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ADVANCING STRATEGICALLY,
GROWING SUSTAINABLY.

Our accomplishments over the 134 years have been the result
of effective execution of our strategies which has delivered
growth, profitability and sustained long-term value. To realise
our vision of becoming a recognised leader in the F&B industry
in ASEAN, we continue to rely on our strong foundations and
operational expertise across our businesses. These basic
pillars will guide us in creating sustained long-term value for

all stakeholders of the organisation.

CORPORATE PROFILE VISION

To be a stable and sustainable Food &

Established in 1883, Fraser and Neave, Limited (“F&N”) is a leading Beverage leader in the ASEAN region.

Southeast Asia Consumer Group with expertise and prominent standing
in the Food & Beverage and Publishing & Printing industries.

Leveraging its strengths in marketing and distribution, research and
development, brands and financial management, F&N provides key
resources and sets strategic directions for its subsidiary companies
across both industries.

Listed on the Singapore stock exchange, F&N ranks as one of the most
established and successful companies in the region with an impressive
array of renowned brands that enjoy strong market leadership. F&N is
present in 11 countries spanning Asia Pacific, Europe and the USA,
and employs over 7,600 people worldwide.

MISSION

To be ASEAN’s leading owner and
provider of quality and innovative
products that consumers choose and
trust. To support our mission, we are
guided firmly by our commitment to
create value for our stakeholders by
ensuring that our corporate actions
positively impact the socio-economic
and environmental factors.
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KEY HIGHLIGHTS

NEW F&B
PRODUCTS

LAUNCHED IN FY2017

F&N NUTRISOY

IS THE #1 SOYA MILK IN

W SINGAPORE
=455 AND MALAYSIA
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THIS IS F&N

Fraser and Neave, Limited (“F&N” or the “Group”)
had its origins, more than a century ago, in the
spirited decisions of two enterprising young men,
John Fraser and David Neave, who diversified from
their printing business to pioneer the aerated water
business in Southeast Asia in 1883. From a soft
drinks base, F&N ventured into the businesses of
beer in 1931, dairies in 1959, property development
and management in 1990 and publishing & printing
in 2000. In 2012, the Group divested a substantial
part of its beer business. In January 2014, through
a distribution in specie and re-listing of Frasers
Centrepoint Limited by way of introduction on the
Singapore stock exchange, the Group demerged

its Properties business.

FRASER AND NEAVE, LIMITED

qud Beverages '_’UPHShi[’Q &
Today, F&N is a leading Asia Pacific Consumer Bivision Division Printing Division
Group with expertise and prominent standing in
the Food & Beverage and Publishing & Printing
industries. Leveraging its strengths in marketing
and distribution, research and development,
brands and financial management, as well as years
of acquisition experience, the Group provides
key resources and sets strategic directions for
its subsidiary companies across both industries.

Non-Alcoholic Beer
Division Division

CEO CEO CEO CEO

Listed on the Singapore stock exchange, F&N ranks Bennett Neo Lee Meng Tat Edmond Neo Siew Peng Yim

as one of the most established and successful
companies in the region with an impressive array
of renowned brands that enjoy strong market
leadership. F&N is present in 11 countries spanning
Asia Pacific, Europe and the USA, and employs
over 7,600 people worldwide.

Note:
The Group owns approximately 7.8% of PMP Limited in Australia

Contribution by Segment

Attributable Profit Before
Profit Before Fair Value Adjustment &
Revenue Interest & Taxation Exceptional Items Total Assets

$1,898m $4,895m

26% © 58% 2% ©120% ©12% © 150% 8% ©62%
© 16% ©-3% @ -15% ©-6% @-32% ©7% @ 23%

Legend: ' Beverages (@ Dairies ) Publishing & Printing @ Others
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Legend:

Manufacturing Plants Offices

@ Dairies ¥ Dairies

@ Soft Drinks [ Soft Drinks

© Publishing & Printing [ Publishing & Printing

Contribution by Geography

Attributable Profit Before
Profit Before Fair Value Adjustment &
Revenue Interest & Taxation Exceptional Items Total Assets

$1,898m $100m $4,895m

©®25%  38% ©-17% © 28% © -40%  18% ©26%  17%
®31% 6% ®43% ©47% © 1% ®43% ©82%  -3% ®6% ©48% © 3%

Legend: © Singapore Malaysia @ Thailand () Vietnam . Others
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F&N BUSINESS MODEL

F&N'’s business model targets sustainable, long-term value creation for its stakeholders. It achieves this by leveraging

its key resources (People, Intellectual, Process, Financial and Stakeholder Relationships) to deliver profitable growth,

to drive efficiency and operational excellence, to preserve the health and safety of the people working in, and with, F&N,
and to protect the environment and build local communities relations, while manage operational risks of its businesses
and adhere to ethical principles of corporate governance.

OUR GROWTH DRIVERS: OUR ASSETS:

« Clearly targeted portfolio of Our distinctive assets for

brands and products delivering sustainable value are:
- While the Group continues its . Dynamic brand portfolio

foli
brand r.)o'rt olio strategy so as . Strong marketing
to maximise consumer reach, ) -
it will focus its investment » Extensive R&D capabilities S
on and drive the growth of + Superior execution QQ/O
its Power Brands. + Supply chain excellence

» Leading through innovation « Strong leadership &)
- F&N generates new innovation - Strategic partners <<>;$, o
each year, in products \é\ C(f(?
development or processes, Qq@
so as to maintain sustainable Gv\'
leadership in its industry. S

« Strive for commercial excellence <
- We continuously identify S

and strengthen levers to ,QO
improve operational efficiency, va
increase brand presence and S
sell-through, and streamline
internal processes to accelerate
decision-making, and make
F&N leaner and more efficient.

« Investments focusing on
right to win

- F&N prioritises its investments Delivering
on markets where it has a right
to win and markets that offer Value for
the best medium- to long- Shareh0|ders

term growth and profitability
opportunities, encompassing the
way it competes, its capabilities
with which it will compete,

and the portfolio decisions.

The Group is focused on
Southeast Asia, particularly
Indonesia, Myanmar and Vietnam.

Ors 2

: S-Wide Risk We*

« Commit to talent development

- F&N’s strategy incorporates

a roadmap for attracting,
developing and retaining our
most valuable asset — People.
We set out specific, actionable
steps that are either already in
place, or under development,
to support our businesses in
becoming the best at what
they do.

Governance

Advancing Strategically, Growing Sustainably.
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F&N KEY RESOURCES  VALUE ADDING ELEMENTS VALUE CREATED VALUE SHARED WITH

IN OUR CORE MARKETS OF WE CREATE VALUE FOR
MALAYSIA, SINGAPORE OUR STAKEHOLDERS BY
AND THAILAND, AND MANAGING AND DEPLOYING
NEW MARKETS OUR RESOURCES AND
PEOPLE, ASSETS EFFICIENTLY AND EMPLOYEES
We are committed to EFFECTIVELY Our employees are
attracting, developing [ X ) our partners in shaping our

and retaining the very best
talent, an important asset.

INTELLECTUAL

We are committed to
building our knowledge-
based assets — brands,

processes and technology —
that connect with the
way our consumers live.

PROCESS

We recognise the impact
our operations have on the
environment and the local

communities where we
operate and are committed
to continuous efficiency
improvements.

FINANCIAL

We seek to use our funds
generated from operations
or investments efficiently
and effectively.

STAKEHOLDER
RELATIONSHIPS

We look to build long-term
relationships with customers,
strategic partners,
employees, investors
and communities through
stakeholder engagement
initiatives.

Fraser and Neave, Limited & Subsidiary Companies // Annual Report 2017
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CONSUMERS

I
FOOD & BEVERAGE
MANUFACTURING

FACILITIES

OVER

253,000
OUTLETS

STRATEGIC
PARTNERSHIP WITH:

ThaiBev
>

REVENUE

$1,898m

WE EMPLOY OVER

:i«i 7,600

EMPLOYEES
IN 11 COUNTRIES

NEW F&B
PRODUCTS

LAUNCHED IN FY2017

success. We foster a culture
of continuous learning,
development and reward for
our employees in a healthy
and safe work environment.

CONSUMERS

With the end consumer
in mind, we produce a
range of products that
address evolving consumer
preferences and a wide
spectrum of lifestyles.

N

PARTNERS

We partner responsible and
sustainable businesses.
Throughout our supply

chain, we create value and

support job creation beyond
our business.

SHAREHOLDERS

Managing our resources
effectively enables us to
maximise profits which
benefit shareholders through
sustainable shareholder
returns.

COMMUNITIES

Our business is built in a
profitable, responsible and
sustainable manner. We give
back to local communities
through job creation, useful
products and services, social
responsibility programmes
and minimisation of
environmental impact.
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PERFORMANCE AT A GLANCE

Revenue ($m)

Profit Before Interest & Taxation ($m)

2,142 200
2,037 1,979 179
143
133

FY FY FY FY FY FY FY FY FY FY
g°”"d, 2007 201042013 2016 §2017 Cont'd 2007 § 20102013 g 2016 § 2017
perations Operations
Di ’d Di ’d
o 2928 3555 2307 - - Onormtions? 599 871 642 - -
Total Total
O";:raﬁons 4731 5697 4344 1979 1,898 g’;graﬁons 732 1,071 785 179 174
10-Year CAGR +1%° 10-Year CAGR +3%°
Increase from FY2007 +5%° Increase from FY2007 +31%3
Attributable Profit Before Fair Value Total Assets ($m)
Adjustment & Exceptional Items ($m)

4,895
113 109
100
92
3591 3,773
2,362 2,530

46

FY FY FY FY FY FY FY FY FY FY
Cont'd 2007 201042013 2016 §2017 Cont'd 2007 §2010 2013 2016 g2017
Operations Operations
Di: 'd Di 'd
Ols;?argonsz 332 491 432 - - OI:(cero:t:ons’ 10,511 11,172 10,554 - -
Total Total
O";Zraﬁons 378 583 545 109 100 ()";Zraﬁons 12,873 13702 14,145 3,773 4,895
10-Year CAGR +8%° 10-Year CAGR +8%3
Increase from FY2007 +117%* Increase from FY2007 +107%3
Market Capitalisation® ($m) Distribution

9,127 65%
8361° . °3%  60% )

7,955 ’ 15.5

3,777
3,079%7

FY FY | Fy
2007 20162017
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FY FY
20102013

50%°

50° 50 45 45
ey L e f e | ey
2014 2015 20162017

© @ Dividend (cents)

~©- Payout ratio (%)

Notes:

1

2

FY2007, FY2010, FY2013 and FY2016:

As previously reported

Upon the disposal of Asia Pacific Breweries
Limited/Asia Pacific Investment Pte Ltd
(“APB/APIPL”) and Myanmar Brewery Limited
(“MBL”), and the distribution in-specie of Frasers
Centrepoint Limited (“FCL"), their respective
results have been classified as discontinued
operations

Excludes discontinued operations of APB/APIPL,
FCL and MBL

Based on issued shares at close of business

on the first trading day after preliminary
announcement of results

In July 2013, the Group distributed $4.7b

(or $3.28 per share to shareholders in a capital
reduction exercise

In January 2014, F&N relisted its property

arm, FCL by undertaking a distribution in-specie
of FCL shares to F&N shareholders.

F&N shareholders received, without cash outlay,
two FCL shares for each F&N share owned.
Shares of FCL were listed by way of introduction
on the Mainboard of SGX on 9 January 2014

In April 2014, the Group distributed $607m

(or $0.42 per share) to shareholders in a capital
reduction exercise

Excludes capital distribution of $3.28 per share
in FY2013 and $0.42 per share in FY2014
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5-YEAR STATISTICS

Year ended 30 September FY2013 FY2014 FY2015 FY2016 FY2017

Notes

1,2 Profit Statement ($ million)

Revenue 4,344 3,052 2,457 1,979 1,898
Profit before taxation
- before interest 785 453 255 179 174
- before impairment, fair value adjustment &

exceptional items 763 452 255 189 168
- after fair value adjustment & exceptional items 907 354 225 188 1,344
Attributable profit

3 - before fair value adjustment & exceptional items 545 263 115 109 100
- after fair value adjustment & exceptional items 5,430 147 633 108 1,283

1 Balance Sheet ($ million)

4 Net asset value 8,505 1,605 2,268 2,843 2,819
Total assets employed 14,145 2,679 3,143 3,773 4,895
Long-term borrowings 2,583 119 98 125 517
Market Capitalisation ($ million)
at close of business on the first trading day after
preliminary announcement of results 8,3617 4,2778° 3,177 3,079 3,777

1,2 Financial Ratio (%)

Return on average shareholders’ equity
- profit before impairment, fair value adjustment &
exceptional items 9.5 8.9 13.2 7.4 59
3 - attributable profit before fair value adjustment &
exceptional items 6.8 5.2 6.0 4.3 3.5

5 Gearing ratio
- without non-controlling interests 17.6 .6) (38.1) (32.0) 519
- with non-controlling interests 16.9 .9) (33.8) (28.8) 585

1,2 Per Share
Profit before impairment, fair value adjustment, taxation
and exceptional items (cents) 52.9 31.3 17.6 13.1 11.6
Attributable profit (cents) (basic)

- before fair value adjustment and exceptional items 37.8 18.2 8.0 7.5 6.9
- after exceptional items 376.8 10.2 43.7 7.5 88.7

4 Net asset value ($) 5.90 1.1 1.57 1.97 1.95
Dividend
- net (cents) 15.5% 5.0"° 5.0 45 45

6 - cover (times) 2.4 3.6 1.6 1.7 1.5
Stock Exchange Prices ($)
at close of business on the first trading day after
preliminary announcement of results 5.807 2.968° 2.20 2.13 2.61

Notes:

1 FY2013-FY2016: As previously reported
2 Upon the distribution in-specie of Frasers Centrepoint Limited (“FCL”) in FY2014 and the disposal of Myanmar Brewery Limited (“MBL”) in FY2015, their respective
results have been classified as discontinued operations
3 Attributable profit before fair value adjustment and exceptional items: Profit after taxation and non-controlling interests, but before fair value adjustment and
exceptional items

0N U

Net asset value: Share capital and reserves
Gearing ratio: Sum of bank borrowings and term loans, less fixed deposits and cash and bank balances, expressed as a percentage of equity
Dividend cover: Attributable profit before fair value adjustment and exceptional items per share, divided by net dividend per share

In July 2013, the Group distributed $4.7b (or $3.28 per share) to shareholders in a capital reduction exercise
In January 2014, the Group completed the relisting of its property arm, FCL, by undertaking an in-specie distribution of FCL shares to F&N shareholders.

F&N shareholders received, without cash outlay, two FCL shares for each F&N share owned. Shares of FCL were listed by way of introduction on the Mainboard
of SGX on 9 January 2014
9 In April 2014, the Group distributed $607m (or $0.42 per share) to shareholders in a capital reduction exercise
10 Excludes capital distribution of $3.28 per share in FY2013 and $0.42 per share in FY2014
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“Our strategic investment
in Vinamilk enables us to
reduce our dependence
on our core markets of
Singapore, Malaysia and
Thailand and to participate
in the dynamic growth of
the Viethamese economy.”

MR CHAROEN SIRIVADHANABHAKDI

Chairman

CHAIRMAN'S
STATEMENT

Advancing Strategically, Growing Sustainably.



Dear Shareholders,

FY2017 was a challenging year as our
Food & Beverage (“F&B”) businesses
were adversely impacted by rising
commodity prices. Our ability to recover
these cost increases was hindered

by weaker consumer sentiment and
intense price competition. Despite all
these, | am happy to report that F&N
turned in credible results buoyed by
strong earnings from Dairies Thailand,
higher dividend income and first time
contribution from our new associated
company, Vietnam Dairy Products
Joint Stock Company (“Vinamilk”),
Vietnam’s leading dairy company.

Our well executed strategies defended
our market positions in the core
beverage categories.

CORPORATE DEVELOPMENTS
During the year, we successfully
increased our stake in Vinamilk

from 10.95% last year to 18.74%.

With our current shareholding and the
appointment of a second representative
to the Vinamilk Board, the Group is
entitled under the Singapore Financial
Reporting Standards to equity account
for its share of Vinamilk’s results effective
16 April 2017.

