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Market Cap $2,292mn integrated producers, marketers and distributors of fresh fruits, fresh
- cut fruits, vegetables, prepared fruits, juices, beverages and snack

Shares Outstanding 52.25mn The company grown over the past decade and expects to grow at
Free Float (FF %) $1,457.2 mn / 63.4% steadypace driven by numerous catalyst which are likely to unfold in
52 Week Range ($) 47.49/31.11 the long run. The company has grown its tofine at a CAGR of 2.35%
Avg. Daily Value $8.27mn and bottom-lines at a CAGR of 23.01% in past 4 years. The compa

has also increased dividend payment by 25% in the year 28. We

NYSEndex Level 10,285 expect the company to further increase the dividend payment in the
Insider Holding % 36.6% Coming years.
Conclusion
Net Cash 1.5% of market cap Our 12-month price target on the stock is US$ 45 which suggests the
P/E 14.8x (FY03/2017E) the stock is fairly valued at current price levels. We have a neutre

rating on the dock. Our price target is based on DCF and P/
methodologies. We apply 14.8x PE on our FY2017 EPS estimate
US$ 3.04 which comes to US$ 45 per share. Our DCF based pric
US$45 per share which assumes 8.5% WACC and 2% termir
growth rate. See DCF datls further in our report.

The company has more than 65,000 acres of owned agricultural lan
and about 36,000 acres of leased land in its property showcas:
Considering the shelf life of products and given the yeaound

demand for the produce, thecompany has made adequate provisior
to preserve the quality and freshness of the produce, to marke
through its fleet of 15 owned and 6 chartered refrigerated vessels
Fresh Del Monte markets and distributes products to retail stores
club stores, wholesag distributors and foodservice operators in more
than 100 countries around the world. The company has about 3!
distribution centers embedded with cold storage and banana
ripening facilities and about 16 fresh cut facilities in the United

States, GermanyJapan, South Korea, Hong Kong, France and Unit
Risk: Above Average Arab Emirates
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Company Description

Fresh$ Al -T1TO0A EO TTA 1T &£ OGEA x1 Ol A0 1 AOCAO
distributors of fresh fruits, fresh cut fruits, vegetables, prepared fruits, juices, beverages an
snhacks. Despite the fragmented nature of the marketthe company haggrown its top-line over
the years The company has is the leading marketer of fresh pineapple worldwide and the thir
largest marketer of bananagylobally. The company distributes and markets its product in more
than 100 countries worldwide.

Fresh Del Monte At A Glance

Then and Now
1996 2014

Net Global Sales by
Region

International
Expansion

Revenue by Product
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Ratio Analysis FY 03/2013 FY 03/2014 FY 03/2015 FY 03/2016E FY 03/2017E FY 03/2018E FY 03/2019E
Growth Ratios %
Revenue -4.7% 7.7% 6.6% 4.0% 4.3% 4.2% 4.0%
EBITDA 15.7% -21.8% 43.0% 4.6% 5.2% 5.5% 3.7%
Operating Income 27.4% -31.0% 66.5% 1.6% 6.5% 6.4% 4.0%
Net income adjusted 43.7% -67.0% 226.7% 5.3% 6.1% 9.4% 3.9%
Diluted EPS adjusted 46.2% -66.0% 227.2% 5.3% 6.1% 9.4% 3.9%
Margins (%)
Gross Margin 10.0% 7.9% 9.3% 9.0% 9.1% 9.2% 9.2%
Operating Margin 4.8% 3.1% 4.8% 4.7% 4.8% 4.9% 4.9%
EBITDA Margin 6.9% 5.0% 6.7% 6.7% 6.8% 6.9% 6.8%
Pre-Tax Margin (adjusted) 4.7% 3.0% 4.4% 4.5% 4.6% 4.8% 4.8%
Net Income Margin (adjusted) 4.2% 1.3% 4.0% 4.0% 4.1% 4.3% 4.3%
ROE (%) 8.1% 2.8% 9.0% 9.0% 9.0% 9.3% 9.1%
Return on Capital Employed (ROCE) 7.6% 5.1% 8.3% 8.2% 8.4% 8.4% 8.3%
Return on Invested Capital (ROIC) 7.6% 2.4% 7.8% 7.9% 8.0% 8.2% 8.1%
Return on Assets 5.7% 1.8% 5.8% 6.0% 6.1% 6.3% 6.2%
P/B 1.10 1.15 1.22 1.67 1.56 1.45 1.36
P/E 10.60 33.34 11.56 15.29 14.41 13.17 12.67
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14.8x P/E z Fair Valuation

At 14.8x P/E on our FY17 EPSestimate of $3.04 FDP is currently
trading at a discount when compared to its peers, who argading at

an average P/E of 25. The company has grown its tofine at a CAGR
of 2% to US$3.9 bn and bottonines at a CAGR of 23% to US$ 142m
over past 4 years. Fresh Del Monte operates in a moderate grow
space as the company has a meaningful presence in various marke
globally. Industry experts have estimated that the global fruits and
vegetable industry is expected to grow at a higher pace than befort

benefitting the players in the industry. Considering the track
record of the company and its current position in a fragmented
industry, we believe that the various factors will help the
company to strengthen its foothold in a competitive market.
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Source: Evaluate Research

