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Nampak Strategy

Nampak CEO, André de Ruyter




Our strategy has two focus

UNLOCK FURTHER VALUE
FROM BASE BUSINESS

A Active portfolio management,

including possible divestitures

A Stringent cost management i

CFC increases of below CPI
A Working capital management

A Business process improvement

i Buy better i streamline

procurement process

i Make better i operational

excellence, safety and efficiency

i Sell better i margin expansion,

customer portfolio management

areas

ACCELERATE
AFRICA GROWTH

A Growth through greenfield investment
and acquisitions in metals, glass and

plastics

A Partner with major multinational

customers
A Build market base through exports
A Establish local manufacture

A Diversify manufacturing to other

Nampak products

A Build on existing hubs




SA strategy

Buy better, Make better, Sell better

MAINTAIN STRICT COST AND WORKING ASSET AND DIVISIONAL PORTFOLIO

CAPITAL DISCIPLINE MANAGEMENT

A Streamline procurement process A Operational excellence

A Improve energy efficiency A Improve safety performance

A Implement business improvement programmes A Ensure structured sharing of best practice
and reduce cost across divisions

A Focused working capital management A Active portfolio management i fix, sell,

close underperformers

IMPROVE SALES AND MARKETING AND CONTINUE TO GROW METALS,
GLASS AND PLASTICS

A Sales and marketing excellence
i Margin expansion
i Portfolio management

A Sustenance (maintenance, asset renewal, regulatory requirements) at benchmark rates

A Growth and restructuring at hurdle rate, and only if working capital targets are met

SOUTH AFRICA TRADING CONDITIONS EXPECTED TO REMAIN CHALLENGING
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Rest of Africa context

Nampak strongly positioned for growth

A Improving conditions around policy certainty Urban dwelling % of population
70%
A Strengthening political commitment to private 60% —
. . . Afri
sector growth and job creation 50% % fica
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Rest of Africa strategy

Accelerate growth

OVERALL GROWTH
A Capture GDP growth in
existing markets

A Grow organically at 5%
above GDP growth

A Explore acquisitions
T Metals and Glass

T Plastics




Bevcan

Group Executive, Erik Smuts
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Beverage can and end manufacturing



Aluminium Can & End Manufacturing.ppsx

Strategic focus areas

PRODUCT COST BRAND HUMAN
OFFERING CAPITAL

COMPETITIVENESS




Key initiatives to deliver strategy

A Assets
I Recapitalisation
I Consolidation
I Expansion
A Operational excellence

A Service focus

(internal and external)
A Quality of people
A CAN DO! Marketing campaign
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Aluminium conversion project update

MOTIVATION

A Customer

preference

A Technological

advances

A Overall cost

reduction

A Sustainability

STATUS

Completed

A Springs Line 1 (New Line)
i Commissioned May @ B3ml
i Converted to 440mlMar 0614

A Springs Line 2
(Previous Tinplate Line)
i Converted to aluminium JulT Oc t @
I Commissioned No v adn B3®ml

A Springs Line 3
(Previous Tinplate Line)
i Converted to aluminium Apri J u |
I Commissioned Au g an 240ml

L))

In Progress

A Cape Town Line 1 (Tinplate Line)
i Planned conversion to aluminium
Mayi Aug 015
i Planned commissioningOct 0615

EXPANSION PROJECTS

South Africa
A Rosslyn
i New high speed

aluminium line to
be installed
i Civil works currently
In progress
i Commissioning mid-0 1 5

Angola

A Warehouse expansion
compl eted Au

A Second line

T Installation currently
In progress
T Commi ssioning
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Marketing

A CAN DO! Marketing campaign launched in 2010 to

address can volume decline

A Target market and approach based on market

research conducted

A Successful in changing perception towards beverage

cans of both consumers and brand owners
A Marketing activities/channels include:

i Billboards

I Radio/television

I Events

i On-premise/tavern activations
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CAN DO! Marketing campaign

Example