Our strategic investment in Vinamilk
enables us to reduce our dependence
on our core markets of Singapore,
Malaysia and Thailand and to
participate in the dynamic growth of
the Vietnamese economy. We look
forward to continued excellent
working relations with the Board and
management of Vinamilk for the benefit
of all stakeholders.

Non-Alcoholic Beverages

This is the third year since we
embarked on our Vision 2020 journey.
To recapitulate, Vision 2020 is the
strategic roadmap to help us realise our
ambition to be a stable and sustainable
F&B leader in ASEAN. Our partnership

with the Thai Beverage Public
Company Limited Group continues

to enhance our proven track record
of delivering value to our stakeholders
and strong shareholder returns by
extracting synergies in marketing and
distribution.

Our F&B businesses remain focused
on our dual-pronged strategy of
organisational transformation and
extension of our market reach in South
East Asia. The priority is to continue
to invest and grow our core brands —
100PLUS, OISHI, F&N MAGNOLIA and
F&N NUTRISOY, and build knowledge
and capabilities to develop new
products in line with our consumer
promise of “PURE ENJOYMENT. PURE
GOODNESS”. We will continue with
our concerted efforts to innovate and
extend our healthier product options
to meet the ever-changing needs of
consumers.

Our Malaysian subsidiary, Fraser &
Neave Holdings Bhd (“F&NHB”)

has completed its transformational
Project Bluesky, a key initiative to
streamline our business operations
and route-to-market, to deliver long-
term growth and profitability. We are
now better organised and equipped
to compete more effectively in the
domestic market. F&NHB will also
focus its global expansion efforts to
drive growth by leveraging its status
as a halal certified manufacturer to
tap the market potential of Muslim
consumers globally. A Group Halal
Council was formed to drive this
initiative.

In December 2016, we completed

the acquisition of the remaining

30% interest in Yoke Food Industries
Sdn Bhd. This acquisition complements
our existing F&B businesses as it offers
opportunity for the distribution and
marketing of our products in South East
Asia, especially Indonesia.

Fraser and Neave, Limited & Subsidiary Companies // Annual Report 2017
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PROFIT

BEFORE INTEREST
AND TAXATION

FAIR VALUE ADJUSTMENT
AND EXCEPTIONAL ITEMS

FINAL DIVIDEND OF

3.0 CENTS
PER SHARE

TOTAL DIVIDEND FOR
THE YEAR WOULD BE

4.5 CENTS
PER SHARE




10

CHAIRMAN’S STATEMENT
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Publishing and Printing (“P&P”)
We continued to rationalise our P&P
operations in the face of digitalisation
and the fast-evolving competitive
landscape. Printing capacity was
aligned with market demand in a move
to improve cost effectiveness and
operational efficiencies. To ensure a
sustainable revenue base, concerted
efforts have been put in place to
diversify print portfolio, adding new
revenue streams.

In October 2017, P&P completed the
acquisition of the book distribution
arms of Penguin Random House
Limited in Singapore and Malaysia and
entered into agreements to distribute
exclusively their English books and
other products in these two countries.
With this acquisition, P&P will be better
able to serve its customers in the book
retail market.

Food

During the year, the Group formulated
its food strategy and actively evaluated
potential acquisitions in the food

retail services sector. We aim to make
suitable acquisitions to jumpstart our
entry into this business.

RESULTS FOR FY2017

The Group closed FY2017 with Group
Profit before Interest and Taxation,
fair value adjustment and exceptional
items down 3.1% to $173.6 million,
largely due to losses recorded in
Beverages and P&P which were partly
offset by higher contributions from
Dairies and Vinamilk as a result of our
increased shareholding in Vinamilk.
Beverages was adversely impacted
by lower sale volumes, competitive
pricing, higher raw material prices
and continued brand investments in

new markets. Losses from P&P were
marginally lower than last year mainly
due to improvements in printing

plant efficiencies and effective cost
containment measures.

Group Attributable Profit (“AP”) before
fair value adjustment and exceptional
items fell by 8.3% to $99.9 million.
Including fair value adjustment and
exceptional items of $1,183.2 million,
Group AP was $1,283.1 million
compared to $108.1 million last year.
The exceptional gain arose largely from
the realisation of fair value reserves
upon the change of shareholding in
Vinamilk.

DIVIDENDS

The Board recommends a final dividend
of 3.0 cents per share for shareholders’
approval at the forthcoming Annual
General Meeting. This brings total
dividend for the year to 4.5 cents

per share, unchanged from last year.
The proposed dividend represents

a payout of 65%, which is higher than
our policy of paying approximately
50% of the Group’s Attributable Profit
before fair value adjustment and
exceptional items. The final dividend,

if approved by shareholders, will be
paid on 14 February 2018.

SUSTAINABILITY

F&N recognises that embracing
sustainability practices is a core
business priority given that
sustainability is important for the long
term development and success of our
businesses. This year, we are pleased
to publish our first Sustainability
Report in compliance with the SGX
requirements and based on the Global
Reporting Initiative (“GRI”) G4 Reporting
Guidelines.

Fraser and Neave, Limited & Subsidiary Companies // Annual Report 2017
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At the Board level, the Board Executive
Committee provides guidance to the
Project Management Committee which
was formed to drive the sustainability
reporting initiative, ensuring that
financial performance is balanced with
environmental and social imperatives.
Through engagement with management
and employees, material environmental,
social and governance factors were
identified and targets set. For more
details, please refer to our full
Sustainability Report which is available
only in online format on our website,
making communication greener.
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| would like to thank my fellow directors
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throughout this challenging year.
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and all our employees for their
dedication and continued whole-
hearted support of our Vision 2020
objectives and targets. | would also
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shareholders, customers, suppliers
and other business associates for your
continued support.

Charoen Sirivadhanabhakdi
Chairman
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BOARD OF DIRECTORS

MR CHAROEN
SIRIVADHANABHAKDI, 73

CHAIRMAN /
NON-INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
28 Feb 2013

Date of last re-election as a director
29 Jan 2016

Length of service as a director
(as at 30 Sep 2017)
4 years 07 months

BOARD COMMITTEE(S) SERVED ON
Nil

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

» Honorary Doctoral Degree in
Marketing, Rajamangala University
of Technology Isan, Thailand

« Honorary Doctoral Degree
in Buddhism (Social Work),
Mahachulalongkornrajavidyalaya,
Thailand

« Honorary Doctorate Degree
in Business Administration,
Sasin Graduate Institute of Business
Administration, Chulalongkorn
University, Thailand

» Honorary Doctoral Degree in
Hospitality Industry and Tourism,
Christian University of Thailand,
Thailand

» Honorary Doctoral Degree in Sciences
and Food Technology, Rajamangala
University of Technology Lanna,
Thailand

» Honorary Doctoral Degree in
International Business Administration,
University of the Thai Chamber of
Commerce, Thailand

» Honorary Doctoral Degree in
Management, Rajamangala University
of Technology Suvarnabhumi, Thailand
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- Honorary Doctor of Philosophy in
Business Administration, Mae Fah
Luang University, Thailand

« Honorary Doctoral Degree in Business
Administration, Eastern Asia University,
Thailand

« Honorary Doctoral Degree
in Management, Huachiew
Chalermprakiet University, Thailand

« Honorary Doctoral Degree in Industrial
Technology, Chandrakasem Rajabhat
University, Thailand

- Honorary Doctoral Degree in
Agricultural Business Administration,
Maejo Institute of Agricultural
Technology, Thailand

PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

« Berli Jucker Public Company Limited
(Chairman)

« Frasers Centrepoint Limited
(Chairman)

- Thai Beverage Public Company
Limited (Chairman)

Others

- Beer Thai (1991) Public Company
Limited (Chairman)

« Big C Supercenter Public Company
Limited (Chairman)

« Red Bull Distillery Group of Companies
(Chairman)

- Siriwana Co., Ltd. (Chairman)

« Southeast Group Co., Ltd. (Chairman)

« TCC Asset World Corporation Limited
(Chairman)

« TCC Corporation Limited (formerly
TCC Holding Co., Ltd.) (Chairman)

. TCC Land Co., Ltd. (Chairman)

MAJOR APPOINTMENT(S)
(other than Directorships)
Nil

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS

- Darjah Kebesaran Panglima Setia
Mahkota (P.S.M.) which carries the title
‘Tan Sri’ from Malaysia

KHUNYING WANNA
SIRIVADHANABHAKDI, 74

VICE-CHAIRMAN /
NON-INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
28 Feb 2013

Date of last re-election as a director
29 Jan 2016

Length of service as a director
(as at 30 Sep 2017)
4 years 07 months

BOARD COMMITTEE(S) SERVED ON
Nil

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

« Honorary Doctoral Degree
(Management), Mahidol University,
Thailand

« Honorary Doctorate of Philosophy
(Business Management), University of
Phayao, Thailand

« Honorary Doctoral Degree from the
Faculty of Business Administration and
Information Technology, Rajamangala
University of Technology Tawan-ok,
Thailand

« Honorary Doctor of Philosophy in
Social Sciences, Mae Fah Luang
University, Thailand

« Honorary Doctoral Degree in Business
Administration, Chiang Mai University,
Thailand

« Honorary Doctoral Degree in
Agricultural Business Administration,
Maejo Institute of Agricultural
Technology, Thailand

« Honorary Doctoral Degree in
Bio-technology, Ramkhamhaeng
University, Thailand

PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

« Berli Jucker Public Company Limited
(Vice-Chairman)



- Frasers Centrepoint Limited
(Vice-Chairman)

» Thai Beverage Public Company
Limited (Vice-Chairman)

Others

« Beer Thip Brewery (1991) Co., Ltd.
(Chairman)

« Big C Supercenter Public Company
Limited (Vice-Chairman)

« Sangsom Group of Companies
(Chairman)

- Siriwana Co., Ltd. (Vice-Chairman)

« TCC Asset World Corporation Limited
(Vice-Chairman)

. TCC Corporation Limited
(formerly TCC Holding Co., Ltd.)
(Vice-Chairman)

MAJOR APPOINTMENT(S)
(other than Directorships)
Nil

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS
Nil

TENGKU SYED BADARUDIN
JAMALULLAIL, 72

LEAD INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
08 Jan 2014

Date of last re-election as a director
29 Jan 2016

Length of service as a director
(as at 30 Sep 2017)
3 years 08 months

BOARD COMMITTEE(S) SERVED ON
« Nominating Committee (Chairman)

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

« Master of Arts in Law & History,
University of Cambridge, UK

PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

- Fraser & Neave Holdings Bhd
(Chairman)

- Hwang Capital (Malaysia) Berhad

Others

» Berkat Restu Sdn Bhd

« Besar Holdings Sdn Bhd

- HDM Capital Sdn Bhd

- Mega SPJ Sdn Bhd

« Pusat Dialisis Centre Tuanku Syed
Putra — NKF (Chairman)

» Tuanku Syed Putra Foundation

» Vacaron Company Sdn Bhd

MAJOR APPOINTMENT(S)
(other than Directorships)
Nil

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS

- Hwang Investment Management
Berhad

» HwangDBS Investment Bank Berhad

« Asian Islamic Investment Management
Sdn Bhd

MR TIMOTHY CHIA CHEE MING, 67

INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
08 Jan 2014

Date of last re-election as a director
24 Jan 2017

Length of service as a director
(as at 30 Sep 2017)
3 years 08 months
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BOARD COMMITTEE(S) SERVED ON
« Audit Committee
« Remuneration Committee (Chairman)

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

- Bachelor of Science cum laude,
majoring in Management, Fairleigh
Dickinson University, USA

PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

- Banyan Tree Holdings Limited

« Ceylon Guardian Investment Trust PLC
« Ceylon Investment PLC

- Malaysia Smelting Corporation Berhad
« The Straits Trading Company Limited

Others

- Gracefield Holdings Limited
(Chairman)

« Hup Soon Global Corporation
Private Limited (Chairman)

- Rahman Hydraulic Tin Sdn Bhd

« Singapore Power Limited

« United Motor Works (Siam)
Public Co Ltd (Chairman)

« Vertex Venture Holdings Ltd

MAJOR APPOINTMENT(S)

(other than Directorships)

- ASEAN Business Club
(Member, Advisory Council & Co-Chair,
Singapore)

« Asian Civilisation Museum
(Member, Advisory Board)

- Singapore Management University
(Member, Board of Trustees)

« Singapore Indian Development
Association (Term Trustee)

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS

« Coutts & Co Ltd

- EQT Funds Management Ltd

« Guan Leng Holdings Pte Ltd

« HS Global Holdings Pte Ltd

« InnoTek Limited

- JM Financial Singapore Pte Ltd
- Parkesville Pte Ltd

- PowerGas Limited

« SP PowerAssets Limited

« SPI (Australia) Assets Pty Ltd

« United Motor Works (Mauritius) Ltd
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BOARD OF DIRECTORS

MR KOH POH TIONG, 70

NON-INDEPENDENT AND
NON-EXECUTIVE DIRECTOR /
ADVISER TO THE BOARD

Date of first appointment as a director
03 Apr 2013

Date of last re-election as a director
29 Jan 2016

Length of service as a director
(as at 30 Sep 2017)
4 years 05 months

BOARD COMMITTEE(S) SERVED ON

- Board Executive Committee
(Chairman)

« Risk Management Committee
(Chairman)

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

- Bachelor of Science, University of
Singapore, Singapore

PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

« Bukit Sembawang Estates Limited
(Chairman)

« Delfi Limited

- Raffles Medical Group Ltd

« SATS Ltd

Others

- National Kidney Foundation
(Chairman)

« Singapore Kindness Movement
(Chairman)

» Times Publishing Limited (Chairman)

« Yunnan Yulinquan Liquor Co., Ltd.
(Chairman)

MAJOR APPOINTMENT(S)

(other than Directorships)
Nil

Advancing Strategically, Growing Sustainably.

PAST DIRECTORSHIP(S) IN LISTED

COMPANIES HELD OVER THE

PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)

« Ezra Holdings Limited (Chairman and
Senior Advisor)

» United Engineers Limited

OTHERS
« Great Eastern Life Assurance Co Ltd

MRS SIRIPEN SITASUWAN, 69

INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
31 May 2013

Date of last re-election as a director
24 Jan 2017

Length of service as a director
(as at 30 Sep 2017)
4 years 04 months

Others
Nil

MAJOR APPOINTMENT(S)
(other than Directorships)
Nil

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS
» Solaris Asset Management Co., Ltd.

MR CHOTIPHAT BIJANANDA, 54

NON-INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
19 Feb 2013

BOARD COMMITTEE(S) SERVED ON
« Audit Committee (Chairman)

« Nominating Committee

« Remuneration Committee

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

- Master of Business Administration,
Wichita State University, Kansas, USA

« Bachelor of Arts (Commerce),
Chulalongkorn University, Thailand

PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

« Sermsuk Public Company Limited

« Thai Solar Energy Public Company
Limited

- Thanachart Capital Public Company
Limited

Date of last re-election as a director
24 Jan 2017

Length of service as a director
(as at 30 Sep 2017)
4 years 07 months

BOARD COMMITTEE(S) SERVED ON
Nil

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

- Master of Business Administration,
Finance, University of Missouri, USA

« Bachelor of Laws, Thammasat
University, Thailand



PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

- Frasers Centrepoint Limited

« Golden Land Property Development
Public Company Limited

« Sermsuk Public Company Limited
(2™ Vice-Chairman)

« TICON Industrial Connection Public
Company Limited

Others

+ Australand Investments Limited

- Australand Property Limited

« Big C Supercenter Public Company
Limited

« Big C Services Co., Ltd.

« Frasers Property Australia Pty Limited

-+ Frasers Property Limited

- Southeast Capital Co., Ltd. (Chairman
of Executive Board)

« Southeast Group Co., Ltd. (President)

» Southeast Insurance Public Company
Limited (Chairman of Executive Board)

» Southeast Life Insurance Public
Company Limited (Chairman of
Executive Board)

« TCC Assets Limited

« TCC Technology Co., Ltd.

