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p This presentation has been prepared by Parmalat (the “Company”) for illustrative purposes only for use in communicating with the 
financial community. Readers are advised to refer to the press releases issued by the Company on February 25th, 2010 and on May 14th, 
2010, which contains the specific accounts and related matters approved by the Company’s Board of Directors. Please note that this 
presentation is based on 2008, 2009 and Q1 2010 reported financial results

p No reliance should be placed for any purposes whatsoever on the information contained in this presentation or on any other materials that 
may be discussed at the presentation, or on its completeness, accuracy, or fairness of any information contained in this presentation or of 
any other materials discussed at the presentation. Although care has been taken to ensure that the facts stated in this presentation are 
accurate, and that the opinions expressed are fair and reasonable, no representation or warranty, express or implied, is made or given by, 
or on behalf of, the Company or any of its respective members, directors, officers, employees, advisors, or any other person as to the 
accuracy, completeness or fairness of the information or opinions contained in this presentation or any other material discussed at the 
presentation. None of the Company or any of its respective members, directors, officers, employees, advisors nor any other person accepts 
any liability whatsoever for any loss howsoever arising from any use of this presentation or any other materials discussed at the 
presentation or otherwise arising in connection therewith.  The opinions expressed in the presentation may be those of the presenter(s) 
and may not be formally endorsed by the Company or its Board of Directors

p The information in this document may include forward-looking statements which are based on current expectations and projections about 
future events. These forward-looking statements, as well as those included in any other material discussed at the presentation, are subject 
to risks, uncertainties and assumptions about the Company and its subsidiaries and investments, including, among other things, the 
development of its business, trends of its operating industry, and future capital expenditures and acquisitions. In light of these risks, 
uncertainties and assumptions, the events in the forward-looking statements may not occur. No one undertakes to publicly update or 
revise any forward-looking statement

p The information and opinions contained in this presentation are based on historical information. Facts and expectations about the 
Company and its financial condition are subject to change and Parmalat disclaims any obligation to update the facts reflected and the 
statements contained herein either at the presentation or after the presentation

p By attending the presentation you agree to be bound by the foregoing limitations 

p Figures are in € millions unless otherwise stated. Totals may not add due to rounding and % are calculated on € units

Important information
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Parmalat today: a global dairy company…

Present directly with its products 
in 16 countries

With presence in other 10 
countries through licensees

Present directly with its products 
in 16 countries

With presence in other 10 
countries through licensees

Superior brand awareness 

Parmalat and Santàl are the global 
brands 

Strong international brands for 
high added-value functional 
products and well recognised local 
brands

Superior brand awareness 

Parmalat and Santàl are the global 
brands 

Strong international brands for 
high added-value functional 
products and well recognised local 
brands

A strong financial performance

– €3,900 MM revenues in 2009

– €368 MM EBITDA in 2009 
(9.3% margin)

A strong financial performance

– €3,900 MM revenues in 2009

– €368 MM EBITDA in 2009 
(9.3% margin)

A global company active in the 
production and distribution of 
dairy products and fruit-based 
drinks

A global company active in the 
production and distribution of 
dairy products and fruit-based 
drinks

About 14,000 employees in 
Europe, the Americas, Africa and 
Australia

About 14,000 employees in 
Europe, the Americas, Africa and 
Australia

Listed on the Italian Stock 
Exchange since October 2005
Listed on the Italian Stock 
Exchange since October 2005



5Sources: Nielsen unless otherwise stated. (1) IRI (2) Aztec (3) Synovate (4) Nielsen Revaluated

…with leading market positions in 
its core countries

Italy
#1 in UHT Milk (35%)
#1 in Fresh Milk (4) (24.8%)
#1 in UHT Cream (34.2%) 
#2 in Fruit Beverages (1) (15.8%)

South Africa
#1 in Cheese (3) (38.8%)
#2 in UHT Milk (21.8%)
#2 in Yogurt (17.6%)

Venezuela
#1 in Yogurt (27.8%)
#1 in Beverages (23.9%)
#2 in Powder Milk (20.1%) 

Australia (2)

#2 in Fresh Milk (20.4%)
#2 in Flavoured Milk (26.1%)
#3 in Yogurt (13.2%) 

Canada
#1 in Snack Cheese (43.4%)
#1 in Butter (24.8%)
#3 in Fresh Milk (19.7%)
#3 in Yogurt (14.6%)
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Key strategic priorities

Focus on key brands
with superior growth 

potential

Focus on key brands
with superior growth 

potential

Improve central R&D 
coordination and  
maximise global 

innovation

Improve central R&D 
coordination and  
maximise global 

innovation

Balanced exposure to 
developed and 

emerging markets

Balanced exposure to 
developed and 

emerging markets

Continue cost reduction 
and improving 

efficiency on the entire 
value chain

Continue cost reduction 
and improving 

efficiency on the entire 
value chain

Better penetration of 
the growing 

distribution channels

Better penetration of 
the growing 

distribution channels
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Focus on key brands…

