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You must read the following before continuing. The following applies to the information following this page, the oral presentation of such information at the meeting you are attending, the Q&A 
session and other materials which may be distributed at, or in connection with, the presentation or meeting (the “Information”), and you are therefore advised to read this carefully before reading, 
accessing or making any other use of the Information. Any failure to comply with these terms and conditions may constitute a violation of applicable securities laws. This presentation has been 
prepared by the management of Del Monte Philippines, Inc. (the “Company”) solely for use at the presentation.

The Information is intended solely for your personal reference and is strictly confidential. This document may not be taken away or reproduced or redistributed or disclosed, in whole or in part, to any 
other person, by any medium or in any form for any purpose. In particular, the distribution of this presentation in certain jurisdictions may be restricted by law and persons into whose possession this 
presentation comes should inform themselves about, and observe, any such restrictions. 

The Information and opinions in these materials are provided as at the date of this document (unless stated otherwise) and are subject to verification, correction, completion and change without 
notice. The accuracy of these materials is not guaranteed and this presentation may not contain all material information concerning the Company or its subsidiaries.  

The Information has not been independently verified, approved or endorsed. No representation or warranty, express or implied, is made or given by or on behalf of the Company and/or any of its 
subsidiaries, or any of their respective directors, officers, employees, agents, affiliates or advisers, as to, and no reliance should be placed on, the fairness, accuracy, completeness or correctness of, 
the Information (including certain data that was obtained from various external data sources or otherwise made available, and which have not been verified with independent sources) or opinions 
contained in this presentation and no responsibility or liability is assumed by any such persons for any such information or opinions, for any errors or omissions, as to the reasonableness of any 
assumption contained herein or for any loss howsoever arising from any use of these materials.

This document may contain forward-looking statements that involve risks and uncertainties, which include all statements other than statements of historical facts, including, without limitation, any 
statements preceded by, followed by or that include the words “targets”, “believes”, “expects”, “aims”, “intends”, “will”, “may”, “anticipates”, “would”, “could” or similar expressions or the negative 
thereof. Actual future performance, outcomes and results may differ materially from those expressed in forward-looking statements as a result of a number of risks, uncertainties and assumptions. 
Many of these risks and uncertainties relate to factors that are beyond the Company’s ability to control or estimate precisely, such as future market conditions, currency fluctuations, the behavior of 
other market participants, the actions of regulators and other factors such as the Company’s ability to continue to obtain financing to meet its liquidity needs, changes in the political, social and 
regulatory framework in which the Company operates or in economic or technological trends or conditions. The Company disclaims any obligation to update or otherwise revise these forward-looking 
statements to reflect future events or developments. 

This document is for information purposes only and does not constitute or form part of an offer, solicitation, recommendation or invitation of any offer, to buy or subscribe for any securities, nor 
should it or any part of it form the basis of, or be relied upon in any connection with, or act as an inducement to enter into, any investment decision, contract or commitment whatsoever. It is not the 
intention to provide, and you may not rely on these materials as providing, a complete or comprehensive analysis of the financial or trading position or prospects of the Company and its subsidiaries. 
This presentation is intended to present background information on the Company and its subsidiaries, its business and the industry in which it operates and is not intended to provide complete 
disclosure upon which an investment decision could be made. Any decision to purchase the securities of the Company in the context of an offering of securities (if any) should be made solely on the 
basis of information contained in the offering documentation published in relation to any such offering. 

These materials are not an offer for sale of the securities in the United States. Securities may not be offered or sold in the United States absent registration or an exemption from registration under 
the U.S. Securities Act of 1933, as amended. The Company does not intend to register any portion of its securities in the United States or to conduct a public offering of securities in the United States. 
These materials are not for release, publication or distribution, directly or indirectly, in or into or from the United States or to any person located or resident in the United States. Any failure to comply 
with the foregoing restrictions may constitute a violation of U.S. securities laws.

By attending the meeting where this presentation is made, you agree to be bound by the foregoing limitations and to maintain confidentiality regarding the Information disclosed in this presentation.