MAJOR APPOINTMENT(S)
(other than Directorships)
Nil

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS
Nil

MR THAPANA
SIRIVADHANABHAKDI, 42

NON-INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
19 Feb 2013

Date of last re-election as a director
30 Jan 2015

Length of service as a director
(as at 30 Sep 2017)
4 years 07 months

BOARD COMMITTEE(S) SERVED ON

« Board Executive Committee
(Vice-Chairman)

« Nominating Committee

« Remuneration Committee

» Risk Management Committee

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

« Honorary Doctoral Degree of Arts,
Rajamangala University of Technology
Phra Nakhon, Thailand

- Honorary Doctoral Degree in
Hospitality, Rajamangala University of
Technology Krungthep, Thailand

« Honorary Doctoral Degree in
Community Development, Chiang Mai
Rajabhat University, Thailand

« Honorary Doctoral Degree of Business
Administration in Strategic Logistic
and Supply Chain Management,

Suan Sunandha Rajabhat University,
Thailand

« Honorary Doctoral Degree of
Philosophy in General Management,
Ramkhamhaeng University, Thailand

» Master of Science Administration
in Financial Economics, Boston
University, USA

« Bachelor of Business Administration
(Finance), Boston University, USA
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PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

« Golden Land Property Development
Public Company Limited

« Qishi Group Public Company Limited
(Vice-Chairman)

« Sermsuk Public Company Limited
(3 Vice-Chairman)

- Thai Beverage Public Company
Limited

« Univentures Public Company Limited
(Vice-Chairman)

Others

« InterBev Investment Limited

- International Beverage Holdings
Limited (President)

« Plantheon Group of Companies

« Pracharath Rak Samakkee (Social
Enterprise) (Thailand) Co., Ltd.

« South East Group of Companies
(Vice-Chairman)

« TCC Group of Companies

- Thai Beverage Group of Companies

« Univentures Group of Companies

MAJOR APPOINTMENT(S)

(other than Directorships)

- Thai Beverage Public Company
Limited (President and Chief Executive
Officer)

PAST DIRECTORSHIP(S) IN LISTED

COMPANIES HELD OVER THE

PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)

« Berli Jucker Public Company Limited*

« Siam Food Products Public Company
Limited*

OTHERS
Nil

* Held office from 2001 to 14 Feb 2017
** Held office from 2007 to 11 Aug 2015
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MR SITHICHAI
CHAIKRIANGKRAI, 63

NON-INDEPENDENT AND
NON-EXECUTIVE DIRECTOR

Date of first appointment as a director
22 Feb 2013

Date of last re-election as a director
29 Jan 2016

Length of service as a director
(as at 30 Sep 2017)
4 years 07 months

BOARD COMMITTEE(S) SERVED ON
« Audit Committee

» Board Executive Committee

« Risk Management Committee

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

« Bachelor of Accountancy (First Class
Honors), Thammasat University,
Thailand

» Diploma in Computer Management,
Chulalongkorn University, Thailand

« Certificate of the Mini MBA Leadership

Management, Kasetsart University,
Thailand

Advancing Strategically, Growing Sustainably.

PRESENT DIRECTORSHIP(S)

(as at 30 Sep 2017)

Listed companies

« Berli Jucker Public Company Limited

« Frasers Centrepoint Limited

« Golden Land Property Development
Public Company Limited

« Qishi Group Public Company Limited

« Sermsuk Public Company Limited

« Siam Food Products Public Company

Limited

« Thai Beverage Public Company
Limited

« Univentures Public Company Limited

Others

- Berli Jucker Group of Companies

- Big C Supercenter Public Company
Limited

« InterBev Investment Limited

- International Beverage Holdings
Limited

« Plantheon Group of Companies

« TCC Group of Companies

- Thai Beverage Group of Companies

« Univentures Group of Companies

MAJOR APPOINTMENT(S)

(other than Directorships)

- Thai Beverage Public Company
Limited (Chief Financial Officer)

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS
Nil

MR MICHAEL CHYE HIN FAH, 58

ALTERNATE DIRECTOR TO
MR THAPANA SIRIVADHANABHAKDI

Date of first appointment as an
alternate director
08 Feb 2017

Date of last re-election as an
alternate director

Length of service as an alternate director
(as at 30 Sep 2017)
07 months

BOARD COMMITTEE(S) SERVED ON

Board Executive Committee
Risk Management Committee

ACADEMIC & PROFESSIONAL
QUALIFICATION(S)

Bachelor of Business Studies with
First Class Honours in Accounting
and Finance, Massey University,
New Zealand

Master of Business Studies with
Distinction in Accounting and Finance,
Massey University, New Zealand
Fellow of the Institute of Singapore
Chartered Accountants

Associate Member of the Institute
of Chartered Secretaries &
Administrators

Member of the Singapore Institute
of Directors

Associate Member of Chartered
Secretaries Institute of Singapore



PRESENT DIRECTORSHIP(S)
(as at 30 Sep 2017)
Listed companies

Millennium Minerals Limited
Sermsuk Public Company Limited
Vietnam Dairy Products Joint Stock
Company

Others

Alliance Asia Investment Private
Limited

Alliance Strategic Investments Pte Ltd
Beer Chang International Limited
BeerCo Limited

BevCo Limited

DECCO 235

Heritas Capital Management Pte Ltd
IMC Pan Asia Alliance Corporation
InterBev (Singapore) Limited
International Beverage Holdings
Limited

International Beverage Holdings
(Singapore) Pte Limited

International Beverage Trading

(Hong Kong) Limited

International Beverage Trading Limited
Inver House Distillers Ltd Company
Marketing Magic Pte Ltd

Myanmar Distillery Company Limited
Myanmar Supply Chain and Marketing
Services Company Limited

Prudence Holdings Limited

Super Brands Company Pte Ltd
Certain subsidiaries of Sermsuk
Public Company Limited

Wellwater Limited

Wrangyer (2008) Co. Ltd

MAJOR APPOINTMENT(S)
(other than Directorships)
Nil

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS
Nil

hiL

MR PRAPAKON
THONGTHEPPAIROT, 46

ALTERNATE DIRECTOR TO
MR SITHICHAI CHAIKRIANGKRAI

Date of first appointment as an
alternate director
21 Mar 2013

Date of last re-election as an
alternate director
27 Jan 2014

Length of service as an alternate director

(as at 30 Sep 2017)
4 years 06 months

BOARD COMMITTEE(S) SERVED ON
« Board Executive Committee
» Risk Management Committee

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

« Advanced Management Programme,
INSEAD, France

- Master of Science in Finance, Georgia
State University, USA

« Master of Business Administration,
Mercer University, USA

- Bachelor of Business Administration,
Assumption University, Thailand

« Listed Company Director Programme,
Singapore Institute of Directors,
Singapore

» Director Certification Program (DCP)
2017, Thai Institute of Directors (IOD)

PRESENT DIRECTORSHIP(S)
(as at 30 Sep 2017)

Listed companies

Nil
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Others

« Beer Chang International Limited

- Chang International Co., Ltd.

- Dhospaak Co., Ltd.

« InterBev Investment Limited

- International Beverage Holdings
Limited

« Modern Trade Management Co., Ltd.

- Myanmar Distillery Co., Ltd.

« Myanmar Supply Chain and Marketing
Services Co., Ltd.

- P.M.T. Mansion Co., Ltd.

- Thai Beverage Group of Companies

« Thai Drinks Co., Ltd.

MAJOR APPOINTMENT(S)

(other than Directorships)

« Thai Beverage Public Company
Limited (Executive Vice-President —
Chief Executive Officer, Spirit Product
Group)

PAST DIRECTORSHIP(S) IN LISTED
COMPANIES HELD OVER THE
PRECEDING THREE YEARS

(from 01 Oct 2014 to 30 Sep 2017)
Nil

OTHERS

Held various senior executive positions
in the TCC Group, namely Senior
Vice-President for Finance in Thai
Beverage Public Company Limited,
Director in Thai Beverage Marketing
Co., Ltd., Senior Executive Vice-President
for Land Development and Investment
Management in TCC Land Group,
Senior Executive Vice-President for
Corporate Services in Plantheon Group
and TCC Land Group, and Senior
Executive Vice-President for Finance

in TCC Land Group.
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MR LEE MENG TAT, 54

CHIEF EXECUTIVE OFFICER,
NON-ALCOHOLIC BEVERAGES

Date of appointment
01 May 2015

Length of service in the F&N Group
(as at 30 Sep 2017)
14 years 10 months

JOB DESCRIPTION

Mr Lee is responsible for overseeing and

driving the growth strategies of Group’s
non-alcoholic beverages business,
which has operations and investments
in Indonesia, Malaysia, Myanmar,
Singapore, Thailand and Vietnam.

ACADEMIC & PROFESSIONAL
QUALIFICATION(S)

Advanced Management Program,
Harvard Business School, USA
Masters in Business Administration,
Imperial College, London, UK
Bachelor of Engineering (Mechanical),
National University of Singapore,
Singapore

WORKING EXPERIENCE

Chief Executive Officer, Wildlife
Reserves Singapore Group

Chief Corporate Development Officer,
Food & Beverage Division, Fraser and
Neave, Limited

Chief Executive Officer, China,
Heineken-APB (China) Management
Services Co., Ltd and Regional
Director, China, Asia Pacific
Breweries Ltd

Vice-President & Deputy Head,
Education Services and Corporate
General Manager (Projects),

Times Publishing Ltd

Vice-President (E-business &
Operations), Fannet Online Pte Ltd
Senior Manager, New Ventures,
Fraser and Neave, Limited

Advancing Strategically, Growing Sustainably.

Deputy General Manager, Sembawang
Leisure Pte Ltd

Deputy Director, Regional Tourism,
Singapore Tourism Board

Assistant Head, International Business
Development, Singapore Economic
Development Board

Owner, Wokabout Pte Ltd

Assistant Treasurer, Corporate
Banking, DBS Bank Ltd

OTHERS
Nil

MR EDMOND NEO, 52

CHIEF EXECUTIVE OFFICER, BEER

Date of appointment
01 October 2016

Length of service in the F&N Group
(as at 30 Sep 2017)
25 years 02 months

JOB DESCRIPTION
Mr Neo is responsible for overseeing
and driving the Group’s beer business.

ACADEMIC & PROFESSIONAL
QUALIFICATION(S)

Bachelor of Accountancy, National
University of Singapore, Singapore

WORKING EXPERIENCE

Managing Director, Chang
International Co., Ltd

General Manager, Regional Brand
Development, F&N Interflavine Pte Ltd
Director, Group Commerce, Asia
Pacific Breweries Ltd

Chief Executive Officer, Asia Pacific
Breweries (Lanka) Ltd

Commercial Manager, Cambodia
Brewery Limited

Assistant General Manager, Group
Commerce, Asia Pacific Breweries Ltd

Regional Marketing Manager, Philips
Electronics Singapore

Senior Marketing Manager, Asia Pacific
Breweries Ltd

Senior Brand Manager, DB Breweries
Limited

Senior Brand Manager, Asia Pacific
Breweries Singapore

Corporate Banking Officer, Overseas
Union Bank

Auditor, Price Waterhouse

OTHERS
Nil

MR BENNETT NEO, 48

CHIEF EXECUTIVE OFFICER, FOOD

Date of appointment
01 October 2016

Length of service in the F&N Group
(as at 30 Sep 2017)
9 years 10 months

JOB DESCRIPTION

Mr Neo is responsible for overseeing
and driving the growth strategies of the
Group’s food business.

ACADEMIC & PROFESSIONAL
QUALIFICATION(S)

Bachelor of Engineering (Mechanical)
(Hons), Nanyang Technological
University, Singapore

WORKING EXPERIENCE

.

Chief Executive Officer, YCH Group
Chief Executive Officer - Marine,
EMAS Offshore Services Pte Ltd
Regional Director, Asia Pacific
Breweries Ltd

General Manager, Asia Pacific
Breweries (S) Pte Ltd

Managing Director, Tiger Beer UK Ltd
Country Manager/General Manager,
ExxonMobil Unique (Vietnam) Co Ltd



Logistics Manager, ExxonMobil Asia

Pacific Pte Ltd

» Global Marketing Advisor, Passenger
Vehicle Lubricants, ExxonMobil Asia
Pacific Pte Ltd

« Business Analyst, Exxon Company

International

Lubricants Manager - South China,

Guangzhou Esso Petroleum Services

Company

OTHERS

« Strategic Advisor, Go-Ahead Loyang
Pte Ltd

» Chairman, Board of Trustees, Migrant
Workers’ Assistance Fund

« Co-Chairman, Migrant Workers’ Forum

- Board and Exco Member, National
Kidney Foundation

. Chairman, Donor Relations Committee,

National Kidney Foundation
« Chairman, Board of Trustees,
Domestic of Welfare Fund

MR SIEW PENG YIM, 49

CHIEF EXECUTIVE OFFICER,
TIMES PUBLISHING GROUP

Date of appointment
01 October 2014

Length of service in the F&N Group
(as at 30 Sep 2017)
5 years 05 months

JOB DESCRIPTION

Mr Siew is responsible for overseeing
and driving the growth strategies of
the Group’s publishing and printing
businesses.

ACADEMIC & PROFESSIONAL

QUALIFICATION(S)

- Bachelor of Accountancy, National
University of Singapore, Singapore

« Chartered Accountant of Singapore,
Institute of Singapore Chartered
Accountants, Singapore

WORKING EXPERIENCE
« Chief Financial Officer and
Chief Operating Officer,
Times Publishing Limited
- Chief Financial Officer,
Times Publishing Limited
« Chief Financial Officer,
Chief Operating Officer
and Executive Director,
HTL International Holdings Ltd
« Chief Financial Officer,
HTL International Holdings Ltd
« Group Financial Controller,
HTL International Holdings Ltd

OTHERS
Nil

MR HUI CHOON KIT, 53

CHIEF FINANCIAL OFFICER'

Date of appointment
01 Oct 2012

Length of service in the F&N Group
(as at 30 Sep 2017)
17 years 08 months

JOB DESCRIPTION

Mr Hui is responsible for the

Group Finance, Treasury, Taxation,
Investor Relations and Corporate
Communications, Risk Management
and Sustainability functions. Effective
01 Oct 2017, Mr Hui also oversees the
Corporate Secretariat, Group Legal and
Management Services functions.
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ACADEMIC & PROFESSIONAL
QUALIFICATION(S)

Master of Business Administration,
Nanyang Technological University,
Singapore

Bachelor of Business, Curtin University
of Technology, Australia

Chartered Accountant of Singapore,
Institute of Singapore Chartered
Accountants, Singapore

WORKING EXPERIENCE

.

Group Financial Controller,

Fraser and Neave, Limited (“FNL”)
Deputy Group Financial Controller/
General Manager, Corporate
Communications, FNL

General Manager, Treasury and
Budget, FNL

General Manager, Corporate
Communications & Special Projects/
Budget Manager, Chairman’s Office,
FNL

Deputy General Manager, Corporate
Planning & Business Development/
Budget Manager, Chairman’s Office,
FNL

Assistant General Manager, Corporate
Planning & Business Development,
FNL

Senior Manager, New Ventures, FNL
Manager, Corporate Finance, Schroder
International Merchant Bankers
Limited

Assistant Vice President, Investment
Banking, Keppel Bank of Singapore
Limited

Executive Consultant, Ernst & Young
Consultants Pte Ltd

OTHERS

.

Member, Finance Committee, National
Kidney Foundation

Note:

1

Mr Hui Choon Kit was appointed as Company
Secretary on 1 Oct 2017. Mr Hui is also the Chief
Financial Officer of the Company. Mr Anthony
Cheong Fook Seng retired as Company Secretary
on 30 Sep 2017.
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CORPORATE STRUCTURE

FRASER AND NEAVE, LIMITED
Listed on the Mainboard of the Singapore Exchange Securities Trading Limited (“SGX-ST”)

Stock Code: F99

Number of Ordinary Shares Outstanding: 1,446,946,628 Shares
(Excluding 131,126 Treasury Shares)

Fraser & Neave Holdings Bhd
© 22 Subsidiary companies
© 1 Associated company

Listed company

Cocoaland Holdings Berhad
© 1 Joint venture company

Other Listed & Unlisted Companies
© 17 Subsidiary companies
Asia Dairies (S) Pte Ltd
F&NBev Manufacturing Pte. Ltd.
F&N Dairy Investments Pte Ltd
F&N Foods Pte Ltd
F&N Interflavine Pte. Ltd.
F&N Myanmar Services Limited
F&N Services (F&B) Sdn Bhd
F&N United Limited
F&N Vietnam Limited Liability Company
Magnolia — PDL Dairies (1993) Sdn. Bhd.
PT. F&N Indonesia
Tiger Tavern Sdn. Bhd.
Warburg Engineering Pte. Ltd.
Warburg Vending Pte Ltd
Warburg Vending Services Pte. Ltd.

