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Disclaimer: Forward Looking Statements

This presentation contains forward looking statements which reflect

management expectations based on currently available data.

However actual results will be influenced by macro economic conditions,
food industry supply and demand issues, foreign exchange fluctuations anc
other, as of today, unknown factors and actual results may differ materially

from these forward looking statements.
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Kerry: Our Business

The world leader in ingredients and flavours, Kerry develops,
manufactures and delivers technology based ingredients, flavours and
integrated solutions for the food and beverage industries and

pharmaceutical markets

In the UK and Irish consumer foods markets, Kerry Foods is the leading
supplier of branded and customer branded offerings in its selected

categories




Facts and Figures

Revenueg 2010 Trading Profit- 2010

Revenua5bn
Consumer Consumer
E B |T DA 6 19 Foods32% Foods25%
m
Enterprise Value
€5.8bn* _ .
Ingredients Ingredients
) ) . & Flavours & Flavours
Market Capitalisation 68% 5%
€4.6bn*
€300m of FCF Ingredients& Flavours €3,675m Ingredients& Flavours €401m
ConsumeiFoods €1,768m ConsumeiFoods €132m

Listed on both the Irish

and London Stock Kerry Worldwide Locations KIF Sales by Regiaqr2010
Exchanges

. . AsiaPacific
Operations in 23 s EMEAB8% 16%
countries T 4
Sales to 140 countries PR A
140 manufacturing sites :

) Americas
o K 46%
23,000 employees :

® Head Offices
k / ® Manufacturing Plants

@ Sales Offices [ ConsumeiFoods Sales ar® UK and Ireland ]

* As at 15/11/2011 5
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Adjusted EPS* 19862010 (cent)

200 - 194.5

180 -
166.5

160 - 153.9

143.8

140 131.6 133.9

122.9
120 - 112.1

101.8

100
87.9

79.2

80 -

68

57.4

46.7

40 35.8 38.7
28.9

259

16.3 17.6
20 12.7
76 84

198619871988 198919901991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Note: * before intangible amortisation and nérading items
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Ingredients & Flavours

Kerry Ingredients & Flavours develops, manufactures and delivers
technology-based ingredients, flavours and integrated solutions
for the Food, Beverage and Pharmaceutical industries

KERRY




Business Description

Ingredients & Flavours

Kerry Ingredients & Flavours develops, manufactures and
delivers technologypased ingredients, flavours and integrated
solutions for the food, beverages and pharmaceutical markets

The largest player in the ingredients and flavours market
2010 revenues were3.7bn

The customer derives maximum synergies through utilising

Y SNNE Q& NikcyindlGgiegafplicatian2aRabilities and
processing expertise

No 1 position in Savoury & Dairy and Cereal & Sweet and key

leading positions in Beverage, Pharma and Functional
Ingredients

Americast6%
B EvEm8%

[ AsiaPacific16%

Technology

End UseéMarket

N
‘a

Savoury & Dairy Systems &
Flavours46%

Cereal & Sweet Systems &
Flavours20%

Beverage Systems & Flavours
13%

Primary/Regional Ingredients
12%

Functional/Pharma Ingredients
9%

Beverage20%

Meats18%

Bakeryl2%

Dairy9%

Cereal & Bar8%

Savoury Snaclé9o

Prepared Meal§%

Soups, Sauces & Dressibgs
Appetisers & Side Dish&%6
Ice-cream & Frozen Desse#8o
Confectionery4%

Pharmad%




Kerry Ingredients & Flavours Worldwide Locations
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@® ManufacturingPlants

© Sales Offices
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ManufacturingCountries
Argentina
Australia
Belgium
Brazil
Canada
China
CostaRica
Denmark
France
Germany
India
Indonesia
Ireland

Italy
Malaysia
Mexico
Netherlands
NewZealand
Philippines
Poland
Thailand

UK

USA
\

~

Extensivenanufacturing (#120and sales footprint supports sales to 140 countries




$50bn Ingredients and Flavours Market

Kerry is the largest player Food & Beverage
Revenue Bn
in the ingredients and 6

flavours market *7

4,

Highly fragmented, but N
growing market ($50bn) s ]

Benefits to being a scale

Kerry
CSM
Givaudan
ABF
McCormick
IFF
Symrise
Sensient
Chr Hansen
Novozymes
DSM

player

DuPont (Danisco

Consolidation potential

Most recently published results




Diversified Technology Portfolio

Ingredients & Flavours

Segment Revenue by Region Product Groups Significant Competitors

Savoury & Dairy ) - H
AsiaPacific “k‘ (BIVCIUCICII’Ic symrls @

EMEA © Meat Systems & Flavours et aays g mor.
U Dairy Systems & Flavours % J
% Culinary Systems & Flavours @ Neste DAIRY  glanbia
Americas - Llpld SyStems BRATA GGR'EE'T'J'A -
.
Cereal & Sweet EMEA AsiaPacific ~ Sweet Eillings TATE " LYLE
Confections & Coated Sweets ¢

~ Sweet Particulates — &
7 Chocolate Compounds [mg 2 (Biorear)

SUDZUCKER
Expanded Cereal Shapes

Americas - .
“ Agglomerates, Pieces & Application Flavours /*“@ sage |/ Foops
BLue PLanet e
" Bakery Qugehited Solae
Beverage EMEA AsiaPacific :
+ ~ Beverage Flavours & Bases lrr !E W*‘ Mr
R()BLKILT
ad > ~ Complete Beverages
oy " Beverage Syrups & Sauces Givaudan® snmmg@ MONIN
. Americas “ Natural Flavour Ingredients . T
’ = y " Beverage Processing Aids e _-l-?menich gﬂ!ﬁ
Functional Ingredients ) - P
AsiaPacific ODSM ‘;") Solae

