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Key financial indicators in 2015

(in HRK millions) 2015 2014 % change
Sales revenue 3,777.2 3,502.6 7.8%
Gross profit 1,535.5 1,475.9 4.0%
Gross profit margin 40.7% 42.1% -149 bp
EBITDA! 468.2 318.2 47.1%
EBITDA margin 12.4% 9.1% +331 bp
Net profit after Ml 397.3 92.5 329.5%
Net profit margin after Ml 10.5% 2.6% +788 bp
Cash flow from operating activities 274.2 286.9 (4.4%)
Capital expenditures 271.2 163.0 66.4%
g:llli—ci)lz;; market capitalization in HRK 31 Dgc():fénber 31 D;cc):irlnber % change
Net debt / EBITDA 2.0 2.7 (26.8%)
Earnings per share 66.4 17.6 276.1%
Last price at the end of period 334.0 293.5 13.8%
Market capitalization 2,378.2 1,590.6 49.5%
Return on capital 14.1% 5.2% +892 bp
Return on assets 8.0% 2.6% +540 bp

1EBITDA is calculated in a way that EBIT was increased by the depreciation and amortization and impairment of intangible

and non-current tangible assets.
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Significant events in 2015

Podravka d.d. share capital increase and ESOP?

On 3 June 2015, the General Assembly of Podravka d.d., among other decisions, adopted the decision to
increase the share capital by issuing 1,700,000 new regular shares and to introduce ESOP. According to the
decision, on 7 July 2015 the subscription of new shares of Podravka d.d. was initiated, which ended as at 20
July 2015. The interest shown for subscription of new shares was 33 percent higher than the number of
available shares, which proves a significant interest on the part of investors. Domestic pension funds

subscribed 60.7% of new shares, the Republic of Croatia 22.2%, employees 5.2%, and other shareholders

subscribed 11.9% of new shares.

The ownership structure before and immediately following the capital increase was as follows:

m Republic of Croatia Domestic pension funds m Custody account m Others

100% -
26.2%

80% -
7.7%

60% -

40% - 34.2% 40.7%

0% i T
Before capital increase After capital increase

New regular shares were issued at the price of HRK 300.00 per share, whereby the amount of HRK 510 million
was raised. The raised amount is planned to be used
d.d., while the remaining amount will be used to invest in business expansion to new markets and to finance

the construction of the new solid, semi-solid and liquid drugs factory of Belupo d.d.

Allocation of funds raised by capital increase
mEUR 58 mil. - Gito acqui

5%

EUR 68 mil. = EUR 3 mil. - expansion on the international markets

EUR 7 mil. - new Belupo factory financing

2Employee Stock Ownership Programme.
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As part of the share capital increase process, the ESOP programme was initiated with the main aim of further
developing e mp |l oy ee l oyalty through participatinpBRodrnaviklaeé s c
productivity based on medium-term and long-term effects of the programme (motivation, efficiency, reliability,
commitment...), including employees in share ownership at special terms, connecting employee interests with
interests of the owners and creating additional impetus in achieving the company strategy, in the sense of
connecting growth interests and profitability on one hand and long-term benefits for the employees on the

other.

Detailed information on the share capital increase and related documents are available on the websites of the

Zagreb Stock Exchange (www.zse.hr) and the Podravka Group (www.podravka.hr).

Acqui sition of Slovenian food company Gito d.

On 21 April 2015, Podravka concluded the Agreement on the acquisition of 51.5% percent of

regul ar shares of the company Gito d. d. at a pt

amount of EUR 33.0 million. This transaction, after all preconditions determined by the

Agreement had been met, was closed as at 5 October 2015 with the Central Securities Clearing
ilto Corporation of the Republic of Slovenia (KDD). The consortium of sellers is composed of

Sl ovenski dr gavni holding d. d. and Modra zavaro
d.o.o., Adriatic Slovenica, d.d. and NLB Skladi, d.o.o.

