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We’re the global specialist in packaging for food and drink

EBIT margin
9.0% S

ROI

Net sales

€3.0bn

Our vision

The first choice in food
packaging

Comparable growth

3% 13.6%

Employees Manufacturing sites Our purpose

18,100 78 Helping great products
Operations in reach more people,
34 countries more easily.

Baird Global Industrial Conference 2018 HUhtamakI
Plants and employees as at the end of Q3 18, all other figures for FY 2017.
All figures excluding IAC.



Our business is consumer food and drink packaging

Food-on-the-go Pre-packed food

Convenience Short shelf life Food Safety Long shelf life Waste prevention

Our packaging protects food and drink products, delivering them to consumers

safely and in good condition, helping to reduce food waste.

Huhtamaki
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We use different materials for different purposes, aiming for
optimal packaging

2/3 of raw material we use is renewable

—Virgin fiber is used due to food
contact regulation
—97% of virgin fiber used is certified

Recycled fibers are derived
from either post-consumer
or post-industrial recycled
materials

\

Different plastics are used to
achieve lightweight, fit-for-purpose,

long shelf life barrier structures .
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Our three business areas are organized into four reporting segments

Foodservice Flexible Fiber Share of net sales
packaging packaging packaging per segment in 2017

Foodservice Europe-Asia- Flexible Packaging Fiber Packaging
Oceania and North America
- 40 p|a nts on - 27 plants on - 11 plants on B Foodservice Europe-Asia-Oceania
5 continents 3 continents 4 continents = North America
— 8,930 employees — 7,300 employees — 1,750 employees " Flexible Packaging
H Fiber Packaging
— €1.8bn net sales — €913mn net sales — €285mn net sales

Huhtamaki
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Plants and employees as at the end of Q3 18.



We target long-term growth both organically and via acquisitions

3-5year
growth ambition

+ 5+% €5+bn

g if major
4 T ege
Comparable Acquisitive /’ acquisition
growth growth e -7
ambition ambition ,/ JPias
4 e I
,// ’/” € bn
-7 with capex
and add-on
acquisitions

mm Net sales

e COmparable growth

2010 2011 2012 2013 2014 2015 2016 2017 .
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Megatrends support food packaging growth...

Food packaging offers stable Innovations create more
growth opportunities Food contact sustainable and easy-to-use
over the cycle requirements create packaging

a higher entry barrier

Megatrends create opportunities for us

- -
- %

More people Growing middle class More urban More sustainable
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.. and our positions offer good opportunities

Focus on consumer I\/Iaj-or b.rand
food and drink owners with high growth

: ambitions as customers
packaging Product portfolio Geographic

and innovations expansion

Our growth opportunities

Mature markets Developing markets

approx. GDP growth + 2% even GDP growth x 2
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8 6 Global challenges: , New
bn

— Marine plastics packaging
— Waste handling and ' ti
people by 2030 INNOVAations

orocessing
3 2 bn

— Food safety
in middle class

nities

Circular
economy in
action

Changing consumer habits:

O — Lifestyle & convenience Responsible
O — Home delivery consumer
behavior

urban population

J,_




Solid track record of growth investments

2013-2018
Capex M€ 936
M&A spend
M€ 54301

@ CapexME

Poland

:

@ VM&A spend M€ (EV)
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1) Enterprise value

Paper and plastic

@ disposable packaging,

China & HK

Pressed

plates, US

Corrugated
folding

: @ Labels,
Folding Indi carton, UK
carton, US mefE
US, Russia, s
Us, India, Thailand

@ New product category

Bags &
wraps,
Russia

Russia,
Brazil,
Thailand

@ New country

UAE,
Malaysia

Us, Brazil,
Thailand,
Russia, UK

147
298

Short-run flexible
packaging,
Eastern Europe

Folding carton,
Europe

us, UK,
Poland

199
133

S

@ Countries with major growth investments

USA, Egypt,

China,
Poland

215
15

@ Ireland

@ Distribution,
Australia

© USA, Egypt

”’a

127
70

l
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Achieving our vision: The first choice in food packaging

Grow AMBITION Build more Sustainability
10+

- Organic and - Continue organic - Ensure food safety
innovative growth 5+% investments

