AU A
°9c@mm

ForThe Better » JAao Dl Joi oo

Analyst and Investor Call

&P ATT O0=KMDLK

August 2022

0.



02 Analyst and Investor Call agthia @ & ci
Agenda
O Strategy O Financial

Update Performance

Acquisitions O 5
O 2 Update Outlook

Business _
03 Performance 06 Appendix




03

Analyst and Investor Call

agthia @ & ci

A forward-looking company
With a strategy to become agional F&B leader by 2025

Dynamic and
expanding portfolio
of value-add brands

Unique integrated
business model with
strong cost discipline

AN

Organic and
acquisitive growth
throughout MENA

Robust financial
foundations to
support growth
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Delivering exceptional growth

GROWTH il

of the protein contribution from
business in KSA with the consolidation of (vs 65% in

01 5 acquisitions 02 &p Al pod 03

of revenues from of BoDrecommends
pryXe AF &pATT (NKon&pAdipefor
ONK rré &pAT p o marginsof 12.7% &pATlTT

04 05 06
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Driving efficiency

EFFICIENCY %8

supported by

Revenue growth of AED 23.6MN
management

initiatives (mix /

trade spend

management) to

address input costs

and protect margins

01

N
Protein BU
restructured the
leadership team in

Egypt

agthio @ & i

Conducted
strategic asset
review and realized
a gain of AED 6MN
on disposal of fully
depreciated and
unused assets

04
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Expanding our capabilities

CAPABILITY T

Recruited new Centralized
under a to focus = Strategic thinking to navigate
diversified portfolio: on building our Digital and IS @ supply chain volatility and
7of ? L QoBuBtK strategy secure supply
won the 2022
Superior Taste Award

01
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07

Committed to sustainability

A Commenced crafting a comprehensive ESG Strategy for the next

@ ESG Strategy development 5 years, in line with the Corporate Strategy

A Final Sustainability Strategy to be communicated in Q4 2022

Improvement in ESG ranking

Assessment
In progress




Analyst and Investor Call agthia @ & ci

Collaborating to deliver sustainable results

&) Transitioning into a circular business

A Agthia isworking closely with local authorities on the Circular A RECAPP partnershipinnovative digital service developed by Veolia to
Economy Policies for the UAE provide a free, dootto-door collection service for recyclables
A 22 Policies issued in June with more to follow A 224 tons in 2022 YTD with 22,390 users
A 1st batch of policies for Cabinet approval to be agreed within 2 A 2022 plan to leverage the partnership with owff-store activation

months aiming to reach 500 tons

A EstablishedTechnical Development JVwith external parties to A rPET: committed to launchingPETproducts once GCC legislation allows
work with UAE date farms tmcrease productivity through A Agthia is one of two companies with contractual offtake commitments
farming best practices with Veolia for their planned PET recycling plant in UAE

A" Recordedd% reduction in water usage ratio and 2% reduction A PLA bottles: Strengthening sales and market presence with new key
in GHG emissionws last year accounts €.g.Hilton, Rosewood, Jumeirah, etc.)

A 2022 volumes increased by almost 4 times vs 2021
A Targeting2,000 tons per year reduction of packaging materials
(plastic / paper) through various packaging optimization initiatives
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Latest acquisition: Abu Auf

Aspecialisedhealthy snacks and coffee manufacturer and retailer in Egypt

Establishment Implementation of Vision Funded Growth

Abu Auf Opening of Opening the Revenue Acquiring 100% Acquiring MICC to

produces the first Abu first seasonal growing by of the coffee toll expand

Crackers & Auf branch branch in the 185%+ manufacturing confectionery %H 64%

Pretzels North Coast despite EGP business (pretzels) FY1®BFY21
category devaluation production capacity Revenue CAGR

o

I N

ﬁﬁ A Tov

e

Commenced Expands into Expanding to 40 TCV acquires Exporting to UAE, KSA /.0On 14th of July, ? L @&Dappkoved

retail Kitchen branches, shifting minority stake and Libya; expanding a strategic acquisition of 60% of Auf
distribution Essentials focus to coffee (27.7%) to retail footprint in UAE Group, which is expected to be

