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DISCLAIMER

This disclaimer applies to this document and any oral comments of any person presenting it. This document, taken together with any such oral comments, is
referred to herein as the “Presentation”. This document has been prepared by Newlat Food S.p.A. (the “Company” and together with its consolidated
subsidiaties, the “Group”) solely for information purposes and for use in presentations of the Group’s strategies and financials.

This Presentation may contain written and oral “forward-looking statements”, which includes all statements that do not relate solely to historical or current facts
and which are therefore inherently uncertain. All “Forward-looking statements” (which expression shall include opinions, predictions or expectations about any
future event) that may be contained in the Presentation rely on a number of assumptions, expectations, projections and provisional data concerning future events
and are subject to a number of uncertainties and other factors, many of which are outside the control of the Group, including, among others, estimates of future
operating results, the value of assets and market conditions. These estimates and assumptions are inherently uncertain and are subject to numerous business,
industry, market, regulatory, geo-political, competitive and financial risks that are outside of the Group’s control and may cause actual results and performance to
be materially different from the explicit or implicit contents of any forward-looking statements and thus, such forward-looking statements are not a reliable
indicator of future performance. There can be no assurance that the assumptions made in connection with the forward-looking statements will prove accurate,
and actual results may differ materially. The inclusion of the forward-looking statements herein should not be regarded as an indication that the Group considers
the forward-looking statements to be a reliable prediction of future events and the forward-looking statements should not be trelied upon as such. Neither the
Group nor any of its representatives has made or makes any representation to any person regarding the forward-looking statements and none of them intends to
publicly update or otherwise revise any forward-looking statements to reflect citcumstances existing after the date when made or to reflect new information,
future events or otherwise, even in the event that any or all of the assumptions undetlying the forward-looking statements are later shown to be in etror, except
as may be required by applicable law.

The Presentation is not intended to provide, and should not be relied upon for, tax, legal, accounting or investment advice. You are urged to consult with your
own advisers in relation to the above-mentioned matters.

This Presentation contains summaries believed to be accurate with respect to certain documents, but reference is made to the actual documents for complete
information. All such summaries are qualified in their entirety by such reference.

The Company has not registered and do not intend to register any portion of any offering or to conduct a public offering of any securities under the U.S.
Securities Act of 1933, as amended, or the securities laws of any state or other jurisdiction of the United States (including its tertitories and dependencies, any
state of the United States and the District of Columbia) or in Australia, Canada or Japan or any other jurisdiction where such an offer or solicitation would
require approval of local competent authorities or otherwise be unlawful (the “Other Countries”). This Presentation does not constitute or form a part of any
offer or solicitation to purchase or subscribe for securities in the United States or the Other Countries.

This Presentation is not intended for distribution to, ot use by, any person ot entity in any jurisdiction or country where such distribution or use is contrary to
law, rule or regulation. Neither this Presentation nor any part or copy of it may be taken or transmitted or distributed, directly or indirectly, in or into the United
States (including its tetritories and dependencies, any state of the United States and the District of Columbia). Any failure to comply with this restriction may
constitute a violation of U.S. securities laws. The information contained in this Presentation is not for publication or distribution, directly or indirectly, in
Australia, Canada or Japan or any other jurisdiction where such distribution, directly or indirectly, would be unlawful. The distribution of the content of this
Presentation in other jurisdictions may be restricted by law, and persons into whose possession this Presentation comes should inform themselves about, and
obsetve, any such restrictions. Any failure to comply with these restrictions may constitute a violation of the laws of any such other jurisdiction.



