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Cautionary Not

Statements

of Olam International Limited and its subsidiaries (‘Group’) that
are of a forward looking nature and are therefore based on
management’s assumptions about future developments.

Such forward looking statements are intended to be identified by
words such as ‘believe’, ‘estimate’, ‘intend’, ‘may’, ‘will’, ‘expect’,
and ‘project’ and similar expressions as they relate to the Group.
Forward-looking statements involve certain risks and
uncertainties because they relate to future events. Actual results
may vary materially from those targeted, expected or projected
due to several factors.

Potential risks and uncertainties includes such factors as general
economic conditions, foreign exchange fluctuations, interest rate
changes, commodity price fluctuations and regulatory
developments. The reader and/or listener is cautioned to not
unduly rely on these forward-looking statements. We do not
undertake any duty to publish any update or revision of any
forward looking statements.
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Olam-Sanyo

¥  Sanyo Foods to acquire 25.0% equity stake in Packaged Foods business from
Olam for US$187.5M; Olam holds 75% stake and management control in the

business
Transaction ¥ Initial enterprise valuation (EV) of US$750.0M at 100% implying about 2.1x
Overview FY13 sales and 2.0x FY13 book value

¥ Includes an incentive structure to increase EV up to US$850.0M upon
achievement of specific performance milestones in FY15 (implied multiple on
sales of 2.4x and book value of 2.3x)

¥  Leverages expertise of a strategic partner to accelerate growth and enlarge pie

. ¥  Partial monetisation and generation of cash flow to support investments in
Rationale Packaged Foods and other platforms

¥ Illuminates hidden value in Olam'’s portfolio and establishes valuation
benchmark for this business

¥  Based on initial EV, gross cash inflow of US$187.5M; net cash inflow (less
US$20.0M paid for 25.5% in noodles business) of US$167.5M; addition to
reserves of US$80.8M (after adjustment of FY14 gain on noodles transaction)

Financial ¥ Based on EV of US$850.0M, gross cash inflow of US$212.5M; net cash inflow
Impact (less US$20.0M paid for 25.5% in noodles business) of US$192.5M; addition to
reserves of US$105.8M (after adjustment of FY14 gain on noodles transaction)

¥  Transaction expected to be closed in Q2 FY2015 (subject to definitive
documentation and closing conditions)
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One of the largest instant noodle players in the world

Sanyo Foods Group is present in Japan, China, Vietnam, Nigeria, Russia,
and the USA

Sanyo Foods Japan has recorded 25% market share in pouched instant
noodles in Japan

Significant experience and expertise in the packaged food businesses in
emerging markets, having jointly built leadership positions in markets
such as China and Vietnam

Demonstrated long-term approach to investments and partnerships:
significant investor in Tingyi (China) for 15 years and in Acecook (Japan
and Vietnam) for 33 years

eInstant noodle market share of 56% in China and 70% in Vietnam

Sanyo Foods’ existing JVs are market leaders in categories such as
instant noodles, ready-to-drink teas, bottled water and juices

A ' W \3



Sanyo Foods Glob
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25 years in Africa: Olam has significant local context and
distribution infrastructure across West Africa

Africa’s Growth: Highest population, consumption and GDP
growth for next 2 decades

Changing demographic profile: Increasing urbanisation and
greater discretionary spending are main growth drivers

Opportunity to shape: Evolving consumer tastes and
preferences allow opportunity for early entrants to shape industry
development

Erect entry barriers: Followers attempting to enter 4 to 5 years
from now will face entry barriers and find it expensive to gain
share
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Olam Packag
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Foods

¥ Current market size of US$4.4 billion in existing categories growing at
: between 6% and 12% p.a
AttraCtlv_e ¥ Aspirational consumers moving up the chain
Opportunity _ _ :
¥ Relatively lower levels of clutter in products, brands and media
¥ Early entrants can erect entry barriers
¥ Build a world class packaged foods business in Africa — 100% focus on
African consumers and markets
¥

Leverage Sanyo Foods’ skills and expertise in technology and in building
leadership businesses in high-growth emerging markets to accelerate
growth and explore new opportunities

Our Strategy

¥ Build distinctive configuration of assets and capabilities: Go-to-Market,
Marketing & Consumer insight, Local Manufacturing, Quality Focus and
R&D

¥ Top 2 player in 4 of 9 categories
Building a ¥ Achieving high growth rates in market shares across categories
Strong ¥ Target to achieve leadership position (top 2) in all 9 categories and
market markets by FY2016
position ¥ Target to be the favourite snacks, drinks and culinary ingredients

provider to the African consumer through brands and products that

matter to them
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e Continued execution of 2013 Strategic Plan

e Releases cash of US$167.5m and records addition to reserves of
US$80.8m (after adjusting for noodle transaction gain recorded in
FY14); Potential incremental cash and addition to reserves
upside of US$25.0m

e Accelerate growth of Packaged Foods to full potential through
strategic alliance with long-term investor Sanyo Foods

e Establishes benchmark valuation of US$750.0M-US$850.0M for a
high-growth business platform in Olam’s portfolio

e Olam retains 75.0% ownership and management control to grow

Packaged Foods to market leadership position
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