Disclaimer 
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Our Business – innovative, experienced and sustainable 

Our multi-pronged growth strategy

Our Products – long heritage and trusted quality brands 

Our COVID-19 resilient performance 

Introduction to DMPI – Nourishing Families, Enriching Lives, Every Day 
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DMPI Today
1 Household brand and 

local champion ▪ 95 years of history and heritage in the Philippines 

▪ Iconic household brand names in categories such as convenient cooking, premium fresh 
pineapples and packaged fruit and beverage

▪ #1 Locally-owned brand in the Philippines (1)

2 Leading player with 
strong momentum

▪ #1 Market share across key consumer categories in the Philippines 

▪ #1 Fresh pineapple exporter to China (with c. 50% market share of all imported pineapples 
in China) 

▪ Top 3 fresh pineapple supplier in Japan and South Korea, where our fresh pineapples are 
regarded as high quality 

3 Track record of profitable 
growth ▪ Revenue of PhP25.6bn (c. US$532m2) and net profit of PhP3.5bn (US$72m2) for 9M FY2021 

ending January 2021 with strong momentum (c.21% YoY growth for net profit)

▪ Continued operational excellence reflecting in robust margin

− 9M FY2021 margin performance: 32.1%(3) EBITDA margin and 13.6%(4) net margin 

Source: Nielsen Retail Index for 3 months ended December 2020, FY 2020 company financials for year ended April 2020. 
(1) According to 2020 survey done by Campaign Asia. 
(2) US$1=PHP48.12 as per BSP’s reference exchange rate bulletin on 29 Jan 2021. 
(3) EBITDA margin = EBITDA (including depreciation for bearer plants) / Revenues for 9M FY2021 company financials for the period ended January 2021. 
(4) Net margin = Net profit / Revenues for 9M FY2021 company financials for the period ended January 2021. 
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DMPI at a Glance 
Convenient Cooking and Desserts 

#1 in Tomato Sauce (87% market share1); #1 in 
Spaghetti Sauce (38% market share1), #1 in Packaged 
Pineapples (88% market share1)

Expanded Quick ‘n Easy ready cooking mix with 
different flavors and recipes

Benefits from secular trend of working moms and 
young adults looking for ways to conveniently 
prepare meals in a fresh, delicious and healthy 
manner

Loss of foodservice revenue as a result of COVID-19 
pandemic more than offset by customers 
rediscovering the joy of home cooking

Healthy Beverage, Snack and Dairy

#1 in Ready to Drink Juices ex Stand-Up-Pouches  
(49% market share1)

Recently entered healthy snacks and value-added 
dairy through joint venture with leading regional 
champion 

Targeting secular trend of health consciousness and 
on-the-go snacking

Exciting product pipeline to be launched once 
economy opens up post COVID-19

Premium Fresh

#1 in China Premium Fresh Pineapples with 
50% market share as of 20192; Leading player 
in Japan and South Korea

One of only 3 major MD2 (Sweet Pineapple) 
producers in Asia Pacific given DMPI’s unique 
position in Philippines 

Significant opportunity to grow in China given 
pineapple consumption per capita is still low 
but rapidly growing 

Packaged Fruit and Beverage 

Mainly to international markets on a cost 
plus basis, thereby ensuring stable 
profitability 

Highly complementary to core business as it 
provides economies of scale and a 
profitable outlet for remaining 
pineapples

Recently launched premium
deluxe line of no sugar added
naturally sweet packaged pineapples

1. Source: Nielsen Retail Index as of 3 months to December 2020; based on volume. 2. Source: World Bank & Philippine Statistics Authority
2. Source: Based on import data from General Administration of customs.P.R. China
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Local market leader; well-
positioned to benefit 

from trends 

Product
Philippines Market 

Share2
Product Photos

Tomato sauce 87% (#1)

Spaghetti sauce 38% (#1)

RTD juices ex Stand-Up-Pouches 49% (#1)

Packaged pineapple 88% (#1)

Mixed Fruit 76% (#1)

1. Source: Philippine Statistics Authority and World Bank
2. Source: Nielsen Retail Index as of 3 months to December 2020; based on volume. 