F&N Creameries Group
« 4 Subsidiary companies

Yoke Food Industries Group
« 2 Subsidiary companies

1 Associated company
Listed company
Vietnam Dairy Products Joint Stock Company

Advancing Strategically, Growing Sustainably.

Times Publishing Group
© 33 Subsidiary companies
@ 1 Joint operation

@ 2 Associated companies

Other Unlisted Companies
© 6 Subsidiary companies
F&N Investments Pte Ltd
F&N Myanmar Investments Pte. Ltd.
F&N Treasury Pte. Ltd.
Fraser & Neave (Singapore) Pte. Limited

Fraser & Neave Investments (Hong Kong) Limited
InterF&B Pte. Ltd.




CORPORATE INFORMATION

BOARD OF DIRECTORS

Mr Charoen Sirivadhanabhakdi
(Chairman)

Khunying Wanna Sirivadhanabhakdi
(Vice-Chairman)

Tengku Syed Badarudin Jamalullail
(Lead Independent Director)

Mr Timothy Chia Chee Ming
Mr Koh Poh Tiong

Mrs Siripen Sitasuwan

Mr Chotiphat Bijananda

Mr Thapana Sirivadhanabhakdi
Mr Sithichai Chaikriangkrai

Mr Michael Chye Hin Fah

(Alternate Director to Mr Thapana Sirivadhanabhakdi)

Mr Prapakon Thongtheppairot

(Alternate Director to Mr Sithichai Chaikriangkrai)

BOARD EXECUTIVE COMMITTEE

Mr Koh Poh Tiong
(Chairman)

Mr Thapana Sirivadhanabhakdi
(Vice-Chairman)

Mr Sithichai Chaikriangkrai
Mr Michael Chye Hin Fah
Mr Prapakon Thongtheppairot

RISK MANAGEMENT COMMITTEE

Mr Koh Poh Tiong
(Chairman)

Mr Thapana Sirivadhanabhakdi
Mr Sithichai Chaikriangkrai

Mr Michael Chye Hin Fah

Mr Prapakon Thongtheppairot

AUDIT COMMITTEE

Mrs Siripen Sitasuwan
(Chairman)

Mr Timothy Chia Chee Ming
Mr Sithichai Chaikriangkrai

NOMINATING COMMITTEE

Tengku Syed Badarudin Jamalullail
(Chairman)

Mrs Siripen Sitasuwan
Mr Thapana Sirivadhanabhakdi
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REMUNERATION COMMITTEE
Mr Timothy Chia Chee Ming
(Chairman)

Mrs Siripen Sitasuwan

Mr Thapana Sirivadhanabhakdi

GROUP MANAGEMENT

Mr Lee Meng Tat

Chief Executive Officer, Non-Alcoholic Beverages
Mr Edmond Neo

Chief Executive Officer, Beer

Mr Bennett Neo

Chief Executive Officer, Food

Mr Siew Peng Yim

Chief Executive Officer, Times Publishing Group
Mr Hui Choon Kit

Chief Financial Officer and Company Secretary

Mr Anthony Cheong Fook Seng
Company Secretary
(until 30 September 2017)

REGISTERED OFFICE

438 Alexandra Road
#20-00 Alexandra Point
Singapore 119958

Tel: (65) 6318 9393
Fax: (65) 6271 0811

SHARE REGISTRAR AND TRANSFER OFFICE

Tricor Barbinder Share Registration Services
80 Robinson Road

#02-00

Singapore 068898

Tel: (65) 6236 3333

Fax: (65) 6236 3405

AUDITOR

KPMG LLP
Partner-in-charge: Mr Quek Shu Ping
(with effect from financial year 2016)

PRINCIPAL BANKERS

Crédit Agricole Corporate and Investment Bank
DBS Bank Ltd

Oversea-Chinese Banking Corporation Limited
Standard Chartered Bank

Sumitomo Mitsui Banking Corporation
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“The leadership positions
we have achieved

today set us on a firm
foundation to seize the
significant future growth
potential of our F&B
business in the region.”

MR LEE MENG TAT

Chief Executive Officer,
Non-Alcoholic Beverages

CEO BUSINESS
REVIEW

BEVERAGES

Advancing Strategically, Growing Sustainably.



BEVERAGES OVERVIEW

FY2017 was a challenging year for our
core beverages and dairies businesses.
Rising raw material costs, currency
fluctuations and declining consumer
confidence had an adverse impact

on this year’s volume, revenue, and
profitability in our markets, especially
Malaysia where aggressive price cutting
by competitors and rising input costs
have hurt Food & Beverage (“F&B”)
volumes and profits. This year, F&B
revenue was $1,605m, down from
$1,671m in FY2016. However, buoyed
by higher dividend income (owing to
the Group’s higher interest in Vietnam
Dairy Products Joint Stock Company
(“Vinamilk”)) and higher Dairies earnings
following the maiden recognition of
profit from our associated company,
Vinamilk, F&B’s profit before interest and
taxation (“PBIT”) rose 7%, to $204m
from $190m over the past year.

Notwithstanding the challenging business
environment, we remain led by our
Vision 2020 to become a F&B leader

in the ASEAN region, and continued to
implement our growth strategy: delivering
a balanced and differentiated portfolio,
innovating and driving commercial
excellence with an inspired team.

Our discipline, focus on sound execution
and continuous improvements, as well

as the dedication of our employees are
the foundation of our Group, and have
enabled us to defend our strong market
positions in our core markets. This year,
we maintained our market leadership in
isotonic, tea, canned milk and liquid milk
categories in Malaysia, Singapore and
Thailand.

REVENUE ($)

1,605m

FOR FY2017
$1,671m IN FY2016

We continued to invest in our core
markets of Singapore, Malaysia and
Thailand by stepping up investments
in our power brands, capabilities and
infrastructure to entrench our leadership
positions. We continued to expand
regionally — widening and deepening
our footprint in Indonesia, Myanmar,
Vietnam and Thailand (soft drinks);

we focused on initiatives to make our
business leaner and more efficient;
we invested resources in research and
development as well as augmented
our management bench for long-term
sustainable growth. These strategies
have served the Group well and will
empower us to stay the course.

FY2017 FINANCIAL PERFORMANCE
Despite higher sales from Dairies
Thailand, New Markets (Indonesia,
Myanmar, Thailand and Vietnam)

and newly-acquired businesses,

F&B FY2017 revenue fell 4% to $1,605m.

The fall in revenue was due mainly

to weaker sales from our Malaysia
soft drink and dairy businesses,
where subdued consumer sentiment
adversely impacted consumer spending.
Despite the fall in our revenue, F&B
FY2017 PBIT improved 7%, to $204m.
The robust earnings growth was a
result of strong Dairies performance,
which included maiden contribution
from Vinamilk. Effective 16 April 2017,
the Group accounted for its share

of Vinamilk’s profit under the equity
accounting method, on account of

the Group’s 18.74% shareholding

in Vinamilk and its appointment of a
second representative to the board

of Vinamilk.

Fraser and Neave, Limited & Subsidiary Companies // Annual Report 2017

25

PROFIT BEFORE
INTEREST &
TAXATION ($)

04m

FOR FY2017
$190m IN FY2016

The five-and-a-half months of profit and
higher dividend income from Vinamilk,
as well as strong Dairies Thailand
performance spurred an 24% increase

in Dairies FY2017 PBIT. This was despite
weaker Dairies Malaysia performance,
and a loss in our Beverages division.

In particular, Beverages Malaysia had

a difficult year with beverage volumes
negatively impacted by the overall
decline in the category triggered by the
weak economy and subdued consumer
sentiment. This eventually led to intense
price competition in the soft drink market.
Taken together with higher input costs
and continued brand investment in

New Markets, Beverages recorded a
loss of $4m in FY2017.

While sales performances of our
segments have been mixed, we are
happy to report that our core brands -
100PLUS, F&N SEASONS, OISHI and
F&N MAGNOLIA — continued to
command market leading positions in
our core markets. The leadership
positions we have achieved today set
us on a firm foundation to seize the
significant future growth potential of
our F&B business in the region.

CORPORATE DEVELOPMENT
Last year, we focused on continuous
improvement and equipping the F&B
business for the sustainability of F&N.
We streamlined the businesses in
Malaysia to deliver a leaner, more
efficient and effective structure to
drive speed and agility. We continued
in FY2017 to simplify our organisation
structure and our business processes
to improve productivity.
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Growth opportunities in F&N also came
through acquisitions. In December 2016,
the Group completed its acquisition of
additional shares in Vinamilk through a
competitive bid process. These shares
represented an approximately 5.4%
interests in Vinamilk. Thereafter, through
further purchases from the market,

the Group continued to increase its
stake. As at 30 September 2017,

the Group’s shareholding in Vinamilk had
risen to 18.74%. By virtue of the Group’s
current shareholding in Vinamilk and the
appointment of a second representative
to its board, the Group has been deemed,
in accordance with the Singapore
Financial Reporting Standards, to have
significant influence over Vinamilk.
Consequently, the Group started to equity
account its share of Vinamilk’s profit,

from 16 April 2017. The five-and-a-half
months of profits from Vinamilk amounted
to $51m in this financial year.

On 1 December 2016, the Group
exercised a call option to acquire the
remaining 30% stake in Yoke Food
Industries Sdn Bhd (“YFI”) for $7.5m
(RM23.4m). Together with the 70% stake
acquired in April 2014, this acquisition
effectively increased the Group’s
shareholding interests in YFI to 100%.

A wholly-owned subsidiary, YFI carries
on the business of manufacturing,
marketing, distributing and exporting of
canned beverages, primarily in Indochina,
Indonesia, Malaysia and Singapore.
This acquisition complements the
Group’s existing F&B business by offering
increased opportunity for the distribution
and marketing of its brands in Southeast
Asia, especially Indonesia. Through our
investment in YFI, we have successfully
re-introduced 700PLUS and F&N

range of sparkling drinks to Indonesian
consumers.

In Malaysia, TO0PLUS reached a
new milestone in July 2017 when it
sealed a partnership with McDonald’s
Malaysia to serve T00PLUS in all 261

Advancing Strategically, Growing Sustainably.
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SERVING

160M

MCDONALD’S CUSTOMERS
IN MALAYSIA ANNUALLY

McDonald’s outlets in Malaysia. Through
this partnership, F&N can now offer a
healthier beverage option to over 160m
Malaysian customers who patronise
McDonald’s annually. T00PLUS was
chosen by McDonald’s Malaysia after
much vigorous research and validation,
which showed that T00PLUS is the
preferred choice among Malaysians.

INNOVATION

The Group remains steadfast in our
drive to keep our products relevant
to consumers, be it a new product,
improvement of an existing product
or new packaging.

» A slew of new products
First on the list was the launch of a
non-carbonated version of 100PLUS
— 100PLUS ACTIVE. 100PLUS ACTIVE
builds on T00PLUS’s sports heritage
and functional credentials to target
sporty, fitness-seeking consumers
looking for a no-fizz thirst-quencher
that can rehydrate, replenish and
re-energise them during and after their
fitness regimen. 100PLUS ACTIVE was
launched in Malaysia, Myanmar and
Singapore to great response.

In addition to T00PLUS ACTIVE,
F&N also responded to consumers’
needs by extending its healthier
beverage options through the
introduction of a new premium range

of F&N FRUIT TREE Fresh — F&N
FRUIT TREE Fresh Wonders Luscious
Berries and F&N FRUIT TREE Fresh
Wonders Zesty Lime, with organic
chia seeds, in Singapore. In Thailand,
we extended the offering of the
much-loved BEAR BRAND Gold low-fat
sterilised milk with BEAR BRAND Gold
Goji Berry. This move into product
extensions broadened our F&N FRUIT
TREE Fresh and BEAR BRAND appeal
into wider drinking occasions and
attracted new health-conscious
consumers.

TASTE
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This year, the Group also stepped up
our initiatives to cut sugar content

in our products, rolling out a range

of reduced or zero sugar content
beverages from our power brands.
OISHI, the leading ready-to-drink
green tea brand in Thailand and
Malaysia presented its next chapter
of growth by extending its green tea
offerings with O/SHI Kabusecha in
Singapore. A premium brew, OISHI/
Kabusecha Green Tea is available in no
sugar and low sugar options. F&N ICE
MOUNTAIN, the leading water brand
in Singapore, also recently added a
Classic variant to its sparkling water
range; and F&N SEASONS Ice Lemon
Tea, the No.1 black tea in Singapore
and Malaysia now comes in reduced
sugar option.

F&N was also the first to introduce

a pasteurised soya milk range to

the dairy industry in Malaysia.

F&N NUTRISOY extended its No.1
soya milk position with the introduction
of two delicious variants of F&N
NUTRISOY Fresh - F&N NUTRISOY
Fresh Soya Milk and F&N NUTRISOY
Fresh Soya Milk Lite.

» Getting consumers excited
with Packaging
Packaging updates capture
consumers’ attention and give
the Group an opportunity to drive
awareness of our brands and sales.

To generate excitement, T00PLUS
rolled out several limited-edition
packs throughout FY2017. It started
with the gold cans packaging for
Chinese New Year Celebration in
January 2017, followed by a range
of SEA Games-themed limited-edition
100PLUS packaging, all bearing

the official mascot of the Games in
August. After the Games, T00PLUS
also rolled out a new gold cans
packaging to celebrate Malaysia’s
success at the Games.

F&N SEASONS debuted its very own
sleek, new look this year, following
the successful introduction of sleek
cans for TOOPLUS and F&N Sparkling
Drinks in 2016. Lightweight and
handy, F&N SEASONS new sleek
cans are easy to grab on-the-go.

EMERGING STRONGER:

OUR TRANSFORMATION
JOURNEY CONTINUES

Our performance in FY2017 and in
the year ahead takes place in an
uncertain and volatile world. In our two
largest markets - Malaysia and Thailand
- while their economic indicators look
positive, overall market conditions are
expected to remain challenging and
consumer sentiments across the region
will remain weak. Looking forward,
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we will continue to focus on managing
and controlling ‘what is in our hands’.
This means a singular focus on
executing our business strategies well
- building our brands, and bringing
healthy, innovative products to our loyal
consumers in the marketplace. It also
means leveraging our longstanding
presence and strong network in the
region to expand our F&B business,
improving margins and operational
efficiency, as well as solidifying our
collaboration with our strategic partner,
Thai Beverage Group, to accelerate
the execution of our growth strategy.
Together with my loyal and dedicated
team, | look forward to transforming
F&N into a leading F&B company in
ASEAN, in line with our aspirations

in Vision 2020.

100PLUS

LIMITED-EDITION SEA GAMES PACKS
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BEVERAGES MALAYSIA:
RESULTS

Beverages Malaysia FY2017 revenue
was adversely impacted by intensifying
competition, cautious consumer spending
and a weaker Ringgit. Consequently,
FY2017 revenue fell 19% (-15% in
constant currency). Lower revenue,
higher sugar cost, a one-off consultancy
expense in relation to a restructuring
exercise and higher tactical price
discounts resulted in a 75% fall in its
FY2017 PBIT (-74% in constant currency).

SUKRMN SER KE-28

This year, Beverages Malaysia continued
to formulate and implement marketing
and branding initiatives to ensure that
100PLUS, F&N Sparkling Drinks, OISHI,
F&N SEASONS and F&N NUTRISOY
maintain leading positions in their
respective categories. Focusing on

promoting active and healthy living,
100PLUS reinforced the importance of
hydration while leading active lifestyles
by launching limited-edition packaging
and extending its offerings to include

a non-carbonated version, T00PLUS
ACTIVE, in conjunction with the 29%
Southeast Asian (“SEA”) Games in Kuala
Lumpur, Malaysia, as well as in other
regional and international sports events.