Underabuiaaf i 2] MR finance (3 branded stores out i GFKGDA<9L=< AF /FAIT
brand product offerings expansion plans ’

of 5 planned) A The deal is priced in EGP based on 2022
EBITDA with adjustment mechanisms to
ensure attractive valuation multiples
(not exceeding 12x EV/EBITDA)

/L Funding will be a mix of 75% debt and
25% internal cash, resulting in 2.4x Net
Debt / EBITDA (relatively lower than
peers)
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Abu Aufa Agthia synergies

Potential revenue and cost synergies

Product Portfolio _, — MQ_MIWAL FOAH Product Portfolio
— Dates, value added dates (stuffed and chocolate

Mediterranean sweets, chocolate, healthy foods
coated) and dateshased products

and ingredients categories

Revenue Synergies

Sell Al Foah dates through Abu Auf stores and
channels

Revenue Synergies
A Sell crackers and pretzels through BMB and Kottouf
A Sell BMB snacks through Abu Auf stores & channels

Cost Synergies

Cost Synergies : )
Manufacture new BMB products jointly in Egypt Sl DL S oL/ FeEl
Package Abu Auf products jointly with Al Foah

International Expansion Potential synergies with Atyab

Qvag

A Capturing market share in the UAE and KSA Coffee and Healthy Snacks categoriés Utilizing L Q @varéhiusing and logistics capabilities to consolidate G&A functions




Analyst and Investor Call

agthia @ & ci

Proforma P&IL1O* 2 +

Pro-forma revenue (AED MN)

954
Agthia prior to M&As Protein
Pro-forma EBITDA/AED MN)
156
Agthia prior to M&As Protein
Pro-forma profit 2(AED MN)
97
Agthia prior to M&As Protein

1All figures exclude potential synergies, M&A associated charges and funding costs
2Net profit includes minority (at 100%)

( MFATT

844

Snacking excl Auf

167

Snacking excl Auf

123

Snacking excl Auf

o

239

Auf Group

56

Auf Group

29

Auf Group

Pro-forma revenue

Pro-forma EBITDA

Pro-forma profit
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Proforma marginstO* 2 + ( MEAT [ ©

Pro-forma EBITDAM%) Pro-forma NPIVF (%)

16.0%

- 0.4%

] .
1.1/0

13.5% 1.0%
Agthia prior to Protein Snacking excl Auf  Auf Group Pro-forma Agthia prior to
M&As EBITDAmM M&As

1All figures exclude potential synergies, M&A associated charges and funding costs
2Net profit includes minority (at 100%)

1.4%

Protein

1.8%

Snacking excl Auf

0.4%

Auf Group

Pro-forma NPM
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Diversification by geography

[ H1 2020 R H1 2021 . H12022

QJ N

Revenues AED 1.09BN AED 1.3BN #" I, Or'P &pATI

______________________________________________

M Row Il UAE | GCC excl UAE [ Other Arab Countries
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A shift towards higher margin categories

[ H1 2020 R H1 2021

Narrower legacy revenue base Transition to consumer valueadd portfolio Towards larger & more diversified

revenue base

>

Revenues AED 1.09BN AED 1.3BN

#" I, Orp &pAr

EBITDAmM 10.1% 12.7%

7 AgriBusiness 7 Water &Food | Protein & Frozen Veg [l Snacking
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Water and Food

Volumelby category

35 36

- .

1 0

[ ]

UAE incl HOD Int'l water Beverage Dairy

Net Sales by category(AED MN)
270 278
. 111 103

» 9 1 13 13

UAE incl HOD Int'l water Beverage Dairy

H1'21 ™ H1'22

4 GDME= AF +, i 9K=K =P; =HL >GJ &-"

AF

Trading items

Trading items

a4

’

2

77 81

59 58

2

: GLLD=Kd

Total Water & Food

479 475

Total Water & Food

"9AJQ

Water & Food

et B 5 &RBIT

UAE Water

A Category in retail channel growing at 7% with Agthia preserving marke
leadership at 28.2% in value

A Agthia channelsrgtail, food service, municipality and HDMolume +3%
vs. Price flat yo-y

A HOD volumes up withfavourablemix management
A BW rebound in volumes across retail and food services channels