Del Monte is a mega-brand within Philippine territory with superior awareness and penetration 
levels vs. its next biggest competitors

▪ Increasing income; 67% population of working age1

▪ 110m population, 13th largest globally1

Iconic Brands for the Filipino Consumer

6

Top 100 brands in the Philippines 
by Campaign Asia
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Well positioned to benefit from rising middle class

7

▪ ESG integration in investment decisions is becoming 
mainstream

▪ Rise of dedicated funds focused on ESG 
opportunities, participating in IPO order books

▪ Investors are reviewing ESG IPO targets under the 
same criteria as established peers

Large and growing markets… 

… increasing purchasing power …. 

1

2

… with premiumization trends 3

Strong population growth with a growing 
middle and upper class

22 26 42

80 84 75

102 110 117

2015 2020 2025

(population, m)

364 491 
791 

1,000 904 
615 

1,364 1,395 1,406 

2015 2020 2025E

298 306 321
23 25 19

321 331 340

2015 2020 2025

Others Total population

2015-20A 
CAGR

2020-25E 
CAGR

Total 
population

1.4% 1.3%

Middle and 
upper class  
population

3.8% 10.1%

2015-20A 
CAGR

2020-25E 
CAGR

Total 
population

0.5% 0.2%

Middle and 
upper class  
population

6.1% 10.0%

2015-20A 
CAGR

2020-25E 
CAGR

Total 
population

0.6% 0.6%

Middle and 
upper class  
population

0.5% 1.0%

21% 24% 36%

27% 35% 56%

93% 92% 94%

Middle and upper class population as a % of total population

Increasing urbanization…

…and GDP per capita

46% 47% 49% 
56% 59% 62% 

82% 83% 84% 

2015 2020 2025

Philippines China USA

(Urban population as a % of total population, %)

2,997 3,357 4,580 

8,150 10,641 

15,419 56,839 63,599 

76,921 

2015 2020 2025

Philippines China USA

(GDP per capita, US$)

2015-20A
% change

2020-25E % 
change

1.1% 1.1%

3.4% 3.3%

1.0% 1.0%

2015-20A 
CAGR

2020-25E 
CAGR

2.3% 6.4%

5.5% 7.7%

2.3% 3.9%

Increasing use of e-commerce

1 3 11
52 52

65

52 55
76

289 852 1,389 

2,430 
2,273 

2,961 
2,719 

3,125 

4,351 

290 672 1,120 

2,657 
2,705 

3,187 

2,946 
3,377 

4,307 

2015 2020 2025

(Retailing retail value, US$bn)

Philippines China USA E-commerce

Sustainability awareness and growing 
premiumization trends

▪ UN SDG Index score increased from 64.9 in 2019 to 
65.5 in 2020

▪ 46% are able to spend freely or live comfortably 
buying some thing they want

▪ UN SDG Index score increased from 73.2 in 2019 to 
73.9 in 2020

▪ 61% of Chinese consumers purchase premium 
products because of the superior quality compared 
to 49% globally

▪ UN SDG score increased from 74.5 in 2019 to 76.4 in 
2020

▪ Premium branded goods grew 6.1% in 2018, above 
the average of 2.7% of branded goods

Source: EIU, GlobalData, EMIS, 2020. 
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E-commerce: Amazon Japan, 
Singapore, JD.com China, 

SSG.com Korea and FairPrice 
Singapore, among others

Good Morning 8:00 Pineapple 
Juice in Huawei Canteens 

China

Recent highlights

Rainforest Juice
produced in China with 

our Not From 
Concentrate (“NFC”) 

juices

Fast-growing 
“Premium Fresh”

Expansion through 
“Beyond Fresh” 

8

Our unique advantage in North Asia Premium Fresh pineapple
▪ Demand for MD2 pineapples far exceeds supply in China

▪ DMPI uniquely positioned to service insatiable China demand given unique location suitable for year-round growth of 

pineapples

▪ DMPI is 1 of only 3 major players growing MD2 in Asia. DMPI possesses technology that allows it to grow and scale the MD2 

variety – players who do not have access / technology to the MD2 variety cannot grow it 