Focus on selected strong brands…
(Value Market Share at December ’09)

Focus on selected strong brands…
(Value Market Share at December ’09)

…which have a superior growth rate
(Value CAGR ’07 / ’09)

…which have a superior growth rate
(Value CAGR ’07 / ’09)

Zymil (1)

Italy

Zymil (1)

Italy

Value Market Share (%)

Value Market Share (%)

Value Market Share (%)

Value Market Share (%)

9.1%
on total UHT market

9.1%
on total UHT market

10.7%10.7%

42.1%
on Filtered Milk Market

42.1%
on Filtered Milk Market

24.0%24.0%

15.8%15.8%

Value Market Share (%)

Source:
(1) AC Nielsen; (2) Aztec; (3) IRI

15.4%

32.1%

Flavoured Milk Market

Ice Break

1.3%

7.2%

UHT Milk Market

Zymil

2,3%

5,0%

Filtered Milk Market

Lactantia Milk 

1.6%

5.0%

Juice Market

Santal

3.8%

10.0%

Butter Market

Lactantia Butter

Ice Break (2)

Australia

Ice Break (2)

Australia

Lactantia (1)

Canada

Lactantia (1)

Canada

Santal (3)

Italy

Santal (3)

Italy

Lactantia (1)

Canada

Lactantia (1)

Canada
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…supported by increasing advertising 
expenditure…

18.9

9.9

2008 20092008 2009

+91%

Italy (€ MM)Italy (€ MM)

5.95.4

2008 20092008 2009

+9.3%

Australia (€ MM)Australia (€ MM) South Africa (€ MM)South Africa (€ MM)

2.32.2

2008 20092008 2009

+4.5%

Canada (€ MM)Canada (€ MM)

12.6

7.9

2008 20092008 2009

+59%

32.1

45.6

2008 2009

42%

Total Group (€ MM)Total Group (€ MM)
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…and a total quality assurance

Consumer safety and satisfactionConsumer safety and satisfactionEnd ProductEnd Product

Raw MaterialRaw Material
A complete set of preventive actions and cooperation 
projects with farmers
A complete set of preventive actions and cooperation 
projects with farmers

Process ControlProcess Control High level of standardization and capabilityHigh level of standardization and capability

A worldwide screening process of new, safe and 
environmental friendly solutions
A worldwide screening process of new, safe and 
environmental friendly solutionsPackagingPackaging

Quality ensured to the very endQuality ensured to the very endDistribution and 
After-Sale

Distribution and 
After-Sale

Guarantee the highest product and process quality in the marketGuarantee the highest product and process quality in the market
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Central R&D to maximise synergies 

Two global centralised research centres

A shared Product Lifecycle Management for new product 
development

A close collaboration with Universities and Institutes worldwide

An intensive plan in optimizing global recipes 

Two global centralised research centres

A shared Product Lifecycle Management for new product 
development

A close collaboration with Universities and Institutes worldwide

An intensive plan in optimizing global recipes 

Cheese   CanadaCheese   Canada

Dairy products and Juices  ItalyDairy products and Juices  Italy
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30 new products launched on average 
in each year

# of new 
products

# of new 
products

BeveragesBeverages

Fruit juices Fruit juices 

Milk Milk 
& & 

DerivatesDerivates

44

22
66

44

2424

2323 1616

1616

22
1010 99

77

Total New 
Products

Total New 
Products

YearYear

2727

20092009

3131

20082008

3535

20072007

3030

20062006
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History of successful volume growths:
successful innovation takes time

Canada
CheeseStrings
(MM Lt Eqv.)

Canada
CheeseStrings
(MM Lt Eqv.) 22.9 24.8

29.7 33.5 32.2
36.5

42.4 43.5 42.1

Launch … 2001 2002 2003 2004 2005 2006 2007 2008 2009

Australia
Icebreak
(MM Lt)

Australia
Icebreak
(MM Lt)

5.9 7.6 9.2 11.4

19.4
22.2 23.3 25.2 26.9

Launch … 2001 2002 2003 2004 2005 2006 2007 2008 2009

Italy
Zymil
(MM Lt)

Italy
Zymil
(MM Lt)

21.0 25.7 33.7 38.4 45.7
58.6

68.9 75.2 82.4

Launch … 2001 2002 2003 2004 2005 2006 2007 2008 2009

Market Share:
43.4%

Market Share:
43.4%

Market Share:
10.7%

Market Share:
10.7%

Market Share:
9.1%

Market Share:
9.1%

Launched
in 1992

Launched
in 1992

Launched
in 1998

Launched
in 1998

Launched
in 1986

Launched
in 1986
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DistributionDistribution