Low Downside Risk z Moderate Revenue Growth

FDP is the leading producer of fresh fruits, fresh cut fruits,
vegetables and processed fruits.The company is operating in a
moderate growth spaceas the company has meaningfulposition
in the overall fresh fruit industry. As the global middle class has
grown, they have demanded larger quantities of higher quality anc
more-diverse fruits. Increased consumption of fruits and
vegetables canalso be attributed to more households becming
health centered. Fruits and vegetables are among the dail
necessities of human beings and areoosumed by people of all
ages. here is no close substitute which will replace the
consumption of fruits and vegetables. However, increasing
consumption of meat has reduced the consumption of vegetable
to some extent, but the demand for fruit is still unaffected.An
increase in global population and a rise in global diseases wi
undoubtedly give further push to the demand for fruits. We
believe that con sumption of fruits and vegetables will
continue to grow at steady pace over the coming years, which
will in turn help the company to strengthen its revenues
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Experienced Management

FDP has strong management with almost 15+ years of industry
experience each for senior officials. Key Management executives
the company include Mohammad Abi«Ghazaleh (Chairman and CEO
Hani EFNaffy (President and COO) and Richard Contreras (Senior \
and CFO). - AT ACAIT AT 06 0 A oftadnteiiddimArket i€
evidenced by OE A AT [ sieddy gréwih in its topline during
previous years Management also possesses international industn
experience and has previously helgenior managementpositions at
other industry companies. Strong management equipped with
professional expertise and hands -on fresh fruit industry
experience will help the company to maintain its foothold in the
overall fragmented market.

North America - Health Conscious Efforts

North America is the largest market for fruits, processed fruits and
vegetables and the company has a meaningfydosition in it. The
consumption of paclkaged food products is expected to decline as
consumers are increasingly becoming health conscious. A growin
number of consumers are expected to replace their consumption o
canned or packagedoroducts with fresh fruits and vegetables with
the intention of improving their diet. While this is expected to
decrease the demand for frozen and canned fruits and veigéles,the
fresh fruit segment is expected to become more popularFDP sells
nearly 54% of its produce in the North American market and has
plans to increase its market share further by allocating higher
amounts of capital expenditure to cater to the graving demand. We
expect that consumer spending on fresh fruits will continue to
increase as they become more health conscious, and this will in
turn help the company to increase its top and bottom -line in the
long-run. (Source: Ibisworld.com)

Global Fruit & Vegetables Processing Industry Revenue
4

% change
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SOURCE ISISWORLD

Source: IBIS World
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#1 Market Leader

FOPEO 11T A T &£ OEA xI1 Ol A0 1 AAAsE
marketers and distributor s of fresh fruits, fresh cut fruits, vegetables,
prepared fruits, juices, beverages and snacks. The compal
maintains a leading market position in the following product
categories

Leading marketer of fresh pineapples worldwide

Third largest marketer of bananas worldwide

Leading grower, repacker and marketer of tomatoes in the United
States

Leading yearround marketer of branded grapes in the United States
Leading marketer for branded canned fruit and pineapple in the
European Union (EU), other Europeamarkets and the Middle East
The company has more than 65,000 acres of owned agricultural lan
and about 36,000 acres of leased land in its property showcasén
our view, the vast agricultural land in its repertoire will provide a
competitive advantage anong domestic peers. Considering the shel
life of products and given the yearound demand for the produce,
the company has made adequate provision to preserve the qualit
and freshness of the produce, to market through its fleet of 15 ownet
and 6 chartered refrigerated vessels. The company has recentl
acquired approximately 2,600 acres of farmland in Florida for $16
million for expansion of its tomato operations, and also acquiredtwo
pineapple plantations in Costa Rica totaling approximately 1,37(
acres for $12.8 million. While we acknowledge that the fresh
fruits and packaged food industry faces competition from
domestic and international players, considering the present
positioning of the company and brand loyalty of its consumers,

we expect the company to maintain its position in an overall
fraamented market.

Which of the following fresh fruit and
vegetable brands do you know, even if only by
name?

96%
i 93% 89% 88%

27% 25%

u UU54
b

Dole Del Monte  Chiquita Sunkist Driscoll's  Ready Pac  CrunchPak  Turbana

Source: Annual Report
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Global Presence

FDP markets and distributes products to retail stores, club stores,
wholesale distributors and foodservice operators in more than 100
countries around the world. The company has about 39 distribution
centers embedded with cold storage and banana ripenintacilities
and about 16 fresh cut facilities in the United States, Germany, Jape
South Korea, Hong Kong, France and United Arab Emirates. T
distribution centers and fresh cut facilities helpthe company to
address growing demand from supermarket chainsclub stores and
foodservice providers. Additionally, vertical integration helps the
company to manage transportation and distribution of products in a
continuous tempeature controlled environment. FDP has an
exclusive worldwide license to the Controkkd Ripening Technology
(CRT), one of the most recent developments in banana packir
process. This packing uses state of art technology which helps 1
improve the packing and shelf life of bananas.The company sells
almost 54% of its produce in North Amerta, 19% in Europe, 14% in
Middle East and 11% in Asia. The company is making additional
investments in production facilities to capitalize on the growing
demand for fresh produce by expanding its reach in its existing ant
new markets. FDPhas relationships with leading consumer brands
1TEEA -A $11AI AdOh +&#h 0 E UMan,
- AT O Khr@fGur, etc. We believe that an increase in the overall
business of these retailers, casual dining outlets, etc. will
directly help the company in  strengthening its top -line.
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Strong Logistic Service