▪ Costa Rica is the largest producer of MD2 but faces logistical challenges due to distance 

─ MD2 is perceived as a higher-quality pineapple due to golden external color, yellow flesh and sweetness 

─ MD2 is particularly popular in China, Japan and South Korea 

▪ Massive landbank that can be further converted to MD2

▪ Plantation located in Bukidnon in close proximity with our plants and packing houses, and international 
ports 

▪ Pineapple belt with fertile soil, cool climate, perfect weather and ideal elevation

Location

▪ Bukidnon has ideal temperature (20 – 28 C) and rainfall year-round (2,600mm and 167 rainy days on 
average)

▪ No catastrophic incidences of flooding and storms in Bukidnon, with Mindanao experiencing few typhoons 
and tropical cyclones 

▪ Pineapples are drought tolerant and can withstand extreme climate conditions 

Weather

▪ Quality and food safety policies ensure product quality with robust agri-practices with respect to premature 
pineapples and pest and disease control 

▪ Plantation operations are certified to Global GAP (Good Agricultural Practices)

▪ Bugo Production Facility, NFC Juicery and Freezing Plants are certified to ISO 9001, GMP, HACCP, FSSC 
22000, BRC, SGF and religious certifications of Kosher and Halal 

Quality

▪ Sustainable, all-year round source of pineapple supply coming from approximately 26,500 gross hectares 
with farming activities at different stages  

Supply
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Strong Innovation Pipeline, On-trend Categories

9

▪ Launched new products using innovative technologies

▪ Health and wellness is the anchor for new product introductions

▪ Entry into new exciting categories of Frozen Pineapple, Snack and Dairy

▪ Bodes well during and post-COVID-19 pandemic

▪ Increase nutritional benefits 

▪ Tap into consumer trends through new flavors, textures and product features 

Strong Innovation 
pipeline focusing on 
health and wellness



T

10

Innovative Marketing Campaigns

◼ Encourages consumers to expand usage of Del Monte 
pineapples beyond Christmas fruit and macaroni salad into 
weekday meals and weekend desserts 

Expand usage of pineapples

Recipe-driven 

advertising campaigns

◼ Rents exclusive display spaces in c. 1,300(1) supermarkets 
to improve in-store presence of Del Monte products 

Exclusive display spaces

In-store 

presence

◼ Partnered with Lazada and Shopee to expand online 
presence 

◼ Significant growth in e-commerce sales during and post-
lockdown 

Growing e-commerce presence

Digital 

footprint

◼ Launched in 1984 during an economic crisis, 
Del Monte Kitchenomics provides Filipino 
households with economical meal 
solutions using Del Monte Tomato Sauce 

◼ More than 35 years later, Kitchenomics 
continues to support the Filipino 
household with content to make home 
cooking a joyful experience for all types of 
cooks, while driving usage and loyalty for 
Del Monte products 

97%
Awareness
(highest among cooking 

communities)

3.1m
Facebook followers

377k
Website members

241k
New visitors / month

Note: 97% awareness as of April 2021 according to Company’s Brand Health Tracking data
Facebook followers and website members as of YTD March 2021
New visitors/month as of May 2020-February 2021 
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▪ Kitchenomics 1.0: started in 1984 as mailing list for customer 

relationship management and increase usage of Del Monte products

▪ Kitchenomics 2.0: Moved online in 2000s and became the most 

frequently visited section on DMPI’s consumer website, lifegetsbetter.ph; 

Kitchenomics YouTube page was awarded the YouTube silver button 

recognition 

▪ Kitchenomics 3.0: Launched mobile app in 2020; 

became Top 5 most downloaded app in Philippines

Kitchenomics 3.0

11

Among the Top 5 most downloaded apps in 

Philippines since introduction

Loyalty

Exciting recipes to drive product usageUsage

Use data to increase customer loyalty

D2C Build in one-click e-commerce capabilities

Key benefits 
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World Class Production Facilities 