In accordance with the regulations of the Republic of Slovenia, on 22 October 2015, Podravka submitted a

takeover offer for the remaining shares of Gito d.d. tI
Upon the expiry of the offer period, Podravka acquired
of 86 . 8 9% sharkes, i8.i196.8% shares, including 10.0% of treasury shares. In the meeting held on 19

January 2016, the Gener al Assembly of Gito d. d. adop

shareholders from the company and the Decision on the withdrawal of shares from the Ljubljana Stock
Exchange. Upon entering these decisions into the court registry, Podravka d.d. will finalise the process of
acquiring all the shares of Gito. The overall price fo

57.7 million, while in 2015 expenses related to the acquisition and integration amounted to HRK 9.4 million.

Gito is one of the |l argest and most renowned food pro
markets of South-East Europe. With the stated acquisition, Podravka consolidates its position and becomes a
leader in several additional product categories i thereby significantly improving its market position, especially

on the Slovenian market.

Podravka and Gito have prauctvrangeyi faoad prgdlct nvighnsimélar ynodels of
production, sales, promotion, distribution and | ogisti
the | eading or the second positions i nurandtlmkergprodikces), , s uc|
Zlato polje (rice, pasta, mill products, breakfast cereals), Maestro (spices), 1001 Cvet (teas), Natura (cereals

and pulses), Gorenjka (chocolate) ,  Gaamdies). (
_:ra‘}fmz

(MAESTRO) 2o (hattnd)
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Extending the business in complementary product groups, opportunities are created for the production, and
sales and marketing synergies, improving the operational efficiency of both companies and increasing their
competitiveness. It is particularly worth etongddasi sing

through the Podravkads sales and distribution network

The beginning of the construction of the new solid, semi-solid and liquid drugs

factory of Belupo d.d

At the end of July 2015, the constructionof t he main buil ding of -soldendBjed upods
drugs factory was initiated in the industrial zone Danica in Koprivnica. The total investment amounts to EUR

51.3 million, of which EUR 40.0 million will be financed by credit, and EUR 11.3 million of own funds will be

used. It should be noted that the project, in accordance with the Act on Investment Promotion and Development

of Investment Climate is supported by the Ministry of Economy in the amount of 40% of the total investment

cost. This support may be used in the following 10 years from the beginning of the investment in the form of

lower income tax rate, until the maximum support amount is used. The new factory will enable the expansion

of the existing capacities, employing approximately a hundred new employees, introducing new technologies

and automatisation of the production processes. The planned term of the project completion is April 2017.

e e -

New organization of markets management and further strengthening of international

operations

In January 2015, the Management Board of Podravka d.d. adopted the decision to form new market
organisation and to further strengthen business internationalisation. There are four newly-formed regions: the
Adria region including the market of Croatia and the previous South East Europe market, the Europe region
including the previous markets of Western Europe and Central Europe, the Russia, CIS and Baltic region and
the New markets region including America, Asia, Australia and Africa. The new organisation of markets
management significantly simplifies the previous markets management complexity, increases the opportunities
for a more efficient utilisation of own size and knowledge and provides a better and more cost-efficient support

to markets where the Podravka Group operates.
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One of the preconditions for the commencement of operations in international markets estimated as very
potent was to register Podravkab6s company in Dubai (Un
the representative office in Beijing (China).

Continued restructuring process - merger of Danica d.0.0. and redundancy labour
programme @

Continuing the implementation of measures to improve operational P 0 n R n v H n
efficiency, P o d r aadoptedotlee deuisian dogneerge thet

subsidiary DANICA d.o.0., which was completed on 1 October 2015. DANICA mesna industrija d.o.o.

After conducting business analyses of all business programmes within the Podravka Group, it was determined
that by integrating Danica d.o.o., i.e. the meat programme, into the Podravka's food segment, a better focus
on the development of this programme will be achieved, together with additional savings in almost all business

processes, and thus presuppositions for better management of this business programme will be created.