~ Emulsifiers &exturants Q m
" Bioingredients @ novozymes ' ngravie v & el
% Proteins ECsm @ (LespErRe 2

1aTE  LYLE APM oty @UPIND

Pharma EMEA AsiaPacific d
‘ DFE pharma (LESREDRE

Americas

" Excipients FMC MEGGLE)
% Media Ingredients O s
Americas no\.'ozyrneS'/< ] Colofcon

Rethink Tomorrow ll
A\ /




Customer Benefits Delivered Via 1 Kerry

Technology & Product Groups

[ Processing Capabilityj

FLAVOUR
Encapsulation/Compounding
Extraction
Pyrolysis
FORMING & SHAPING CORE PROCESSES
Cold Form Extrusion Spray Drying
Direct Expansion Extrusion Extrusion
Forming & Moulding Baking
Etc.
FUNCTIONAL

Fermentation
Evaporation & Centrifugation
Ultrafiltration

By working

together in the 1 [ EUMs & Applications

Kerry model, we
are uniquely able
to deliver a
number of
benefits to our
customers.

Beverage
Meats

Bakery

Dairy

Cereal & Bars

Savoury Snackg
Prepared Mealg

Soups
Appetisers
Frozen Dessert:

Confectionery

Pharma

:‘é\; M- |
if A




Technology Innovation Delivering Consumer
Preferred Taste Solutions

Technology Innovation Strategies DeliveringConsumetPreferredTaste Solutions
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432 qistillates :

Value Nutrition
- Proteins Platform - Yoghurt Platform
- Clean & Néfry
Bread Crumb

- Sheltlife Extension - Proteins Platform

- Natural & Cleadabel
-Cocoa Extension Solutions

-Fat & Egg Rep'acement - Salt Reduction SyStemS

- Next-generation
- Dairy Replacement Flavour Modulation

- Food Safety Solutions
- Pharma Technologies
- Satiety Ingredients

Consumer-Preferred

_ Taste Solutions
- Emulsion Technology
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- Customising Systems for

Emerging Markets




Revenue and Trading Profitingredients & Flavours

Ingredients and Flavourg Revenues Ingredients and Flavours Trading Profit and Margin

(em) (em)
4,000 - 3,675 450 - loay 10:9%
400 -
3,500 |
350 -
3,000 - 300 -
250 -
2,500 -
200 -
2,000 - 150 -
1,500 1 100 +
50 -
1,000 - 2004 2005 2006 2007 2008 2009 2010

2004 2005 2006 2007 2008 2009 2010 ) ] ) ] )
m Trading Profit » Trading Profit Margin

Note: likefor-like represents growth before subsidiary translation and acquisitions/disposals impact 14 )




Pricing Power Ability to Pass Through Input Costs

Group Raw Material Cost % Change on
Raw material inputs consist of technical Prior Year Sper@

13% 4 11%

ingredients and commodities 11% |

9% 1 7%

7% + 5%
5% 1 3%
3% 1 1%

Technical ingredients are generally priced 190 0%

. -;zf’ 2005 2006 2007 2008 2009 2010 H1 2011
on an annual basis ]

-7% 4
9% - %)

Fluctuations in commodity inputs costs are Note: *at curtent levels
Kerry Ingredients & Flavours

35S )/ SN} t t & WL aaSR UK 1vading Proiit Growt
customers via formula or fixed pricing 450 - o 109%

4004 94% 9.4% 9.4% 9.5%

401
. 350 -

Kerry does not speculate on commodity o g—
prices moq (B4

200 -

150 -
Customer contracts 100 -

50

2005 2006 2007 2008 2009 2010

(1) Raw material costs represents c50% of revenues KIF Trading Profit KIF Trading Profit Margin 15




Kerry Ingredients & Flavours Business Growth

Strategies

Continue to maximise
organic growth
opportunity

Technology layering
and crossselling
opportunities

Continue to expand
geographic market
base

Maximise
opportunities through
global customer
alliances

Increase market
focused innovation

Continuous efficiency
gains to drive margin
growth

Core to this strategy is
the successful
execution of 1 Kerry

Drive Global
Alignment

Global Customer &
Market Management

Global Technology &
Application
Leadership

Global Process
Manufacturing &
Supply Chain
Leadership

LeadingEdge Quality
Supplier

Accelerate Growth
In Emerging
Markets

AsiaPacific
LatinAmerica

Europe, Middle
East, Africa

Leverage
Capalbilities &
Grow Expertise

Effective & Efficient
Functional Expertise

Bestin-Class Talent
Management

16




Global Technology and Applications Leadership

Execute through regionalentres of R&D Expenditure

Excellenc€ COE}upported by satellite (em)

customer centres 128 :

140 -
Bestin-class global development and 120 -

applications model

40%  4.1% 4.4% 4.4%  44%  45% 4.3%
A A A A A A A

Layer and leverage development and
process capability 20 -

Raw material category technology 2004 2005 2006 2007 2008 2009 2010
B R&D Expenditure A % ofKIF Revenues
management

_ Centres of Excellence
Ensure regional development and

management otustomisedsystem Beloit
technologieswhile maintaining global
alignment

Bristol

Developflavours and functional ingredients

platforms globallywith regional product Shanghai
. . Campinas
management and application
Significaninvestment in technologyknow-
Amsterdam San Juan del Rio

how and applications via acquisitions
\ 17