To support the Group’s expansion
strategy, this year, the Group invested
$60m (RM200m) in a water processing
line, a combi blow-mould-and-filling
machine for its soft drink plant in
Malaysia, and filling lines for its dairy
plants in Thailand. This is in addition
to the $100m (RM300m) investment
committed last year for an aseptic cold-
filling PET bottle line and an integrated
warehouse in Shah Alam, and a new
ultra-high temperature (“UHT”) line in
Kuching. In March 2017, Beverages
Malaysia commenced production of the

new UHT line in Kuching. This investment,

made in anticipation of increased

regional demand, is expected to enhance

productivity and increase production
capacity by about 3.4m cases a year,

as well as improve its environmental
footprint. The aseptic cold-filling line,

the first for the Group, is expected to be
installed and commissioned by 1Q2018.
Aimed at optimising its manufacturing
and distribution facilities to meet the
growing demand for its healthier range
of beverages, these investments by
Beverages Malaysia are aligned with the
Group’s Vision 2020 of strengthening
F&N’s positions in its core markets and
supporting its regional expansion efforts.

Beverages Malaysia remains focused

on driving its “go to market” strategy
across a wide platform. In the new

year, it will continue to develop and
improve its capability and competency
to manage multiple channels as well as
the increasingly diverse routes-to-market
required to be successful in reaching its
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consumers with the right product at the
right occasion. Beverages Malaysia will
continue to invest in technology, assets
and people to compete effectively on

as broad a front as possible. It believes
that, above all, in-market execution is
vitally important in ensuring F&N Group
achieves its vision of becoming a leading
F&B player in ASEAN.
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ISOTONIC: 100PLUS

F&N'’s flagship brand and Malaysia’s

No.1 isotonic drink, TO0PLUS, cemented
its position as the enabler of active
lifestyles through its support of a series
of sports sponsorships including national
athletes, major sports events and several
national sports bodies. This year, the
development of TOOPLUS was supported
by the huge level of awareness driven by
its sponsorship of the 29" SEA Games
held in Kuala Lumpur, where T00PLUS
was the Games’ official isotonic beverage.
Leveraging the Games’ popularity,
TOOPLUS rolled out a series of multi-
sensory campaigns to engage athletes,
participants and fans from around the
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SEA region. It rolled out limited-edition
ranges of TOOPLUS SEA Games KL2017
packaging in Singapore and Malaysia.
Also, it launched T00PLUS ACTIVE, a
non-carbonated version of T00PLUS

in Singapore, Malaysia and Myanmar,
supported by a series of marketing
activities surrounding the Games to reach
and engage consumers.

To build awareness and drive product
trial, TO0PLUS ACTIVE rolled out the NO
FIZZ, 100PLUS ACTIVE campaign during
major brand-sponsored sporting events.
At the SEA Games, 100PLUS ACTIVE
provided hydration to more than 500,000
athletes, officials, volunteers and sports
enthusiasts throughout the duration

of the event. The successful launch of
100PLUS ACTIVE has enabled us to gain
market share in the isotonic category.

Following its support of the national
badminton team in 2016, T00PLUS
extended its support of the sport by
partnering the Badminton Association
of Malaysia to set up the T00PLUS
ACTIVE ALL MALAYSIA Badminton
Team Championship. Aimed at providing
an avenue for badminton enthusiasts

to gather, share knowledge and skills,
the organisation kicked off the year with
the T00PLUS ACTIVE ALL MALAYSIA
Badminton Team Championship
competition. Through this 6-week
Competition, T00PLUS successfully raised
the profile and visibility of its brand.

In addition to badminton, T00PLUS
continued to reach out and engage the

masses by supporting sports organisations

and sporting events, including IRONMAN
LANGKAWI 2016, PUTRAJAYA NIGHT
MARATHON, KL CAR FREE MORNING,
and THE EDGE KUALA LUMPUR

RAT RACE 2017. The sponsorship of
sporting events provided an opportunity
for TO0PLUS to strengthen its fans’
connection with the brand.

Advancing Strategically, Growing Sustainably.

TEA: FEN SEASONS AND OISHI
F&N continued to command Malaysia’s
ready-to-drink (“‘RTD”) tea segment
with F&N SEASONS and OISHI leading
the black tea and green tea segments,
respectively.

Malaysia’s No. 1 brand of ice lemon tea,
F&N SEASONS, continued to convey
the importance of taking a break and
remaining optimistic. Focusing its
consumer engagement initiatives on
digital platforms and sampling activities
this year with campaigns like BILA SUAMI
MASUK DAPUR and F&N SEASONS
BERAYA BERSAMA FATTAH AMIN,
F&N SEASONS extended its reach to
more consumers both on-ground and
on its social media pages.

READY-TO-DRINK
TEA

Likewise, Malaysia’s No. 1 brand of RTD
green tea, OISHI, continued to focus

its brand communications on the
authenticity and quality of its 100%
organic Japanese green tea leaves in its
campaign. Available in Original, Genmai,
Honey Lemon and Lychee green tea
flavours, as well as black tea lemon
flavour, OISHI ran a series of campaigns
including the SO OISHI SO DELICIOUS
thematic campaign. This month-long
integrated campaign consisted of above-
and below-the-line marketing activities
to strengthen OISHI’s Japanese image.
This year, OISHI also collaborated with
ANIMAX Asia TV for A BRUSH WITH
CREATIVITY campaign where consumers
were given a once in a lifetime chance
to bring their story to life on ANIMAX
Asia TV and to win exclusive Japan
Anime Tour.

In addition to marketing campaigns,
OISHI rejuvenated its brand by
updating its can packaging to a more
contemporary look. Besides updating
its can packaging, OISHI Green Tea
Lychee, riding on the successes of its
launch in FY2016, introduced a new
take-home 1.5L pack for the whole
family to enjoy.

SOYA: F&N NUTRISOY
Beverages Malaysia continued to
position Malaysia’s No.1 soya brand,
F&N NUTRISOY range of soya milk,
as a tasty and nutritious beverage
alternative.

This year, riding on its successes,

F&N NUTRISOY introduced its
pasteurised soya milk range - F&N
NUTRISOY Fresh - in Malaysia, the first
in the country. Catering to consumers
looking for the ultimate freshness

and high-quality hygiene assurance,
F&N NUTRISOY Fresh is made from
fully-imported non-GMO Canadian
soybeans. This protein-rich beverage



is available in Malaysia in two delicious
variants, F&N NUTRISOY Fresh Soya
Milk and F&N NUTRISOY Fresh Soya
Milk Lite. The launch was supported by a
360-marketing campaign which included
new television commercials, in-store
point-of-sales materials, print and on-line
ads and in-store samplings.

To emphasise the health benefits

and importance of soya protein,

F&N NUTRISOY partnered with
dietitians and food scientists to create
a SOY CHATS segment on popular
local television talk shows to educate
consumers and to generate awareness.
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BEVERAGES SINGAPORE:
RESULTS

Beverages Singapore (comprises Soft
Drinks, Beer and Export) saw revenue
growth of 6% in FY2017, driven by higher
CHANG beer volumes and full-year
contribution from the vending machine
business, Warburg, which was acquired
in July 2016. The stronger sales was
achieved despite weaker performance
from domestic soft drinks volumes and
lower exports. In addition to higher
tactical discounts offered and higher
input costs, PBIT of Beverages Singapore
fell 75%.

Despite challenging market conditions,
this year, T00PLUS, F&N, F&N NUTRISOY

and F&N ICE MOUNTAIN maintained their

leading market positions in Singapore,
with market share gains in the isotonic,
flavoured carbonated soft drink, soya and
water categories, respectively.

In addition to its focus on building
customer-preferred brands and healthier
products, Beverages Singapore also
continued to innovate, expand and
deepen its route-to-market, and ensure
efficiency in the marketplace. It launched
new healthier products including F&N
ICE MOUNTAIN Classic Sparkling Water
and a reduced sugar F&N SEASONS
Ice Lemon Tea, both endorsed as

‘Healthier Choice’ by Singapore’s Health
Promotion Board.

F&N'’s path to proactively reduce the
sugar level in its products across

its portfolio began in 2007, when it
launched its PURE ENJOYMENT. PURE
GOODNESS. campaign. The campaign
was conceived to encapsulate F&N’s
move toward products that emphasise
healthy enjoyment, without compromise
on taste. Since 2007, F&N'’s concerted
effort to sugar reduction has contributed
significantly to a steady decline of its
sugar content over the last decade — 29%
reduction over 12 years. Today, its entire
portfolio of beverages - packet, canned
or bottled sugared drinks - contains

no more than 12% sugar, as mandated
by Singapore Health Promotion Board
(“HPB”). From bottled water and tea,

to soya and Asian drinks, these products
are also made available in healthier
options, which include sugar-free,
reduced sugar, no sugar added, low-fat
variants, all carrying the Healthier Choice
Symbol by HPB. F&N’s drive toward
introducing healthier, great-tasting
products has been met with very positive
consumer response.

F&N PORTFOLIO
OF SUGAR SWEETENED

BEVERAGES
CONTAINS

NO MORE THAN

2%

OF SUGAR!
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FLAVOURED
CARBONATED
SOFT DRINKS

ISOTONIC: 100PLUS

As a home-grown brand that has become
the country’s leading isotonic beverage,
100PLUS continued to cement its
leadership position through branding
campaigns and strategic partnerships
with leading sport events.

In conjunction with the 29" SEA Games
held in Malaysia, T00PLUS released

a series of limited-edition 2017 SEA
Games themed cans. The new release
was in recognition of Team Singapore’s
commitment and dedication in training for
the Games. The themed cans featured
Rimau, the Games’ official mascot,
engaging in sports such as swimming
and running to rally Singaporeans to
support Team Singapore athletes. As an
avid supporter of the Singapore National
Olympic Council, TO0PLUS provided
hydration to Team Singapore athletes
while they trained in the three months
leading up to the Games.

In addition to supporting the biggest
sporting event in the region, T00PLUS
deepened its partnership with HPB

by supporting the NATIONAL STEPS
CHALLENGE and the EAT, DRINK,

SHOP HEALTHY campaign, which aimed
to encourage Singaporeans to get
physically active, live and eat healthily.
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In July 2017, 1T00PLUS launched

the T00PLUS ACTIVE in Singapore.

The launch was supported by a full
360-degree marketing support — above-
and below-the-line support, fronted by
the new 7T00PLUS brand ambassador,
Mok Ying Ren, a double SEA Games gold
medallist. As part of the launch campaign,
100PLUS ACTIVE rolled out the GET
ACTIVE! SINGAPORE campaign. Held

in conjunction with Singapore National
Day celebrations, this government-led
movement kick-started a slew of activities
and competitions around Singapore,

all with the aim of getting citizens active.

ISOTONIC

As a fervent advocate of active
lifestyles for both national athletes
and individuals, TO0PLUS continued
its support for several major sporting
events including the OCBC CYCLE,
STANDARD CHARTERED MARATHON
SINGAPORE, SGX BULL CHARGE,
THE COLOR RUN, THE NEW PAPER
BIG WALK, THE STRAITS TIMES RUN,
SUNDOWN MARATHON, HSBC RUGBY
SEVENS, SMBC SINGAPORE OPEN
and the WTA FINALS SINGAPORE.

Advancing Strategically, Growing Sustainably.

In August, TO0OPLUS extended its
support to the development of sports in
Singapore by becoming a member of
the spexBusiness network, a scheme
set up by the Singapore Sports Institute
to help Team Singapore athletes cope
effectively with their dual demands of
sports and career and provide them
with opportunities that will prepare
them to transit into post-sports careers.
T00PLUS is committed to support the
hydration and post-recovery needs

of Singaporean athletes during their
training and competition periods with
its wide portfolio of nutritious and
healthy products.

SOYA: F&N NUTRISOY

F&N NUTRISOY, Singapore’s No.1
fresh soya milk brand, continued to
raise awareness of its low-glycemic-
index attribute and educate consumers
on the importance of protein for

the body’s daily functions through a
series of marketing initiatives, which
included above-the-line investments
and partnership with a celebrity
chef to demonstrate recipes using
F&N NUTRISOY to drive in-home
consumption.

F&N NUTRISOY continued its long-
standing support of the Singapore
Heart Foundation, participating in
WORLD HEART DAY 2017 and the
NATIONAL HEART WEEK to educate
the public on heart health and making
the right choices to reduce the risk

of cardiovascular disease.

NEW HEALTHIER
CHOICE SYMBOL

PRODUCTS

ENDORSED

HEALTH

PROMOTION BOARD

WATER: F&N ICE MOUNTAIN

F&N ICE MOUNTAIN is the leading
drinking water brand in Singapore.
Following its successful launch of its
sparkling range in 2016, F&N ICE
MOUNTAIN Sparkling Water extended
its offerings by launching the Classic
variant to add to its existing variants
of lemon and grapefruit flavours.
These variants offer consumers a
carbonated water that is both affordable
and healthy.



TEA: F&N SEASONS AND OISHI
F&N SEASONS maintained its No. 2
position in the RTD black tea segment.

This year, F&N SEASONS embarked
on a new brand positioning of EVERY
SEASONS IS BETTER WITH FRIENDS
campaign to recapture the hearts of
consumers.

As part of the Group’s continuing effort
to promote healthy living, F&N SEASONS
introduced a reduced sugar variant of
its popular F&N SEASONS Ice Lemon
Tea in Singapore. Known for their high
levels of antioxidants, F&N SEASONS
Ice Lemon Tea Reduced Sugar contains
36% less sugar than its original version.
With no added artificial sweetener,
consumers can now enjoy the same
great taste, without worrying about the
extra calories!

FY2017 saw the launch of a premium
option of OISHI — the OISHI Kabusecha
Green Tea in no sugar and low sugar,

to cater to increasing consumer demand
for healthier beverage options and
authentic green tea.

BEER: CHANG

CHANG beer continued to pick up
market share in FY2017. The strong
performance of CHANG beer was
attributed to successful execution

of trade promotions and on-ground
activations. Consumer promotions,
eye-catching in-store displays and
outdoor sampling opportunities at large-
scale events encouraged consumer
trials and improved brand visibility.
CHANG beer’s consumer engagement
programmes that focused on football,
music, Thai culinary experiences and
urban lifestyle also extended its reach
to a wider audience, effectively boosting
brand awareness and consumption.

CHANG beer kept up its brand building
pace internationally, with exciting
activities based on the experiential

marketing initiatives. This year,

it organised transnational activities,
with core objectives to engage with
consumers in key global cities and
broaden CHANG beer’s following in
these markets. Building on last year’s
success, CHANG SENSORY TRAILS
was back for a second year running.
A global campaign — across London,
San Francisco and Singapore — the
CHANG SENSORY TRAILS sought to
deliver ‘the unexpected’ by building
a rich, multi-sensorial experience
centered around Thai gastronomy,
art and music.
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Also notable event was the first by-invite
only CHANG URBAN PULSE campaign
in Singapore and Vietnam. Targeting the
millennial generation, this sophisticated
urban lifestyle platform brought together
performances from four urban arts genre
— break-dancing, beat-boxing, freestyle
rapping and Muay Thai — pulling in an
exclusive trendsetting crowd for a night
of thrill and excitement.

Both of these successful campaigns
helped boost CHANG beer sales,
distribution and brand awareness
significantly.



36

@ Guarisiy

THE PERFECT

COFFEE e o i

DESERVES 1 X : ;

MILK

Flavourful, rich & creamys Complement
artisanal blends « Consistent & easy
foam « Ideal for latte are

Consumer Hotina : 1-800-8B-0103  www

THE FIRST STEP
G REAT DAY

molia milk helps 10 provide the Nut
live each and every day to the fullest!