International Water

A Higher sales on expanded footprint across Kuwait, Oman and Turkey
countered by lower KSA sales on competition

A" Aggressive Saudi business-beot by improving the cost structure, HOD
operations and RTM optimization to drive scale across channels

Beverage
A Down on discontinuing the lossnaking business

Other Food items (Dairy / Trading)
A Higher sales ofiavourablemix management and strategic pricing
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Protein and Frozen Vegetables

Volume by categorye ? 6 6 6 L GF K

Protein and Frozen Vegetables
TS~ . %G> &RBTEEEF) = N=FEM=K

44
" [
Protein
[

19 The consolidation ohewly acquired protein businesses in
14 12 Jordan and Egyptcollectively added AED 493 million

5 — The same period last year reflected only AED 85 million of Nabil
revenues, given thaftyabinclusion was only effective starting
August B, 2021

Processed protein TP & FV Total Protein & FV

Frozen Vegetables and Tomato Paste
Higher yly as we focus on gradual price increase, mix
management and sourcing options to protect margins and
mitigate input cost increase

Net Sales by category(AED MN)

- i
e

150
85 65 77

Processed protein TP & FV Total Protein & FV
H1'21 " H1'22
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Protein: Pre- and post-acquisition performance

AED MN

496
0 ¢ 10%
405 g3
42
H1 2021 H1 2022 H1 2021
Revenues = Net profit incl NCI

Protein includes Nabil Foods aAdyabrevenues including intercompany sales

2NCI = noreontrolling interest of 20% for Nabil Foods and 24.98%tf@b

— Higher Revenuesdriven by higher volumes
(+15% yo-y) and selling prices (+14%a0ry)
despite the impact {7% y0-y) of currency
devaluation on the Egyptian operations

— Slightly lower profitability margin on higher
raw material and freight costs which were
countered by broad based pricing
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Snacking

Volume by categorye 2 6 6 6 L GF K(

53
45
]
2 3
Dates Bakery UAE + Kuwait

Net Sales by category(AED MN)

220
187
mP
39 48
r— ]
Dates Bakery UAE + Kuwait

T H1'21 = H1'

4

BMB snacks

149

BMB snacks

22

Total Snacking

417

226

Total Snacking

Snacking

c6fT R” G> &RBPT J=N=EN=ka

IDE(ES

Recording higher yo-y top-line growth benefitting from our focus
on improving product and channel mix contributing to higher sales
during off-season periods

Bakery

Kuwait: Higher yo-y revenue growth on the opening of schools vs.
online scheme last year

UAE:Discontinuation of frozen and ambient Bakery business for
recurring losses

BMB Snacks

Contributing AED 149 million to topline after consolidation this
year
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Snacking: Pre- and post-acquisition performance

AED MN Snacking!

421
392 7% — Higher Revenuesdriven by:

* 17%

Higher dates volumes benefiting from
positive preRamadan sales and strong
performances in Bulk and Retail channels

¢ 14%

66 57 Higher bakery volumes on opening of
schools in Kuwait

Higher sales in traditional trade for BMB
shacks compensating lower sales to KSA

H1 2021 H1 2022 H1 2021 H1 2022
— Lower profitability margin as improved

Reyehies Net profit incl NCI « NPM (%) margins across dates and bakery were offset by
healthy snacks business that was impacted by
custom duty in 2022, higher raw material /
freight costs

1Snacking includes AoahDates + Faysal Bakery + BMB snacks revenues including intercompany sales

2NCI = notontrolling interest of 20% for BMB where beneficial ownership is at 80% vs. legal ownership at 100%,
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AgriBusiness

Volume by categoryes 2 6 6 0

125 122
Flour
Net Sales by category(AED MN)

238

205

Flour

LGFKd 359 427

206

Animal Feed Total Agri
534

- .

