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Thispresentationmaycontainstatementsregardingthe businessof Del

Monte PacificLimited and its subsidiaries(theάDǊƻǳǇέύthat are of a

forward-looking nature and are therefore based on ƳŀƴŀƎŜƳŜƴǘΩǎ

assumptions about future developments. Such forward-looking

statements are typically identified by words such as ΨōŜƭƛŜǾŜΩΣ

ΨŜǎǘƛƳŀǘŜΩΣΨƛƴǘŜƴŘΩΣΨƳŀȅΩΣΨŜȄǇŜŎǘΩΣandΨǇǊƻƧŜŎǘΩandsimilarexpressions

asthey relate to the Group. Forward-lookingstatementsinvolvecertain

risksand uncertaintiesas they relate to future events. Actual results

mayvarymateriallyfrom thosetargeted, expectedor projecteddueto

variousfactors.

Representativeexamplesof these factors include (without limitation)

generaleconomicandbusinessconditions,changein businessstrategy

or development plans, weather conditions, crop yields, service

ǇǊƻǾƛŘŜǊǎΩperformance, production efficiencies, input costs and

availability, competition,shifts in customerdemandsand preferences,

market acceptanceof new products,industry trends, and changesin

government and environmental regulations. Such factors that may

affect the DǊƻǳǇΩǎfuture financial resultsare detailed in the Annual

Report. Thereader is cautionedto not unduly rely on theseforward-

lookingstatements.

Neither the Groupnor its advisersand representativesshall haveany

liability whatsoeverfor any lossarising,whether directly or indirectly,

from anyuseor distributionof this presentationor its contents.

Thispresentation is for information only and does not constitute an

invitation or offer to acquire,purchaseor subscribefor sharesin Del

Monte Pacific.

DISCLAIMER
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ÁFourth quarter is 1 February to 30 April 2019.

Á5at[Ωǎ ŜŦŦŜŎǘƛǾŜ ǎǘŀƪŜ ƛƴ 5aCL ƛǎ уфΦп҈Σ ƘŜƴŎŜ 
the non controlling interest line (NCI) in the 
P&L. Net income/(loss) is net of NCI.

ÁDMPL Group adopted the amendments to IAS 
16 and IAS 41 (Agriculture: Bearer Plants) in 
April 2017. The change in accounting standard 
was applied retrospectively. This involved 
reclassifying a portion of biological assets to 
plant, property and equipment leading to much 
higher depreciation expense. However, for 
EBITDA calculation, the Group retained the old 
calculation using the lower depreciation for 
comparability. 

NOTES TO THE 4Q FY2019 RESULTS
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4Q AND FY2019 HIGHLIGHTS

ÁGenerated higher net income of US$6.3m for the fourth 
quarter, and US$20.3m for the full year, a significant 
turnaround from prior year loss

Á Innovation gaining momentum - introduced four 
innovative products in refrigerated produce and frozen 
categories, catering to health and wellness, snacking 
and convenience
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Á Barring unforeseen circumstances, the Group is expected to be                
profitable in FY2020 on a recurring basis (without one-offs). Certain           
one-off expenses can be expected from streamlining of operations

ÁMajor emphasis on responding to consumer trends through:

V Strengthening the core business and innovating

-- Healthier options and new products (innovate outside the can)

-- Strategic investments in marketing in USA

V Focusing on growing our branded business

-- Shifting to more branded consumer beverage in place of  

industrial pineapple juice concentrate 

-- Introducing more value-added, less commoditisedfoodservice products

Á Improving financial performance through:

V Review of manufacturing and distribution footprint in the USA to further 
improve operational efficiency, reduce costs and increase margins amidst 
expected cost headwinds including rising metal packaging prices and 
impact of tariffs imposed by the US

V Improving cash flow, strengthening the balance sheet, and reducing 
leverage and interest expense 

OUTLOOK
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ÁSales of US$432.6m, -13%

All figures below without one-off items and vs prior year quarter:

ÁEBITDA of US$43.3m, up 24% from US$34.9m due to higher EBITDA in the 
USA on higher list price, lower trade spend plus the favourable impact of the 
divestiture of low margin Sager Creek vegetable business