Certain restructuring measures, i.e. business rationalisation, have been implemented in Danica d.o.o. over the
past three years. Financial business indicators have been improved, and further improvements can be

achieved through the full integration of the meat programme into the Podravka's food segment.

The intention of this merger is to advance the development of Podravka's meat cans and meat products
portfolio and to generate additional funds for strengthening the competitive position of this production

programme on the increasingly demanding market.

The redundancy labour programme was initiated at the end of 2015 and lasted until 31 January 2016. This
programme enabled employees to retire, receiving stimulation severance payments, which was accepted by
130 employees. Provisions for their benefits were made in 2015 and will not affect the result for 2016. Overall,
from the beginning of 2012 to the beginning of February 2016, approximately 1,400 employees left the

company accepting severance payments, while in the same period approximately 380 new employees were
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hired. I f employees of the Gito Group and Mirna ar

reduced the number of employees in the food segment by approximately 23%.

Consolidation of Mirna d.d.

In December 2014, Management of Mirna d.d., Podravka's subsidiary,
submitted a request to initiate the pre-bankruptcy settlement proceeding
following the freezing of Mirna d.d. account, which was rejected. However, as
at 29 January 2015, the Commercial Court in Rijeka decided to initiate the

preliminary procedure for determining whether the conditions are met for

initiating the bankruptcy procedure of the company Mirna d.d. As part of this, R O WV I N J
the temporary bankruptcy manager was appointed, and the hearing was 12777
scheduled for 30 March 2015.

Until 30 March 2015, Podravka d.d., as the majority shareholder of Mirna d.d., directly settled a significant
amount of Mirnabs pravwdéedgdaraetees for aektling othér clagnss byethe dreditors of Mirna
d.d. which are registered in the register of FINA. This created preconditions for further normal operations of
Mirna d.d so the Commercial Court in Rijeka as at 30 March 2015 established that no longer there are reasons

to initiate the bankruptcy procedure over Mirna.

On 9 July 2015, Podravka acquired additional 11.6% shares of the company Mirna d.d. and on 6 August 2015

additional 8.7% shares of the company Mirna d.d., reaching 84.2% ownership share in the company.

Continuation of strong innovation cycle in food and expansion of pharma assortment

In 2015, the focus was on revitalisation of the key portfolio by adding value to the existing portfolio, and creating

new differentiated product lines, that strengthenthe Podr avkaés portfolio brands,

contribute to the increase in overall categories. Podravka implemented its strong innovation cycle in the

domestic and international markets, where it was especially active by opening of new markets.

One of the most important marketing events for the company was the beginning
of the renovation programme on t hei et

Vegeta, consisting of several steps: new visual identity that makes the brand @

modern and natural, new formulation of the special seasonings range (Vegeta

Grill and Twist Ilines) in accordance‘
the new communication platform that successfully uses digital communication
0] channels in addition to the traditional ones. All this results from the new positioning, aimed at
modernising the brand, creating the emotional connection with the customers and bringing it
closer to the generation of the so-called Millenials. Year 2015 was also
the year of Podravka soups. An important step forward was made in

the cream soups segment: re-launching of the cream line with improved

formulations in line with the nutritive strategy and modern visual identity,

continued extension of the unique premium line Richness of vegetables, and re-launching of the Fini-Mini line.

Podravka Group Business results for 1 - 12 2015 period 8
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4 ..== Animportant innovation cycle was made on the brand Lino i a number of new products in

3 sitarice ! the Baby food category were introduced with new benefits for customers: 4+ range enriched
e

B

. in new technology, multigrain Junior line and fruit purees. Lino Brand has also intensified

by probiotics and gluten free, a range for preparation with water as a result of investments

@53" «’,””‘“* and innovated the communication with consumers in the Kids product range (cereals and

S—

creamy spreads), which consequently reflected on the strengthening of market positions in the Adria region.