CURRENT GROUP STRUCTURE ewlat

FOOD SpA

CURRENT GROUP STRUCTURE BUSINESS OVERVIEW

Mastrolia F&B platform with an authentic Italian heritage

Family
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— 0 = One of the largest manufacturers of dry pasta and dairy products in Italy,
%ewux‘ - Germany and Worldwide with c.17% sales derived from H&W
SA

Group > g
Gy — S ' 1}’5 = o
DO 1G] p) S @ =
l 61,65% E ?“ @ |=|
‘ ’ o pasta Bakery Milk Dairy Products Special
I 1. Newlat Food SPA Products Products Products
,:%ég qu Pasta, bakery products,
milk and dairy products,
Emittente special products

I
100%
() v a
/

N\
T ewlat
Deutschlan

‘ i a Rest of the World ©
. N (c. 60 countries)

67,6% ¢

GEOGRAPHICAL
PRESENCE 3

Centrale del Latte d’Italia SpA Newlat Gmbh i
Milk & Diary Pasta, sauces and instant cups ‘ D
25% l > 15 facilities

g #,ﬁ. 4 pasta and bakery factories @ 7 milk processing
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Mercafair 7 1 facility o I plant for pasta
Food logistic and distribution
centre

Notes: (1) 75% of voting rights; (2) Pro Forma revenues



HISTORY OF NEWLAT GROUP IN A NUTSHELL 7/’@

Acquisition of Centrale del Latte d’ltalia
7 a)

Centrale del Latte dTtalia

Listing on the Italian Stock Exchange — MTA Segment

and signed a co-packing agreement with Heinzltalia

Acquisition of Plasmon factory in Ozzano Taro from KraftHeinz ‘

Acquisition of Birkel and Drei Glocken businesses from EbroFoods

Acquisition of Sansepolcro factory andLicense
agreement Buitoni from Nestlé

&

DELVERDE

Acquisition of Delverde
Industrie Alimentarie from

Matese
Centrale Molinos Rio de la Plata
2008 del Iaé}e

Acquisition of Newlat SpA and the brands Giglio,

Polenghi (milk products), Matese, Fior di Salento,
and Torre in Pietra from Parmalat

Acquistibn of Centrale Latte Salerno from Comune di Salerno and Centrale

Acquisition of Pezzullofrom
del Latte brand

Nestlé
(g
Polenghi @

Acquisition of Lodi business unit and brands: Polenghi (Dairy products), Ala (Dairy products)

and Optimus from Parmalat
@ g: Acquisition of Corticella from Euricom

wuacet

@ Diversified away from dairy through the acquisition of the pasta brandGuacci

8

The Mastrolia family has decades of experience in the food sector




FOOD SpA

OUR STRENGTHS - KEY INVESTMENTS HIGHLIGHTS 74@

Attractive market positions in major European Food segments with potential to grow in the fast-growing
Health & Wellness market

A N B Pan-European brand portfolio leveraging on a strong Italian heritage with distinctive positioning
i,f A in the German and Italian markets
T8 “b:

Efficient operating model with significant potential to benefit from economies of scale while

leveraging on a strong industrial know-how — unique in Baby Food — and on a highly
specialized R&D platform

} Proven M&A track record with a strong potential for further consolidation in Europe



ATTRACTIVE POSITIONS IN MAJOR EUROPEAN FOOD SEGMENTS

WITH POTENTIAL TO GROW IN HEALTH & WELLNESS MARKET

NEWLAT IS THE LEADING PLAYER ON BRANDED PASTA MARKET IN GERMANY

Competitive landscape®

#2
18.90% U

16.80%

& cervany

3.30%

2.10%

2.10%

Player A @ Player C Player D Player E Player F Player G Player H

NEWLAT HAS ATTRACTIVE MARKET POSITIONS IN ITS KEY SEGMENTS

Branded
German

0.90%

German Pasta market® (in %)

@)

448k tons®

(+1.8% YoY)

0.70% 0.70%

TOP PRODUCERS — GERMAN BRANDED®
- 20 40 60 80 (k tons)

Player B
Player C
Player D
Player E
Player F

TOP PRODUCERS - ITALIAN BRANDED®

- 20 40 60 80 (ktons)
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e

DELVERDE
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MILK & DAIRY PRODUCTS PASTA & BAKERY PRODUCTS

& . . = Bread
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* #2 player in the resilient German
Pasta market
(~5x larger than the closest
competitor)

¢ In Germany, Newlat is present in
both branded Italian and German
segments

* #1 German branded pasta
producer with Birkel / 3Glocken
brands

* #2 Italian branded pasta
producer with Buitoni, Pezzullo
and Delverde brands

¢ Strong market positions in the
Italian market

* #2 largest player in Mascarpone,
Bread substitutes and Rusks

* #3 largest player in Fresh milk
and UHT milk, with a leading
position in terms of production

capacity.