Cost of product sold is principally composed of two elements
product and logistics costs. Product cost fahe AT | DAT U8 O
primarily composed of cultivation, harvesting, packaging which are
fixed in nature for every producer. However, the logistcs cost, which
includes land and sea transportation and expenses related to pot
facilities and distribution centers, vary among producers. Sea
transportation cost is the most significant component of logistis
costs and is comprised of the cost of veslse operating expenses
chartering refrigerated vessels etc  Managing lhe supply chain well
to ensure the justin-time supply of produce to the market is the
biggest task for the companies operating irthe fruit and vegetable
industry. FDPhas more than 39 distribution centers and 16 freskcut
facilities spread across North America, Europe, Asia and Middle Eas
The company owns a fleet of 15 and charters another 6 refrigerate:
vessels. Distribution centers and fresh cut facilities proviel services
like preparation of fresh-cut produce, ripening, customized sorting
and packing, justin-time, direct store delivery, which address the
growing demand from supermarket chains, club stores, food servict
providers and independent growers. In addiion, the company also
has 4,500 refrigerated container units as well as 160 trucks anc
refrigerated trailers used to transport fresh produce in United States.
In Middle East, the company has approximately 260 trucks
principally used to deliver fresh produce and prepared food products
to customers. We believe that if the logistic services are utilized
effectively, the company will be in a position to reduce wastage
and dead weight loss to a great extent. In fact, this will help the
company to strengthen i ts margins in the long -run.

Catalysts

Increasing use of Fruits in Breakfast

#EEI AOAT 1T &£ All ACAO AOA Al 1T OO0
portions at all meal occasions.Consumption of fruits in breakfast is
increasing among US citizens.This is because breakfast is a more
health related meal and fruit is a versatile option. For example,
berries and bananas have gained favor throughout the day, probabl
AOGA Oi OEAEO OAOOAOEI EOU & O A
cereal or yogurt, oras an ingredient to a smoothie or hot cereal. Frui
is one of the top two snacks consumed and is growing, especially as
iTOTETC O1 AAE DPAOOI U AOA Ol !
snacking.We believe that an increase in consumption of fruits in
breakf ast will continue and will in  -turn benefit overall fruits and
vegetable industry. ( Source: Report Linker.com)

Younger Consumers Eating More

While almost all age and life stage groups are consuming fewe
vegetables (teens and adult males ages 48! are anexception) and
less fruit juice, some segments are consuming more fruit compared t
2009. Specifically:

8
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1. #EE1 AOAT 1T &£ Al ACAO AOA Al
increases at all meal occasions. Berriebananas, apples and
oranges are driving this increase.

2. Adults ages 1844 eating more fruit at breakfast, particularly
berries and bananas.

3. Working women households and traditional families with
stay-at-home moms have shown sizeable increases in frui
consumption over the past 5 years.

4. African Americans, Hispanics and those in the West Nortl
Central, Mountain and Pacific are eating more fruit.

Increase in Health Diseases

Increase in globalization, rapid urbanization, acceptance of westen
culture and changs in the overall lifestyle are giving rise to the
increasing health diseases globally. Additionally, increasin(
consumption of higher quantity of JUNK food has worsened this issu
to a greater extent. Health spending is estimated to have increase
by 28% in 2013 z an uptick from 2% in 2012 7 to total of $7.2
trillion, or 10.6% of global gross domestic product. As the globa
economy recovers from prolonged recession, health spending i
expected to accelerate, rising an average of 5.2% a year in 201
2018, to $9.3 trillion. (Source: Delliote Report). This increase will be
driven by health needs of aging and growing populations, the rising
prevalence of chronic diseases, emergiagnarket expansion,
infrastructure improvements and treatments and technology
advances. Fruits are one among the key ingredient served fc
patients globally. We believe that health problems and health
related issues will increase which will in  -turn benefit the overall
fresh fruit and vegetables industry

Strong Position in Banana Market

“"AT AT A0 AOA OEA x1 01 A0 1100 E
most important staple foods, along with rice, wheat and maize
Bananas are the leading internationally traded fresh fruit in terms of
volume and dollar sales and one of the besilling fresh fruit in the
United States. Based on the latest available data by the FAO, Eurc
AT A . 1TO00E !'i AOEAA AOA OEA xI1 OI
is the third largest market. The sale of bananas account for almo:
46% of total consolidated revenue and the company ishe third -
largest marketer of bananasin the world (Source: Annual Report).
The company produces bananas on compargontrolled farms and
also purchases from independent growes. The company has long
term supply contracts to sellthe bananas. We do acknowledge that
the regulation imposed by government with respect to minimum
export prices, maximum land ownership etc might have an impact or
the overall business of the company. However, considering the
present demand and consumptio n of bananas, we believe that
the trend in demand and sales of bananas will continue in the
coming years.

Evaluateresearch.cor



Premium Pineapples z Del Monte Gold

Pineapples are grown in tropical and sukropical locations,

including the Philippines, Costa Rica, Hawaii, Thailand, Malaysii
Brazil, Indonesia and various countries in Africa. Cosfica, Brazil
and Philippines are among the leading countries in the production o
pineapples. The company has almost 58,700 acres farmland in

these countries which is primarily allocated to production of

pineapples and bananas. The company is in the production
premium pineapples (Del Monte Gold) which are extra swee
pineapples with enhanced taste, golden shell color and highe
vitamin C conent. The company is the leading market of frest
pineapples around the world (Source: Annual Report). From 1996 tc
2014, the sales of Del Monte Gold Extra Sweet pineapples ha
increased from 2.5 million boxes to 32.4 million boxes. Basexh the

latest FAO data available for the 10 year period from 2001 to 2011,
the volume of pineapple sales in Europe, North America, Asia ar
Middle East has increased by 159%, 150%, 88% and 1069°¢
respectively. As pineapple business operates at a higher margin tha
that of bananas, increase in demand for pineapple will help the
company to strenathen its marains in the lona run.