- Reduce food waste
- Acquisitive growth 5+% - Continue disciplined

o - Fit-for-purpose material
acquisitions

choices and converting

Raise EBIT margin “1“”8“0“ Strengthen collaboration Live our purpose every day
+9%
- Topline growth - Focus on food Helping great products

- Operating efficiency - Engaged and high reach more people, more
performing teams easily.
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Q3 2018 results
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Comparable growth

Foodservice E-A-O

North America

Flexible Packaging

Fiber Packaging

Group

— Flexible Packaging; good volume development in India and Europe

Q2 18 Q118 Q4 17 Q317
5% 5% 6% 4%
2% 5% 2% 2%
11% 6% 9% 7%
3% 5% 4% 5%
6% 5% 5% 4%

FY 2017

4%

2%

4%

5%

3%

Long-term
ambitions

5-7%
2-5%
6-8%
5-7%

5+%

— Solid growth in Foodservice E-A-O; led by core paperboard items and global key accounts
— Strong paperboard growth in North America moderated by lower sales of branded tableware

— Strong growth of fiber packaging in the UK, Russia, Brazil and Africa
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Comparable net sales growth is growth in constant currencies, excluding acquisitions and divestments.
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Currency translation impacting good year-to-date growth

Net sales growth split in

“ Q1-Q3 18

— 5% comparable growth

— 8% in emerging markets;
growth strongest in Africa,
Russia, Brazil and India

— 2% from acquisitions
— Negative currency translation
impact of M€ 117 (app. 5%)

M€

Q1-Q3 17 Organic Acquisitions Translation impact Q1-Q3 18
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Comparable net sales growth is growth in constant currencies, excluding acquisitions and divestments.



Strong net sales growth, high cost environment

MEUR

Net sales

Adjusted EBITDA?

Margin*

Adjusted EBIT?

Margin?

Adjusted EPS, EUR3

ROI?

ROE3

Capital expenditure

Free cash flow

15

Q318 Q317 Change
732.0 7%
94.0 -7%
12.8%
64.3 -12%
8.8%
0.44 -12%
48.7 -6%
17.0

Baird Global Industrial Conference 2018

1 Excluding IAC of EUR -0.1 million in Q3 2018 and EUR 11.5 million Q1-Q3 2018. 2 Excluding IAC of EUR -0.1 million in Q3 2018 and EUR 9.4 million Q1-Q3 2018.
3 Excluding IAC of EUR -0.0 million in Q3 2018 and EUR 7.6 million Q1-Q3 2018.

Q1-Q3 18

Q1-Q3 17 Change

2,2433 2%

294.4 -5%
13.1%

202.7 -8%
9.0%

1.39 -10%
13.9%
16.4%

144.1 -12%
5.2

Q3 18 Highlights

— Earnings improvement in
Foodservice E-A-O

— High costs and unfavorable
product mix burdened North
America margins

— Q3 main changes:

Input costs, price/mix -9 MEUR
Distribution -5 MEUR
Currency -0.4 MEUR

Organic & acquired growth +7 MEUR
(incl. Goodyear impact)

Huhtamaki



Up-trending cost environment in raw materials

16

140

120

100

80

60
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p/ e

V\,N\/\J

Q1/11

Q1/15 Ql/16 Q1/17 Q1/18

PE
-1% (end of Q3 18 vs. end of Q3 17)

— Overall cost inflation

— Sharp increase in plastic
resins in emerging markets

— e.g. PET films up 25% in India
during Q3

— Prices of fiber varied

— OCC and post-consumer fiber
low; post-industrial fiber
higher

— Paperboard high, following
pulp increases
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Profit below long-term ambitions — actions ongoing

1. Pricing

Restore gross margin, currently impacted by cost increases (ongoing)

2. Cost-out and efficiency improvements

Cost-out activities including:
— Write-off of non-competitive lines; India, North America (Q4 2018)

— Focused restructuring plans (Q4/18 — H1/19), e.g.
— Closure of EPS in Poland (Q4 2018)
— Optimized foodservice manufacturing footprint in New Zealand (Q4 2018)

Efficiency improvement actions including:
— Automation in Western Europe, Southeast Asia (2019-2020)

Annualized gross profit improvement target MEUR 15-18,
estimated IAC MEUR -30 in Q4 18

