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KOMOS
GROUFP

THE MILKY WAY OF
RUSSIA -

STRATEGIES OF DAIRY
FARMERS



INTRODUCTION

My name is Andrey Shutov, | am a managing shareholder of Komos Group, Udmurtia, Russia.
W e produce pork, chicken meat, shell eggs, and dairy products as well.

This i1s a brand number 1 ... and this i1s a brand number 2
KALASHNIKOV SELO ZELYONOE
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INTRODUCTION
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COW MILK PRODUCTION IN RUSSIA

Dynamics of Production, Consumption, Importand Inventory of Marketable Milk
and Dairy Products from 2013to 2018, Forecastfor 2020
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°* In Russia, in 2019 total consumption of milk and dairy products (excluding non-marketable milk) was 26.6 min t,
approx.as in 2018.

* Projected growth of milk and dairy products consumptionis from 1 to 2% per year.
From 2018to 2019 dairy products import attained a 15 years minimum.

_ ||
M ' *Source: MIlkNews according to Russian Federal State Statistics Senice (FSSS)
|||"||“"||||“|| @ “.ae  Marketable milk is produced and processed milk.



OUR GOAL IS TO BECOME NO. 1 NATIONAL COMPANY IN THE COMPETITION WITH
INTERNATIONAL COMPANIES

TOP Milk Processors of Russia,thous. tons YTD Nov’2019 vs YTD Nov’2018

2019vs2017 m Sales,t ® Revenue, thous.RUB.
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« The brand SELO ZELYONOE showed the best sales dynamics among top brands
’:4:5555‘;53. (+69% revenue growth and +59% sales growth).

Source: *Souzmoloko
** Nielsen

| :
"“"“Im“ﬂl} 2l From now on, YTD (Year to Date) means the period from February 1 to the current date



KOMOS GROUP SUCCESS FACTORS

1. LOCATION OF PRODUCTION FACILITIES IN THEAREAS WITH SURPLUS OF
MARKETABLE MILK, REMOTE FROM MEGALOPOLISES.

2. STATE-OF-THE-ART TECHNOLOGY AND HIGH QUALITY OF PRODUCTS.

3. WELL-DEVELOPED BRANDS TO MEET THE DEMANDS OF MODERN CONSUMER

TRENDS.
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KOMOS GROUP SUCCESS FACTORS
1. FAVOURABLE LOCATION. AREAS WITH SURPLUS OF MILK.

RAW MILK *..
@ PRODUCTION  Moscoi™..
IN THE REGION 20,
‘Q‘fQ

(THOUS. TONS)

REGION
WHERE
6 A LOT OF MILK ;
IS MADE! !
: &0Zo

ECOLOGICALLY
CLEAN REGION

MINIMUM
AMOUNT OF

«’ FERTILIZERS,
I HERBICIDES,
6@@ PESTICIDES IN

THE SOIL

REGION OF 4 - minimum amour_1t of mineral ferti_lizers
PRODUCTION @ @ per1 ha of farm field (20 kg of active
m FACILITY material), ), it is 20 times less than in
China and from 10 to 15 times less than
LOCATION

in Europe;

- in 10% of the planted area,
fertilizers are not used.

. 2.
m ' ||“ lml Source: *Souzmoloko
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KOMOS GROUP SUCCESS FACTORS

2. FOCUS BRAND SELO ZELYONOE. THE TREND IS ORGANIC

"’"é Benefits:
¥ - eco,

MADE OF

::.‘f"z - care for the health of thewhole

QUALITY fam|ly
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+ 1.55 bln VS 2016
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KOMOS GROUP SUCCESS FACTORS
3. THE TRENDS ARE HEALTHY LIFESTYLE AND FUNCTIONALITY

Benefits:

- protein-enriched,
vitamin-enriched,
calcium-enriched,

low sugar.
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KOMOS GROUP SUCCESS FACTORS

4. THE TRENDS ARE HEALTHY LIFESTYLE AND FUNCTIONALITY

Benefits:
- low sugarr,

- low fat,
- protein-enriched,

- superfood - berries, fruits, cereals
supplement,
- prebiotics & probiotics-enriched.
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KOMOS GROUP SUCCESS FACTORS
5. THE TRENDS ARE INDIVIDUALITY AND PLEASURE

wertim /ABLLLIRE ANGET [

PINK DREAM . .
ety AL : - an unusual combination
of tastes.
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KOMOS GROUP SUCCESS FACTORS

6. MAINTAINING THE SHARE OF CONVENTIONAL DAIRY PRODUCTS.
HIGH-MARGIN PRODUCTS SHARE

Thedynamics of high-margin products' share

m Other High-margin products

: |
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DANONE DANONE PEPSICO PEPSICO MOLVEST MOLVEST I KOMOS GROUP KOMOS GROUP l
YTD Nov'2018 YTD Nov'2019 YTD Nov'2018 YTD Nov'2019 YTD Nov'2018 YTD Nov'2019 L YTD Nov'2018 YTD Nov'2019 -:

International companies National companies

» The strategies of international and national companies in Russia are different. While international companies
are reducing the share of conventional dairy products and increasing the share of high-margin products,
national companies, including KOMOS GROUP, prefer the strategy for transferring well-developed brands
from conventional dairy products to high-margin categories, increasing their share.

m ' 'l“ Source: Nielsen
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| From now on, YTD (Year to Date) means the period from February 1 to the current date
l"""““"“lll @ vah  High-margin dairy products are Cottage cheese, Curd desserts, Glazed curds, Yoghurt, Milk desserts



KOMOS GROUP SUCCESS FACTORS

7. EXPORT IS OUR GOAL.

I 3

a e,
ielele
.
RRR
Sttt
R
e
l..‘l
te
el
.
e
.
v
R
SN N2

|
9 lce-cream

|
Eggs
Feed stuff

-13-



NEW TRENDS

DAIRY PRODUCTS ASINGREDIENTS
KOMOS GROP makes both B2B and B2C products

Milk and cream as Cheese as an Cheese as an Butter as aningredient
ingredients of cappuccino ingredient of pizza ingredient of salad of pastry

" B

i Changes in consumption result in conventional milk consumption replaced with
M | N consumption of dairy products as ingredients.
|
|

I



WHAT IS MORE USEFUL?

ABOUT PLANT-BASED DRINKS* IN RUSSIA

- the share of plant-based drinks
1% in dairy products is extremely
small
of the products are sold
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iIn Moscow and St. Petersburg

Comparative anaIyS|s of nutritional value per 100 g of product

l
__________________________ Proteins, g Fats, g Carbs, g
120 RUBJ/I - thecost of oat milk ---

3,2% oat drink

230 RUB/| - the cost of soy milk BT e ——— 0.9 3.0 3856
220 RUB/l - the cost of coconut milk 2,0% soy milk ~ _2’_6_ ~ 2,0 1 ff .
3,2% milk 1 I
mi | 3,0t 3,2 : 4,7‘1

420 RUB/I - the cost of almond milk L2y ™ !

.....
-----
.....

* includes soy, almond, coconut, oat, rice milk and their mixture

Source: Nielsen

. - *May 2018 to April 2019
G



Thanks for your time!
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