296
= I
Animal Feed Total Agri

H1'21 = H1'22

AgriBusiness
st U G> &RBPYT J=N=FM=K

Flour
A Volume-2% vs. Selling prices / mix +18%oyy

A Favourablemix with higher pricing significantly reducing the
impact of increased raw material / freight costs

Animal Feed
A Volume-13% vs. Selling prices / mix +28%3y

A Higher nonsubsidized sales overcompensating for.lower.
subsidized volume impacted by the increased selling prices in
commercial farms channel

Profitability

A Despite inflation'in grain prices and freight costs, profitability
improved, driven by:

A operational efficiencies,
A pricing adjustments,

A" aninflation-adjustment compensation in the subsidized
flour segment
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&pATrT NK &pAl'p 0=N=FM=K l Growth by Segment (y-0-y)

:
1
1
:
: 279%
1
1
:

Inner Ring :

&pAlp J !

AED 1.3BN :
1

Outer Ring .

&pATT J : Il

AED 2.0BN 1

(+51%-y) : 85%
1 51%
1
1
1
1
:
: 1% 15%
: |
I _ . . . .

" Water & Food = Protein & Frozen Veg = Snacking = AgriBusiness : Water & Food Protelr\1/& Frozen  Snacking AgriBusiness Group

- €g

1Post consolidation of Aloah Al Faysal Bakery, NabMtyab9 F < + AF &6aBG T INKSOGFKO®D MMC=JQ AF /RBFTR 9F< ,9: AD AF /TP BT R
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Profitability metrics

Gross Profit 390
(AED MN)

H1'21

EBITDAreported i

(AED MN)
H1'21
Net Profit? reported
(AED MN) 68
H1'21
3PS 0.095
(AED) ’
:_ /;7a_/'g_//7_ 1| H1'21

1EBITDA excludes share of profit from JV / associates
2Net profitattrubited to shareholders
SEPS = Net profitttrubited to shareholdersdividedby weightedaveragenumberof shares

H1'22

275

H1'22

118

H1'22

0.149

H1'22

Gross Profit Eﬂ]

Flat margins {77bps yo-y) as we counter the impact of
significantly higher direct raw material costs

EBITDA @m

EBITDA margin enhanced by 111bps-g-y driven by:
consolidation of 5 margin accretive entities

DGO=J 1% “RHgRK=K" 9K 6 G>
rpé AF &pAlpdé GF ; GKL GHLAE
productivity enhancements

higher raw material / freight costs

Net Profit @

Net profit reached AED 118 million, growing 74%-y at
a higher rate versus tofline

Net profit margins was up by 77bps on:
improved EBITDA margins
higher finance cost on debt financing of acquisitions
higher non-controlling interest contribution
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Top line reconciliation

Group revenues(AED MN)

[ ]
28 101
(4) 70 T
318 ¢ T """""""""" H
163 Improved water T _______ “;] ________ i Higher sales E
performance in Higher i despite EGP |
UAE Fav;tij)r(able datesand | devaluation |
offset by . Kuwait i
Discontinuation Higher bakery I N
of Beverage 9! sales i
+ pricing :
Lower KSA sales
H1'21 New Snacking New Protein H1'21 PROFORMANater & Food  AgriBusiness Snacking Protein & Frozen H1'22

acquisitions acquisitions

INew snacking acquisitions for proforma purposes includes Al Fayall(1 ( 9 FB? Rd 1 + e/ RBY Rq ; ; A
2, =0 HIJGL=AF 9; 1| MAKALAGFK >GJ HAlygor G RBY9 RHMIHGK=K AF; DM<=K , 9: AD ¢/ RBT Rd O
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Group net revenue bridge

Group Net RevenueqAED MN)

- ||||||

H1'21 Inorganic Growth H1'21 PROFORMA Volume/Mix Net pricing Currency H1'22

—_— 29

46 177
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Bottom line reconciliation

e e o
Net profit 1 (AED MN) (5) 1) -
|
7 28
() 27)
33
: t ' :
Drop in KSA operational . Higher M&A
sales efficiencies Higher related costs?
30 + + profitability
associated pricing from dates
restructuring adjustments and bakery
costs vs. offset by
higher grain / lower
freight costs margins for
BMB snacks
H1'21 New Snacking New Protein H1'21 Water & Food AgriBusiness  Snacking Protein & HO incl M&A H1'22
acquisitions  acquisitions PROFORMA Frozen costs