ÁOperating profit of US$28.3m, up 55% from US$18.3m

ÁNet profit of US$9.2m, a turnaround from the US$2.9m net loss

Sales % Change

US -19

Philippines -8.5 (in peso terms -8)

S&W +20

FieldFresh India (equity accounted) +1(in rupee terms +11)

DMPL 4Q FY2019 GROUP RESULTS SUMMARY
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In US$ m 4Q FY18 4Q FY19 Booked under

Closure of Sager Creek, Arkansas plant 29.1 (0.4) CGS

Closure of Plymouth, Indiana plant (0.6) 0.1 G&A/MiscExpense

Severance 0.8 2.9 G&A Expense

Dŀƛƴ ŘǳŜ ǘƻ ǘƘŜ ǇǳǊŎƘŀǎŜ ƻŦ 5aCLΩǎ 
2nd lien loan at a discount to par 
value

(33.6) (0.4) Interest Income

Others (0.7) 1.8 Misc/G&A

Total one-off expense/(income) 
(pre-tax basis)

(5.0) 4.0

Tax impact (7.0) (0.8)

Non-controlling interest (2.3) (0.4)

Total one-offs (net of tax and NCI) (14.3) 2.9

DMPL 4Q FY2019 ONE-OFF EXPENSE/(INCOME)
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In US$m
4Q 

FY2018
4Q

FY2019
Chg (%)Comments

Turnover 499.0 432.6 -13.3
Mainly due to the divested Sager business, and lower 
USA and Philippine sales

Gross profit 87.1 81.6 -6.2
Lowersales and higher product costs that were partly 
offset by price increase in the US and Philippines, and 
lower trade spend in the US

EBITDA 6.4 38.8 +511.3
Last year included a US$29m one-off from the closure of 
Sager Creek Arkansas plant

Operating profit (9.5) 23.9 +352.6 Same as EBITDA comment

Net finance income/ 
(expense)

9.7 (24.4) -351.4
Last year included aone-off gain of US$33.6m from 
purchase of US$125.9m of loans in USA at a discount

FieldFresh equity 
share 

0.1 (0.3) -382.0 Commodity headwinds and higher overheads

Tax benefit 0.5 7.5 +1,497
Due to higher future tax benefits from loss carryforwards
in DMFI

Net profit/(loss) 4.0 6.3 +59.2 Lower sales but higher operating profit

Net debt 1,441.0 1,457.0 +1.1 Slightly higher due to timing for working capital needs

Gearing (%) 236.9 242.4 +2.3ppts Same as above

DMPL 4Q FY2019 RESULTS ςAS REPORTED
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71%
27%

2%

Americas

Asia Pacific

Europe

Americas -18.7% Á In line with strategy, divested the Sager business. Stripping it 
out, sales would have been down 13.7%

Á Lower volume of canned vegetable and tomato, and lower 
pricing to USDA for processed fruit and pineapple juice 

concentrate

Asia Pacific +3.5% ÁPhilippines sales were lower mainly in the general trade, and 
beverage and culinary categories, as it addresses operational 
issues and strengthens its distribution network in that channel. 
Foodservice continued to grow

ÁHigher S&W sales due to strong sales of fresh pineapple and 
packaged product

Europe -0.2% Á Lower beverage sales offset by higher packaged fruit sales

DMPL 4Q FY2019 TURNOVER ANALYSIS
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ÁSales of US$1.95bn, -11%

All figures below without one-off items and vs prior year period:

ÁEBITDA of US$156.1m, down 5% from US$165.0m due to lower sales in USA, 
lower exports of processed pineapple, significantly reduced PJC prices and 
higher product costs that were partly offset by price increase in the US and 
Philippines, and lower trade spend in the US

ÁOperating profit of US$92.5m, down 2% from US$94.2m

ÁNet profit of US$15.8m, up 32% from net profit of US$12.0m

Sales % Change

US -14

Philippines -8 (in peso terms -4)

S&W +9

FieldFresh India (equity accounted) +2(in rupee terms +10)

DMPL FY2019 GROUP RESULTS SUMMARY
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In US$ m FY2018 FY2019 Booked under