US Fresh Pineapple Per Capita Consumption
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Source: Annual Report
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Risks

Severe Weather and Natural Disaster

Severe weather conditions such as floods, draughts, windstorm:
hurricanes, and natural disasters such as earthquakes, ma
adversely affect the supply of one omore of the fresh produce
items. This will in-turn reduce the sales volumes, increase in per
unit costT £ DOT AOAOEIT 10 EI BAEO
products as planned. Since a significant portion of costs are fixed
and contracted in advance of each operating year, volume decline
due to production interruptions could result in an increase in unit
production costs. Additionally, this could result in substantial
losses and weaken the financial condition of the company
Management is aware of this concern and has also acknowledged
in their annual report. We believe that occurrence of th above
i ATOETTAA AOGAT O xEIl 116 111U
disrupt the overall fresh produce industry to a greater extent.

Competitive Market

The fresh fruit and prepared food industry is fragmented in nature
and the company faces compdion from domestic as well as from
international peers. The competition is intensified as the products
are perishable in nature. In the bananas and pineapples marke
where the company has a strong foothold, it faces competitior
from limited number of multinational and large regional
producers. However, in the case of other fresh produce, th
company faces competition from small producers as well a
regional competitors. The extent of competition varies by
products. Despite operaing in afragmented market, the company
has grown its topline over the yearsWe believe that the company
can stay ahead of its competition if it is able to maintain the quality
and freshness of its produce and ensure yeaound distribution of
its products in timely and regula basis.

Foreign Exchange Fluctuation

FDPis the global producer and marketer of fresh fruit, fresh cut
fruits and prepared fruits. As the compm@ny conducts operation in
many regions of the world involving transactions denominated in
various currency, the company bears risk of change in foreigr
exchange rates. The company sells approximately 44% of i
produce across various countries (19% in Europe, 14% in Middle
East and 11% in Asia). In addition, there is normally a time lag
between the time of saleand collection of proceed fom the sale.
Accordingly, if dollar appreciates relative to the currencies in
which company has incurred its sales, operating results of the
company is negatively affected. Weakening of dollar also has
negative impact on theoverall business of FDP wheréhe company
has significant production operations.We believe that fluctuations
in the currencies will have an impact on the overall business o
FDP. However, the company periodically enters into currency
forward contracts asa hedge against currencexposures.

11
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Seasonality in Operations

FDP realizes greater portion of gross profit during the first two
guarters of each year. The sales price of any fresh produce itel
fluctuates throughout the year due to supply and demand for that
particular item, as well as the pricing and availability of oter fresh
produce items, many of which are seasonal in nature. For exampl
production of bananas is continuous throughout the year anc
production is usually higher in the second half of the year, but the
demand for bananas during the period varies because®f the
availability of seasonal and alternative fruits. In the melon market,
the entry of many growers selling unbranded or regionally branded
melons during the peak in North American and European melor
growing season results in greater supply, and therefe, lower sales
prices from June to October. The company has to ensure ygaund
supply of fresh produce, even if it needs to incur extra cost to mak
the produce available to the consumer, to maintain its foothold in the
overall fragmented market. However, considering the track record of
management in the fresh produce industry, we believe that the
company can strategically fight the seasonality concern for its
produce in an ideal way.

Exposed to Political, Economic and Other Risks

FDP isa global marketer of fresh fruits, fresh cut fruits and prepared
fruits and is subject to political, economicand other risks that are
inherent to operating in humerous countries. These risks include
those of adverse government regulations, including the impositio of
import and export duties and quotas, currency restrictions,
expropriation and potentially burdensome taxation. For example,
bananas import regulations have in prior years restricted the
AT i PATUBO AAAAOO O1I OEA %5 AAT
doing business in the EU. However, currently the regulation has bee
lifted. The ompany also faces restrictios like minimum export
prices, sanitary regulations etc.Risks from political, economical and
I OEAO 1T DPAOAOET ¢ OACOI AOEhbilit) to E
strengthen its top-line.
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Recent Results

FDP reported an excellent set of results for the QBY15 ended
September despite aslowdown in the overall economy. Revenues
were up by 6% to $936.1 million. The increase in tefine was led by
higher net salesinalof OEA AT I PAT U8 O AOOET A
volume gains as compared to the prior year quarter combined with
EECEAO OAITEIC DPOEAAO ET OEA A
segment. The increase in net sales was partially offsby a $27
million exchange rate variance. Gross profit was up by 12% to $83.
million. Gross profit margin increased by 50bps d 8.89% despite
operating in acompetitive and fragmented market. The increase ir
gross profit is primarily due to top-line growth, lower transportation
costs, partially offset by higher fruit production and procurement
AT 000 ET OEA AT i PATUGO AOOET A«
exchangerates. Net Income was up by 4% to $28.5 million and net
margin increased lty 80bps to 3%. EPS was up by 55% to $0.54
Management explained that the togdine growth was basically due to
an increase in contribution from higher value prodicts, continued
expansion of its geographic presence,and further leveraging of
distribution and marketing channels. Management also reiteratec
about looking to capitalizeon the AT | DPAT U8 O BT OEODI
avocados to meet growing customer demand.