In the category of Sweets, the pudding portfolio was revitalised through

recipes innovations in the Dolcela brand, and the brand also entered the
cake decorations category with the aim to attract new customers and

strengthen the loyalty of the existing ones. In communication with

customers, by launching an original mobile application, Dolcela enabled

customers to continually and interactively be inspired by their favourite sweets for enjoying precious moments.

In 2015, the creation of the P 0 d r a Wkditérranean platform was completed, now
integrating the categories of tomato, fish, pasta and tomato-based sauces. The new
visual identity has been implemented in all categories, and a new communication

culinary expertise as additional value closer to the customers in the Adria region and Central Europe.

\ In the meat products category, the acquired Piketa and Classic pates have been integrated in the
( e“a N

@?
®R

Podravkads port f ol witwsigaifitaht focus glacadlon thedpertfiolioioptipisation.

In the newly-formed Food Solution category, the pilot project of cooled ready-to-eat meals for the HORECA
channel in the Croatian market was implemented. Podravka ready-to-eat meals enable customers in the
HORECA channel to offer their guests some of the most famous traditional Croatian dishes such as Dalmatian

pagticada (beef fillet i mpaled with vegetables and

leafs stuffed with minced meat), or beans stew,asar esul t of the creati vi ttsyando f

technologists, representing a significant innovation in this distribution channel.

In 2015, a strong focus was placed on opening New markets

through the preparation and adaptation of the range. The key
brand is Vegeta, so in addition to Vegeta universal and special

seasonings, Vegeta soups have also been launched. In

addition to the Vegeta range, a range of products from the Lino
world category have also been prepared and launched, as well as the Dolcela sweets range, aimed principally
at the MENA region markets.

AMOHN In 2015, the prescription drugs categoryd sange was extended by new EECES%KSEL
50 e preparations. Amofin is a curative nail polish for dermatological use for FIF#®
mg/m woro

LIEKOVIT LAX ZA NOKTE

treating onychomycosis caused by dermatophytes, yeasts and molds.

lw Docetaksel Belupo is an anticancer drug used for treating breast cancer,
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individual types of lung cancer (non-small cell lung cancer), prostate cancer,
60 TAKROLIMUS l stomach cancer or head and neck cancer. Takrolimus Belupo are solid capsules
P used in transplantation medicine for the prophylaxis of rejecting the liver, kidney

Tokraliman

- or heart transplants by the recipients. Levetiracetam Belupo is the generic name

SILAPEN K

epilepsy in adults, adolescents, children and babies from 1  Zilw/is
(1 IAOILEEWON [ month of age. S| LAPENE K 2 3 powdergfér Sral m 25 |

of the medicine used as monotherapy and as additional therapy in treating partial and generalized

BLOZENE TABLETE my

OBLOZENIH
TABLETA

n

solution is a new form of medicine that has been on the market

< until recently in the form of oral suspension, and which is used o
in treating primarily streptococcal infections and prophylaxis of recurring rheumatic fever or | ’;@E ®
chorea.
= In 2015, the non-prescription programme category was extended by several new products. Rinil
NIL
Ryl nasal spray is used for shrinking swollen tissue in the nose for acute cold, vasomotor and allergic
.-

'S rhinitis, and for easier decongestion in cases of paranasal sinuitis
—

and catarrhal inflammation of the middle ear related to cold.

Floceta soft gel is intended for the skin regeneration, protection

and care. GASTROBEL effervescent is used in adults and
children above 16 years of age for the prevention of heartburn, symptomatic relief of
heartburn, indigestion, indigestion caused by irregular secretion of gastric acid and hyperacidity.
Belupo launched a medicine on the basis of acetylsalicylic acid, ASKA pro 100 mg gastro-
resistant tablets that are now available in the non-prescription programme under the name
== . ASKA pro. ASKA pro tablets are used for the secondary

prevention of myocardial infarction for patients with a history

of myocardial infarction, for the secondary prevention of
stroke for patients with a history of strokes and for the prevention of

thromboembolism after surgeries or interventions on blood vessels.