Closure of Sager Creek, Arkansas plant 42.4 6.2 CGS

Closure of Plymouth, Indiana plant 12.7 (0.0) G&A/MiscIncome

Severance 4.6 6.1 G&A Expense

Dŀƛƴ ŘǳŜ ǘƻ ǘƘŜ ǇǳǊŎƘŀǎŜ ƻŦ 5aCLΩǎ нƴŘ 
lien loan at a discount to par value

(33.6) (16.7) Interest Income

Others 3.0 0.1 Misc/G&A

Total one-off expense/(income) 
(pre-tax basis)

29.1 (4.3)

Write off of deferred tax assets (non-cash)* 39.8 -

Tax impact (11.7) 0.8

Non-controlling interest (8.7) (1.0)

Total one-offs (net of tax and NCI) 48.5 (4.5)

DMPL FY2019 ONE-OFF EXPENSE/(INCOME)
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*The Group wrote off US$39.8m of deferred tax assets at DMFI due to the change in Federal income tax rate from 35% 
to 21%. Other companies in the US with deferred tax assets had similar write-offs due to the reduction in income tax 
rates. However, this should be more than offset by the reduced tax rates in future years which will be substantial. 
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In US$m FY2018 FY2019 Chg (%)Comments

Turnover 2,197.3 1,954.8 -11.0
Lower USA sales and the divested Sager business; lower 
Philippine sales

Gross profit 432.5 395.0 -8.7
Lowersales, significantly reduced PJC prices and higher 
product costs that were partly offset by price increase in 
the US and Philippines, and lower trade spend in the US

EBITDA 102.3 143.7 +40.5
Last year included a US$29m one-off from the closure of 
Sager Creek Arkansas plant

Operating profit 29.5 80.1 +171.6 Same as EBITDA comment

Net finance expense (64.2) (78.4) +22.2
Last year included aone-off gain of US$33.6m from 
purchase of US$125.9m of loans in USA at a discount

FieldFresh equity 
share 

(0.3) (0.1) +64.6 Higher sales and margin 

Tax benefit/(expense) (14.8) 13.5 +191.1
Last year included the write-off of US$39.8m non-cash 
deferred tax assets

Net profit/(loss) (36.5) 20.3 +155.7 Same as above

Net debt 1,441.0 1,457.0 +1.1 Slightly higher due to timing for working capital needs

Gearing (%) 236.9 242.4 +2.3ppts Same as above

DMPL FY2019 RESULTS ςAS REPORTED
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72%
26%

2%

Americas

Asia Pacific

Europe

Americas -14.0% Á In line with strategy, divested Sager vegetable business

Á Lower volume of retail branded products due to promotion 
reduction and distribution losses

Asia Pacific -2.0% ÁPhilippines sales were lower mainly in the general trade and 
mixed fruit category, as it addresses operational issues and 
strengthens its distribution network in that channel. Modern 
trade and foodservice continued to grow

ÁHigher S&W sales due to strong sales of fresh pineapple, which 
offset lower packaged sales

Europe -4.7% Á Lower packaged fruit sales

FY2019 TURNOVER ANALYSIS
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IMPROVED BALANCE SHEET AND CASH FLOW
ÁCommitted to improve cash flow, reduce debt and interest 

expense

ÁRaised US$300m from two Preference Share tranches in April 
and December 2017 to repay loans 

ÁDMPL purchased an additional US$6.5m second lien loans of 
DMFI in 4Q FY2019, bringing the total amount purchased 
since 4Q FY2018 to US$231m out of the total US$260m, and 
bought at a discount in the secondary market. This is the 
highest interest-bearing loan of the Group at 10.15% p.a., 
and saved DMPL >US$10m of interest payments in FY2019

ÁReduced gearing to 2.4x equity as of 30 April 2019, from 2.5x 
as of 31 January 2019 
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Market Updates 
for 4Q FY2019
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USA

Source for market shares: Nielsen Scantrack dollar share, Total US Grocery + Walmart, 3M ending 27 April 2019

Canned market shares are for branded only, ex-private labels; Canned tomato is a combined share for Del Monte, S&W and Contadina

To drive growth in market, Del Monte will 
continue to invest in building its brands, bringing 
differentiated and innovative products to market, 
and expanding distribution channels.

