®)RGANIC

(R

2020 Dairy Farm
Half-yearly Results

Presentation
29 July 2020



Presentation Disclaimer Daity
Form

ThisDocument(the & 5 2 O dzYi$fof infération purposesonly. ThisDocumentis not intendedto form the basisof
any investmentdecisionnor doesit constitute a recommendationor adviceasto how the reader shouldact on any
matter.

Theinformationin this Documentis an overviewonly anddoesnot containor purport to containinformation necessary
for investmentdecisions In makingany investmentdecision,investorsshouldrely on their own examinationof Dairy
Farmand consultwith their own legal, tax, businessand/or financialadvisorsin connectionwith any acquisitionof

securities

Theinformation containedin this Documenthasbeen preparedin goodfaith by DairyFarmandit may containforward
looking statementsincluding statementsregardingour intent, belief or current expectationswith respectto Dairy
C I NhMuSrdessesnd operations,market conditions,resultsof operationaland financialconditions,capitaladequacy,
specific provisions and risk managementpractices Readersare cautioned not to rely on these forward looking
statements Dairy Farmdoes not undertake any obligationto publicly releasethe result of any revisionsto these
forward looking statementsto reflect eventsor circumstancesafter the date hereof or to reflect the occurrenceof
unanticipatedevents While due carehasbeenusedin the preparationof forecastinformation, actualresultsmayvary
in a materially positive or negative manner Forecastsand hypothetical examplesare subjectto uncertainty and
contingencieoutsideDairyC | NaoQdl. Pastperformanceis not areliableindicationof future performance

ThisDocumentdoesnot constitute or containan offer for purchaseor invitation to purchaseany securitiesand neither
this Documentnor anythingcontainedhereinshallform the basisof, or be relied uponin connectionwith, any contract
or commitmentwhatsoever
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1. 2020 HY Results Highlights




Transformation Strengthening Business Fundament%“’_’-gm

A Total sales (including associates and JVs) up 6%

A Subsidiaries deliver resilient profit despite COYED

A Business change and portfolio diversity underpin performance

s
-4
AStrong sales and profit growth in Grocery Retall including Southeast Asiai’,r"
AStrong performance in Home Furnishings oL

A Lockdown restrictions impacted H&B97t S@Sy YR al EA Yg
AStrong profitgrowth for Yonghuiand Robinson Retail*
A Interim dividendUS¢5.0 per share

* For three months ended 31 March 2020
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2. Financial Results




| | Daity
Sales and Underlying Profit Farm

B e 1H20 1H19

Total Sales
Including Associates & JVs 14,547 T 3% +6
Subsidiaries 5,240 5, Al 9
Subsidiaries Underlying Profit to Shareholders 101 105 -4
Share of Underlying Results of Associates/JV:« 4 72 -94
Underlying Profit Attributable to Shareholders 105 177 -40
Net NonTrading Items 10 1 +629
Reported Profit Attributable to Shareholders 115 178 -35
. Underlying EP@JS() 7.77 305 -40 ;
‘ Interim Dividend Per Sha(®Sq 5.0 s 23 :
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| Daity
Sales Growth in Grocery and IKEA Farm
- S EewmT

{[FfS&a 6! {pPQ YU 1H20 1H19

Food 3,812 3,758 +1
Grocery Retail 2,809 2,677 +5
Convenience Stores 1,003 1,081 -7

Health and Beauty 1,038 1,632 -36

IKEA 389 371 +5

Key Associates*

Maxim's 873 1,230 -29
Yonghui 6,699 5,472 22
RRHI 1,716 1,299 +32

F LyOf dzZRS& wmYonghubz T YRIYEKMQBY RAYy3 om al NDKO YR wwl LQ& 6/l




Subsidiaries Underlying Operating Profit Daity
IFRS16 [Separately Identified] Farm

Underlying Op. Profit

ox! A bR Y 0 1H20 1H19 SR
Food 149 59 +90 15l
Grocery Retall 148 26 L A T A
Convenience Stores 1 i -33 -98
¥ Health and Beauty 42 LA e s £
IKEA 25 19 Bral kel
R SG&A (47) (68) 390 - 38
«, Subsidiaries Underlying Operating Profit pFd&RS1€ 169 152 -13 -7 '
v. IFRS16 AdjustmetPBIT 42 53
Subsidiaries Underlying Operating Profit pFsRS1 211 234 -23 -10
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Daity
Cash Flow Impacted by CONBD Farm
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é Underlying EBITDAR

Principal Elements of Lease Payments
kK22NJAY3 [ LIAGLE T
Net Financing Costs

—

\

Dividends Received

Other Operating Cash Flow (Inc. Tax) =
Operating Cash Flow after Lease Payments 76 273 n
Normal Capex (134) (156) '
. Free Cash Flow (58) P ;;
Y Investments (18) 1
ﬁ Dividends Paid (196) (196) i
- FX and Others 2 2
= Net Cash Flow (270) (76)
' Net Cash / (Debt) (1,091) (820) !
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3. Business Update
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Strateqic Priorities and Improvemdptogrammes Farm
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1 Strategic Priorities ImprovementProgrammes

Build
capability

Fresh
Supply Chai
Efficiency

Labour

Drive Productivity
digital

Innovation

Assortment | Procurement

Optimisation | Centralisation

\ET
HK

strength

Revitalise
SE Asia
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A Talent pipeline strengthened l

Strateqic Priorities

A Strong crosgompany focus during COVID

A 7-Eleven expansion continue
A ManningsSouth China focus

Build F
capability . . 1 |

Drive
digital
innovation

A Mixed results across banners

A Strong Grocery performanc
ATalwan business divestment

‘ A Spaceoptimisationclose to
completion

Maintain
HK
strength

Revitalise
SE Asia



Customer Facing Transformation Plans Now Landind? QY
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Lebih tertata,

Avyuu launching largest rewandrogrammein Hong Kong

AMeadows: launch of Own Brand into key markets

AUpscaIe: new premium formats launched in key markets g
AEcommerce: growth initiatives evolving A
AMannings price investmenprogrammelaunched

AIKEA: expansion online and offline

TN,
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Yuu- Driving Digital Transformation Form

Most compelling afflllateprogrammeacross Hong Kong
. Jd. [lunh rve - nw

More than 10 household brand names across 2,000+ locations
S ChIY ™, \IIN A Y A VYV A W
Enjoy Card points multiplier benefit
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Unlocks powerful CRNdersonalisationcapability




Yuu- Driving Digital Transformation
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The Biggest Rewards Club Ever 0




Meadowsc Leveraging Scale
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Revised Own Brand strategy
Lmn [ EENARWAYS . W el ol

Multi banner, multi country, multi category
First 300 SKUSs, globally sourced
S < N L. iat e FATER T IS e ] g s
Branded quality, 20% lower prices
Strong immediate positive customer response
S E 7 TTHEY A YA . TE=TETR § Nl
ALWAYS MEADOWS, ALWAYS CHOSEN WITH CARE
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S

PR >
] e

TS

) - 5%
- A &
? ’ s i
e ) /""" -

. - Y, S N,
‘ A1~ e am R — A i i G P '&‘



Daity

Meadowsg Leveraging Scale

Form
_ NO. Zrand in Saltine
NO Erand in Butter & Margarine
NO. Erand in Frozen Vegetables
S - WEE 000 PV 4" -'—‘
__NO. Brand in Nuts actoss 3 banners_

700(y01c:rease In Potato Chips sales
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Nearly 100 Giant remodels since 2019
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New Upscale Formats Landed with Encouraging ReQ
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Trlple dlglt growth In Fresh Meat and Produce
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