Quarter ended
September 25, 2015 September 26, 2014

Segment Data:

Net Sales Gross Profit Net Sales Gross Profit
Banana S4252 45% 5206 25% 5 4238 48% 5225 30%
er Fresh Produce 4203 45% 489 55% 3710 42% 407 559
Prepared F 806 0% 13.8 6% 858 10% 10.7 159
836 00% S 833 100% S BB4&6 100% S 739 1009

Source: Annual Report

Met Sales by Geographic Reglon:

Quarter ended

September 25,

September 26,

2015 2014
lorth America S 5282 56%S 4816 55%
Europe 156.6 7% 154.0 7%
Asla 56.5 0% 58.2 1%
MiddLe East 408 15%4 133.5 15%4
the 4.0 2% 7.3 2%
S 9361 100% S 8846 100%

Source: Annual Report
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Company Background

FDPEO T1TA T &£ OEA x1 01l A60O0 1 AAAE
marketers of fresh fruits, fresh cut fruits, vegetables and preparec
fruits. The company sources its produce and prepared product:
primarily through the company owned global operations, throud

joint venture arrangements and through the supply contracts with
independent producers, located in Central and South America, Africi
Middle East and Europe. The company markets its product
worldwide under the Del Monte brand. FDP operates through 39
distribution centers with cold storage and banana ripening facilities
and 16 fresh cut facilities located across various countries
Distribution centers and fresh cut facilities address the growing
demand from supermarket chains, thus enabling the companto

maintain freshness, quality and enhance shelife of the product,

while ensuring timely and yearround supply.

Global Marketer - Distributor

One of the world 's leading vertically-integrated producers, distributors and marketers of
fresh and fresh-cut fruit and vegetables as well as a leading producer and distributor of
prepared fruit and vegetables, juices, beverages, snacks and desserts in Europe, Africa, the
Middle East and countries formerly part of the Soviet Union.
Europe
North America Fresh & Fresh-cut frglf nal
Fresh & Fresh-cut fru JHR and vegetdbies, , RS
and vegetables 2 ) Preparéd Food
Prepared Food %™ 4 ! wur s
Protein sajads® snacks '8 Y 4
? ‘ '
r ‘7*’ :\ A‘\':. /v kY
Y ' ¥+ Bananas
Pineapples
Colombla, :
Ecuador, Central Lg?;:g;:c?;[
- Middlo Easf & NoritiAfrka 1
Banangs S i Fresh & Bresh-cut fluitand
o " vegetabled p
\ﬂ.g@aﬂimcs Prepared Food 4
Manaos Poultry & Meat 1
Jlani‘a\ns
1QF
Coconuts
Greenhouse,
Tomatoes, Bell
Peppers, South 3
Cucumbers and America Africa ;
Other Vegetables Sourcing Sourcing 4 A
N Avocados Bananas
Non-rapicals® ¥ Pineapples
1 Prepared Food
\ 4

Business Information

FDPmarkets and distributes its products to retail stores, club stores,
wholesalers, distributors and foodservice operators in more than
100 countries around the world. Company sells nearly 54% of its
produce in North America, 19% in Europe, 14% in Middle B4 and
12% in Asia. The products are primarily grown and sourced from
Central and South America, Philippines, North America and Europt
Nearly 46% of the fresh produce which the company hasold during
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2014 was grown on companycontrolled farms and the remaining
54% was acquired through supply contracts with independent
growers. Costa Rica is the major sourcing location of the compan
representing 34% of the current net sales volume of fresh produce
products

Property Showcase of the Company

Acres Under
Production
Acres Acres

Location Owned Leased Products
Costa Rica 44,400 6,600 Bananas. Pineapples. Melons
Guatemala 8.800 4,000 Bananas, Melons
Brazil 3.700 — Bananas. Other Crops
Chile 4.300 1.500 Non-Tropical Fruit
Kenya — 10.600 Pineapples
Philippines — 10.600 Bananas. Pineapples
United States 4,200 3.000 Melons., Tomatoes

Source: Annual Report

Product Information

FDPis the leading marketer of fresh fruits, fresh cut fruits, vegetables
and prepared fruits. Out of the total consolidated revenue for the
year 2014, banana sales accounts for nearly 46%, freslt fruits
accounts for 44% and prepared food accounts for theest of sales.

Banana

The company has strong foothold in the North American banani
ET AOOOOU AT A AOA OEA x1 01 AG8O
(Source: Annual Report). The company sells nearly 49% of its banar
produce in the North America, 21% in Brope, 17% in Asia and 11%
in Middle East. Bananas have short growing cycle and can easily
made available yeairound for sale to the consumers; this enhances
OEA AT I PATUBO DI OEOGEIT EIT OEA
produced nearly 37% of the baana volumes which the company sold
in 2014, on companycontrolled farms and rest were purchased from
independent growers. The company has long term supply contract:
with the independent growers and if need arises, the company als:
purchases the produce fom spot market.

Gold Pineapples

FDP is the leading marketer of pineapples worldwide (Source:
Annual Report). The pineapple sales account for nearly 15% of th
AT T PATUBO AT 1T 0T 1 EAAOAA FDRsAIA hebrk

62% of pineapples in Norh America, 20% in Europe, 13% in Asia anc
5% in Middle East. Pineapples are usually grown in tropical and suk
tropical locations. In contrast to bananas, pineapples have a lon
growing cycle of 18 months, and require recultivation after one to

two harvests. Pineapple growing requires a higher level of capita
investment and a greater agricultural expertise as compared tc
growing bananas. The sales of premium pineapples have increast
from 2.5 million boxes in 1996 to 32.4 million boxes
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in 2014. Pineapples operate at higher operating margin thar
bananas, thus the company is making efforts to further increase th
sale of pineapples going further. The production and procuremen
areas for gold pineapples are Costa Rica and the Philippine
Company cultivates greater proportion of pineapples in the
company-controlled farms as they are adhered to cultivation
complexity.

Fresh Cut Produce

There is a wide difference in the spending behavior between the
developed and developing economy. In the developed econom
consumer purchasing power is high but has less time to commit tc
daily necessary things. FresfCut produce gained prominence in US
and European market with the introduction of washed and cut
vegetables. The category has expanded to also include pineapple
melons, grapes, citrus and assorted vegetables. Currently sale
fresh cut fruits constitute 10% of group consolidated revenue.