FARMHGUSE




DAIRIES MALAYSIA: RESULTS
This year, Malaysia F&B sector
remained challenged by intense
competition amid poor consumer
sentiment. Accordingly, domestic dairy
volume recorded marginal decline,
cushioned by the double-digit volume
growth in its Export business. Coupled
with the weaker Malaysia Ringgit
against Singapore Dollar, Dairies
Malaysia FY2017 revenue fell 7%,

to $301m. In constant currency,
revenue would have fallen 3%. Higher
raw material costs, lower revenue and
unfavourable currency movements
more than offset the benefits of
increased price mix and cost savings
initiatives. Dairies Malaysia PBIT fell
6% against the previous year, to $45m.
In constant currency, its profit would
have fallen 2%.

Despite the fall in sales, Dairies
Malaysia maintained its No.1 canned
milk position with F&N, TEAPOT

and CARNATION brands. Its liquid
milk brands, F&§N MAGNOLIA and
FARMHOUSE, recorded volume
growth in FY2017.

CANNED MILK: GETTING CREATIVE
WITH SWEETENED CONDENSED
AND EVAPORATED MILK

F&N

F&N canned milk reinforced its No.1
Sweetened Condensed and Evaporated
Milk position by focusing its marketing
campaigns on the application of
canned milk in food and beverage
consumption. An extension of the
successful AROMA KASIH SAYANG
campaign launched in FY2016,

the JOM MASAK BERSAMA FIZO
OMAR was rolled out featuring one of
Malaysia’s top celebrities. In support
of JOM MASAK BERSAMA FIZO OMAR
campaign, F&N Sweetened Condensed
and Evaporated Milk also rolled out
another three-month long marketing
campaign to drive awareness and
acceptance.
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F&N continued its heritage in helping
Malaysians enjoy treasured taste
moments by introducing the “Gold
Standard” and Teh Tarik Master,
“Hang Tarik”. At the HANG TARIK F&N
campaign, F&N brought experiential
events to fans by sharing the best recipe
of a perfect F&N Raya Gold Standard
Teh Tarik Ori using the popular F&N
Sweetened Condensed Milk and F&N
Evaporated Milk.

TEAPOT

TEAPOT rolled out a series of new
products this year. First in the pipeline
was the launch of TEAPOT Evaporated
Filled Milk, an extension of the
evaporated filled milk with a unique
slightly salty profile. In October, TEAPOT
Gold Sweetened Creamer, fortified with
additional functional benefits (vitamins
A, B1, D3) was also launched. To further
widen penetration of the out-of-home
segment, this September, TEAPOT

also introduced the TEAPOT Kopi and
Teh Tarik in 500g.

CANNED MILK

PRODUCTS

LIQUID MILK: NEW GROWTH
PILLAR

F&N MAGNOLIA

F&N MAGNOLIA further entrenched its
presence in the local UHT milk segment
with F&N MAGNOLIA UHT milk. To create
greater awareness and encourage trials,
it rolled out the WHO DO YOU WANT
TO BE campaign, tying up with a hit
cartoon movie as part of its 360-degree
campaign which included roadshows
and samplings.

FARMHOUSE

FARMHOUSE continued to focus
communication on freshness and creamy
texture of its Australian-sourced milk in its
above- and below-the-line advertising for
its pasteurised and UHT milk. To increase
brand awareness and drive trials, a series
of promotions were ran including the
FARMHOUSE DRINK, INDULGE & WIN
that targeted both consumers and key
retailers.

TARGET

OUT-OF-HOME
SEGMENT
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DAIRIES THAILAND: RESULTS
Dairies Thailand continued to excel

as the Group’s best performing unit.
This year, it booked a marginal increase
in volume and 4% increase in revenue,
to $561m, owing mainly to higher
consumer off-take particularly of F&N
MAGNOLIA RTD milk, higher exports and
stronger Thai Baht. In constant currency,
Dairies Thailand would have recorded

a 1% revenue growth. Boosted by lower
input costs and favourable translation
effects, PBIT surged 9% to $73m.

In constant currency, Dairies Thailand
FY2017 PBIT grew 6%.

This year, Dairies Thailand posted
marginal volume growth in its canned
milk segment. Importantly, it continued
to outperform its competition in the
condensed milk and evaporated milk
categories, achieving both volume and
value share gains. Dairies Thailand
better-than-market performance was
due to successful consumer and trade
programmes, as well as its focus on
expanding distribution across the
country. Accordingly, Dairies Thailand
retained its No.1 total canned milk
position in Thailand with CARNATION
and TEAPOT brands.

Dairies Thailand export markets of
Cambodia and Laos continued to
perform strongly. This year, Dairies
Thailand intensified its efforts to position
TEAPOT as the preferred export brand,
over third-party brands. As a result,
TEAPOT is now widely distributed and

is amongst the top canned milk brands
in Cambodia and Laos.

Reflecting its confidence in Thailand’s
F&B segment, as well as to meet its
growing export market demands, Dairies
Thailand plans to add a gable top filling
machine at its Pak Chong plant as well
as a sweetened condensed milk pouch
and tube filling line to its Rojana plant.
These investments are in addition to

a new filling and packaging line for

evaporated milk that it announced last
year. The line commenced production
in February 2016.

Looking ahead, Dairies Thailand will
remain committed to tight cost control
and focus on marketplace execution,

as well as to invest for the long-term in its
brands, assets and people. It will continue
to fortify its market leading position in the
canned milk category in Thailand while
nurturing its position in the RTD liquid milk
category with F&N MAGNOLIA (UHT milk
segment) and BEAR BRAND (sterilised
milk segment) through targeted marketing
activities to drive the growth in the year
ahead. Dairies Thailand will also continue
to look to bolster its presence in the SEA
region. It will continue to deepen and
widen its distribution and reach, and build
TEAPOT brand in Cambodia and Laos.

CANNED MILK

CARNATION

CARNATION, one of Nestle’s brands
licenced to F&N, maintained its No.1
canned milk position in Thailand. This
year, CARNATION continued to drive
in-home consumption by rolling out a
new, smaller 140ml pack, supporting it
with integrated marketing activities that
included broadcast, outdoor and online
advertisements, as well as roadshows
and samplings. The successful campaign
boosted CARNATION sales and market
shares.

As a result of its efforts in the trade
through loyalty campaigns in key
channels, premium promotions and
point-of-sale materials, CARNATION has
retained its No.1 Premium Evaporated
Milk brand with more than 60% market
share.

The Nestle’s trademark licence
agreement was renewed in 2015 for 22
years, until 2037, for the manufacturing
and distribution of Nestle’s products in
Singapore, Thailand, Malaysia, Brunei
and Laos.
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CORE MARKET + Thailand

TEAPOT

After the introduction of the new 180ml
TEAPOT squeezable tube in August
last year, Dairies Thailand kicked off a
series of marketing activities to create
excitement and awareness. The full
campaign included commercials
across television, digital and mobile,
extensive nationwide sampling and
implemented various point-of-sales
initiatives. As a result of the successful
campaign, the new 180ml TEAPOT
squeezable tube was sold out within days
of its launch, further solidifying TEAPOT
as the preferred Sweetened Beverage
Creamer brand, achieving a higher
market share.

LIQUID MILK:

NEW GROWTH PILLAR

F&N MAGNOLIA and BEAR BRAND
After a successful entry into the
functional UHT drink segment with the
introduction of F&N MAGNOLIA Ginkgo
Plus in 2015 and F&N MAGNOLIA Kids
Milk for children in 2016, this year,
Dairies Thailand focused on expanding
distribution across the country while
improving market activation to broaden
its customer base.

Advancing Strategically, Growing Sustainably.

A key highlight of the year was the
celebration of BEAR BRAND Sterilised
Milk 80" anniversary in Thailand.

As part of the celebration, Dairies
Thailand rolled out the INFINITE LOVE:
80 YEARS OF BEAR BRAND STERILISED
MILK — TAKES CARE OF YOU NOW
AND FOREVER campaign, at which it
re-introduced three popular variants
from the past, and BEAR BRAND
Sterilised Milk High Folate, a new high
folate formula with added vitamins,
targeting health-conscious women.

The 80" year celebration was supported
by an integrated marketing campaign
that included television commercial
broadcast, outdoor and online
advertisements, as well as roadshows,
various point-of-sales activations and
sampling activities.

Meanwhile, sales of BEAR BRAND
GOLD increased with the introduction
in June 2017 of a new variant — BEAR
BRAND GOLD Goji Berry, as well as
the appointment of a new brand
ambassador. This new product was
supported by television commercials
and promotional activities highlighting
the nutritional aspects of the milk, as
well as massive in-store sampling in
convenience stores to further boost
brand visibility and encourage product
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DAIRIES SINGAPORE: RESULTS
Dairies Singapore FY2017 revenue fell
6%, mainly due to lower Export volumes.
Despite lower revenue, PBIT improved
17%, lifted mainly by lower input costs.
Aided by effective brand building
activities and new product launches,
Dairies Singapore maintained its No.1
and No. 2 positions in the Liquid Milk and
Chilled Juices categories, respectively.

Dairies Singapore continued to excite
the market by introducing new products.
This year, it extended its low-fat-hi-cal
pasteurised milk range with the
introduction of the new F&N MAGNOLIA
Low-Fat Hi-Cal Chocolate Milk. F&N FRUIT
TREE Fresh also launched its very own
premium pasteurised juice range,

F&N FRUIT TREE Fresh Wonders.

The first chia seed juice drink to be
launched in the local market, F&N FRUIT
TREE Fresh Wonders incorporates

the much-loved superfood, in addition
to the antioxidant rich juice blends.
These new products, supported by
launch campaigns, generated positive
response and helped boost sales and
market shares.

LIQUID MILK AND YOGHURT
DRINK: F&N MAGNOLIA

F&N MAGNOLIA celebrated 80 years of
providing nourishment to Singaporeans
this year. Over the decades, F&N
MAGNOLIA has been a vanguard of
nutrition, nourishing the body and mind
with nutrients to kick-start the day.

F&N MAGNOLIA has earned its reputation
as Singapore’s trusted brand of milk that
is enjoyed by both young and old, across
generations. Today, F&N MAGNOLIA
continues to be a source of nourishment
for many, offering an innovative range
of milk products that cater to all palates
and lifestyle needs.

To mark the occasion, it rolled out

a month-long nationwide campaign,
MORNINGS WILL ALWAYS HAVE
MAGNOLIA, improving sales and
market share. Following the month-
long celebration, the Group extended
its low-fat-hi-cal pasteurised milk range
with the introduction of F&N MAGNOLIA
Low-Fat Hi-Cal Chocolate Flavoured

Milk in Singapore. Packed with natural
goodness of fresh milk, F&§N MAGNOLIA
Low-Fat Hi-Cal Chocolate Flavoured
Milk fuels “your active lifestyle with the
energy you need”. It contains important
nutrients like calcium and protein to help
with muscle recovery and to replenish
lost energy after exercising. Above-the-
line communications, in conjunction with
in-store roadshows, resulted in successful
conversions to consumer purchases.

To excite consumers, F&N MAGNOLIA
partnered with a popular Hollywood
animated movie in its MORNINGS MADE
FUN WITH MAGNOLIA! campaign.
F&N MAGNOLIA used this campaign to
build and own the breakfast occasion,
reinforcing F&N MAGNOLIA as an
important part of the daily breakfast
routine. The integrated campaign
included limited edition promotional
packaging and collectibles, which was
very well received by consumers.

JUICE: F&N FRUIT TREE FRESH
F&N continued to respond to consumers’
desire for healthier beverage options
by launching a new premium range

of F&N FRUIT TREE Fresh in April 2017
— F&N FRUIT TREE Fresh Wonders
Luscious Berries and F&N FRUIT TREE
Fresh Wonders Zesty Lime. Made

from 100% juice with no sugar added,
F&N FRUIT TREE Fresh Wonders is
bursting with antioxidant vitamins A,

C and E, and contains organic chia seeds
carrying omega-3 and -6. F&N FRUIT
TREE Fresh Wonders is the first juice
drinks with organic chia seeds to be
launched in Singapore. This premium
range boosted sales and gained brand
value market share.

In addition to rolling out new products,
the F&N FRUIT TREE Fresh range

of products also created buzz in the
marketplace by updating its logo and
packaging design. The refreshed logo

and packaging design convey F&N FRUIT

TREE Fresh unique product features to
create differentiation and strong shelf
presence. The refreshed design features
a vibrant new colourway, resulting in a
visually striking and contemporary new
F&N FRUIT TREE Fresh logo.
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DAIRIES ICE CREAM:
OVERVIEW

F&N’s Ice Cream division has
commercial operations in 11 countries
(primarily in Malaysia, Singapore and
Thailand), with well-established and
trusted brands like F&N MAGNOLIA,
KING’S and MEADOW GOLD.

The commercial operations are
supported by two manufacturing plants
in Malaysia and Thailand. This year,
through continuous product innovation,
Dairies Ice Cream continued to excite
its consumers by introducing new
variants in the various markets. The
Group remained strong in the value tub
and Asian flavours categories, while
expanding its footprint in premium
categories through collaboration with
principal brands.

SINGAPORE

This year, F&N MAGNOLIA Gotcha,
catered for children, extended its
healthier choices by introducing the
F&N MAGNOLIA Gotcha Jelly Cool in
Singapore. The all-new F&N MAGNOLIA
Gotcha Jelly Cool comes with a sweet
and creamy vanilla ice confection
enveloping a jelly core bursting with the
taste of strawberries, free of trans-fat
and low in calories. F&N MAGNOLIA
Gotcha Jelly Cool carries the Healthier
Choice Symbol by Singapore’s HPB,
just like the rest of its other variants.

One of the key marketing initiatives
this year was the rollout of F&N ICE
CREAM BRAND CHALLENGE 2017 in
Singapore. In collaboration with the
SMU Marketing Society, the campaign
aimed to help preserve the iconic
Singapore ice cream pushcart. This
challenge involved the next generation
of Singaporeans leading the way in
revamping the iconic ice cream pushcart
and its business model, while retaining
the appeal of the ice cream cart as a
national icon. F&N plans to rollout the
new cart design during the Christmas
festive season.

Recognising the increasing importance
Singaporeans attach to well-being

and health, F&N plans to roll out more
“Healthier Choice Snack” in Singapore.

KING’S Potong remains Singapore’s
No.1 Potong brand. This year, back

by popular demand, KING’S Potong
re-introduced the KING’S Potong Gold
Mao Shan Wang as a limited-edition
variant. In addition to KING’S Potong
Mao Shan Wang, F&N ice cream division
also launched several new products
including the KING’S Spinner Chocolate
and KING’s Spinner Vanilla.

THAILAND

Continuing to capitalise on consumers’
growing demand for impulse ice cream
in Thailand, Ice Cream division focused
its new launches this year on single
portion stick ice cream. Inspired by
local Thai fruit, two new flavours

F&N MAGNOLIA Sawasdee Durian
and F&N MAGNOLIA Sawasdee Mango
were launched as a limited-edition
range during the harvest season.

Targeting the kids segment, F&N
MAGNOLIA Gotcha, the colorful and
fruity flavours ice cream, extended

its offering by introducing the

F&N MAGNOLIA Gotcha Chocolate
Malt Crunch, F&§N MAGNOLIA Gotcha
Jelly Cool, F&N MAGNOLIA Gotcha
Jelly Strawberry and F&N MAGNOLIA
Gotcha Milky Volcano in Thailand.
Similarly, F&§N MAGNOLIA Tropical Sling
continued to invigorate consumers’
senses with a burst of fruity flavour
by introducing the F&N MAGNOLIA
Tropical Sling Young Coconut and
F&N MAGNOLIA Tropical Sling Honey
Lemon.

As one of the top three players in this
market, F&N will continue to invest in
brand building activities and product

innovation to drive demand and grow
market shares.
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MALAYSIA

Malaysia continued to focus on creating
new opportunities and exploring new
channels to drive sales and increase
market shares.

F&N Ice Cream maintained its position
as one of the top 3 ice cream brands
in Malaysia, by staying relevant and
having high brand awareness and

top of mind recall among consumers.
Throughout the year, F&N ice cream
drove sales opportunities and brand
recall by having thematic roadshows
in various hypermarkets; and engaging
the end consumers directly. Also,
recognising the opportunity in the
KING'S cones, a complementary
product, F&N explored new channels
and consumer base with placements
of KING’S cones racks. KING’S cones
successfully increased its share of
space in existing supermarkets and
created new space in convenience
stores.

