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. Creating
Welcome to Silver Fern Farms Creating is what we do, every day. From our
farms and farmers, to the people in our
sites and communities, to the products we
deliver to consumers all around the globe.
We're experts and innovators.

C t .
From the Farms
It's in our name, it’s in our history, it’s in

our future. We're farmers and we have
the farms the world needs. Leading the
way by committing

to nature positive outcomes and

a regenerative future. Deepening our love
of the land by caring for and respecting it.

The World

The world is the 60 countries we currently export
to and the new opportunities that can be
captured by being a dynamic business. It’s also the
environments we operate in and the impact we
have on

the world around us.

Goodness

Goodness is the value we generate,

the deliciousness and nutrition we

share through our products, and the

way we care for our people, communities and
the environment. It's a broader

view of what ‘goodness’ means that

will underpin trust in our brand.

Needs

What the world needs is changing.
We meet the needs of consumers,
customers, communities and
farming partners through the
food and nutrition we share, as
well as the environmental and
social impacts we can have.




KEY HIGHLIGHTS BUSINESS
PERFORMANCE

2024

$2.6bn | | $32.7m | | ($21.8m) | | 13.7m || $52.5m

REVENUE EBITDA LOSS AFTER stock UNITs procEskED CAPITAL
TAX EXPENDITURE




CREATING VALUE
PLATE TO PASTURE
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ENDURING VALUE

Tariate wa — for the long-term

01

Committed
to being
market-led

02

Becoming a trusted
nature positive
producer

Delivering optimised
networks
and systems

04

Enriching
people’s lives and
their wellbeing

05

Performing
to invest
in our future




VALUE

CONTINUUM

VALUE DEMAND-LED

' BEST IN SHOW CONSUMER GOODS

UNTETHERED: Raw material cost is untethered from proposition cost

INSULATED: Consumer price sensitivity creates cap to attainable premium for minimally
transformed raw material

i

R BEST IN CLASS INGREDIENT SOLUTIONS

) BUFFERED: Customer centric differentiated ingredient solutions that deliver unique,
— measurable value to customers

9.4 4 COMMODITY PLUS

LAMB

TETHERED: Wholesale offers that require added supply chain complexity but create
differentiation and stickiness
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VALUE-ADD INVESTMENT DELIVERS:

-

S1.1b +

CUMULATIVE SALES OVER 5
YEARS

~

-

S60m +

ADDITIONAL PREMIUMS
PAID OVER & ABOVE
SCHEDULE TO FARMERS
OVER 5 YEARS
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MARKETS -
OUTLOOK

Glen NIcLennan
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BEEF MARKET
OVERVIEW:

SALES VALUE YTD 2025

B Europe B UK m North America ®m China mAsia = Middle-East B Other




LAMB MARKET Other, 7%

Middle-East

OVERVIEW: ’
10%
SALES VALUE YTD 2025
Europe,
35%
China,
20%
North

America, 8%




MUTTON MARKET Other, 1%

Europe,

: _ 0
OVERVIEW Middle EaSt, 4% 9%
SALES VALUE YTD 2025

Asia, 15%

China, 70%




VENISON MARKET
OVERVIEW:

SALES VALUE YTD 2025

North

America,

@ 14%




EUROPE & UK

EU & UK beef demand positive




FREE TRADE AGREEMENTS

. 7 5% 3,29/mt

* gk (Boneless Equivalent)

A\' %‘ 0.0% 17,960mt

;; I I S (Boneless)







NORTH AMERICA

Beef pricing in the US is soaring.
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EXPORTS TO CHINA:
Q1 COMPARISON
2024 to 2025

-13% +13%

Quantity Reduction Price Increase

Q1 2024 vs 2025 reduced Beef Exports to China by 13.29% Average Price increased by 13.21%
Reduction from 27,307mt to 23,677mt China Beef Exports value lifted from NZD 6.95/kg to NZD 7.87/kg
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GLOBAL LOGISTICS

Continues to see rough waters ahead
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NZ LIVESTOCK
SUPPLY
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2025 PRIME BEEF LIVESTOCK SEASON