Net profit attributable to shareholders
%+ 0 ; GKLK >GJ &RBTPTT? AF; DM<= #

R6) P+, 9EGJLARO9LAGF G> AFL9F?A: D=K 1 #" RRJ R+, >AF9F; = ; GKLK J=D9L-=
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Group net profit bridge

Group Net Profit! (AED MN)

P
183 (198) ) o
mE - m T
| = N o R 1
o £ Market trends , Economical &
. External factors |
H1'21 Inorganic GrowthH1'21 PROFORMA Volume/Mix Net pricing  Higher Input costs  Currency Higher financing Others H1'22

costs

INet profit for Agthia Group including noontrolling interest
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Quarter performance

942 m
653
Revenues e Y-0-Y performance = =
(AED MN) 6/ 7T BFT N=JKMK /3BT Ri 'Sy
Qz21 Q222 Revenue growth led by improved performance
across all verticals augmented by the inclusion of
Gross Profit 2 acquisitions Atyab9 F < + 06 AF L @AK
(AED MN) 186 P financials
Q221 Q222 Flat gross profit margin-(4bps yo-y) as we
manage to materially reduce the impact of the
significant upsurge in raw material costs
EBITDAreported : : :
(AED MN)p 75 117 Higher EBITDA and Net profit marginsyy on
strong cost controls with lower SG&A % of sales
Q221 Q222
Net Profit? reportecl o
(AED MN) 18 T
Q221 Q2'22

1EBITDA excludes share of profit from JV / associates
2Net profit attrubited to shareholders
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Resilient cash flow generation

Net Working %,
Capitaft 828 - Operating Cash Flow QCJ

(AED MN)
H1'21 H1'22 Focus on WC overhaul (WC% sales improved by 500bps
y-0-y)
Operating Cash Better Cash flow conversion cycle by 21 days versus
Flow 244 134 same period last year

(AED MN) [ Py o e e G
AED 102MN after excluding last year evfés

H1'21 H1'22
CAPEX @

CAPEX 48 71
(AED MN) — Higher versus last year with the consolidation of the
acquisitions which alone added AED 39MN

H1'21 H1'22 Mostly maintenance CAPEX
Free Cash Floi 2 Free Cash Flow <:::[>
(AED MN) 126 2 U

P &pATrT s$!$ G> # TN Vb AK @A

e ; . . AED 97MN after excluding last year eofiés
1 % sales | H1'21 H1'22

______ Further lift from the inclusion of acquisitions

INet Working Capital based on internal parameters
2Free Cash Flow to FirnEBITDA €hangein Working Capitaf CAPEX
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Robust balance sheet

Borrowings

AED 2.14 BN S 4

Net Debt Higher borrowings from raising new debt to fund
Sl [t Al Faysal, Nabilktyaband BMB acquisitions

A E D 9 7 3 M Excluding additional debt to finance the recently

announced Auf deal

Cash & Equivalents

AED1.17 BN Net Debt / EBITDA

Balance sheet remains robust with 1.7x net debt /
TTM EBITDA (reported) even after funding the
acquisitions of 5 new entities

- T AEE g p A
Net Debt/ TTM EBITDA of close of 2021 driven by higher EBITDA

1.7x
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Dividends per Sharg AED)
3504 3506 4% 3% n — — Semi-Annual Dividends Policy
0.15 0.15 0.15 0.15 0.165 0.165 . : = S
B : : : : c c Agthla_l adopted a s_emannual d|V|_de_n(_1I policy, in
' e B B | line with our commitment to maximizing
B Dperzs K@9J=@GD<=-JKA J=LMJIFK
|
Board recommends 8.25fils dividends per share
for H1 2022, subject to shareholders and
2015 2016 2017 2018 2019 2020 2021 H1 2022* regulatory approvals
Dividend Yield%
42% 399
3.1% 3.0% 3.2% 3.1%

2.1%

1.6%
s
2015 2016

INormalized EPS for 2020

2017

2018

2019

*H1 2022 DPS subject to shareholders and regulatory approvals

2020

2021

H1 2022*
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2022 guidance!

