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DISCLAIMER — FORWARD LOOKING STATEMENTS

Agthia Group PJSC and its management may make certain statements that constitute “forward-looking statements” with respect to the
financial condition, results of operations and business of the Group. These statements can be identified by the fact that they do not relate
strictly to historical or current facts. Forward-looking statements often use words such as “anticipates,” “targets,” “expects,” “hopes,”
“‘estimates,” “intends,” “plans,” “goals,” “believes,” “continues” and other similar expressions or future or conditional verbs such as “will,” “may,”
“might,” “should,” “would” and “could.” Forward-looking statements involve known and unknown risks, uncertainties and other factors which
may cause the actual results, performance or achievements of Agthia Group PJSC to be materially different from any future results,
performance or achievements expressed or implied by these forward-looking statements. Examples of such statements include, but are not
limited to, comments with respect to: 1. outlook for the markets for products; 2. expectations regarding future product pricing; 3. outlook for
operations; 4. expectations regarding production capacity and volumes; 5. objectives; 6. strategies to achieve those objectives; 7. expected
financial results; 8. sensitivity to changes in product prices; 9. sensitivity to key input prices; 10. sensitivity to changes in foreign exchange
rates; 11. expectations regarding income tax rates; 12. expectations regarding compliance with environmental regulations; 13. expectations
regarding contingent liabilities and guarantees; 14. expectations regarding the amount, timing and benefits of capital investments. Although
Agthia Group PJSC believes it has a reasonable basis for making these forward-looking statements, readers are cautioned not to place undue
reliance on such forward-looking information. By its nature, forward-looking information involves numerous assumptions, inherent risks and
uncertainties, both general and specific, which contribute to the possibility that the predictions, forecasts and other forward-looking statements
will not occur. These factors include, but are not limited to: 1. assumptions in connection with the economic and financial conditions in the UAE,
Middle East, and globally; 2. effects of competition and product pricing pressures; 3. effects of variations in the price and availability of
manufacturing inputs; 4. various events which could disrupt operations, including natural events and ongoing relations with employees; 5.
impact of changes to or non-compliance with environmental regulations; 6. impact of any product liability claims in excess of insurance
coverage; 7. impact of future outcome of certain tax exposures; 8. effects of currency exposures and exchange rate fluctuations. The above list
of important factors affecting forward-looking information is not exhaustive. Additional factors are noted elsewhere and reference should be
made to the other risks discussed in filings with UAE securities regulatory authorities. Except as required by applicable law, Agthia Group
PJSC does not undertake to update any forward-looking statements, whether written or oral, that may be made from time to time by or on
behalf of the Company, whether as a result of new information, future events or otherwise, or to publicly update or revise the above list of
factors affecting this information.
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CEO BRIEF

First 100 days journey as Agthia’s CEO

U Capability of the organization
U Mergers & Acquisitions
4 Digitalization

1 Distressed businesses



9M 2020 | OPERATIONAL HIGHLIGHTS

0 COVID-19: Agthia’s Resilience and Agility

* Protect topline
« Ensure product availability
« Strategically reset the fundamentals of the business with a focus on future growth

0 Managerial / BoD changes: Diverse, Proficient and in support of our growth agenda

» Election of Khalifa Al Suwaidi as Chairman of Board of Directors, heading 6 new board members

» Appointment of new CEO and CFO
« Various managerial changes to the International Business- IB (Executive Vice President for IB, Finance

Director for KSA & 1B, Sales Director for KSA)
» New appointments as we introduce new divisions specialized in marketing (growth & categories) and mergers

& acquisitions
O Growth Strategy: Exploring expansion opportunities into new categories & markets

« Evaluating the non-binding offer received to acquire Al Foah, world’s largest date processing & packaging
company



9M 2020 | OPERATIONAL HIGHLIGHTS (CON’T)

0 Deep-dive assessment of our books: One-time hit across 4 key areas necessary to improve earnings
quality

Mutually agreeing to end the license with Capri-Sun partners post excise tax implementation resulted in a
one-time AED 9.5 million full impairment of assets and inventories

Taking over and automating the payment/collection process of consumer sales in the Community Support
Division in order to bring us closer to consumers and give us real time data led to a one-off accounting
adjustment of AED 7.7 million

Conducting an in-depth review of certain outstanding receivables dictated an additional AED 38 million of
provisions in Q3, raising the aggregate to AED 58 million YTD