Non-Tropical Fruit

Non-tropical fruit includes grapes, apples, pears, peaches, plum
nectarines, cherries, avocados, citrus and kiwis. Generally, nol
tropical fruit grows on trees, bushes or vines that shed their leaves
seasonally. Approximately, 60%of non-tropical fruit net sales are
from grapes and avocados.

Sales Bifurcation over past 3 years

Year ended
December 26, 2014 December 27, 2013 December 28, 2012
(U.S. dollars in millions)
Net sales by product category:
Banana § 13047 46% $ 16922 46% § 15446 45%
Other fresh produce:
Gold pmeapples 5712 15% 5097 4% 5128 15%
Fresh-cut produce 3811 10% 4083 1% 3910 11%
Non-fropical frut 4139 10% 3945 1% 3321 10%
Melons 126.8 P 1156 P 1138 3%
Tomatoes 109.9 3% 824 W 7 2%
Vegetables 52 1% 553 1% 546 2%
Other fruit, products and services 83.6 2% 1.7 2% 67.8 %
Total other fresh produce 17447 M4% 16385 4% 1548 45%
Prepared food 378.1 0% 3530 0% 3318 10%
Total § 30275 100% § 3,683.7 100% § 34212 100%

Source Annual Reort

16

Evaluateresearch.cor



Seasonality in business operation

The company realizes a great portion of revenue during the first twc
calendar quarters of the year. Due to variability in demand anc
supply for fresh fruits, prices fluctuate throughout the year. Pricing
of non-seasonal fruits fluctuates due to availabity of seasonal fruits.
For example: Banana is available throughout the year and productiol
is usually higher in the second half of the year, but the demand fc
bananas varies because of availability of other fruits, which are
seasonal in nature. The comgny sells nontropical fruit during
October to May. Prepared food products attract demand in the fourtt
quarter of the year. Seasonality fluctuations are illustrated in the
following table below.

Revenues z Seasonality

Yeary ended
December 26, December 27,
2014 2013
Net sales:

First quarter RN 982.3 % 918.8
Second guarter 1.131.3 1.023.9
Third quarter B84.6 861.1
Fourth quarter 0203 879.9
Total by 3.927.5 % 3.683.7

Gross profit:
First quarter < 106.7 % 98.6
Second quarter 121.5 105.9
Third quarter 73.9 53.0
Fourth gquarter 62.7 32.9
Total % 364.8 =Y 290.4

Source: Annual Report

Global Business Distribution

North America : North America is the largest geographical market
i O &3080 AOOET AOGOh AT 1 OOEOOOE
revenue. The company has a total of 23 distribution centers and
fresh-cut facility in this region. The company has recently
constructed start-of-the-art distribution centers in Ontario, Canada
for fresh-cut production and banana ripening rooms. The company
has strong logistics network in North America and sales person ar
located throughout this region.

Europe: Europe is the second largest market for FDP, constitute 199
of total revenue. The company sells its products to leading reta
chains, wholesalers, distributors and distribution

Middle East and North Africa: Middle East and North Africa is the
third largest market, constituting 14% of our net sales. The compan
distributes its products through companyoperated distribution
facility and through independent distributors. The company has its
distribution centre in Dubai, UAE which is a statef-the-art facility
with just-in-time capabilities that includes banana ripening and cold
storage. Thecompany also has distribution centers in AbtDhabi,
SaudtArabia, Riyadh and Jeddah.
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Revenue Distribution z By Geography

Year ended

December 26, 2014 December 27, 2013 December 28, 2012

(U.S. dollars in millions)

Net sales by geographic region:

North America § 21134 54% § 1.9683 54% § 1.821.1 53%
Europe 736.1 19% 713.4 19% 704.3 21%
Middle East 554.3 14% 5243 14% 3874 11%
Asia 4345 11% 425.6 12% 4222 12%
Other 89.2 2% 52.1 1% 86.2 3%

Total 5 39275 100% $ 3.683.7 100% § 3.421.2 100%

Management Bio

Mohammad Abu -Ghazaleh - Chairman and Chief Executive

Officer

Mohammad AbuGhazaleh is Chairman and Chief Executive Officer
the company. He has over 40 years of operation and manageme
experience in fresh producerelated businesses. As a Chief Executiv
Officer, he is actively engaged in managing and developir
businesses, ehancing vendor and customer relationships,
distribution and sourcing of produce, productivity, competitive
positioning, senior leadership development, quality control, and
evaluation of strategic opportunities and challenges. He als
possesses experience in governance matters through holding
positions in public and private company directorship. Mohammad
Abu-Ghazaleh has strong experience in the industry havingeld

previous appointments like Chairman, Chief Executive Officer
President andManaging Directa.

Hani El-Naffy z President and Chief Operating Officer

Hani EFNaffy is the President and Chief Operating Officef FDP. He
has over 30 years of management and operations experience i
shipping and freshproduce related businesses, including working at
executive office level. As a Chief Operatingfficer, he is actively
engaged in supervision of shipping, logistics, fimial positioning,

business development, contract negotiations, insurance, senic
leadership developments, supply chain management, equipmer
utilization and evaluation of strategic opportunities. HaniEIl-Naffy

EAO OAOOAA AO A $EOAAidett antliChief
Operating Officer since 1996. Prior to that time, he served as
Executive Director for United Trading Company from 1986 until
1996.

John H. Dalton. z Director

John H. Dalton has 40 years of experience in the formulation ¢
policies and stategies in government and financial services
companies providing banking, insurance and investment products
He is actively engaged in looking after investments, finance, financi:
reporting, financial controls and international business operations in
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FDP. He also has experience in governance matters through publ
and private company directorships, including experience with
matters addressed by compensation, governance and aud

committees.