Sales growth a/ﬁ EPS growth Free Cash

B Flow to Equity

+25-30% +10-11% c. AEBIOOMN

A Full year consolidation of 5 acquired entities A Sustainable growth despite high raw A Robust FCFE generation despite higher
material and freight costs borrowing cost and higher working capital
requirements as we expect to continue
navigating ongoing market volatility and

unprecedented inflationary pressure
A Takes into consideration higher tax / throughout 2022

interest rate / NCI + M&A integration costs

A Growth to be led by price / product mix
A Driven by margin accretive acquired

A Considering high single digit inflation to e N
entities in 2021 + cost optimization

continue throughout the year

o _ A Prudent CAPEX spending (focus on revenue
A Net of AED 20MN prOfIt reinvestments in generating by Sweating the assets)

Digitalization and Innovation
A Assuming no equity raise during the period

1Growth versus reported financials in 2021 (excluding Auf deal and assuming no acquisitions in 2022)
Targets are based on current macroeconomic assumptions
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Agthia at a glance

19 Brands

C.75% revenuesfrom
consumerbased products

45 countries 9,300+ Employees 929%0 of waste generated is
?2L@QA9AK F=LOGJC recycled
11 Factories 17% reduction in Direct Scope 1
across the world emissions per ton of production in 2021

AED

2.0 billion

(+51% Yo-Y)Net Revenue

H1 2022 Financial Highlights

AED
118.1 million 13.8% 8.25fils / share
(+74% Yo-Y)Net Profit EBITDA Margin SemiannualCash Dividend
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2025 strategy: Our ambition

agthia @ & ci

=

Becoming a
regional F&B
leader by 2025

$JGEH

UAE centric
Commoditized portfolio
Stable financial performance

Local organization mindset

2GH

VOV VY

L Footprint MENAP & beyond
 Valueadd F&B brands
o) Superior shareholder returns

@ Consumercentric & performancedriven

— o
[T/

. Three stratégic
< pillars to deliver
on the vision

\---

N#

Pursue disciplined expansion
plan focused on M&A

0

Protect the core
business and get leaner

O

Ensure our organization is
set-up to deliver our strategy
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Current market dynamics

Input cost inflation Supply chain disruptions

Broad-based inflation across various commodities, | Container supply lagging demand
packaging materials and transportation costs | Russian / Ukraine war impacting grain availability

/af Margin Protection Plan (5)  Procurement / supply optimization

2 L @dctiohplan

| RevenueGrowth Managementinitiatives acrosskey

1
1
1
1
1
! | Increasing cover of key raw materials and broadening
! categories

1

1

1

1

1

1

|
|
! I
| |
| |
! :
: supplier base and supply options :
| Optimizing our product and channel mix : :
|
| Pricing across the portfolio [ :
! |
! |

| Accelerating in cost optimization initiatives
| Extracting synergies from acquired entities

__________________________________________________________________________________________




41 ‘ Analyst and Investor Call

Acquisition summary: Snacking portfolio

OCT 2020 DEC 2020
Beneficial ownership 100% 100%

AUG 2021
80%

agthio @ & i

JUL 2022
60%

Abu At

Jan 1, 2021 Jan 27, 2021

BEVES Baked Goods
"FLAD O%!! K A 9 Kuwait
AED 450 MN AED 161 MN

100% Equity 95% Debt + 5% Cash

Scale, Category, Brand Brand, Market Scale

AED 484MN AED 102MN

25% 24%

ILTM ending June 2022'Quly 2021 to 30June 2022) ; Profitability = EBITDA margin
2Final consideration is still subject to customary adjustments for debt, cash and working capital and an earn out bas@e BBIIMA

Dec 31, 2021

Chocolate, Mediterranean
Sweets, Healthy Snacks

KSA, UAE, USA
AED 646 MN
100% Debt
Category Upscale, Brand, Footprint

AED 270MN

9%

Q4, 2022e

Coffee, Nuts, Dates,
Healthy Snacks

Egypt, UAE
Up to EGP 2.92 BN
75% Debt + 25% Cash
New Category, Brand

AED 239MN

23%
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Acquisition summary: Protein portfolio
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Announcement
Beneficial ownership

JAN 2021
80%

Consolidation

APR 2021
75%

April 1, 2021

@

Aug 1, 2021

Sub:segment Frozen protein Frozen protein
Footprint Jordan, GCC, Iraq Egypt
Consideration AED 520 MN AED 564 MN