This year, KING’S Potong ice cream
cemented its position as the No.1
potong ice cream brand in Malaysia
on the back of successful marketplace
execution and effective marketing
campaigns.

In the kids segment, the F&N MAGNOLIA
Gotcha range extended three new
offerings with the introduction of the
F&N MAGNOLIA Gotcha Choco
Volcano, F&N MAGNOLIA Gotcha
Buggy and F&N MAGNOLIA Gotcha
Sword. These new offerings, with distinct
and differentiated tastes, were launched
nationwide in Malaysia.

Back by popular demand, KING’S Potong
re-introduced its premium KING’S
Potong Mao Shan Wang variant to the
delight of Malaysians. KING’S Potong
Mao Shan Wang were strategically
placed in the marketplace to capitalise
on the growing demand for durian by
tourists.
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NEW MARKETS

New Markets FY2017 performance
varied across geographies, where each
market presented different consumer
dynamics and a different outlook,

but increasing level of competitive
intensity. Despite that, across the
geographies, our core brands, T00PLUS
and OISHI, had another strong year.
Overall, New Markets FY2017 revenue
improved 74%, led mainly by strong
volume growth in Indonesia and
Myanmar.

The focus on SEA region remains a key
part of F&N’s march toward becoming

a leading F&B player in ASEAN. Since
2015 when the Group unveiled its
Vision 2020 business plan, F&N has
identified Indonesia, Myanmar, Thailand
and Vietnam as its key new markets; as
well as identified core brands to capture
clearly defined market opportunities in
these new markets to grow its brands
and presence. F&N believes that the
consumer fundamentals in these markets
are promising as the SEA region presents
a sizeable potential with over 600 million
population.

Since its entry into New Markets,

F&N has been introducing products that
are of the highest growth categories
and consumer opportunities. Across

the various regional markets, its core
brands of T00PLUS, F&N SEASONS

and O/SHI are now available for sale.
Through activation events and strategic
sponsorships, F&N was able to gain
brand awareness and product trials.

In addition to organic growth, it will also
seek growth through selective acquisition
so as to leverage the emerging middle-
class opportunity. This year, it further
added about 7.79% stake in Vinamilk,
giving it a strategic position in the largest
dairy company in Vietnam. As at FY2017,
the Group owned about 18.74% of
Vinamilk. For Indonesia, F&N acquired
full control of Yoke Food Industries Sdn
Bhd (“YFI”) in December 2016.

(A) INDONESIA
YFI's presence in Indonesia helps
propel the Group’s presence in
this key growth market which has
a population of more than 260m
people and a fast-growing emerging
middle-class.

PERFORMANCE

F&N'’s investment in YFI heralds its
next phase of growth, as it boosts the
Group’s capacities and capabilities
and deepens its presence in
high-growth markets of Indonesia
and Indochina. A Malaysia-based
company that manufactures, markets
and distributes canned beverages

in Malaysia, YFI also exports to
Indonesia and Cambodia, under the
DAYDAY brand. Besides securing
YFI's production capacity in the fast-
growing, non-carbonated beverages
segment, teaming up with YFI also
offers an increased opportunity for
the distribution and marketing of
our brands in Indonesia and other
Southeast Asian markets. Together
with YFI, the Group will benefit from
greater scale and from the broader
portfolio of brands, and strengthen
F&N'’s position as a leading F&B
player in ASEAN.

This year, the Group has been
focusing on consolidating its
operations in Indonesia, including
streamlining its diverse portfolio

of differentiated brands, which it
would strategically deploy to capture
market opportunities in Indonesia.
Riding on DAYDAY’s popularity in the
Sumatra cities, the Group has been
expanding its product offerings in
Indonesia to include T00PLUS and
F&N Sparkling Drinks.

In addition to expanding its product
offerings in Indonesia, F&N has

also teamed up with YFI to expand
its presence in other key cities like
Jakarta and Surabaya. The additional
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product offerings and entry into new
cities were supported by marketing
and sales programmes such as
participation in car free day activation
and consumers activation during
fasting month to drive trials and
recruit consumers.

Moving forward, F&N will continue
to seek growth through investment
in our brands and extend route-to-
market capabilities, and by strategic
acquisitions to broaden and deepen
our footprint in Indonesia.

(B) MYANMAR
The effect of unfavourable weather
conditions, socio-economic
instabilities, and an increasing
competitive landscape in Myanmar
have impacted disposable income
and weakened consumer sentiments.
Accordingly, this has led to a
weakening of the carbonated soft
drinks and isotonic segments in
Myanmar. Nonetheless, with the
country’s growing middle-class
population and its government’s
recent efforts in strengthening its
legal and regulatory framework,
Myanmar will continue to present
immense opportunities for the
Group.

PERFORMANCE

Since the first introduction of
100PLUS Original and 100PLUS
Lemon Lime, T00PLUS has grown
from strength to strength, to become
the No.1 isotonic drink in Myanmar.
Leveraging T00PLUS’s strong

brand equity, this year, the Group
expanded its beverage offerings

in Myanmar to include 100PLUS
ACTIVE, a non-carbonated variant
of T00PLUS and 100PLUS Original,
in 390ml PET. The launch was
supported by aggressive on-ground
activations and sponsorships,
focusing on sports-related campaigns
targeting younger generations.
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NEW MARKETS

* NEW »
PRODUCTS

MYANMAR

One of the key marketing
campaigns this year was the
sponsorship of the 29" SEA

Games. As the official isotonic drink

sponsor, T00PLUS extended its
GO FOR GOLD campaign which
was implemented in 2013. The
campaign highlighted the national
team, using online and on-ground
activations, to rally support for the
Burmese athletes.

Advancing Strategically, Growing Sustainably.

In addition to the SEA Games
sponsorship, TOOPLUS continued
to raise its brand visibility and
reinforce TO0PLUS as the enabler
for active lifestyles by supporting
some of the nation’s major
running events, such as the YOMA
INTERNATIONAL MARATHON in
Yangon, the MANDALAY MAYOR’S
RUN in Mandalay, the TAUNGGYI
MARATHON in Shan, and the
BAGAN INTERNATIONAL RUN in
Bagan. As the Official Partner of
the Myanmar Football Federation,
100PLUS organised the MFF U-15
100PLUS Cup 2017 tournament,
the biggest youth football
competition tournament in Myanmar,
for youths under the age of 15.

Riding on T00PLUS’s success,
this year, the Group introduced

its vibrant and fun-tasting range of
F&N Sparkling Drinks, as well as
TEAPOT GOLD, its premium range
of canned milk, to good response.

While F&N expects competition in
Myanmar to intensify further, it is
moving forward in 2018 with its
strategy to seize an even larger
share. F&N looks to build and
broaden its product offerings,

as well as deepen and extend its
route-to-market capabilities to
fortify its position in Myanmar.

(C) THAILAND (SOFT DRINK)

The FMCG industry in Thailand
faced a tough year in 2017
following the passing of King
Bhumibol Adulyadej of Thailand.
The overall sentiment of consumers
has been weak with consumption
frequencies declining across all
sectors of FMCG. Accordingly,
the non-alcoholic ready-to-drink
market in Thailand saw a decline
of 5% in volume and in value,

up to July 2017.

While recovery in the beverage
sector is expected in the new year,
it is also expected to be highly
competitive with new brands and
new variants entering the market
with higher media spend.

F&N seeks to leverage this
trend, with TO0PLUS prominently
featuring the Healthier Choice
credential on front-of-pack and in
communications, reinforcing its
image as the healthier soft drink
suitable for all occasions.

PERFORMANCE

100PLUS has been launched in
Thailand since February 2015,

as the first mover in hybrid category.
100PLUS offers the increasingly
health-conscious Thai consumers
both the functional benefits of
rehydration and replenishment of
lost fluids, minerals and energy in
the body, as well as the refreshing
sensation of a lightly carbonated
soft drink. As a relatively new
entrant, TOOPLUS stepped up

its efforts to educate consumers

on its benefits, increase brand
visibility and strengthen its position
as the healthier alternative to
carbonated soft drinks for everyday
consumption.

Following FY2015’s successful
launch of T00PLUS Original and
100PLUS Lemon Lime which was
supported by a massive nationwide
campaign, T00PLUS continued to
ride on the positive momentum to
extend brand visibility and strengthen
its position as a functional soft
drink. Tapping into the increasingly
popular trend of cycling, T00PLUS
ran a nationwide consumer
promotion BIKE IN JAPAN from
March to May 2016 and stepped
up the campaign to expand to more
occasions beyond sports with this
year's ADVENTUROUS AND FUN



ACTIVITIES IN NEW ZEALAND

from February to May 2017.

In addition, TO0OPLUS extended its
flavour offerings by rolling out a new
‘Berry’ flavour in February 2017,

to broaden user base and induce
trial. The launch of T00PLUS

Berry was highlighted through an
integrated marketing campaign
which included television and
cinema commercials, print and
online advertising, in-store sampling,
events and sponsorships.

Boosted by strong consumer
interest and feedback, both trade
and consumer off-take achieved
significant increase over the five-
month period. Not only has 1T00PLUS

Berry helped support brand

share, TO0OPLUS also continued to
successfully build on its health image,
outperforming diet carbonated soft
drinks in all brand health KPIs.

Other brand building activities
included a television commercial
aired in September 2017, strategic
media placements to boost top-of-
mind, as well as event sponsorships
to drive trials. This year, TO00PLUS
supported 39 running and cycling
events in Thailand, and has become
the preferred beverage partner

of event organisers, successfully
reinforcing its position as the drink-
of-choice for those who lead active
lifestyles.

In the new financial year, TO00PLUS
will continue to strengthen its brand
position of being the healthier

soft drink of choice, and broaden
consumption opportunities beyond
sports to everyday occasions.

(D) VIETNAM

Vietnam continues to present huge
growth potential for F&N, with its
projected GDP growth rate averaging
6% in the next three years, a young
population, rising middle-class and
increasing urbanisation.

To lay the commercial foundation
for business expansion in Vietnam,
the Group incorporated F&N Vietnam
Limited Liability Company (“FNV”)
in August 2016, to extend its
operations beyond the functions
of a representative office (set up
in June 2015). FNV currently
distributes, markets and conducts
trading of non-alcoholic beverages
in the country.

PERFORMANCE

2017 was a year of organisational
improvements and consolidation.
With the establishment of FNV,
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its strategic priority was to focus

on excellence in marketplace
execution. To support the effort,
FNV upgraded its IT infrastructure
and implemented an integrated
warehousing and delivery system.
The new setup also allowed FNV to
have its own direct sales workforce
to effectively execute its sales
strategy.

This year, TOOPLUS shared in

the festive spirit by introducing

a Tet-themed festive pack for
100PLUS Original flavour. Focusing
its publicity on F&B outlets,
supermarkets, schools and sports
clubs in Ho Chi Minh City, Can Tho,
Hanoi and Vung Tau, T00PLUS
saw very good demand during this
festive period.

To reinforce TO0OPLUS’s active
lifestyle proposition, the brand
continued to support many sports
and lifestyle events such as the
Ho Chi Minh City’s Media Futsal
Tournament, Tan Son Nhat Golf
Tournament, Dam Sen Theme
Park Lion Dance Contest and the
Danang International Marathon
2017. In addition, TOOPLUS also
sponsored the Ho Chi Minh City
Student Union to hydrate more
than 40,000 students from 98
high schools, as they prepared for
their final examinations. TO00PLUS
is also the exclusive isotonic drink
partner of Jump Arena, the very
first trampoline park and Vietnam
Basketball Academy in Ho Chi Minh
City, Vietnam.

To date, FNV’s brand team has
attained over 53,000 followers in
Facebook, with a unique reach of
12 million people. This outreach,
coupled with an active online
presence, further amplified 100PLUS
as a brand to build a more inclusive
T00PLUS community.
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“We will continue to work
collaboratively with strategic
partners to broaden the
range of education-related
products and services to
consumers across different
channels of engagement.”

MR SIEW PENG YIM

Chief Executive Officer,
Times Publishing Group

CEO BUSINESS
REVIEW

PUBLISHING & PRINTING
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FY2017 was another challenging year
for the Publishing & Printing division
(“P&P”), which had been impacted by
the prevalence of disruptive media
technologies and global competition.
Accordingly, P&P FY2017 revenue
declined from $308m to $293m while
PBIT losses for the year narrowed,
from $5.2m to $4.5m.

Overall, our Publishing division
continued to perform well, particularly
in the international arena where
Marshall Cavendish Education (“MCE”)
defended its revenue base due to
higher sales in Hong Kong and rest of
the world. MCE Hong Kong (“MCE HK”)
recorded double-digit revenue growth,
driven by both its legacy products
offerings and the introduction of new
Science, Technology, Engineering

and Mathematics (“STEM”) products.
MCE also successfully entered
Indonesia with the launch of its first
Cambridge-endorsed Primary Maths
and Primary Science series. In addition,
MCE also deepened its foothold in
Chile by winning the Grade 5 Maths
tender. This year, its cookbook Creative
Baking: Deco Chiffon Cakes also
enjoyed a great deal of limelight in

the international publishing scene.

Printing division stemmed its revenue
decline this year. While printing output
declined slightly due to lower print
quantity and page extent for books and
magazines in Singapore, it was partially
mitigated by higher export sales from
our Malaysia operations and increased

domestic sales from our China plant.
In addition to continuous cost
containment efforts coupled with
benefits of the restructuring exercises
to align capacity to demand taken in
previous years, Printing returned to

a profitable position this year.

This year, we launched several

digital products as part of our efforts

to expand our digital offerings and
consumer touchpoints. Education mobile
applications like Brainy Arkies and
SL360, a diagnostics online assessment
platforms (A360), and GoGuru.com.sg,
an e-commerce portal that provides
convenient access to our range

of education content and general
reference books as well as third-party
trade books, e-books, magazines and
lifestyle products were launched in
Singapore.

The Group’s publishing business is
marketed under the brand, Marshall
Cavendish (“MC”). As a major international
content provider, MC publishes extensively
with interests spanning Education,
General Interest, Business Information
and Home Reference.

MCE'’s leadership positions in Maths
and Science were further boosted
when it launched its first Cambridge-
endorsed Primary Maths and Science
series in Indonesia. Adopting only sound
Asian pedagogies used in Singapore
classrooms, these series aim to help
Indonesian pupils attain mastery in
these subjects.
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MCE further entrenched its position in
Chile by winning the Grade 5 Maths
tender. With this award, MCE now
supplies Grades 2 and 5 Primary Maths
textbooks to almost 500,000 students
across the country, annually.

To complement its textbook publishing,
MCE also organised parents’ workshops
to better equip parents with the skills
and knowledge to guide their children

in their learning at home. Our workshops
covered core subjects from Primary

1 to 6, the latest exam syllabus with
formats, tips and strategies and key
concepts to help children with their
studies.

We also organised our inaugural MCE
Early Childhood Seminar and launched
the Early Childhood series in Numeracy,
English and Chinese. A panel of
distinguished speakers shared unique
teaching methods and instructional
materials to 400 educators from over
100 early childhood institutions.

To reinforce our leadership position

as a curriculum publisher, MCE HK
amplified its efforts in promoting

STEM Academy by collaborating

with the Singapore Science Centre

in providing holistic global solutions

to schools and learning centres.

The collaboration offered STEM training
programmes and activities, curriculum
design and consultation services,

and innovative hardware to support
the implementation of STEM education
within the region. MCE HK also worked
with the Hong Kong Association for
Science and Mathematics Education
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on the development and promotion of
our STEM programmes and forthcoming

Science textbooks in secondary schools.

As part of the Group’s digital education
transformation effort, MCE launched
Brainy Arkies, a mobile learning
application that integrates automated
adaptive testing, self-directed learning
and entertainment, and is designed for
the best learning outcome for primary
school pupils by making learning fun and
easy as they learn on-the-go. Aligned
with the Ministry of Education Primary
Maths syllabus, questions within Brainy
Arkies were drafted to aid pupils in
Maths concepts.