Global Leadership Team

Title Years at FDP

Mohammad Abu-Ghazaleh Chairman and CEO 18
Hani EI-Naffy President and COO 18
Richard Contreras Senior VP and CFO 16
Bruce A. Jordan Senior VP — General Counsel and Secretary 12
Jean-Pierre Bartoli Senior VP — Europe and Africa kil
Emannuel Lazopoukss :‘enior VP — North America Sales, Marketing and Product 12
anagement
Paul Rice Senior VP — North America Operations 27
José Antonio Yook i;::i:: ::.-—,j EE(Z:IJGB (Colombia, Ecuador, Central 3
Marissa R. Tenazas Senior VP — Human Resources 18
Hans Sauter VP - Corporate Research & Development and Agricultural 7
Services
Sergio Mancilla Vice President - South America 18
Joseph Cole Vice President - Asia Pacific 7
Youssef Zakharia Vice President — MENA (Middle East & North Africa) 15

Source: Annual Report

19

Evaluateresearch.cor



Industry

The global market for fresh fruit and vegetables is approximately
$675 billion, with just over $100 billion in the U.S. The worldwide
fresh produce industry enjoys consistent underlying demand and
favorable growth dynamics. In recent years, the market fofresh

produce has increased faster than the rate of population growth
supported by ongoing trends including greater consumer demand foi
healthy, fresh and convenient foods, increased retailer square footag
devoted to fresh produce, and greater emphasin fresh produce as a
differentiating factor in attracting customers. Healthconscious
consumers are driving much of the growth in demand for fresh
produce. Over the past several decades, the benefits of natur:
preservative-free foods have become an imeasingly significant

element of the public dialogue on health and nutrition. As a result
consumption of fresh fruit and vegetables has markedly increasec
According to the U.S. Department of Agriculture, American
consumed an additional 37 pounds of frds fruit and vegetables per
capita in 2008 than they did in 1988.

Improving the eating habits of Americans has been a consister
theme of U.S federal and state policy for a number of years, includir
iTO006 OAAAT Ol Uh &EOOO , AAU ted.
campaign to reduce child obesity. As food retailers compete in

consolidating industry, they have sought to increase profits by
focusing on product categories that are growing and on valuadded

products, which generally have higher margins. Thus, th&igher

growth and margins of the fresh produce category compared to the
average grocery category are attractive to retailers. As a result, sorr
retailers are reducing dry goods sections of the store, in favor o
expanding fresh and chilled items.

This trend provides the companies operating in fresh fruit industry
with new product and merchandising opportunities for fresh

produce and packaged foods, especially for valtalded lines, such as
packaged salads, fruit bowls and fruit in plastic jars. Fully inggrated

produce companies are well positioned to meet the needs of larg
retailers through the delivery of consistent, highquality produce,

reliable service, competitive pricing and innovative products. In
addition, these companies have sought to strengtimerelationships

with leading retailers through value-added services such as banani
ripening and distribution, category management, branding initiatives
and establishment of longterm supply agreements.

The North American packaged foods industry is expeateto show

stable growth, over the next several years led by products that offe
consumers healthy choices for their daily needs. Dole, competitor ¢
FDP, is capitalizing on this trend with its recent introduction of fruit

bowls in 100% juice. This is theifst product offering in the grocery

environment that is not packed in syrup or that contains artificial
sweeteners.
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Current Fruits and V egetable Consumption Trend (Source:
Report Linker)

After a brief rise in per capita consumption of fruit and vegetables
between 2004 and 2009, overall consumption has declined by 5%
over the past 5 years, including both irhome and awayfrom-home
foods. Fuit consumption has decreased by 6% and vegetables b
7%. Refer Chart 1 below. However, fruit losses have primarily driver
by juice. Fruit juice consumption is down by 14% over past 5 year:
and 21% over the last 10 years. The per capita consumption of wigo
fruit z whether fresh, canned, frozen or driedz has remained fairly
stable during this time: down 2% over the past 5 years, but still ug
7% over the past 10 years.

736 % Change

(2014 vs. 2009)
Total Consumption: -7*

M Total Fruit. -6%
M Total Vegetables: -7%

726 740 746 733 730 799
o o £ B O E
205 0204 303 W26

Annual Eatings Per Capita

‘04 ‘05 ‘06 ‘07 ‘08 ‘09 ‘10 ‘11 ‘12 ‘13 ‘14

When comparing consumption of various forms of fruit and
vegetables over time, storefresh is the only form to show growth
over last 10 years for both fruit and vegetables. Canned an
homegrown are down for both fruit and vegetables since 2009. Frui
juice has experienced the greatest decline. Restaurants only accou
for 10% of all vegeables consumed, and only 2% of fruit and 3% of
fruit juice. One reason for this gap is relatively low consumption of
AOOEO AT A OACAOAAI AOGO AO EAOGO £
shop (eg: Starbucks, Panera Bread) establishments. While near
two-third of individuals visit these establishments within a 2 week
window, only 22% of individuals report eating fruit or vegetables
from fast food and only 27% from coffee shops. Apparently, fruit anc
vegetable consumption has been on decline since 2009, esyally for

home prepared vegetables. lFHome fruit juice consumption is down

bv 15% to 88 times a vear. The averaae person carrvina fruit from
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home is down to 21 times from 23 times and 11 times per year for
vegetables from 12 times since 2009

Il Home Prepared Percent of all meals

sourced from:
Restaurant Prepared

All Other 80*
Away-From-Home

Total Vegetables Total Fruit Excluding Juice Fruit Juice

Top Consumed Fruit and Vegetables (Source: Report
Linker)