Plantation

CanneryProduction 
facility

Plantation

NFC 
Plant

Fresh 
Packhouse

Frozen pine 
facility

▪ c. 26,500 ha pineapple plantation

▪ Vertically integrated pineapple-based operations 
and scale 

▪ Control over product cost and quality 

▪ Capacity of 700,000 tons; processes fruits within 
24 hours of harvest, which assures freshness

▪ Can process various packaging lines (Tetra, SUP, 
can, aseptic) 

▪ Located in Bugo, Cagayan de Oro, about an hour 
drive from the plantation  

▪ State-of-the-art fresh cold storage and packing 
house facility 

▪ Located in North and South Bukidnon 

▪ Nice Fruits patented technology called Nice 
Frozen Dry 

▪ Gives frozen fruits a shelf life of 3 years and 
retains original properties when thawed

▪ Located in North Bukidnon 

▪ Prepared from the juice of whole, freshly picked 
and ripe pineapple 

▪ Pasteurized, cooled quickly to lock the aroma 
and the taste of the fruit 

▪ Located in North Bukidnon 

Del Monte’s plantation location minimizes the risk of flooding 
and supply loss

▪ Located on a high elevation, which minimizes risk of flooding

▪ Plantings done in various locations to minimize supply loss 

▪ Towing units augmented to ensure continuity of harvest during 
wet conditions 

Legend 

Cagayan de Oro International Port owned by the company 

DMPI Production Facility (Bugo, Cagayan de Oro) 

DMPI Fresh Packing House 1 (Manolo Fortich, Bukidnon)

DMPI Fresh Packing House 2 (Valencia, Bukidnon) 

DMPI Pineapple Plantation (Manolo Fortich, Bukidnon) 

Fully integrated supply chain supporting DMPI, which has the 
2nd largest production capacity in Asia 
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Experienced Management Team, 
Strong Shareholder Support Committed to Sustainability

13

▪ Develops environmental, social and governance (ESG) goals to address  
priorities across the Company’s six sustainability pillars 

▪ Wastewater-to-energy plant that produces bio-gas from the production 
facility’s waste

▪ Del Monte Foundation and impact on local communities. During the 
pandemic, DMPI partnered with >300 NGOs and LGUs to provide food to 
marginalized communities and frontliners in >50 medical facilities. 

▪ Majority of Board members are independent.

▪ Majority-held by DMPL (dual-listed on SGX and PSE)
▪ Industry champion with Campos family sponsorship

Joselito Campos, Jr.
35 Years 
Industry
Experience

Luis Alejandro
Over 35 Years 
Industry 
Experience

Parag Sachdeva
25 Years
Industry
Experience

CEO General Manager and COO CFO
Corporate Secretary, 

Chief Legal Counsel and 
Chief Compliance Officer

Antonio Ungson
22 Years
Industry
Experience

Strong shareholder 
support, 

experienced 
management team

Sustainability & 
Community

Chief HR Officer

Ruiz Salazar
35 years 
Industry 
Experience

Frank Molas
27 years
Industry
Experience

Group Head, Mindanao 
Operations

Group Head, Phil 
Market Commercial 

Operations

Philip Macahilig
20 years
Industry
Experience

Iggy Sison
30 years 
Industry 
Experience

Tan Chooi Khim
30 years 
Industry 
Experience

Chief Corporate Officer, 
Del Monte Pacific

General Manager, 
S&W Fine Foods
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Developing communities Sustaining growth

Nurturing employees Strengthening governance 

Nourishing consumers Preserving nature

Bringing quality, healthy and nutritious foods to people in a way that preserves the 

environment, develops communities and sustains our growth 

ESG permeates everything we do

PERFORMANCE

PEOPLE PLANET 

We generate growth 
based on triple bottom 
line – people, planet and 
profit – that well sustain 
our future 

We nourish consumers 
with quality products that 
promote health, wellness 
and nutrition 

We strengthen 
governance through 
principles of 
transparency, 
integrity and 
accountability 

We nurture our 
employees by 
promoting their 
wellbeing, 
development and 
work-life integration 

We preserve nature 
through environmentally 
friendly agricultural and 
manufacturing practices 

We develop our 
communities through 
employment, livelihood 
programs and 
education