Market Share (#1)
Canned Vegetable

Market Share (#1)  
Canned Fruit

Market Share (#2) 
Canned Tomato

Market Share (#2)  
Fruit Cup Snacks

17

ÁSuccessfully executed further price advance, maintaining solid share across 

categories

Á Innovation continues to expand the business into new uses, spaces and 

categories

ÁBusiness fundamentals remain on solid ground with strong shelving, new 

innovation, and sustained marketing investments

ÁContinued to develop new channels (foodservice and e-commerce)
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DEL MONTE FOODS USA 4Q RESULTS

5aCLΩǎ пv ǎŀƭŜǎ Řƻǿƴ мф҈ ǘƻ US$308.3m 

Á Stripping out the Sager Creek business which was divested in September 
2017, DMFI sales were down 15%

Á Lower branded volume as a result of price increase

Á Reduced sales of low-margin non-branded business in line with strategy  
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New Products

ÁDel Monte continues to diversify beyond the canned goods aisle, a declining category

Á4 new innovative products in the growing categories of refrigerated produce and frozen to cater to 
demand for health and wellness, snacking and convenience 

o Del Monte Citrus Bowls, grapefruit and citrus salad in 100% juice with a longer shelf life than fresh cut fruit, 
and without any preservatives; launched in the refrigerated produce section

o Del Monte Fruit Crunch Parfaitsfeature layers of non-dairy coconut crème, crunchy granola with probiotics, 
and a full serving of fruit

o For the frozen segment, Del Monte VeggiefulBitesand 

o Contadina Pizzettas, frozen snacks made with cauliflower crust, with a full serving of vegetable in five bites

DMFI EBITDA margin (without one-off items) improved by          
4 ppts versus the prior year quarter
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DEL MONTE FOODS TRANSFORMATION
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TRANSFORMATION ðA 130 YEAR OLD òSTART UPó

DEL MONTE IN RECENT YEARS DEL MONTE OF THE FUTURE

Lack of internal alignment, communication and culture of 

continuous improvement

A dynamic culture, aligned on priorities, and focused on 

continuous improvement 

Bloated supply chain with excess inventory and 

underutilisedmanufacturing assets

Streamlined supply chain (internal and co-pack) supporting 

base demand and growth platforms

Pricing and margin erosion driven by excessive price 

promotion and non-strategic business

Best in class revenue management focused on strategically 

relevant categories  

Significant declines in profitability driven by increased COGS 

and no effort to pass through net inflation   

A disciplined cost containment approach and a commitment 

to consistently reduce cost and pass through net inflation

Limited innovation and investment to contemporisebrands
Revitalisedand strengthened brands supported by category-

leading innovation and marketing 

Exclusive focus on declining centreof store 

grocery categories

Portfolio extended into high-growth and high-margin 

categories sold across diverse channels

A Canned Food Company A Consumer-Driven

Packaged Food Innovator

V

V

V

V

V

V

PROGRESS 

MADE
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PROGRESS MADE

20

New Turnaround Plan 

& Financing:
ÅABL Extension March 2018

ÅUS$231m Second Lien Loan 

buyback by parent DMPL in 2018-

2019 

Reductions in Non -

Strategic Sales:
ÅUSDA

ÅPrivate Label

Accelerated Innovation:
ÅApproved long-term innovation 

strategy and growth plan

ÅEntered Frozen Category

ÅExpanding Centre Store, and 

Perimeter in FY2019-2020

Immediate Trade 

& Cost Reduction: 
Å -US$150m FY2019 Trade 

Spend/Price Promotion Reduction

Å10% List Price Increase Feb 2019

Å -US$100M Cost Out over 18 

months

Reallocated Resources  

New Sales Capabilities:
ÅPerimeter & Convenience team

ÅFoodservice Organisation

ÅDirect Retail Sales Model

Reductions and Idling

in Supply Chain:
Å1 Plant and 7 Warehouses Idled

ÅUS$200m reduction in inventory
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DEL MONTE FOODS GROWTH STRATEGY
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OUR STRATEGIES
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Expand Into New AreasStrengthen the Core Build Our Brands