Further development of digital communication

In 2015, significant efforts were made to further develop digital
communication. 13 new online communication platforms were
established, including new language versions of corporate websites and
launching new applications and profiles on the well-known
communication platforms. In 2015,

Coolinarika was modernised in

terms of contents and new
functionalities, resulting in 23.9 million unique visitors (13% growth
compared to 2014) and 643.4 million displayed sites. A significant step

forward was also made in the production of online videos by recording

video-recipes and their multiple use on allthee xi st i ng Podr

communication platforms

Podravka Group Business results for 1 - 12 2015 period 10



Overview of sales revenues in 2015

Sales revenues by Strategic Business Area in 2015

Sales revenues by Strategic Business Area*

(in HRK millions) 2015 2014 % change
SBA Food 2,971.6 2,662.4 11.6%
Own brands 2,674.7 2,349.6 13.8%
Other sales 296.9 312.7 (5.1%)
SBA Pharmaceuticals 805.7 840.3 (4.1%)
Own brands 647.1 687.2 (5.8%)
Other sales 158.6 153.1 3.6%
Podravka Group 3,777.2 3,502.6 7.8%
Own brands 3.321.7 3,036.8 9.4%
Other sales 455.5 465.8 (2.2%)

*Note: The table includes the revenues of: (i) the beverages subcategory in both years, whose scope of
operations is decreased following the decision to abandon these operations, (i) the Gi tGmup, whose
revenues have been included since 1 October 2015, (iii) Mirna, whose revenues have been included since 1
April 2015, and (iv) the PIK product range, whose revenues have been included since 1 June 2014. As
consequently 2015 and 2014 are not fully comparable, for the purpose of a transparent overview of
operations, below we explain the movements in sales without the effect of beverages and the acquired

product range (the portfolio of the Gi Goup, Mirna and the PIK product range).

Strategic Business Area Food:

U Excluding the effect of beverages and the acquired product range, own brands in 2015 recorded

a 2.7% increase in sales due to the 2.6% growth in the culinary category, and the 5.4% growth in the

category of baby food, breakfast foods and other food,

U Excluding the effect of the acquired product range, other sales recorded 8.5% lower sales, primarily

as aresult of lower sales revenues of poppy seeds in the Europe region, whose market price significantly

decreased in the period under consideration,

U Consequently, excluding the effect of beverages and the acquired product range, the food

segment recorded a 1.3% increase in sales in the period under consideration.

Strategic Business Area Pharmaceuticals:

U Unfavourable political and economic situation in Eastern Europe (former USSR markets) and the

decrease in prices of prescription drugs in the market of Croatia prescribed by the Croatian Health

Podravka Group
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Insurance Fund (CHIF) (estimated negative impact of HRK 10.0 million) negatively reflected on sales of

own brands that recorded a 6.8% decrease in the period under consideration,

U Other sales in 2015 are 3.6% higher compared to the comparative period, primarily due to the increase

in sales of trade goods in the Farmavita company,

U Consequently, the pharmaceuticals segment recorded 4.1% lower sales in the observed period.

Podravka Group:

U Own brands of the Podravka Group, excluding the effect of beverages and the acquired product

range, recorded 0.7% higher sales in the observed period,

U The increase in sales of trade goods in the Farmavita company partially mitigated the negative impact
of the decrease in the price of poppy seeds, so at the Podravka Group level other sales excluding the

effect of the acquired product range are 4.5% lower in 2015,

U Consequently, sales of the Podravka Group excluding the effect of beverages and the acquired

product range in 2015 were at the same level as in the comparative period.