I 4 Year Avg Current Year

40 41 42 43 44 45 46 47 48 49 50 51 52 1 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39
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PRIME BEEF
FORECAST
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VENISON FORECAST
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4 Year Average Slaughter History - Prime Beef

October - December January - March April - June July - September

Slaughter Number

Week 1-11 Week 12-27 Week 28-42 Week 43-52



OUR
CUSTOMER
PORTAL

Making it easier to do business

MySilverFernFarms is our secure digital platform
providing around the clock access to business
information, unique to our customers.

e Keep you in the loop

¢ Shipping and order status
e Logistics updates
e Make it easier to do business
e Exportdocuments
* Product specifications
e Tell the Silver Fern Farms story
e Marketing collateral

* Industry & company updates

rw

fracte Prosenta, Beef
Enghist, pegy

Trade ""Gaur., Beet
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CUSTOMER PORTAL USAGE

® Dashboard
Shipment Details

B Resources

B Order Details

B News & Insights

B Products Overview

Other
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A TRUSTED
NOURISHMENT
BRAND

Nic Johnston

General Manager Growth
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THE CHANGING NATURE OF DEMAND

@ SUSTENANCE NOURISHMENT



ENDURING CULTURAL REVOLUTIONS

The Revolution of

Health

The shift from the
absence of disease to
an ongoing & daily
pursuit of improved
wellbeing.

The Revolution of

Time

The shift in focus from
maximizing outputs
and towards greater
efficiency in order to
get more out of life, a
richer use of time.

The Revolution of

Identity

The shift from local,
conformist and pre-
determined to global,
unique and
explorative
expressions of
identity and
connection.

The Revolution of

Impact

The shift in focus from
minimising negative
impact to radically
reimagining a better
way forward.

The Revolution of

Trust

The shift from putting
trust in government,
institutions etc towards
a search for control and
certainty in a world
that feels increasingly
out of control.



UNDERSTANDING THE GOODNESS PREMIUM
CONSUMERS WANT



STRONG DEMAND FOR PREMIUM RED MEAT

/7 11 Markets

715M Consumers aged 18-74

225M Ethical Affluents & Curious Explorers

218M (97%) Eat Red Meat Monthly+, of which

198M (91%) say important to
eat premium red meat

185M (85%) try to include
ethical & sustainable meat




CLIMATE CHANGE
TOP CONCERN

across the 11 markets, alongside
Cost of Living

& War
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43% buying the same / 46% buying more / 11% buying less
23 A

Buying premium red meat compared to 6 months ago:
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WHAT’S IMPORTANT TO YOU



YOUR SATISFACTION
WITH SILVER FERN
FARMS
PERFORMANCE
STEADY

Overall Value Perception

2025 RESULTS

Technical Knowledge & Support

Operational Performance

Relationship & Support

Adding value to your business
Image & Reputation
Pricing

Products

IMPACT

19%
18%
15%
14%
12%
N%
10%

PERFORMANCE

8.4

8.7
8.5
8.0
8.9
1.4
8.5

L

RVS TO
COMPETITORS

11

108

107
11

110
95
109



IMPORTANCE OF RED 2024

(REBASED)

MEAT SUSTAINABILITY soimlwerrore N 63% 62

Supply chain transparency _ 60% 45%

AS P E CTS Traceability to farm D 8% 34%

Fair treatment of workers _ 46% 34%

Traceability to animal _ 44% 45%

Carbon footprint _ 40% 40%

Sustainability of packaging materials NG 39% 28%

Wellbeing of farmers and rural communities _ 35% 20%
Trusted nature positive producer N 33% NOT ASKED

Reduction or elimination of plastic usage _ 32% 19%

Resilience of the food supply chain I 30 40%

Foodwaste NN 30% 19%

Water quality N 26% 21%

Biodiversity of plant and animal life _ 23% 19%

Overall health/condition of the soil _ 21% 24%

Directly funding the protection and restoration of wildlife habitats, _ 21% 20%
plant and animal species, and natural resources °