Performing a comprehensive review of our slow moving and absolute inventory resulted in net provisions of
AED 7.2 million



9M 2020 | FINANCIAL HIGHLIGHTS

Revenues (AED MN)

oM 2020 Revenues
« Sustainable leadership position across key
9M 2019 1,548 Categorles
« Growth driven by continuous increase in 5-
EBITDA (AED MN) gallon, food categories and flour
om2020 | 7%
Profitability
9M 2019 205 13% .
« Unfavourable sales mix
« Largely impacted by one-time provisions /
Net Profit (AED MN) impairments (KSA & other adjustments booked
oM 2020 [ 1% in Q3)
9M 2019 117 8% ; -
OCF / liquidity
_ * Robust liquidity position
Operating Cash Flow (AED MN) «  Focus on WC overhaul
om 2020 | 10%
9M 2019 151 10% CA P EX

« CAPEX spending lower versus last year on
available capacity

CAPEX (AED MN) * Mostly maintenance CAPEX

ov2020 ST %
153)bps
9M 2019 75 5%
%sales vy



AGTHIA MARKET SHARES?

Sustainable leadership across key categories

9 MAT 2020 Agthia's Current Rank

7 1ACNielsen ret

ail universe

UAE- BW 29 1% 29.3%

KSA — Jeddah - BW 9.5% 10.2% 4
Kuwait - BW 3.5% 3.6% 7
Flour (B2C) 32.1% 32.9% 1
Feed 44 .0% 44.0% 1
Capri Sun 8.9% 10.1% 4
Yoplait- Kids 73.5% 70.7% 1
Yoplait- Fruit 11.5% 12.7% 2
UAE-Tomato Paste 32.1% 29.1% 1
UAE- Frozen Vegetables 7.4% 10.9% 2

latest — Aug’20 for UAE BW, July’20 for remaining categories exce

pt Flour (B2C) and TP / FV (Mar’20) | (Copyright © 2020 The Nielsen Company)



GROUP SALES PERFORMANCE

Categories
+ 5-gallons HOD
+ Food

+  Agri

- Bottled Water
- Beverages

Geographies

UAE: 5 gallons, TP /FV, Trading
items, Bakery & Flour

Egypt
Kuwait

UAE: Bottled Water & Feed
KSA

Channels

o

Retail (Modern &
Traditional Trade)
E-commerce (+5x y/y)
CSD (Municipality)

Retail (CVS)
Food Service (HORECA)



WATER & BEVERAGE | GROWTH BY CATEGORY

Volume!? by category (MN)

II II s 12 L2

UAE incl HOD KSA incl HOD Kuwait Turkey Beverage
-5% -32% 61% 28% -34%

Sales by category (AED MN)

.. 23 17 7 6 37
I s— — |

UAE incl HOD KSA incl HOD Kuwait Turkey Beverage
-9% -33% 36% 25% -15%
H9M 2020 m9oM 2019 y/y growth
9 1Volume in cases except for HOD in bottles

Total W&B
-7%

Total W&B
-12%

UAE - WATER

« HOD: higher demand from homes and retail
channels overcompensating drop in corporates
channel

« BW: lower volume on restrained tourism and reduced
demand from the food service channel

KSA

 Significant hit amidst lockdown restrictions, struggling
food service channel, void religious tourism while
reflecting on our adopted strategy of improving
quality of credit sales

Kuwait

* Volumes up as we grow our distribution network

Beverages
« EXxcise tax implementation impacting demand



WATER | DIVE INTO UAE BOTTLED WATER

Retail channel analysis
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Volume share %

Total Agthia

o —
. —e Al Ain
Comp 2
M —e Comp1l
o ° Comp 3
Bayan
Alpin

MAT'19 MAT'20

Value share % YTD share %
E
o—= —° Volume share YTD’19 YTD’20
——0

Total Agthia 29.8% 30.4% T
o - Compl  17.4% 14.1% §
o —e Comp2 13.8% 17.2% ®

Comp3  91% 88% §
MAT'19 MAT'20

« Defensive market share- total Agthia, 29.3% volume and 26.2% value (MAT’20)

« Al Ain Water leadership position sustains at 27.0% volume and 24.2% value (MAT’20)

» Our water portfolio grew its volume market share by 58bps on a year-to-date basis

1 ACNielsen UAE retail universe as of August 2020 | (Copyright © 2020 The Nielsen Company)




FOOD | GROWTH BY CATEGORY

Volume!? by category (MN)

B mte II m =

Trading ltems TP/FV Dairy
37% 43% -18%

Sales by category (AED MN)

II I. .