Net effect of currency exchange rates on sales by segments in 2015:

(in HRK millions) Own brands Other sales Total
Food (21.4) (0.3) (21.9)
Pharmaceuticals (35.9) (0.3) (36.2)
Group (57.3) (0.6) (58.1)

U The Podravka Group aims to present the movements in sales excluding foreign exchange differences,
i.e. to show what sales would have been if currency exchange rates had remained at the same levels

as in the comparative period,

U The most significant negative impacts are recorded by the Russian ruble (HRK -57.8 million) and the
Serbian dinar (HRK -4.3 million), and the most significant positive impact is recorded by the US dollar
(HRK +7.9 million).

Sales revenues by Strategic Business Area in 2015

Strategic Business Area

Pharmaceuticals
21.3% Strategic Business Area
Food
78.7%
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Sales revenues by category in 2015

Sales revenues by category

(in HRK millions) 2015 2014 % change
Culinary 923.4 899.8 2.6%
Sweets, snacks and beverages 257.8 261.5 (1.4%)
Baby food, breakfast foods and other food 957.8 887.8 7.9%
Meat products 303.5 300.5 1.0%
Gito 191.4 - n/a
Prescription drugs 556.3 597.1 (6.8%)
Non-prescription programme 90.7 90.1 0.7%
Other sales 496.3 465.8 6.5%
Podravka Group 3,777.2 3,502.6 7.8%

Strong growth in the category of baby food, breakfast foods and other food in 2015:

i

The culinary category recorded an increase in sales of 2.6% compared to the comparative period,
primarily due to the increase in sales of the universal seasonings subcategory and the soups
subcategory. The universal seasonings subcategory recorded the most significant sales growth in
Poland due to activities related to the Vegeta brand, on New markets as a result of the distribution
establishment, and in Western Europe due to the distribution expansion. The soups subcategory
recorded the most significant sales growth in the Adria region as a result of the focus on the innovated

range of added value and activities in the key periods of the year,

The sweets, snacks and beverages category recorded 1.4% lower sales, while if we exclude the
effect of the beverages product range, which is for sale, sales revenues are 2.4% lower than in the
comparative period. Lower sales were primarily affected by lower sales of powdered drinks in the
Croatian market due to the rationalisation of the range and lower sales of the snack subcategory in the

Adria region following the competitorsdé ac,tivi

The increase in sales of the baby food, breakfast foods and other food category is primarily impacted
by the increase in sales of the baby food, condiments, frozen vegetables and Mediterranean food
subcategories and the sales recorded by Mirna product range that were not present in the comparative
period. Excluding the effect of the Mirna product range, the overall category recorded 5.4% higher
sales than in the comparative period. The baby food subcategory recorded a growth in sales primarily
due to higher sales of the L o0 k o | égndiinkSlovenia as a result of intensified activities, and the
beginning of the sale of Lino purees in the Adria region. The condiments range recorded good sales
results in the Adria and Europe regions as a result of intensified marketing activities and better presence
of the range in the sale channels. The frozen vegetables subcategory records a significant growth in

sales as a consequence of the beginning of sales of frozen vegetables in the Russian market at the end

Podravka Group Business results for 1 - 12 2015 period 13
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of 2014. In the Mediterranean food subcategory there is a growth in sales of rice and pasta in the Europe

region as a result of repositioning toward a more profitable range and stronger marketing activities,

U The sales of the PIK product range, acquired in mid 2014, resulted in the increase in sales of the overall
meat products category by 1.0% in relation to the comparative period. If the PIK product range sales
are excluded, the category would record 2.7% lower sales due to lower sales of the sausages

subcategory in the Croatian market as a result of enhanced ¢ o0 mp e t matketingsaétivities,