Circular economy (including waste) _ 19% 8%

Don't know . 4% -




OUR CUSTOMERS
BELIEVE THEIR
CUSTOMERS WILL PAY

M O R E FO R Q: Do you believe your customers are willing to pay for these types of sustainable red meat?
WILLING TO
| 5 - Willing to pay a lot more m4 3 2 - Willing to pay a bit more PAY MORE 5-2

100% Antibiotic and hormone free meat 21% 9% 12% 30% 72%
Locally produced meat 12% 18% 11% 30% 70%
Non-GMO meat 12% 18% 11% 26% 67%

Meat from a trusted nature positive producer* 12% 30% 67%
100% Grass-fed (Whole of Life) meat 21% 25% 68%

Low carbon / carbon neutral meat 12% 25% 58%

Meat that is fully traceable back to farm 14% 21% 56%

Meat produced in a regenerative farm system 9% 11% 9% 18% 46%
Meat that is fully traceable back to animal 23 25% 9% 30% 65%




OUR CUSTOMER VALUE PROPOSITION

The Goodness the World Wants

NOURISHMENT
@ ©® B & & e

Sustainability Provenance Traceability Distribution Data Experience
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THE PROOF POINTS BEHIND OUR BRAND STORY




NOURISHMENT BRAND CUSTOMER
TOOLKIT COMING IN 2026




A NEW WAY TO | r
CONNECT PLATE TO o CREERRED + ©
PASTURE @EE

WHAT WE'RE MADEOF » MEET OUR FARMERS

An interactive digital
experience that brings
US consumers closer to
the source of their food,

and the people behind
it: our farmers.

- . Nt

Met the Peopl
that Grow your
Food

Ma understand nature knows best, and that everything
s when you work with it, not against it. Explore

®Ow and meet some of our beef farmers, whoraise g




SO WHAT HAVE WE BEEN UP TO
AROUND THE WORLD?

BUILDING PROXIMITY TO PREMIUM DEMAND



VALUE

CONTINUUM

VALUE DEMAND-LED

' BEST IN SHOW CONSUMER GOODS

UNTETHERED: Raw material cost is untethered from proposition cost

INSULATED: Consumer price sensitivity creates cap to attainable premium for minimally
transformed raw material

i

R BEST IN CLASS INGREDIENT SOLUTIONS

) BUFFERED: Customer centric differentiated ingredient solutions that deliver unique,
— measurable value to customers

9.4 4 COMMODITY PLUS

LAMB

TETHERED: Wholesale offers that require added supply chain complexity but create
differentiation and stickiness
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WHOLE
FOODS

AAAAAA

CREATING GOODNESS IN THE USA

WITH CUSTOMER PARTNER WHOLEFOODS MARKET



WHOLEFOODS
MARKET USA

WFM has 500 stores throughout the
USA

WFM targets a premium consumer

Willing to pay NZ$154/kg for a
tenderloin, NZ$100/kg for a Striploin /

NZz$35/kg for mince ol arns  — R e N e
1 100% Grass Fed 1004 Grass Fed 85/15 Q@ 1007 Grass Fed 92/7 3\
Silver Fern Farms in circa 100 stores in 7 Striploin = - 3 Coarse Grind Beef BN,  CoorocCrind Beef i

the North East
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APPLEGATE.

NATURAL & ORGANIC MEAT
4
| N

APPLEGATE.

NATURAL & ORGANIC MEAT




PERFECT STORES

CREATING GOODNESS IN CHINA

VIDEO: PATRICK LU, CHINA COUNTRY MANAGER



OUR CHINA
MARKET

* New target universe of 314M,
comprising:

Cities with larger urban
populations and population
counts of over 2m

Tier 1, New Tier 1, Tier 2 and
Tier 3 cities

* 52 cities
* 26 provinces
* 7regions

$1.4B

China Population

314M

Target Universe:
People Aged 16-70

149M

Ethical Affluents & Curious
Explorers

143 M (98%)

Eat red meat monthly +

133 M (93%)

say important to eat premium
red meat

128M (89%)

try to include ethical &
sustainable meat




GROWING SUCCESS IN MODERN CHINA RETAIL

FIRST STORE
LAUNCHED AUGUST
2024

t 43%

INCREASE IN RETAIL PRICE

/7

STORES LAUNCHED

H1

BRAND IN CHILLED BEEF SECTION

PREMIUM SUPERMARKET CHAINS

5%

OF CHILLED BEEF



|

CREATING GOODNESS WITH VENISON

ACTIVATING VENISON IN USA RETAIL



SFF #1 US VENISON BRAND

SFF Dollar Sales Year on Year

Dollar Market Share of US Venison Category

$3,913,694

$2,815,892
W SFF
Force of Nature

M Four Seasons

Dollar Sales

B Dartagnan
@ Durham
B Other

2024 2025

< +40.3% GROWTH VS YEAR AGO > < SFF = 56.2% SHARE VENISON CATEGORY >




CREATING NEW FORMS OF GOODNESS

ACTIVATING NEW NOURISHMENT VALUE STREAMS FOR
FIFTH QUARTER INGREDIENTS



5TH QUARTER GROWTH BUILDING MOMENTUM

HSW / RENDERING / FOOD HIDES / SKINS HEALTHCARE PET NUTRITION
HEALTHCARE INGREDIENTS / WOOL
Hydrolysed Rendered Net Carbon Ageing well Tiered
ovine keratin tallow upcycling Zero leather - nutrition US propositions -
& collagen to edible & scaling at a dietary brand, attributes

@ cosmetic fats premium supplements & services






POWERING THE
PROMISE OF NATURE
POSITIVE

Kate Beddoe

Chief Sustainability & Risk Officer







NATURE AND CLIMATE FRONT AND CENTRE

za

NATURE AND BIODIVERSITY H er threat
50% of the global economy IS und

from biodiversity loss How to unlock $10.1 trillion from the
lelsfargeted Climate Targets Put Pressure nature-p ositive tr al'lSition

Jul 15, 2024

NATURE AND BIODIVERSITY

on Other German Retailers
‘.j"f" UN News October 17, 2024

S/ :

SSE Naﬂons Global perspective Human stories

Biodiversij
ity loss dema
nds urg . i
urgent globa] action, says UN chief .
Doubling finance flows into

WWF at COP16: Demanding urgent action tor nature e s soons by

— UN report

or 17 2024

= eCORRED, The EU proposes sharper Carbon Border Rules: EC proposes
FREUM m key amendments ahead of the 2026 definitive CBAM phase g

Published on 4 March 2025

FOOD AND WATER

Fch cystems are a Priority for Albert Heijn Becomes
@ climate - let’s Mmake them thrive Supermarket to Disclo

August 1, 2025

“Eirst” Global o
se Methane Emissions
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‘WE ARE ON THE JOURNEY

TO NATURE POSIT

3 y
¢’ |,
| ’
/ ' Y ¥
f
Climate Biodiversity Soil / Animal Welfare
i.“\: L
.' =
' .l i
s ¥ >
\ 1
\ .
3
L
3 @j Reducing emissions ® Using water carefully, and Enhancing, restoring, and Soil stewardship and Raising animals with care,
B toward climate positive 2 ensuring healthy improving regenerative practices to aligned to world leading

{ food production / waterways eco-systems improve soil health animal welfare standards




Our Purpose Our Strategy Our Goals
Plate to Pasture

Creating goodness

from the farms 01
lv) 'y .
the world needs St
_ to being market-led
Our Values
. {TTED TO BEIN,
Always ca rmg \ 03:\::{&1-&0 G | O 2
Our Manaakitanga Becoming a trusted
JMUE GROWz, "
nature positive producer
Unstoppable together ?
Our Kotahitanga K
TO
Improving tomorrow I':ké.ITER—E 03
Our Kaitiakitanga Delivering optimised
to 9reate networks and systems
Enduring Value
Taria te wa

