AVI INTERNATIONAL
Operating profit history

300
253
250
213
200 194 197 g9
5 159
€150 129 132
(0
103
100 92
) I I
F11  F12 F1I3 F14 F15 F16 F17  F18 F19 F20

A Profit growth in key distributor markets
A Sounddemand with volume growth in most categories

A Good cost control

A Price increase in response to cost pressure supported by lower levels offf#as
discounting 4

/A \/ | GROWING GREAT BRANDS



International Revenue

Grocery and Personal Care brands
Operating Margin