In addition, MCE HK has also launched
a diagnostic online assessment
platform (A360) with an education
mobile application (“SL360”) that
helped students realise their strengths,
weaknesses, knowledge, and skills in

specific learning objectives in Primary
Maths subject. This online assessment
platform also allows users to procure
additional corresponding remedial
materials and follow-up exercises
through the SL360 payment gateway.

Publishing: Others

General and Reference (“GR”)
successfully published several high-
profile titles in 2017. Among them,

The Commuting Reader, Singapore’s
first-ever ticket book; and the launch
of a series of four local literature,

in Singapore’s four official languages,
which was a nationwide campaign led
by the National Arts Council to promote
Singapore literature. GR also released
Brand Singapore: Nation Branding After
Lee Kuan Yew, in a Divisive World;

Sun Yat-sen: The Unfinished Revolution;
a Disruptive World by Wendy Tan; and
An Equal Joy, a collection of essays by
award-winning author Catherine Lim.

Under Cuisine, Creative Baking:

Deco Chiffon Cakes by renowned
blogger Susanne Ng made waves on
the international scene when it was
first reviewed on Mashable and Hello
Giggles, and interest quickly picked up
with coverage in the UK-based Daily
Mail, US-based website and Food &
Wine magazine. The cookbook was
also featured on various websites in
Malaysia, Indonesia, Japan, Korea,
Greece, China, Brazil, Serbia, Croatia,
Spain and Vietnam, and in newspapers
such as Epoch Times and China Daily.
The extensive exposure put Susanne in
the global limelight and raised Marshall
Cavendish’s profile in the international
publishing scene.

Looking ahead, we will explore emerging
publishing business models such as
personalised children’s books and self-
publishing service for individuals seeking
to have their work published.
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PRINT
Restructuring and cost-cutting
measures were taken by our Printing

division to realign capacity and improve

PBIT. Following the exercise, we have
gained cost competitiveness and this
had resulted in Printing securing multi-
year contracts from new customers,
such as the Asia edition of Bloomberg
Business Week magazine, the monthly
Forbes China, and a 3-year contract
with Haynes Publishing Group for more
than 200 titles.

To meet the challenges ahead, we will
continue to seek out opportunities

to grow, strengthen and diversify in
areas of printing and packaging, digital
printing, print management services
and creative communication.

RETAIL AND DISTRIBUTION

The decline in book and magazine
sales arose largely from poor retail
climate, particularly for book retailers.

However, the decline in book and
magazine sales was mitigated by the
strong partwork sales like Star Wars
Millennium Falcon, and Marvel and
DC character-based gifts. Additional
channels in Malaysia, coupled with an
improvement in margins, lower costs
and enhanced operational efficiency
also boosted the bottom line.

In January, we renewed our distribution
and licensing agreement with Hallmark
US for another three years. As part

of our continued efforts to engage
families, children and the community,
we held a host of activities throughout
the year, such as featuring renowned
authors and organising in-stores
interactive events and creative
learning activities at Times Bookstores.
To encourage reading at a tender age,
we set up the Times Junior Reading
Club with a slew of promotional and
fun activities.
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GOGURU.COM.S5G

The start of FY2017 marked the launch
of GoGuru.com.sg, an e-commerce
portal that provides convenient
access to Times Publishing Group’s
range of educational content and
general reference books. Catering to
the varied interests of families and
children, GoGuru also offers engaging
and relatable content on 21%' century
parenting and education, positive
values, tips and trends. From expert
advice and contribution from parents
to ideas for fun family activities,

we aim to be Singapore’s premier
online resource for parents. Through
the online platform, we also develop
and curate content written by subject
experts, and share our viewpoints on
latest education trends and issues.

As a Group, our expertise in education
and learning has seen how the
21 century learner has evolved over
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the years. Happy Sparks was our

first foray into a large-scale experiential
edutainment event at an exhibition
hall where learning took place in an
immersive and hands-on environment.
With the participation of over 50
brand partners, the team delivered

4 fun-filled days of school-based
Maths and Chinese competitions for
primary school level children; singing,
dancing and musical instrument
performances and competition

to celebrate diversity in aesthetic
expression; and a one-stop place

for parents to have access to trial
packages of learning tools and
enrichment classes for their children.

We will continue to work collaboratively
with strategic partners to broaden the
range of education-related products
and services to consumers across
different channels of engagement.
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INVESTOR RELATIONS

EFFECTIVE AND OPEN
COMMUNICATION

The F&N Group is committed to
promoting effective and open
communication with all stakeholders,
ensuring consistency and clarity of
disclosure at all times. We aim to engage
with our shareholders and investment
community openly and regularly in order
to facilitate a mutual understanding of
our respective objectives, and to provide
information on our corporate strategies,
trends, operational performance and
financial information to the investment
community.

To achieve that, F&N makes every effort
to disseminate information through

a broad range of communication
channels and do not provide information
selectively. Such commitment ensures
that investors have easy access to
information on the Group so that they
can effectively evaluate the company
and make informed investment decisions.

REGULAR DIALOGUES WITH THE
INVESTMENT COMMUNITY
Besides communicating regularly
with shareholders and the investment
community via disclosures of material
and other pertinent information through
regular dialogues and announcements
to SGX-ST, the Investor Relations team
undertakes road shows (together with
key senior management), investor
seminars and conferences to keep the
market and investors apprised of the
F&N Group’s corporate developments
and financial performance.

In our third year of regional expansion,
the Investor Relations team, together with
senior management, continued to actively
engage and update the investment
community on the activities the Group
had undertaken in the marketplace.

Retail investors remain an important part
of our outreach efforts. In addition to
annual general meetings, the Investor
Relations team addresses the concerns
of retail investors through email, telephone
and online query form on F&N'’s website.

DIVIDEND

The Group maintained a healthy

track record of generous shareholder
distributions. For the financial year
ended 30 September 2017, the directors
have recommended a final dividend

of 3.0 cents per share, which together
with the interim dividend of 1.5 cents
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Dividend (Cents)

12.0

2013 2014

@ Interim (cents) @ Final (cents)

2015 2016 2017

~©- Payout Ratio (%)

FINANCIAL CALENDAR: FY2017/2018

DATE
29 January 2018 »>

09 February 2018 »
(after close of trading) (tentative)

08 May 2018 >
(after close of trading) (tentative)

07 August 2018 »
(after close of trading) (tentative)

09 November 2018 »
(after close of trading) (tentative)

FOR GENERAL ENQUIRIES,
PLEASE CONTACT:

Ms Jennifer YU

Head, Investor Relations

Tel: (65) 6318 9393

Fax: (65) 6271 7936

Email: jenniferyu@fngroup.com.sg
Website: fraserandneave.com

paid earlier brings total dividend

for the year to 4.5 cents per share.

In line with the Group’s dividend policy,
the proposed payout represents

a distribution of 65% of the Group
Attributable Profit before fair value
adjustment and exceptional items.

EVENT
- Annual General Meeting

- Announcement of 1t Quarter Results

- Announcement of 2" Quarter Results
- Declaration of Interim Dividend

- Announcement of 3" Quarter Results

- Announcement of Full-Year Results
- Declaration of Final Dividend

SHARE REGISTRAR AND
TRANSFER OFFICE

Tricor Barbinder Share
Registration Services
80 Robinson Road
#02-00

Singapore 068898

Tel: (65) 6236 3333
Fax: (65) 6236 3405




CAPITAL RESOURCES

The Group aims to maintain a prudent
financial structure to ensure that it will
be able to access adequate capital at
favourable terms. The Group’s core
businesses, Food & Beverage (“F&B”)
and Publishing & Printing (“P&P”), are its
main sources of cash flows.

Management monitors the Group’s cash
flow position, debt maturity profile, cost of
funds, interest rate exposures and overall
liquidity position on a continual basis.

To ensure that the Group has adequate
overall liquidity to finance its operations
and investments, the Group maintains a
significant amount of available banking
facilities with many banks. The Group’s
Debt Issuance Programmes also provide
F&N continued access to the debt capital
markets.

As at 30 Sep 2017, the Group’s Borrowings,
net of cash, increased to $165.2m, from

a net cash position of $908.5m a year
ago. The increased borrowings were
taken on mainly to finance the purchase
of additional Vinamilk shares, which saw
our stake in Vinamilk rise from 11.0% as

at 30 Sep 2016 to 18.74% as at 30 Sep
2017. Consequently, the Group’s net
gearing increased to 5%. Cash generative
businesses, ample funding sources and
significant debt headroom put F&N in

a strong position to tap further growth
opportunities.

Interest cost in FY2017 was $16.2m,
higher than the previous year’s interest
cost of $5.0m due to higher borrowings.

SOURCE OF FUNDING

Besides cash flow from its businesses,
the Group also relies on the debt capital
markets, the equity market and bilateral
banking facilities for its funding. As at
30 Sep 2017, the Group has $1.4b in
banking facilities and $2.5b in Debt
Issuance Programmes to meet its funding
requirements.

AVAILABLE BANK LINES

AS AT 30 SEP 2017

The Group maintains an active relationship
with a network of more than 15 banks of
various nationalities, located in various
countries where the Group operates.

Its principal bankers are DBS Bank Ltd,
Oversea-Chinese Banking Corporation,
Standard Chartered Bank, Sumitomo Mitsui
Banking Corporation and Crédit Agricole
Corporate & Investment Bank.

The Group adopts the philosophy of
engaging the banks as its core business
partners. It continues to receive very

strong support from its relationship

banks across all segments of the Group’s
businesses. Total banking facilities (utilised
and unutilised) extended to the Group

as at 30 Sep 2017 amounted to $1.4b.
The principal bankers of the Group provided
56% of these banking facilities. All banking
relationships for the Group are maintained
by Corporate Treasury in Singapore.

DEBT CAPITAL MARKETS

The Group has a $S$2.0b multi-currency
debt issuance programme in Singapore
and a RM1.5b Medium Term Note
(“MTN”) Programme in Malaysia in place
to tap the debt capital markets.

MATURITY PROFILE OF
GROUP DEBT (EXCLUDES
FINANCE LEASES)

<1year 786
1-2 years 58
2-5 years 359
> 5 years 100
Total 1,303

As at the date of this report, the Group
has already refinanced $0.46b in
borrowings maturing before 30 Sep 2018.
The Group is not expecting any refinancing
issues for the remaining borrowings of
$0.33b maturing by 30 Sep 2018 as

most of these borrowings can be repaid
with the Group’s existing cash balances.

INTEREST RATE PROFILE

AND DERIVATIVES

The Group manages its interest cost by
maintaining a mix of fixed and floating
rate borrowings. On a portfolio basis,
45% of the Group’s borrowings are in
fixed rates with an average fixed rate
tenor of 4.8 years as at 30 Sep 2017.
The fixed rate borrowings consist largely
of the fixed rate notes issued under
F&N Treasury Pte Ltd’s Debt Issuance
Programme and F&N Capital Sdn Bhd’s
MTN Programme. The remaining 55%
of the Group’s borrowings are in floating
rates as at 30 Sep 2017.

In managing the interest rate profile,

the Group takes into account the
interest rate outlook, expected cash flow
generated from its business operations,
holding period of long-term investments
and any acquisition and divestment plans.
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The Group makes use of interest rate
derivatives for the purpose of hedging
interest rate risks and managing its
portfolio of fixed and floating rate
borrowings from time to time. The Group
does not engage in trading of interest
rate derivatives. It does not have any
outstanding interest rate derivatives

as at 30 Sep 2017.

GEARING AND

NET INTEREST COVER

The Group aims to keep its net gearing
ratio below 80%. As at 30 Sep 2017, the
Group has net gearing of 5%. Total interest
expense for the year amounted to $16.2m.
The net interest income credited to profit
statement for the year was $10.7m. The net
interest cover over total interest expense
was at 10.7 times.

FOREIGN CURRENCY RISKS

AND DERIVATIVES

The Group has exposure to foreign
currency risks as a result of transactions
denominated in foreign currencies arising
from operational, financing and investment
activities. Where exposures are certain,

it is the Group’s policy to hedge these risks.
For those exposures that are less certain
in their timing and extent, it is the Group’s
policy to cover 50% to 90% of anticipated
exposures for a maximum period of

12 months forward. The Group uses
foreign exchange forward contracts and
certain currency derivatives to manage
these foreign currency risks.

The Group does not engage in the trading
of foreign currencies and foreign currency
derivatives. The Group uses foreign
currency contracts and derivatives solely
for hedging actual underlying foreign
currency requirements in accordance
with hedging limits set by the Audit

and the Board Committees under the
Group Treasury Policy. These policies
are reviewed regularly to ensure that the
Group Treasury Policy are in line with its
current needs, objectives and strategy
of the businesses.

The Group’s foreign currency contracts
and derivatives and mark-to-market values
as at 30 Sep 2017 are disclosed in the
financial statement in Note 35. The Group
does not hedge the foreign currency risks
of its investments in overseas subsidiaries,
joint venture and associated companies.
Such investments are long-term in nature
and therefore not feasible and economical
to hedge. The Group only hedges
dividends payable from its overseas
subsidiaries, joint ventures and associated
companies.
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ENTERPRISE-WIDE RISK MANAGEMENT

The Board and senior management

of Fraser and Neave, Limited,

(“F&N” or the “Group”) promote a strong
risk management culture through having
sound risk management processes and
operating procedures that integrate
prudent risk limits with appropriate risk
measurement, monitoring and reporting,
and encourage open communication
and escalation of concerns in a timely
manner. The purpose is to safeguard
the interests of shareholders and the
assets of F&N.

The Risk Management Committee
(“RMC”), which was established by the
Board in 2012, has oversight of the
Group risk management policies and
implementation. It assists the Board in
determining and defining the Group’s
risk appetite, risk tolerance and risk
policies, providing guidance on key risks,
and ensuring that Management has in
place an effective risk management
system for the timely identification,
mitigation and management of key risks
that may have a material impact on

the Group.

In addition, the RMC also has oversight
of the Group’s Insurance, Cybersecurity
and Business Continuity programmes.

RISK MANAGEMENT PROCESS
F&N adopts a cohesive risk management
framework to manage risks in an
integrated, systematic and consistent
manner. The framework provides for
the identification and management of
risks using a top-down and bottom-up
approach.
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Management (business division heads
and business unit heads) has the
primary responsibility for identifying,
controlling and reducing risks, and
reporting to the Board. Material risks,
mitigating measures, Key Risk Indicators
(“KRIs”) and risk ratings are reviewed by
Management at least three times a year.

Specifically, the Business Heads are
the risk owners, and are responsible
for identifying risks, establishing sound
practices, and ensuring that effective
procedures and robust systems are in
place to mitigate the risks.

The key risks of the various business
units are consolidated for review by
CEOs of the Group’s business divisions,
and finally to F&N RMC and Board.

Each business division has a dedicated
risk coordinator to conduct risk analyses
with management and compile timely
reports to the Division Head. Risk
coordinators also conduct briefings on
adopted risk policies and practices when
required. The objective is to increase
risk awareness amongst key staff and to
involve and commit them to implement
measures that have been adopted by
the Group.

To facilitate the reporting and monitoring
of risks, F&N uses a web-based
Corporate Risk Scorecard (“CRS”)
system which enables business units

to report risks and risk status using a
common platform. The CRS captures
risks, mitigating measures, timelines
for action items and risk ratings.

Risk parameters, upon which the ratings
are based, are reviewed annually.

The Group periodically reviews the
identification and recording of risks,
streamlines the use of risk scorecards
and upgrades the CRS system.

Risk appetite and risk tolerance
statements, which set out the nature
and extent of the significant risks
that the Group is willing to accept in
achieving its strategic objectives,
are reviewed annually.

At the end of each financial year,
Management of each business division
and the Company provide assurance to
the Board, F&N Audit Committee and
RMC on the adequacy and effectiveness
of the Group’s risk management system
and internal controls.

These assurances for FY2017 are
disclosed on Page 70 of this report.

KEY RISKS IN FINANCIAL
YEAR 2017

As at 30 September 2017 the key

risks of the Group have been largely
mitigated. The proportion of risks that
were rated as “very significant” and
“high” have be