Sustainability
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We have aligned our ESG initiatives across ALL 17 UN SDGs 

Invest in renewable energy and optimize 
efficiency across energy sources

Provide communities with sustainable 
livelihood opportunities and decent work 
environment 

Promote innovation, leverage technology to 
improve production efficiency and 
infrastructure 

Implement climate change risk mitigation 
and reduce greenhouse gas emissions

Conserve marine life by treating waste that 
goes to waterways

Protect biodiversity through sustainable 
agricultural practices and promote 
environmental stewardship of natural 
resources

Uphold good governance in the company 
and promote industrial peace

Pursue global partnerships for sustainable 
development

Provide employment to people in local 
communities

Improve food production through 
sustainable agriculture and nutrition 
through the product portfolio

Offer quality food and beverage products 
that promote health and wellness across 
demographic segments

Provide communities with access to proper 
education and skills training

Promote a diverse workforce of women and 
men, and equitable livelihood opportunities

Improve water consumption efficiency, 
provide clean drinking water and adequate 
sewage disposal

Comply with labour laws and promote equal 
opportunity for men and women

Provide communities with a sustainable living 
environment

Reduce and manage waste in production, 
promote clean emissions and effluent
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COVID-19 Update

Positive growth despite 
COVID-19

Positive growth 
despite 
COVID-19

Overall revenues increased YoY 
for the 9 months ending January 
2021

Driven by increase in home 
cooking and desire for health 
products that boost immunity

Offset by decreases in 
foodservice sales and exports due 
to lock down measures

Maintained 
normal
operations

Products were considered 
essential goods

Farming and manufacturing 
activities based in Mindanao 
were allowed to continue 
operations

Did not experience any significant 
internal operational interruptions

Prompt and 
effective 
pandemic 
management 

Strong health and safety 
protocols including social 
distancing and increased hygiene 
measures

Supported employees by 
providing access to telemedicine 
and technology to support staff 
for work-from-home 
arrangements

Established the DMPI Vaccine 
Program Task Force and 
partnered with Unilab and 
Reliance United for the purchase 
and administration of vaccines

Provides products catering to 
home cooking and 
health and wellness

Iconic household brand 
names

COVID-19 resilience affirms the strength of our brand and capabilities of our 

management team 
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Expansion Plans 

2
Launch new differentiated products in 
adjacent categories

3
Expand into broader 
distribution channels

1
Strengthen consumer loyalty in core 
products

5

4
Continue building market leadership in premium 
fresh pineapple in North Asia markets

Maintain operational and 
commercial excellence

▪ Increased focus on social media and 
digital marketing 

▪ Maintain or grow market leadership 
positions in Convenience Cooking 
and Healthy F&B in the Philippines

▪ Invest in brand equity, product 
renovations, and integrated 
marketing communications

▪ Achieve cost leadership and  
improve productivity and 
efficiency across the entire 
operations

▪ Continuous improvement of 
processes and systems

▪ Leverage Technology (Drones, AI, 
Robotics, Biotech) to improve 
cost efficiency and product 
quality

▪ Leverage on strong R&D and innovation 
categories

▪ Strategic initiatives include entering the 
Dairy category 

▪ Other categories include healthy snacks, 
grab and go fruit cup snacks and 
functional beverages 

▪ Increase penetration with new packaging 
formats

▪ Increase coverage in existing channels 

▪ Invest in IT architecture and tools to 
further drive e-commerce

▪ Leverage Kitchenomics platform to 
drive loyalty, usage and D2C capabilities 

▪ Increase production capacities to meet growing consumer 
demand

▪ Enhance distributor relationships, including expanding to 
cover Tier 2-3 cities in China
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Financials for 9M FY2021 ending January 2021

In PhP m 9M FY2020 9M FY2021 % Change

Revenue 24,700 25,642 4%

EBITDA 7,538 8,234 9%

EBITDA Margin1 30.5% 32.1% 1.6ppt

Net Profit 2,873 3,481 21%

Net debt to equity as of 31 Jan 2021 1.25X

1 EBITDA margin = EBITDA (including depreciation for bearer plants) / Revenue for 9M FY2021