* High-valued potential of Newlat
to address the fast growing whole
wheat and gluten-free food
categories, especially for Pasta and
Bakery products

Notes: (1) As per IRI, LTM Apr-19 data in volume; (2) Includes also untracked players as per IRI; (3) Apr-19 LTM volume data as per IRI; (4) In volume, 2018A IRI data; (5) Based on Bread substitutes excluding Schiacciatine (roasted

bread)

5



https://www.newlat.it/en/

FOOD & BEVERAGE PLATFORM WITH AN AUTHENTIC ITALIAN
HERITAGE

A MULTINATIONAL BUSINESS MODEL TAILOR MADE ON A SMALLER SCALE

PASTA BAKERY MILK DAIRY SPECIAL SOUCES &
PRODUCTS PRODUCTS PRODUCTS PRODUCTS OTHERS
REVENUES(l) 27,60/0 7,90/0 49,50/0 5’5"/0 6,5%) 3’00/0

EBITDA mrc %O 6,1% 14,6% 9,6% 14,7% 10,8% 2,7%

Gu
DO

Crostino ,wno, g ,, :
dorato *?ﬂ%- ’&m anmﬁﬁhn
e.ﬂ' J_:::": DA @ @
Granfetta. .

&
DELVERDE

VA o0

al EQ' o Polenghi

MAIN BRANDS

L ’

* Dry Pasta— * Rusks *  Fresh Milk *  Mascarpone *  Gluten Free e Salads
PRODUCT sz;ghetti, Spirals & e Crostini e UHT Milk * Ricotta ¢ Low Protein ¢ Spread Cheese
CA'TEGOR]ES others o Melba Toast *  Butter ¢  Mozzarella *  Baby food (milk *  Juice
o Grated ¢ Fresh Cream ¢ Scamorza & provola powder, pasta, biscuits * Tomato sauce
*  Yogurt, etc. ¢ Plant Based dairy etc.) ¢ Instant cups, etc.

KEY PRODUCTS

m Modern Trade m Customer A = Customer B

Y N le Trad
= Mormale Trade = Modern Trade m Customer C Customer D
CHANNELS & B2B
N le Trad
CUSTOMERS Private Label = Normale lrade Customer E = Customer F

Foodservcie m Customer G = Others

Source:
Notes: (1) Based on 2020 1H results; EBITDA corresponds to normalized numbers
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EXTENSIVE BRAND PORTFOLIO WITH LONG-STANDING HERITAGE

PASTA BRANDS

B8 ...

*Medium-high price
positioning

*National brand with focus
on Germany

*Premium price
positioning

AND DISTINCTIVE POSITIONING

10

*International reach

MAIN BRANDS &

1940

DELVERDE 1967

*Pasta and Bakery products
*Premium price positioning
*International reach

TACTICAL BRANDS

A wide portfolio of
national and
international brands

* Newlat’s national
brands benefit from

MILK & DAIRY PRODUCTS BRANDS

the current trend of
MAI RAN TACTICAL BDRANS
/- N B DS \ favoring deeply
0 L/
,ale'ng 1870 @ 1966 7 ; tale Torre®) rooted'local branqs‘
del latts inTietra conveying authenticity
*Full dairy range «Full dairy range 1927 and values
*Medium price *Medium—high price 1929
posmomng sitionin:
2 *International reach ,i? terr?atjoi al reach * Broad product
1870 acho *’Q% g latte offering with presence
*Mascarpone as B 1934 1952 emrie (:.,..mtx.i.?ul:!]jg 1966 in Milk / D airy
ﬂags‘hip Pf_OdUCt‘ *Full dairy range *Full Fiairy range 1958 ala Centrale products, Pasta /
* Medium-high price * Medium-high price oMe§1P@—hlgh price = del Iagte Bakery pto S g
ositionin positioning = 52 ) i
P 8 *International reach 1965 Speclal prOduCts

e International reach

positioning
Qntemational reach
PLANT BASED & MODERN DAIRY PRODUCT BRANDS

1929/

categories (Gluten
Free, Baby Food, etc.)

