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Well-balanced
portfolio with
increased diversification
across geographies
and products

Significant

commercial
opportunities and
cost synergies

2020A Revenue | Additional $705mm of share Reinforced financial ”
profilethat has 7 Iconu_: Dole
shown resilience brand with strong

through COVID-19 T@tar}f .’[EL ice customer awareness

Let's Grow Together

40,000+ 30 countries 170+years

Employees On The Ground Market History & Heritage 6 j 4
Presence |
Superior control
over supply chain from
vertically integrated
business
model

Best-inclass
management team
with industry-leading

experience Industry supported by
consumer mega
trends and well
aligned with ESG
themes



Fresh Fruit market in ltaly
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Main fruit Categories in Italy

Best performers are Grapes, Pears, Clementines, Bananas and
Watermelons
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% Channels of distributions

Supermarkets and Discounters continue to growth

13.5%
338l Fruit sellers ‘

+2.0

point of share
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+O 9 o0 Hyper . % Volume 43.4%
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Strategic role of f&veg area in the store



D\ F&V:a key differentiation lever for trade

_‘A

_ocated at the entrance of the store

t's the identity card of the store
It drives the store choice

It's no longer only a basic high traffic area to exploit



Requires increasingly differentiated offer

D) solutions

Targeting all shoppers - silvers, millennials, z gen, etc.

Meeting new consumers needs (organic, ready to eat,
prepacked)

Merchandising and use of colors to attract attention

Main focus quality (not volume)
Price???



It's conquering a new role

v It can switch a store visit into an emotional consumer
experience, regardless of making a purchase

v For modern trade it's the new main tool for
enhancing a store

v For suppliers the new way for brand positioning and
developing brand equity

>» Fresh f&v display as a media

Partnership between retailers and suppliers



Before the case histories...



D\ Who decides in modern trade stores?
High Vs Low level of influence at store level

ESSELUNGA

CENTRO COMMERCIALE




Dole Case history_#1
From the ISPs to the first Photo-
contest



D\ Welcome to in-store promotions! 1/2

—/N\

Special in-store promotional activities made by
partnership with some retailers and focused on Dole

]Ic_%alganas/Pines and combined with a cut-price on
olders

A real opportunity to increase the value of store and
catch the attention of consumers (not only push the
volumes)



Welcome to in-store promotions!  2/2
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D\ The first photo-contest! 1/2

Partnership with GROS and focused in Rome

Objective: to reward the most beautiful and
representative display of Dole bananas/pines

Direct involvement of store managers and fruit&veg
supervisors

Challenge based on inspiration and creativity (stores
competing with each other)

Final award ceremony in store with Dole Certificate
of Excellence 2021
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Dole Case history_#2
The first permanent promo-display



D\ The project 1/4
Partneship with Gruppo Ali S.p.A. (retailer leading in
Veneto and strongly rooted in Emilia Romagna)

Hystorical client of Dole Italia

End of 2019 / Beginning of 2020: the challenge
begins!



bananas:
replacement
in April!

Dole
prepacked
bananas
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Dole
prepacked
bananas

Dole RFA
bananas:
replacement
in April!

2020

Starting from March:
doubling with Dole RFA
WeloveNature bananas
prepacked!

2021—»




The project

4/4

Renewal and extension of the Dole offer

But that's
not all...



What goals?

v" Enhance and differente the offer

v" Push the volumes

v" Tell consumers the meaning of sustainability and all value
included inside a Dole banana certificated RFA and
produced for WeLoveNature by Ali

A new, exciting and conscious
consumer shopping experience!



The first permanent promo-display in fresh

D) fruit area!
Great visual impact (extraordinary space management)

Bamboo canes panels (strong reference to the tropical
countries)

Banana plant
Clear and informative texts
Special video on top

More than 50 stores involved



The promo-displays







Excellent
dback by
and thelr

fee

All

customers‘.

Attention from other
retailers!

+ 50 %

Dole Banans
YTD in
Volume




Conclusions



Dodo Even in f&v the brand power enhances the
== | product category and the whole store!

v" Control the store? How?
v~ Store as as a communication tool

v Activate the brand: product and department positioning

v" Brand to create a real emotional product experience
v Distinctiveness of the offer
v" Consumer: create a WOW / surprising effect

>» Driving the purchasing behaviour
>» Pushing the product performance




Thanks'

Giusto.Curti@dole.com

DOLE ITALIA S.p.A.
Calcio (BG) | Italia
Tel. +39 0363 183541
www.dole.it