U The publication of results for 2015 presents the sales of own brands of G io tffrom the fourth quarter of
2015as a separate category, while the reports for fut
into the existing categories. At the level of entire 2015, Gi t o recorded HRK 641. 7 mi
brands, which is a 3.7% growth compared to 2014. The bakery subcategory recorded a significant
growth in sales due to the increased exports. The contemporary kitchen subcategory managed to
maintain the same level of sales in tea and rice, while sales were somewhat lower in spices. The
confectionary subcategory recorded a sales growth in the candies range, and the decrease in chocolate
and biscuits. In 2015, the contemporary kitchen and confectionary subcategories were under the
pressure of private labels. The mill products subcategory recorded lower sales compared to the
comparative period as a result of lower purchase prices of grains in 2015 (compared to 2014), resulting

in lower sales prices of mill products,

U The decrease in prices of prescription drugs in the Croatian market prescribed by the Croatian Health
Insurance Fund had an estimated negative impact of HRK 10.0 million on sales of prescription drugs,
while in the Russian market, due to the depreciation of the Russian ruble, sales of prescription drugs
were lower by HRK 32.3 million. Due to the negative impact of political and economic crisis, in 2015
there were no operations in the markets of Ukraine and Kazakhstan, which resulted in HRK 11.2 million
lower sales (under the assumption of the same result in these markets as in 2014). The vast majority of
other markets recorded increased sales of prescription drugs, especially the market of Bosnia and
Herzegovina, due to the improvement in the business model efficiency. Consequently, the prescription
drugs category recorded 6.8% lower sales in the period under consideration, while if the effect of

foreign exchange differences is excluded, the sales are lower by 1.3%,

0 Sales of the non-prescription programme category grew by 0.7% in the period under consideration,
primarily due to the increase in sales of the OTC subcategory in the Croatian market of 5.1%. The growth
in the OTC subcategory in the Croatian market was spurred by a heavy common cold and flu season in
the first three months of 2015, which resulted in increased sales of the range for reducing fever and

relieving pain,

U The other sales category (excl udi ng ot he recoded 3&¢% lowef sal€j regalively
impacted by the decrease in the price of poppy seeds, which was partially mitigated by the increase in
sales of trade goods in the Farmavita company. Under trade goods, among other things, the Podravka
Group purchases and resells poppy seeds as raw material, whose market price in 2015 significantly
dropped compared to the comparative period. In 2014, the price of poppy seeds in the market was very
high compared to the previous five years and the price decrease in 2015 is actually the return to the

average levels.
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Net effect of currency exchange rates on sales by categories in 2015:

Category HRK mil. Category HRK mil.
Culinary (16.0) Gito (in Q4 201 (1.0)
Sweets, snacks, beverages (0.0 Prescription drugs (32.8)
Baby, breakfast, other food (3.8) Non-prescription programme (3.1)
Meat products (0.5) Other sales (0.8)

Sales revenues by category in 2015

Culinary 24.4%

Sweets, snacks and beverages 6.8%

Gi 5.1 \
Baby food, breakfast
Meat products 8.0% foods and other food 25.4%

Sales revenues by reqgion in 2015

Sales revenues by region*

(in HRK millions) 2015 2014 % change
Adria region 2,670.6 2,397.1 11.4%
Europe region 764.7 730.7 4.7%
Russia, CIS and Baltic region 196.1 239.3 (18.1%)
New Countries region 145.8 1355 7.6%
Podravka Group 3,777.2 3,502.6 7.8%

*Note: The table includes the revenues of: (i) the beverages subcategory in both years, whose scope of
operations is decreased following the decision to abandon these operations, (i) the Gi tGmup, whose
revenues have been included since 1 October 2015, (iii) Mirna, whose revenues have been included since 1
April 2015, and (iv) the PIK product range, whose revenues have been included since 1 June 2014. As
consequently 2015 and 2014 are not fully comparable, for the purpose of a transparent overview of
operations, below we explain the movements in sales without the effect of beverages and the acquired

product range (the portfolio of the Gi Goup, Mirna and the PIK product range).