* Distinct and

MAIN BRANDS Fl.@PA_ i SO ETEEY
GEER  Contrale s positioning enablin
v "D del latte 4 b g €
mﬂ | Vicenza | ’Sv;ﬁ::::! a broader customer
ol _—— T, reach in its different
. airy range *Full dairy range ket
*Medium—high price *Medium—high price farkets
positioning positioning
*International reach *International reach

&

Source:
Note: (1) Buitoni license agreement expiring on 31/12/2020 for non-EU territories, and 31/12/2021 for EU territories

In % of Newlat 2018A Revenue yearof creation
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EXTENSIVE BRAND PORTFOLIO WITH LONG-STANDING HERITAGE

AND DISTINCTIVE POSITIONING

*Medium price positioning
*International reach

BAKERY PRODUCTS BRANDS

: MAIN BRANDS
Crostino
dorato
Granfetta.

*Expected to be launched shortly to
penetrate bakery products segment
*Premium price positioning

\ *International reach

TACTICAL BRANDS

vi

"DELVERDE

Granfetta,......
«Benessere.

*Gluten-free range of
. products
G = *Premium price
D O positioning
*National brand with
cutrent focus on Italy

POLENGH!I LOMBARDO-LODI

Source:

SPECIAL PRODUCTS BRANDS

MAIN BRANDS

*Expected to be

"DELVERDE
launched shortly
*Premium price
positioning

*International reach

Note: (1) Buitoni license agreement expiring on 31/12/2020 for non-EU territories, and 31/12/2021 for EU territories

In % of Newlat 2018A Revenue year of creation

Rolenghi

A Lo DaId0)

*Upcoming push on

baby-food products
*Medium price
positioning

*International reach

* A wide portfolio of

national and
international
brands

Newlat’s national
brands benefit from
the current trend of
favoring deeply
rooted local brands
conveying
authenticity and
values

Broad product
offering with
presence in Milk /
Dairy products,
Pasta / Bakery
products and Special
products categories
(Gluten Free, Baby
Food, etc.)

Distinct and
complementary
positioning
enabling

a broader customer
reach in its different
markets
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MODERN & AUTOMATED PRODUCTION WITH POTENTIAL TO CATER
TO ANY INCREASED DEMAND WITHOUT ADDITIONAL INVESTMENT

ITALY

Cremona — Pasta
Ozzano Taro — Special products

luten fi tein free & baby food
K > Torino — Milk & Dariry p; oducts PO cin free & baby food)

Firenze — Milk &Dairy products

Rapallo— Milk &Dairy products
Sansepolcro — Pasta & Bakery products

Lodi — Dairy products

Vicenza— Milk & Dairy products
Reggio Emilia — Milk and Dairy Products
Fara San Martino — Pasta

: Eboli — Pasta
@ Centrale del latte di Salerno — Milk Products

KEY FACTS

Ly 5 Pasta and Bakery products
~ factories

S W 271k /) ~22K tons year

7 Milk ing factori
ilk processing factories free & baby food

~43k tons/year

~450 k tons /year

SELECTED CERTIFICATIONS
ORGANIC / NON-GMO

2

Ratin
|§gama 1. 8.8 ¢ f o l
JRsy ses
I ‘ il
VERIEIED ~ INTENTRF | .
nongmoproject.org l C E A (h’ﬁ’ EL%F:E]!\QNM Vegan

Source:

1 plant for gluten free, protein

GERMANY

Mannheim — Pasta

% 2 Mills

@ ~200k tons /year

®©

LENTE TALIAN DI ACCREDITAMENTO

* @

* Cutting-edge and highly

efficient manufacturing set-
up combined with available
untapped production capacity
to satisfy potential future
growth (organic and inorganic)
and demand

* Possibility to increase
volumes without
additional investment

Scalable and automatized
production platform with
dedicated R&D team in
place

Ozzano Taro factory,
specialized in Gluten Free,
Low Protein and in Baby Food
products is the sole Italian
plant in Italy capable of
producing baby milk powder
and other related products

Top-flight, extensive and
value-added certifications
(organic, halal, kosher, vegan
products, etc...)