LogisticLogistic

OverheadsOverheads

IndustrialIndustrial

Improving efficiency on the entire production and 
distribution processes…
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Parmalat demonstrated strong commitment to cost reduction programs, having 
implemented almost 100 projects and activities in order to improve the operational 
efficiency in 2009

Parmalat demonstrated strong commitment to cost reduction programs, having 
implemented almost 100 projects and activities in order to improve the operational 
efficiency in 2009

2009 savings: € 25.3 MM2009 savings: € 25.3 MM

…achieving significant cost reductions

Continuous Improvement / 
Saving projects
€10.5 MMProcess / Utilities 

Optimization
€4.0 MM

Yield / Formula / 
Ingredients Optimization 
€6.3 MM

Efficiency and overhead 
spending improvements 
€4.5 MM
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2009 EBITDA breakdown by region
€ MM
2009 EBITDA breakdown by region
€ MM

2009 Revenues breakdown by region 
€ MM
2009 Revenues breakdown by region 
€ MM

A balanced exposure to developed and 
emerging markets

3,965

-0.03%14.8%
12.8%

9.0%
34.9%

25.0%
3.4%

Europe Canada Africa Australia
Cons.

Central /
South

America

Others Total

Italy
Other Europe

100%

30.5%

35.8%
6.7% 12.8%

15.6%
-6.5%

368
5.0%

Europe Canada Africa Australia
Cons.

Central /
South

America

Holding &
Other

Total

Italy
Other Europe

100%
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Revenues FY 2009 vs FY 2008
€ MM
Revenues FY 2009 vs FY 2008
€ MM

(26.7)

44.269.2 3,964.73,878.016.613.6

(67.1)(109.7)

169.1
3,855.5

(54.9)

3,910.4

Strong drivers for resilient growth

2008 net 
revenues 
before 

disposals

Disposals 2008 
net 

revenues

Price Discounts/
Returns

Sales Volume Mix Other 2009 
net 

revenues

Perimeter Currency 
translation

Venezuela 
hyperinflation 

effect

2009 net 
revenues 

incl. Venezuela 
hyperinflation 

effect

+0.6%+0.6% +2.8%+2.8%

EBITDA FY 2009 vs FY 2008
€ MM
EBITDA FY 2009 vs FY 2008
€ MM

(15.7) (1.7)
3,5

(6.6) (0.7)(3.0)(2.8)
316,6 312,4

374,3 367,8

(4.2)

59,5
66,7

(43.7)

2008 
EBITDA 
before 

disposals

Disposals 2008 
EBITDA

Price/
Discounts

Variable
Costs

Sales 
Volume

Mix Corporate 
OH

2009 
EBITDA

Perimeter Currency 
translation

Venezuela 
hyper-

inflation 
effect

2009 
EBITDA 

incl. Venezuela 
hyperinflation 

effect

+19.8%+19.8% +17.7%+17.7%

Fixed and 
general 

“Operations”
costs

Receivables 
write off 

& 
miscellaneous
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Evolution of number of companies in Parmalat GroupEvolution of number of companies in Parmalat Group

(1)    Of which 70 operative

(2) Of which 36 operative

(2)

Simplification of group structure and control chain

124

68 59
40

7

23
23

23

171

131

91
82

63

2005 2006 2007 2008 2009

Delta Perimeter

From 70 operative 
companies in 2005 

to 36 in 2009

From 70 operative 
companies in 2005 

to 36 in 2009

(1)
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Optimisation of the financial structure

Financial Debt/ net financial interest-excluding Venezuela

Financial Debt/ interest charges - Venezuela

Gross financial debt
€ MM
Gross financial debt
€ MM

697.7 530 426.9 316.8 217.3 219.8

176.8
169.6

161.9
182

42.8

874.5
699.6

588.8
498.8

260.1 219.8

2005 2006 2007 2008 2009 2010E

Financial Charges
€ MM
Financial Charges
€ MM

72.3

28.5
47.3 30

12.5

82.7

38.9
56.9 52.3

12.5

2005 2006 2007 2008 2009 2010E

(1)

(1) Including about  €10 MM relating to mark-to-market interest rate swap to  hedge interest rate risk
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Key 2009 cash flow items
€ MM - IFRS
Key 2009 cash flow items
€ MM - IFRS
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Resulting in a strong cash flow generation

7,3
(96.2) (9.2) (19.5)

(53.8) (47.7)

(27.4) (31.0) (13.5)

(234.7) (16.8)