Trading Items TP/FV Dairy
32% 45% “4%
H 9SM 2020 B 9M 2019
11 V/olume in tons except for trading items in cases

1 O

Bakery
212%

13 4

Bakery
252%

y/y growth

Total Food
35%

Total Food
38%

Trading items
« Key driver of category sales on increased at-home
consumption and e-commerce orders

TP/FV
« Egypt: boosted demand for consumer products

« UAE: increased at-home consumption + partnering
with local authorities

Dairy
« Sales impacted by closure of Eateries

Bakery
» Higher sales on partnership with local authorities



AGRI | GROWTH BY CATEGORY

Volume!? by category (MN)

344
206

Flour Animal Feed
19% -1%

Sales by category (AED MN)

300 372
Flour Animal Feed
21% -4%
H9M 2020 9M 2019
12 V/olume in tons (including grains trading)

550

Total Agri
7%

672

Total Agri
7%

y/y growth

Flour

« Strong domestic volumes with expanded retalil
penetration

« Expansion in exports (including an order to World
Food Program)

« Wheat trading

Animal Feed

* Favourable mix

* Lower volume on lessened local demand amid new
controls on subsidized channels

« Lower grain trading
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SEGMENTAL DIVISIONS

Group Revenues — AED 1.58 BN y/y growth by category

38%

Feed
AED 356 MN
23%

Food

-12%

CBD -1%

14

21%

Flour !!!!

-4%

I—

ABD +7%

2%

Group



GROSS PROFIT MARGIN

Quarterly Gross Profit Margin %

Ql1'19 Q219 Q3'19 Q4'19 Q120 Q2'20 AQ3'20

41.6%

- 38.6% 3700 37.9%
onsumer 2% 36.0%

32.8%  33.0%
31.4%  31.8% ° 314%  306%

29.9%

23.4% 24.5% 22.9% 22.9% 24.8% 24.6%
<70 .9/ .J/0
20.9%
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Consumer GPM

« Water margin year-to-date went up by 110bps
despite lower sales specifically to the food service
channel (down 36% vs last year, equivalent to AED
38 million lost sales)

« Beverages margin was significantly hit by the
decrease in demand post excise tax implementation

« Food margin year-to-date enhanced by 160bps on
rise in volume and improved efficiencies

« Overall Consumer profitability was compromised on
sales mix with higher contribution from the Food
segment (31% of total Consumer sales vs 18% in 9M
2019)

Agri GPM

« Improved profitability for each of Flour & Animal Feed
on favourable sales mix, lower grain costs and
enhanced efficiencies



GROUP NET PROFIT
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Group net profits (AED M)

-92%

9M 2019

-24

-62

9M 2020

m Consumer

mAQri

-18%

9M 2019*

Unallocated

-62

9M 2020*

Excluding the one-offs, normalized group net profit
would come in at AED 92 million, down 18% y/y in
parallel with lower bottled water volume sales in
UAE (food service) & KSA and beverages sales
which were countered by enhanced agri profitability,
better food segment sales and cost optimization
initiatives across board

*Excl one-offs: 9M 2020 excluding Bad debt provisions and one-off impairments (CapriSun & CSD & inventory) & 9M 2019 excluding Turkey tax credit

Unallocated = Head Office charges



TOP LINE RECONCILIATION
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Group revenues (AED M)

1,548

9M 2019

+39 +12

WFP flour Grain trading
order

+90
I = [
-40
Organic  UAE Bottled Lower KSA
growth* Water volume
\—Y—J
COVID-19
impact

1,582

-15

Lower 9M 2020
Beverage
volume

T

Excise tax
impact



BOTTOM LINE RECONCILIATION

Group net profits (AED M)

117 226

I -17

. -5
82

15
- B
]

OM 2019 UAE Bottled Lower KSA Beverage Turkey Tax One-off Better Agri Enhanced Cost Others
Water Sales sales (post incentive adjustments  profits  Food profits optimization
excise tax) initiatives

18
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9M 2020



BOTTOM LINE NORMALIZATION

Normalized Group net profits (AED M)

9.5
7.2

58.1

10

Reported 9M Bad Debt Net inventory Capri Sun
2020 provisions Provisions Impairment

19

7.7

CSD
accounting
adjustment

92

Normalized 9M
2020
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