Plant with BIO certification
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FOCUS ON SPECIAL PRODUCTS SUPPORTED BY UNIQUE
KNOW-HOW AND INNOVATION

Ozzano Taro’s unique technological expertise in Baby and Special Food, together with its strong commitment to quality and its
dedicated resources, make it the most suitable R&D hub for the whole Group

/ \ / Newlat has already a deep expertise in the H&W market bemg one most 1mportant \
manufacturers in Italy of gluten free, low protein and baby =
products for third party market leaders / \
UNIQUE KNOW- * Almost all Newlat plants (5 pasta/ bakery plants, Lodi and Ozzano Taro) have the y =
HOW certification and the spare production capacity to support the growth in the BIO / ll.-': . .ﬁ
segment !'-' |
* Moreover, Ozzano Taro plant is the only dry baby milk powder plant in Italy with
\ J \ unique spray drier for infant formula / D E L.Il'l'III E R D E
4 N( ) -
I €3
~ m . .
TG ser year of R&D 7 Launch of Vivi DelVerde
R&D 0C . Z healthy project
48 FTEs 9,000+ tests investment over - = \ Yy proj /
carried out in 2018 16A-18A ®) ®)
N J S | B
- N ~N [ Z 8
ZZ
_ —
RECOGNIZED S > S g e - Focus on
BRANDS Vi 8 ey Pezzullo JlEPolenghi Z C e
DELVERDE A =5 Baby Food initiatives:
—
&3]
o AN 4 4 * R&D & exclusive sourcing
(= “zg:;ljgram * New co-packing contract with Global
i Ew| multinational companies.
RECENT : - -
INITIATIVES — M Authenticity— e Ozzano Taro: the only Italian
) obio B () certificated plant for the production of
> - ({’;5 ()
\ j k e ) =

milk powder that could be sold directly
j k the Chinese market. /

10




HISTORY OF CONSTANT GROWTH

7 b p Centrale Ozzano &
g;cgé @ m - dellqge Taro DELVERDE

- Special from .

from
e ala Product
from from NEstie || |l _— From roduc )
Pallante from » EURICOM City of  Factory lﬁp’
family  gpoene = HOF -- fom  Salerno  from MoLiNOs
/AN ;
2N from Ebro L piasmon]
Nestle e KraftHeinz

parmalat

Vicenza

& o

Centro Latte Rapallo

<=
=
3
(=]
=
&0
—
<
(=
Sl
[
-
"
2

3Q2020

372.7

303.1 305.8 3209

2004 2016 2017 2018 2019 9M2020

292.2

Revenues evolution (€ m)

A

Plants

evoé;;ion 1 + 11 plants 16

Notes: (1) Acquisition of Sansepolcro factory and worldwide license for Buitoni (pasta and bakery products) from Nestlé



SOLID FINANCIAL PROFILE DELIVERING STEADY GROWTH, A LOW
LEVERAGE AND...

A RESILIENT TOP LINE ... WITH RELEVANT MARGINS

Revenues (€min) Normalized EBITDA. (€min) and Normalized EBITDA Margin (%)
%
_ N 54
CAGR: 2.9% GYO\N‘}'
372.7
353.6
320.9 7.8% 8.1% 8.9% 6.8% 10.1%
303.1 305.8 378
28.7
235 24.9 24.0
2017 2018 2019 9M2019 9M2020 2017 2018 2019 9M2019 9M2020
... AND AN INCREASING NET INCOME .. AND A Low LEVERAGE
Net Income (€min) Net Debt (€mlin)
Cash Cash 1.0x 0.2x
4 4%
cAGR: 2!
r 1 28.7
1 1
income from 1 1
business I 193 1 8.8
combination 1 1 | |
| 1 E—
1 1

10.3
45 6.0 " (13.7)
(33.2)
2017 2018 2019 9M2019 9M2020 2017 2018 2019PF 9M2019 9M2020

Note: 2017,2018,2019 and 9M 2019-20 data combined



...STRONG CASH GENERATION

The Cash Flow Statement of the
Company generally confirms the
strong cash conversion ability
already visible in previous results.