Orange juice is by far the top juice consumed, followed by apple juic
Bananas, apples and berrietop the list of the most consumed fruit.
Potatoes and lettuce are by far the top consumed vegetables. Stay
side dishes like vegetable salads, green beans and corn are just a f
of the items that are causing the vegetable category to softel
However, @arrots, spinach, avocado and kale have posted small gain:

% FRUIT
. . All Othe
Annual Eatings Per Capita B Juice
Orange Juice I Dried/Mix
Homegrown
ADD|EJUICE Frozen
Berry/Combo Juice Bl Canned

Grape Juice Il Store Fresh

z2.4%

~
Bananas 2l 11-6“
1.6
Apples
Berries — VEGETABLES™
3%

Oranges N All Other
Melons B Juice
Grapes Il Dried/Mix

Homegrown
Applesauce

Frozen

Bl Canned
Il Store Fresh

Peaches
Pineapples
Pears

YT ¢mpth wob T £ AOOEOh AgAl OAE
All EOOEO EOEAA j wybpbq xAO ATTO
more versatile in how they were used: Onghird were used as an
additive (added at the table) or ingredient (added when prepared by
i AAT POAPAOAOQ O1 AT T OEAO AEOE

AAOGAT OAO EO6 EAO OAI AETAA £EA
(T xAOAOh OACAOAAI AbGned AOAT OAO I
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736 740 746 % Change
710 706 126 133 730 729 71 607 (2014 vs, 2009)

Total Consumption: -7%
Fruit Juice: -14%

M Total Fruit
Excluding Juice: -2*

I Total Vegetable: -7*

Annual Eatings Per Capita

‘04 ‘05 ‘06 ‘07 ‘08 ‘09 ‘10 °

Vegetables

Vegetable side dishes are a frequent part of the dinner mea
representing the top side dishes, yet consumption has declined ove
the past 5 years. The percent of dinners including a side dish he¢
softened over time, and the number of side dishes served the in-
home dinner is at an altime low. Dinner is the most important meal
occasion for vegetables, but has suffered the greatest losses in tl
past 5 years. Specifically, the top vegetable side dishes such as |
salads, corn and green beans have deased since 2009 by 5%, 2%
and 2% respectively. Small gains have been noted for French frie
(3%), baked potatoes (1%), broccoli (2%) and carrots (2%).

Half of all vegetables are eaten as a side dish, but have declined
5% in the past 5 years with 10fewer annual eating per capita.
Consumption and use of vegetables as an ingredient in a casserole
mixed dish has increased slightly, by 3 more annual eating per capit:
6 ACAOAAT AO AAOGAT OAOG EO6 AO OE
declineisdrivek ET DHAOO AU Ai 1 001 A0OdO
complete dinner meal as quickly and conveniently as possible. Thes
needs have contributed to the increased use of slow cookers, and tt
decrease of preparing a separate side dish.

200 182
Il side Dish 1;3__.__._.__.,._._._.__.__1;2 s ce 0
ide Lhsl
Main Dish £ 150
(Additive/ = Main Dich
Ingredient Use) & ; ain Dig|
= e 7 E 9 Additive/
Main Dish E Ingredient Use
(Eaten “as is™) =
E ol 0 0 a7 o
Il A ther = Main Dish

) Eaten “as is"
% of Eatings b v
04 05 06 07 08 ‘09 10 11 12 (13 14

Al Deher - Appelim, Dessort, Beverage, Camed/Snacks

Fruits

The data br fruit is much more positive over the past 5 years. Fruit,
excluding juice, is consumed throughout the day at all eatin
occasions. Fruit consumption during breakfast and snack, i
particular the morning snack, are up over 2009 consumption data
but these gains are offset by losses at both lunch and dinne
Additionally, fruit consumed either as a side or main dish has grown,
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while fruit eaten as a dessert has lost favor# 1 1 OOI A0S
motivations are most prevalent in the morning, fueling growth at
AOAAEEAOGO AT A 1T OTEITC O AM&al C
types of snack foods have gained popularity within the average
consumer. These factors place the fruit ¢agory in a potentially
favorable growth position over the next few years.

Fruit Juice

While fruit juice is primarily consumed at breakfast, consumption
during the eating occasion has also seen the biggest decrease o\
time. The overall decrease in 100%ruit juice consumption could be
attributed to a variety of factors, including ongoing interest in
consuming low-carbohydrate foods, which peaked a decade ago, ar
the ever increasing competitive set of beverages, that now include
flavored water. A find factor may be 2010 Dietary Guidelines which
emphasize that, due to provided fiber, most fiber should be
consumed as whole fruit rather than juice. While fruit juice is
primarily consumed during breakfast, consumption during this
eating occasion has alsdecreased.

Demography of Fruit and Vegetable Consumer (Source:
Report Linker)

Children under the age of 6 and older adults 55+ are consuming th
most fruit and vegetables. Males under the age of 45 consume
below average rates. Adults ages 65 and @dconsume the most fruit
and vegetables, 81 more fruit, 24 more fruit juice and 87 more
vegetable eating annually than the average person. Children unde
the age of 12 are not eating vegetables as frequently as they were ju
5 years ago, but children ol ages are eating more fruit. Fruit juice
is consumed 119 times a year by children age®, and 107 times by
teens. Children under the age of 6 consume more fruit juice, ye
consumption for this group is down by 22% since 2009 and 31%
since 2004. Chiliren of all ages are consuming more fresh fruit, with
gains at all meal occasions. Vegetable intake is mixed, though dov
overall. A decrease in canned vegetables was offset by an increase
fresh vegetables among children. In fact, fresh vegetables ane 10%
among all children over past 5 years. Consumer in age between 18
44 is consuming the same amount of fruit in 2014 as in 2009, though
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