3. Maintain stable SG&A

Current efficiency competitive (ongoing)

Huhtamaki
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Debt position includes Q2 acquisitions

Covenant level 3.5

_______________________________ — Net debt/EBITDA at 2.2
— At the end of Q3 18

2-3
—————————————————————————————— — Cash and cash equivalents
MEUR 79
— Unused committed credit
@ Q @ @ @ @ facilities available MEUR 306

— Funds available for acquisitions
approx. MEUR 400-500

o> T - T -« e I o<« 7

/\f

Net debt, M€
Net debt/EBITDA"

681 756 741 698 712 835 839

Gearing

Q117 Q217 Q317 Q417 Q118 Q218 Q318
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Progress towards long-term ambitions

Long-term
FY2013  FY2014 FY2015 FY2016 FY2017  YTD Q32018 ambition
Organic growth 3% 6% 4% 4% 3% — Group growth is
EBITDA margin 11.2%  11.6%  125%  13.3%  13.0% on track
EBIT margin 7.4% 7.8% 8.7% 9.4% 9.0% — Profitabil Ity
Improvement
ROI 12.1% 12.6% 14.7% 14.7% 13.6% . _
actions ongoing
ROE 15.8% 16.1% 18.1% 17.7% 17.0%
Capex/EBITDA 50% 49% 43% 52% 55%
Net debt/EBITDA 1.6 1.0 1.6 1.8 1.8 2-3
Free cash flow,
VIEUR 56 65 91 100 56 150
rD;l’i':e”d payout 47% 47% 40% 40% 42% 40-50%
19 Baird Global Industrial Conference 2018 HUhtamakI

All figures excluding IAC.



Helping great products
reach more people,
more easily

Huhtamaki



February 14
Results 2018
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Disclaimer

Information presented herein contains, or may be deemed to contain, forward-looking statements. These
statements relate to future events or Huhtamaki Oyj’s or its affiliates’ (“Huhtamaki”) future financial performance,
including, but not limited to, strategic plans, potential growth, expected capital expenditure, ability to generate cash
flows, liquidity and cost savings that involve known and unknown risks, uncertainties and other factors that may
cause Huhtamaki’s actual results, performance or achievements to be materially different from those expressed or
implied by any forward-looking statements. By their nature, forward-looking statements involve risks and
uncertainties because they relate to events and depend on circumstances that may or may not occur in the future.
Such risks and uncertainties include, but are not limited to: (1) general economic conditions such as movements in
currency rates, volatile raw material and energy prices and political uncertainties; (2) industry conditions such as
demand for Huhtamaki’s products, pricing pressures and competitive situation; and (3) Huhtamaki’s own operating
and other conditions such as the success of manufacturing activities and the achievement of efficiencies therein as
well as the success of pending and future acquisitions and restructurings and product innovations. Future results
may vary from the results expressed in, or implied by, forward-looking statements, possibly to a material degree. All
forward-looking statements made in this presentation are based on information currently available to the
management and Huhtamaki assumes no obligation to update or revise any forward-looking statements. Nothing in
this presentation constitutes investment advice and this presentation shall not constitute an offer to sell or the
solicitation of an offer to buy any securities or otherwise to engage in any investment activity.
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Thank Youl!

For more information:
www.huhtamaki.com
ir@huhtamaki.com

Huhtamaki




	Becoming the first choice in food packaging
	We’re the global specialist in packaging for food and drink ��
	Our business is consumer food and drink packaging
	We use different materials for different purposes, aiming for optimal packaging
	Our three business areas are organized into four reporting segments��
	We target long-term growth both organically and via acquisitions
	Megatrends support food packaging growth… 
	… and our positions offer good opportunities
	World changes create opportunities��
	Solid track record of growth investments
	Achieving our vision: The first choice in food packaging  
	Q3 2018 results
	Comparable growth
	Currency translation impacting good year-to-date growth�
	Strong net sales growth, high cost environment
	Up-trending cost environment in raw materials
	Profit below long-term ambitions – actions ongoing
	Debt position includes Q2 acquisitions
	Progress towards long-term ambitions
	Helping great products reach more people, more easily
	Financial calendar 2019
	Disclaimer
	Thank You!