* In particular, we highlight the
significant contribution of CLI to
cash generation

e CLI is able to convert economic
results into cash despite a slight
decline in sales attributable to a
downturn in tourism in the
Summer in all major Italian
cities.

* This, together with a declining
ND figure, confirms that CLI is
successfully implementing a
deleveraging process on a
standalone basis (FCF € 12.4
million; 91.18% EBITDA FCF
conversion)

Consolidated FCF was equal to €
30.8 million, with an EBITDA FCF
conversion rate of 81.5% at Group
level.

Source:

ewlat
FOOD SpA

CASH FLOW STATEMENT €mn N.F. Consolidated® Newlat Food

Adj. EBITDA 37.8 13.6 24.2
Net Interest costs (2.5) (1.5) (1.0)
ANWC 1.7 5.7 2.1
TAX & Others (2.9) (1.4) (1.5)
Other (0.4) (0.4) -
(A) Cash flow from operating activities 39.7 16.0 23.8
Capex (5.5) (2.7) (2.7)
Proceeds from sale of property - - -
IFRS16 CAPEX (3.5) (0.9 2.7
Acquisition of businesses (9.4) - (9.4)
(B) Cash flow from investing activities (18.4) (3.6) (14.8)
Other financial revenues (costs) - - -
Dividends paid - - -
IFRS16 lease liabilities - - -
Proceeds from cap increase - - -
Other items including exeptional (1.5) - (1.5)
(C) Cash flow from financing activities (1.5) - (1.5)
NFP at December 31st 2019 (28.7) (77.3) 48.5
Change in NFP (A+B+C) 19.8 124 75
NFP at September 30th 2020 (8.9) (64.9) 56.0
IFRS 16 NPV obligation (17.2) 2.7 (14.6)
NFP excluding IFRS 16 8.3 (62.2) 70.6
FCF (Oper. CF-CAPEX) 30.8 124 18.4
Adj. EBITDA 37.8 13.6 24.2
EBITDA FCF convertion post tax 81.48% 91.18% 76.03%

Notes: (1) consolidated figures including C.L.I. from January 1st 2020

13
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NEWLAT IS DRIVEN BY AN INTERNATIONAL MANAGEMENT TEAM
SUPPORTED BY A LEAN ORGANIZATIONAL STRUCTURE

FAMILY-OWNED COMPANY...
‘ Giuseppe @

Angelo @ Benedetta @

\ = MASTROLIA MASTROLIA MASTROLIA * Family-owned business
Chairman and CEO Deputy CEO and Chief Business Development, underpinned by a
- Commercial Officer M A and IR strong
@ @ @ e entrepreneurial
spirit, deep industry
...WITH AN EXPERIENCED MANAGEMENT TEAM WITH INTERNATIONAL EXPOSURE IN LARGE CORPORATES knowledge and a
performance driven
Fabio Stefano @ Rocco corporate culture with
FAZZARI £ COMETTO SERGI a long-term approach
Group Financial Director Chief Operating Officer and Chief Financial Officer
- I ﬁl oo Tro®
* Group managed by
Edoardo Stefano Veronica outstanding
POZZOLI FERRO PISONI professionals  with
Chief Operating Offeer at Internal Andit Corporate Legal Affairs proven skills and prior

Centrale del 1.atte d’ltalia

-

@ o experience in senior
executive positions

across multi-national

. Marc i
Davide - Heidrun corporations in the
SPINAZZI BURKLE STEFFEN-SIMONS :

. . . ] food industry or
Head of Business Unit Sales Director Germany Head of Marketing Germany . .
Ozzzano Taro ) financial services

° Entry year in Newlat ° Yeas of experience in the sector @ Member of BoD

Source: 14
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WELL-DEFINED STRATEGIC GUIDELINES 7/1@

Acquisitions of European targets in complementary categories

FOCUS ON Increasing exposure to the fast-paced
SPECIAL PRODUCTS Health & Wellness and Baby Food segments

Enhance brand awareness of own strategic brands
FOOD SpA DEVELOPMENT

STRATEGY

INTERNATIONAL Consolidate international presence
EXPANSION and further reinforce position in the core German market

RESEARCH & Focus on the development of new projects / products and
DEVELOPMENT technologies