1.384,6

1.108,8

367,8 11,5

438,2

1.401,4

0,8

Ta
xe

s 
pa

id
 o

n 
se

tt
le

m
en

ts

Cash flow from 
operating activities 

€ 200.6 MM

Cash flow from
extraordinary 
transactions
€ (40.4) MM

Cash flow from 
litigations 

€ 379.8 MM

Cash flow from           
financial activities 

€ 12.7 MM
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This Report contains forward looking statements. Projections for 2010 extrapolate the projections provided in the fourth quarter of 2009, confirmed by the 
trend in the early months of 2010

It is important to keep in mind that the Group’s portfolio of investments includes companies that (excluding the major ones) operate in countries that are more 
exposed to the effects of the global crisis

Consequently, should the current crisis significantly deepen in the future, it could have a negative impact on the Group’s performance

In particular, it is important to highlight the great economic/financial/currency strain in Venezuela which could have an impact on the 2010 Guidance 

Net Revenues

(€ MM)

Net Revenues

(€ MM)

EBITDA

(€ MM)

EBITDA

(€ MM)

Key targets for 2010

FY  2009 FY  2009 FY  2008 FY  2008 FY 2010
Outlook
FY 2010
Outlook

3,9203,9203,9103,910

3,7203,720Pro-forma 
Venezuela
Pro-forma 
Venezuela

~ 4,000~ 4,000

368368316316

343343Pro-forma 
Venezuela
Pro-forma 
Venezuela

~ 365~ 365
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Legal issues

To doTo doHistorical dataHistorical data

Title 11, SEC. 304 
(USA)

Title 11, SEC. 304 
(USA)

Bankruptcy protection in USA:

Permanent injunction granted 
in June 2007

Bankruptcy protection in USA:

Permanent injunction granted 
in June 2007

Revocatory
Actions

Revocatory
Actions

76 actions for €7.4 Bn

33 counterclaims

76 actions for €7.4 Bn

33 counterclaims Few leftFew left

Damages ActionsDamages Actions

4 actions against Bank of 
America, Citigroup, Grant 
Thornton, Deloitte & Touche

4 actions against Bank of 
America, Citigroup, Grant 
Thornton, Deloitte & Touche

Pending Citi and GT, both on 
appeal (CITI: expected end 2010 
or spring 2011, GT: expected end 
2010/spring 2011)

Pending Citi and GT, both on 
appeal (CITI: expected end 2010 
or spring 2011, GT: expected end 
2010/spring 2011)

14 actions against financial 
institutions, one involving 
derivatives and Standard & 
Poor’s

14 actions against financial 
institutions, one involving 
derivatives and Standard & 
Poor’s

Pending S&P and JPM, experts 
appointed to respond to 
questions asked by Milan 
Court

Pending S&P and JPM, experts 
appointed to respond to 
questions asked by Milan 
Court

Parmalat 
Securities 
litigation

Parmalat 
Securities 
litigation

A Class Action was initiated 
against PLT in the U.S.

Settlement reached in 2008

Approved by Federal Court of 
NY in March 2009

A Class Action was initiated 
against PLT in the U.S.

Settlement reached in 2008

Approved by Federal Court of 
NY in March 2009
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Italian cases

To doTo doHistorical dataHistorical data

Contested and late 
claims

Contested and late 
claims

Criminal casesCriminal cases

In progressIn progress

MILAN

Appeal on 1st trial on 
market abuse: decision 
issued

MILAN

Appeal on 1st trial on 
market abuse: decision 
issued

PARMA

Fraudolent bankruptcy 
proceedings

PARMA

Fraudolent bankruptcy 
proceedings

Pending 

(Parmalat is a private party)

Pending 

(Parmalat is a private party)

80 still pending – efforts                 
continue to close these cases

80 still pending – efforts                 
continue to close these cases

MILAN

2nd trial on market 
abuse (involving, 
among the others, 
Citigroup)

MILAN

2nd trial on market 
abuse (involving, 
among the others, 
Citigroup)

750 cases
130 on appeal (Bologna)
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Shareholders’ value creation

Continued 
Focus 
on
Growth

Continued 
Focus 
on
Growth

Internal strategy is focused on improving profitability by 
supporting the branded products with high consumer franchise 
Internal strategy is focused on improving profitability by 
supporting the branded products with high consumer franchise 

Internal 
growth 

and 
efficiency 

Internal 
growth 

and 
efficiency 

External 
expansion
External 

expansion

External growth targeting 

Increase in scale 

In market consolidation as well as growth in new 
emerging regions leveraging on the existing platform

Improved mix with specific focus on high growth 
subsegments

Potential acquisitions and JVs will

Preserve a strong financial structure

Avoid dilutive impacts in terms of valuation and 
profitability

External growth targeting 

Increase in scale 

In market consolidation as well as growth in new 
emerging regions leveraging on the existing platform

Improved mix with specific focus on high growth 
subsegments

Potential acquisitions and JVs will

Preserve a strong financial structure

Avoid dilutive impacts in terms of valuation and 
profitability
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