Adria region is the main driver of the sales growth in 2015:

U The Adria region, excluding the effect of beverages and the acquired product range, recorded a

1.4% growth in sales compared to the comparative period. The most significant growth in sales was
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recorded in the soups, baby food and prescription drugs subcategories. The sales of the prescription
drugs grew in the markets of Bosnia and Herzegovina, Serbia and Slovenia due to improved business
model efficiency in these markets, compensating for the lower sales in the Croatian market,

The sales of the Europe region, excluding the effect of beverages and the acquired product range,
were 0.4% higher than in the comparative period. Here it should be noted that sales of own brands grew
by 5.3%, fully compensating for the negative impact of the decrease in the price of poppy seeds. Of own
brands, we should emphasise the growth in sales of universal seasonings, condiments and
Mediterranean food,

In the period under consideration, the Russia, CIS and Baltic region, excluding the effect of
beverages and the acquired product range, recorded 18.5% lower sales. The effect of FX differences
on sales of this region amounted to negative HRK 57.8 million, primarily due to the depreciation of the
Russian ruble. If the effect of FX differences is excluded, the sales would be higher by 5.6% compared

to 2014, primarily due to the sales of the frozen vegetables subcategory,

The sales of the New Markets region, excluding the effect of beverages and the acquired product
range, were 6.2% higher compared to the comparative period, primarily due to the increase in sales of

the culinary category in the markets of the USA and Australia.

Net effect of currency exchange rates on sales by regions in 2015:

Region HRK mil. Region HRK mil.
Adria region (7.9 Russia, CIS, Baltics region (57.8)
Europe region (0.1) New markets region 7.7

Sales revenues by region in 2015

New Markets region 3.9%

Russia, CIS and Baltic region
5.2%

Adria region
70.7%

Europe region
20.2%
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Profitability in 2015

Note: The consolidation of the income statement of the Gi Group into the Podravka Group began as of 1
October 2015, and the consolidation of the income statement of Mirna d.d. began as of 1 April 2015. Also, at
the end of 2014, Podravka changed the business model in Russia by establishing own company (Podravka
d.o.0.), and at the beginning of 2015, new companies were opened in Tanzania (Vegeta Podravka Limited)
and Dubai (Podravka Gulf FZE) and the representative office in China (Croatia PODRAVKA Inc.). The
establishment of new companies and the representative office resulted in new initial costs, primarily selling
and distribution costs, and general and administrative expenses that were not present in 2014. Due to all the
above mentioned reasons, the reported income statements of the strategic business area Food and the
Podravka Group for 2015 are not fully comparable to the previous period. For the purpose of a transparent
operations presentation, the tables in this section will present the reported results of the strategic
business area Food and the Podravka Gr oup 2q@15),whilethdi ng t I

text will present the result excluding the effect of the Gi Goup.

Profitability of the Strateqgic Business Area Food in 2015

Profitability of the Strategic Business Area Food

(in HRK millions) 2015 2014 % change
Sales revenue 2,971.6 2,662.4 11.6%
Gross profit 1,110.8 1,012.4 9.7%
EBITDA* 369.3 196.2 88.3%
EBIT 237.5 75.4 215.0%
Net profit after Ml 210.0 28.8 628.2%
Gross margin 37.4% 38.0% -65 bp
EBITDA margin 12.4% 7.4% +506 bp
EBIT margin 8.0% 2.8% +516 bp
Net profit margin after Ml 7.1% 1.1% +598 bp

*EBITDA is calculated in a way that EBIT was increased by the depreciation and amortization and impairment of intangible
and non-current tangible assets.

Strong profitability growth of the food segment due to lower restructuring costs:

U In 2015, the food segment, excluding the effect of the Gi tGooup, recorded an increase in gross
profit of 1.8% compared to 2014, while the gross margin was 37.7% (38.0% in 2014). The stated gross
margin is a result of the changed sales structure, with the increase in sales of the range that has lower
gross margin than the average in the food segment i the increase in sales of beverages in relation to

the comparative period and the sales of the Mirna range that were not present in the comparative period,
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