SUPPLY CHAIN Continuous improvement in efficiencies throughout production
EFFICIENCIES processes in all facilities

15



NEWLAT AS A PLATFORM FOR F&B CONSOLIDATION IN EUROPE @

GEOGRAPHY SECTOR RIVA D OFFERING PERFORMANCE GROWTH
—

< A A Y.
. 7o
- soee
’;ﬁ "6' . I I
Growth
Strengthen Complementary Up to €350M in different Room for potential from
presence in F&B sectors / petformance
E . revenues products and ; sector trends
urope categories improvement

brands and synergies

Sector

Geography ). Growth )L Offering

/ y/

/ Performance )

- )

NEWLAT AS EUROPEAN F&B CONSOLIDATION PLATFORM IN THE MID-CAP SPACE

UNDERPERFORMING NON-CORE ASSETS SYNERGY TARGETS “PLUG & PLAY” TARGETS WITH A
TARGETS from MINCs with with room for cost TARGETS SUSTAINABLE IMPACT on
to exploit full potential turnaround potential efficiencies easy to be integrated combined capital structure

16



M&A PIPELINE: WELL-IDENTIFIED TARGETS ACROSS EUROPE 74@

TARGET SECTOR GEOGRAPHY REVENUES

*  Procurement
?) * Logisties Exptes sion
“ ITALY -~ € 300M o Sales Of Interest

Production (spare capacity)

Procurement

: Dialogue
" Logistics between
FRANCE ~ €500M o Sales & Distribution

Production (spare capacity) advisors

Procurement

) * Logsties EXPI'eSSiOI’I
ol U.K. ~ £300M o Sales & Distribution of Interest
* Production (spare capacity)

Procurement

© Logistics Expression
p
Hf GERMANY ~ €150M o Sales of Interest

Production (spare capacity)

*  Procurement Dialo guce
# Us ~ $90M ° Logisties between
o Sales & Distribution

advisors

ﬁ;;ff} Pasta 7. Bakery products @ Special products

17



BOND KEY TERMS

Issuer
Ranking
Offer Amount
Use of Proceeds
Rating
Offering Price
Maturity
Coupon

Yield

Early Redemption

Target investors

Listing and Placement

Denomination

Newlat Food S.p.A.

Senior Unsecured

€150 - 200 MM

Support to external growth strategy

Unrated

100% of the nominal value

6 years, 19 Feb. 2027

Minimum coupon of 2.50% payable annually in arrear

Minimum yield of 2.50%

Newlat Food may redeem the notes, in whole or in part, as follows:

e From 19 Feb. 2024 to 18 Feb. 2025: nominal value plus 50.0% of the coupon
*  From 19 Feb. 2025 to 18 Feb. 2026: nominal value plus 25.0% of the coupon
*  From 19 Feb. 2026 to 18 Feb. 2027: nominal value plus 12.5% of the coupon

General publicin Italy and qualified investors in Ireland and Italy (1)
Euronext Dublin - MOT Borsa Italiana

€1,000

The Issuer and its subsidiaries may incur any additional Indebtedness only if the following requirements are met:

- Ratio NFP/EBITDA is equal or lower than 3.0x and Ratio NFP/Net Equity is equal or lower than 1.5x

- Ratio NFP/EBITDA is equal or lower than 4.0x and Ratio NFP/Net Equity is equal or lower than 2.0x, if the Issuer or
one of its subsidiaries have completed the acquisition of a company or a business unit having an Enterprise Value of
at least €100,000,000

Incurrence
covenants

(1) As defined in the UE Prospectus Regulation 2017/1129



NEXT STEPS

1tFebruary 2021

2" February 2021

3'dFebruary 2021

9th February 2021

15t February 2021

By 17t February 2021

19t February 2021

Newlat Food Board of Directors approves the Bond issuance

Prospectus approved by CBI and published on Newlat Food website

Investors Presentation

Start of the offering period — distribution in Italy through the MOT platform

Closing of the offering period (subject to amendment, early closure, extension or postponement by the Issuer)

Newlat announces the final results of the offer and the final yield, coupon and early redemption prices

Settlement and start of trading on MOT platform
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