Our Sustainability Action Plan

04

Good by Nature

Enriching people’s lives and
their wellbeing

Our Bicultural Framework

Te Ara Huri

\/ Performing to invest

in our future




Welcome to Silver Fern Farms

Sustainability Action Plan

« Reducing emissions across

the value chain
« Creating low carbon opportunities
« Building business resiliency

2 Enhancing Nature

When nature thrives, we thrive

- Sustainable future for farmers

+ Building a Nature Positive future
+ Treading lightly within operations

3 Circular Future

Creating value - the path to
zero waste

« Reducing waste

- Creating value

+ Circular design thinking

+ Safety, health & mental wellbeing
= Diversity & inclusion
+ Social equity

@

5 Disruptive Innovation

Creating options

for value and growth

+ Innovation & insights

« Sustainable value creation

6 Trust & Connection

Most trusted partner
+ Building responsible supply chains
+ Highest standard livestock welfare
and supply
+  World leading transparency
& traceability
« Trusted thought leadership

« Growing Silver Fern Farms
community

»  Supporting the regional community

8 Te Ao Maori

Respecting our unique
Aotearoa/NZ identity

+ Inclusiveness

+ Partnerships

+ Cultural Progression
«  Wai/Whenua

T (T

i | .
2E 17
A8

Good by Nature




SUSTAINABILITY SCORECARD 2024

Emissions
Target -26%

Reduction of greenhouse gas emissions (Scope
1+2) in line with a 42% reduction by 2030 from
2020 baseline year.

Waste (General)

Target -10%

Reduction in tonnes of non-organic
waste to landfill at all sites against 2022
Baseline.

Waste (Organic)

Target -90%

Reduction in tonnes of organic waste to

landfill from 2021 Baseline Organic Waste.

Water

Target-12%

Reduction in water use intensity from
2021 Baseline.

NZFAP+

Target 600

Adoption of the NZFAP Plus Assurance
Programme by Silver Fern Farms suppliers
with additional target of 200 certified. 455
farms are now certified.

78



WE HAVE ACHIEVED SIGNIFICANT BUSINESS
MILESTONES...

\ SCIENCE
BASED
TARGETS

NAgriZero*

79



We have them

42%

FLAG TARGET by 2034

30%

FLAG TARGET by 2030

90%

FLAG TARGET by 2050*

32%

FLAG TARGET by 2030**

Net Zero

FLAG TARGET by 2050

72%

FLAG TARGET by 2045

m 16%

FLAG TARGET by 2030

42%

FLAG TARGET by 2030

Teompass 3 3 %

FLAG TARGET by 2030

*Pending SBTi Approval
**Not SBTi Approved



NATURE TARGETS
GLOBAL RETAILERS

100% 10 Mill No

/2

1/2

ecological footprint of deforestation free for Pr'es‘erve and/or improve 10 ALDI deforestat?on across primary
Dutch stores to halve by Brazilian beef for Carrefour million m2 of threatened deforestaft!on—llnked

2030 in partnership brands by 2026 and for all ecosystems and biotopes in commodities by end of

with WWF. brands by 2030. Austria by 2030. 2025.

Targets | 100% Eliminate No

Set quantitative nature of our fruit and vegetable deforestation and address conversion e

targets for the whole Coop producers in 9 high risk momats N our global supply chain by 2030. defc?restat|on in supply
Group. Thereby, committing countries including Spain, chains by 2025.

to the Science based targets Portugal, and Italy must be

for nature (SBTN) by 2027. certified according to

recognised watersstandards

by end of 2025.* @



SUSTAINABILITY SOLUTIONS

NET
CARB©N
ZERO BY
NATURE"

Nature Positive Index

82
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WHAT’S COMING NEXT...

NATURE POSITIVE PARTNERS

NATURE MARKET ACCELERATOR

| 4 \
o

K : y
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o

BIODIVERSITY MAPPING TOOL

84



When Nature

Thrives
We Thrive



SILVER
FERN
FARMS

100% MADE OF NEW ZEALAND




NGA MIHI
THANK YOU

@
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