Funding 75% Equity + 25% Cash 100% Debt
Rationale New Category, Brand, Scale Scale, Brand
Revenues AED 442MN AED 544MN
Profitability 1 ) 17%

1LTM ending June 2022 (1st July 2021 to 30th June 2022) ; Profitability = EBITDA margin
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Seamlessly integrating acquisitions

Integration ¥
framework @ @fd}ﬁ <=2

and playbook Coordinated transition Productivity Value creation

Snacking
AlFoah

A unlockingsizable synergies
A actively utilizing AlIFoahfacility for other BUs

Protein
Nabil Foods+ Atyab:

A oneProtein business unit

A mapped plan forlongterm integration
opportunities

A aligned critical functions and policieacross
the two units

A Focus orintegrated brand architectureR&D
and innovations andaligned expansion plans

Al Faysal

A successfullyconsolidated management structure
across the two businesses in Kuwait

A unlocking goto-market opportunitiesfor other
business lines

BMB Group

A initiated along-term value creation plartargeting
low-hanging synergies

A integrating critical functionsand co-creation
opportunities
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Latest acquisition: Abu Auf key highlights

Financial Highlights Distribution Reach

s a3l 64% =) 34% @1 21.8K
FY1®BFY21 : Gross Profit Margin LE Points of Sale in 26 Governorates
[ D (=2 Revenue CAGR FY21
%@ e
AED 236mn s o Partnerships with Modern Retailers
Gross Revenue AED 58mn 1,900+
in Fy21 576 EBITDAFY21 Q@} employees
i 8
Branches in 13 Governorates
AED 136mn BT 5
in FY20
+73% y0-y ‘——  Main Product %”” g'l’(%go-'- Ey 124
Categories Branches in 13 Governorates

2021 Revenue By Channel 2021 Revenue By Category

Kitchen Pretzels
Essentials 4%

Branches36% 10%
Dates & D.‘

Modern Tradel6%

&

AED
236mn

Shop-in-
shop 18%

13% AED

236mn
30% Nuts28%

Distributors

Other0%

Production & Storage Capacity

2021
Y 5,000 Tons » 7,000 Tons

Annual Coffee Production Capacity

2021
1,160 Tons » 1,280 Tons

Annual Kitchen Essentials, Dates & Dried
Fruits Production Capacity

Tof

ﬁ 3,385sgm
¢hll  of Storage Area across 3 Warehouse Hubs

Coffee45%
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Agthia categories of focus

Category

Assets

Key markets

-
@ Water & Food

~

-

@ Agribusiness

~

o
2 .
alain. ALPIN

nnnnnnnnnnnnnnnnnnn

<=
;\45—
- Tce

agrivita

SINCE 194

-

Snacking

O
vy
WA

acgoll
AL FOAH

( AupavsaL )

AbuAit”
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Revenue diversification by vertical

All new acquisitions + FY21 Abu Auf
® FY21 revenue: AED 3.94bn

Including new acquisitions
® (AlFoah Al Faysal, Nabil Foodatyaband BMB)
FY21 revenue: AED 3.71bn

Excludes all acquisitions
FY21 revenue: AED 2.00bn

7 AgriBusiness || Water &Food | Protein & Frozen Veg " Snacking
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Our approach

Maintaining Fostering Innovating Preserving
Ethical, responsible Healthy and safe kLA : .
and profitable business communities (E;OZEC}ELQI!:J”Q 'f]Le grlg)lir:oen(rﬁégtg

and sustainability
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@ Maintaining an ethical, responsible and profitable business

AED AED
3.07 billion 9.6 million
in revenue in R&D expenditure

0 (Zero) 0 (Zero) 0 (Zero)

complaints received concerning product recall from markets bribery cases
breaches of customer privacy
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Fostering healthy and safe communities

60%

of newly hired employees
are under 30 years of age

0.82 million

in community investments

11% 8%

turnover rate full-time female
employees

27,524 hours

of health & safety
training to employees

60

different nationalities
work atAgthia

33%

reduction in vehicle
collision rate

15%

reduction in Lost Time Injury
Frequency Rate (LTIFR)

96%

of vehicles have
GPS installed
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O Innovating and re-thinking product quality and sustainability

GMP Score lab proficiency supplier site of suppliers are screened on quality,
audits conducted social and environmental criteria

AED

in procured goods customer complaints per won for sustainable

and services million products sold packaging
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@ Preserving and protecting the environment

—

18% 17% 13% 36KG

decrease in diesel reduction in Direct reduction in Direct Scope 1 of CO2 petonne

consumption Scope 1 emissions emissions peitonne of production of production

AED

1.07 cubic metre 25,000+ 15,972tonnes

of water pertonne of production completed collections through of recycled waste
RECAPBrogramme

3%
landfilled waste
from total waste

113 +tonnes

of recyclable waste
collected through RECAPP
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Disclaime® Forwardlooking Statements
AgthiaGroupPJSCand its managementmay make certain statementsthat constituted > G J-l6o%idgK L 9 L = EithFekpkcito the financialcondition, resultsof operationsand businessof the Group Thesestatementscan be identified by the fact that they do not relate

strictlyto historicalor currentfacts Forwardlooking statementsoften usewordssuchasd 9 F L A ; 3AIH® 1 & KHK\A AQAGKE AKILAA B & E £ KA RSFAGTRED K /DAN=, N>-FKLWAE dtherisiilarexpressionsr future or conditionalverbssuchasd O ASDEDYQV]
4 E A 238 @GW D & RAdaX GAFDrwardlooking statementsinvolveknown and unknownrisks,uncertaintiesand other factorswhich may causethe actual results,performanceor achievementsof AgthiaGroupPJSQo be materiallydifferentfrom any future results,
performanceor achievement&xpressedr implied by theseforwardlookingstatements Exampleof suchstatementsinclude,but are not limited to, commentswith respectto: 1. outlook for the marketsfor products 2. expectationsegardingfuture product pricing 3. outlook
for operations 4. expectationgegardingproduction capacityand volumes 5. objectives 6. strategieso achievethoseobjectives 7. expectedfinancialresults 8. sensitivityto changesn productprices 9. sensitivityto keyinput prices 10. sensitivityto changesn foreignexchange
rates 11 expectationsregardingincome tax rates 12 expectationsregardingcompliancewith environmentalregulations 13 expectationsregardingcontingentliabilities and guarantees 14. expectationsregardingthe amount, timing and benefitsof capital investments
AlthoughAgthiaGroupPJSbelievesit hasa reasonablebasisfor makingtheseforwardlooking statementsreadersare cautionednot to placeunduerelianceon hforwardlooking information By its nature,forwardlooking information involvesnumerousassumptions,
inherentrisksand uncertainties poth generaland specific which contributeto the possibilitythat the predictions,forecastsand other forwardlooking statementswill not occur. Thesefactorsinclude, but are not limited to: 1. assumptionsn connectionwith the economicand
financialconditionsin the UAEMiddleEast,and globally, 2. effectsof competitionand product pricing pressures3. effectsof variationsin the price and availabilityof manufacturinginputs; 4. variouseventswhich could disrupt operations,including natural eventsand ongoing
relationswith employees5. impactof changego or non-compliancewith environmentaregulations 6. impactof anyproductliability claimsin exces®of insurancecoverage?. impactof future outcomeof certaintaxexposuress. effectsof currencyexposuregnd exchangeate
fluctuations Theabovelist of important factorsaffectingforwardookinginformationis not exhaustiveAdditionalfactorsare noted elsewhereand referenceshould be madeto the other risksdiscussedn filingswith UAEsecuritiesregulatoryauthorities Exceptasrequiredby
applicablelaw, AgthiaGroupPJSCdoesnot undertaketo update any forwardlooking statements whetherwritten or oral, that may be made from time to time by or on behalfof the Company whetherasa resultof new information, future eventsor otherwise,or to publicly
update or revisethe abovelist of factorsaffectingthis information ProprietaryinformationNotice This material contains proprietaryinformation and is intellectual property of AgthiaGroupPJSC Neitherthis materialnor any of the information contained herein may be
reproducedor disclosedunderany circumstancesvithout the expresswritten permissionof AgthiaGroup
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August 2022



