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Our brand presence in Asia spans over 100 years...

Yara

Business with
a purpose

1905 - 1970

Technological
development and
leadership

1970 2004
Globalization Going public —
Industry shaper
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YARA

Knowledge grows

2020

The Crop Nutrition
Company for the
Future




Our Mission Our Vision

Responsibly feed the world A collaborative society;
and protect the planet a world without hunger;
a planet respected.
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Market depth / Closeness to farmer

Our journey

Producer Company

Commaodity Margin

Sell what we
produce

Place new capacity

Manage seasonality

Product

Build product
reputation

High quality products

Brand premium

Crop Nutrition Company

Knowledge Margin

Crop focused

approach & °
offerings .
®  Product portfolio .

®  Crop knowledge

Scalable farmer
centric solutions

Holistic solutions based
on farmer needs

Partnering with food
value chain

Digital farming
capability

Time and Development of Markets




From commodity to customization

wnowledge

Crop Nutrition Solutions )




Yara has a long history in Asia

1907

1907: Visit to Yara’s HQ at Notodden, Norway by HM King
Chulalongkorn of Siam
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2010: HRH Princess Soamsawali travels to Norway to unveil
a statue of HM King Chulalongkorn.




And a prominent place in the heart (& pocket) of every Thai citizen




Norway, on the other hand, has chosen a different course

However, in Norway we went from Birkeland on the 200 bill to a cod

5302025143

NORGES BANK




Yara Current Presence in Asia

. 16 Yara offices and 3 “small sites” across Asia-Pac
. Regional HQ and DF Smallholder Hub in Singapore

. > 750 employees in Sales and Marketing

. > 3.3 million tons of fertilizers sold by Yara

. > 1.2 million tons of Premium Products

. > 1.2 billion USD in annual revenue




More than 75% of the world’s farms are located in Asia, and the

majority of farms have an average size of 1Ha

Global distribution of farms below 10 hectares Global distribution of farms over 10 hectares
Sub-Saharan Africa Sub-Saharan Africa
Europe 6 % 39,
4%

The Americas
2%

Middle East
&North Africa
3%

Europe
27 %

Middle East &
North Africa
7%

The Americas
46 %

Source: FAD 2014

China and India have around 320 million farm households,
with average farm size of 0.6Ha and 1.0Ha respectively

= Asia

H Sub-Saharan

m Europe

m Central America & Caribbean
= South America

mNorth America

50,7

22,2
14,7

1,06 1,3 . l

Source: IFAD 2010
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Brand
Consistency & Governance




Our brand has grown through mass communication
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Yara Thailand’s strategy is to build a knowledge margin, and a
change was needed

Importer /
Wholesaler

Importer /

Wholesaler Mainstream focus - BREADTH

Target: Scale and Costs Premium Offering focus - DEPTH

» Logistical synergies

* Fixed costs and capital
efficiency

* Global position

Target: Knowledge margin

» Crop focus
» Product portfolio
» Application competence
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Our brand has grown through a strong commercial presence
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And our brand has grown through constant customer contact
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From 0 to over 8,000 selling outlets in Asia in the last 10-12 years

Country Retail Shops_with
Yara Branding
China 3306
India 3200
All others 1644 > “" i | . ‘: ' ﬁgw{?%ﬁﬁ%@%ﬁ

Total 8150




But governance of the brand is a constant challenge

YARA

Knowledge grows
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YARA

YaraMila®

ULTRA TOP

0@90

40kg
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And a strong trademark strategy is needed to combat conterfeits
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YARA

YaraMila

ULTRA TOP
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0@90

40 kg
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Partnership
Built On Loyalty




Create demand through deep customer engagement
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Prioritizing our efforts to drive engagement in the Market

Crop Farmer Channel
Segmentation Segmentation Tiering

We systematically run our Market Segmentation identifying the segments to
target based on their Market Attractiveness and considering our Ability to
win in them to ensure correct allocation of resources.

Retailers were tiered based on their Willingness to Grow the premium
market with us and their Ability to Grow enabling us to tailor our offer to
them based on the value provided to Yara

Prioritizing the customers was a key initiative to guide the organization with
strategic focus and direction.

Partners — customer supporting our strategy and with a high ability to grow.

Potentials — high willingness to grow with Yara while currently lower ability to grow.
Transactional — serve opportunistically approach. Customer with high ability to grow but low
willingness of doing it with Yara.

&

YARA

Customer Customer
Engagement Optimization

Potential

Transactional

Retail Segmentation
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Next Generation
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b . The Journey of Excellence Contit

Hnowlelge praws |

Vecade
e of Progress 2009-2019 Foundation for Success
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Farmer Centric
Digital Engagement




From face-to-face to face-to-thousands engagement with farmers

Manbu321; ﬁﬂﬁ.’“?@g A
BETE: EH ;

L@ Alice_2210: HEPK
Manbu321l: @@
8141704527394 T

From O to 875,000
Engaged Social
Media Followers in
just 5 years

From O to 3.4 million
digital farming tool
users in less than 3
years

With over 8,000 retalil
outlets and growing
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https://youtu.be/-aA6vLaStiI

42% Growth Month over Month For the Past Year

& & & & & &
YARA YARA YARA YARA YARA YARA
yaraconnect farmweather  farmforward farmcare farmconnect coffee
Transforming the Drive scale Connect to the Connect to the
channel; processors retailer; Finance Scale knowledge Connecting to the
Farmer<>Retailer

specialty market
marketplace

&gg Digitally connecting the African farmer to retail chain & dynamic YaraFarmX More than 3 million smallholder farmers reached
AR knowledge. Full traceability to ensure impact product traceability. YaraConnect 7,500 Last-mile retailers connected
. . Impact at scale ActionAfrica >500,000 Smallholder Farmers connected
Action Africa
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Yara, Telenor and dtac are connecting farmers to experts &
each other

(« L4
m Oe m In partnership with ({dtaC
farmconnect \J Knowledge grows

farmconnect
Corvramy Sroevisdon Paticrm wth
Spesteiin s Brparts Having farming problems? Looking for best
Consult the community! practices? Meet the
M ih <net Ua, youew nct dbave n the
2 experts
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— s et e
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Launched: Thailand (Q4: India, China)

[oesee) https://play.google.com/store/apps/details?id=com.kasetgo&hl=en SG 29



about:blank

Investing in Thailand: The Yara / Dtac partnership

Bangkok Post

dtac and Yara launch digital agriculture
solutions in Thailand
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YARA

Connect the Smallholder
Connect Asia

With our leading digital development hub in
Singapore we are aggressively working to
create a digitally connected global smallholder
ag network

1. Yara is following a fully integrated ecosystem
approach to address the value chain
fragmentation and farmer connectivity.

2. Last-mile retailer is seen as a key stakeholder
in the communities, and consequently our
channel-solution.

3. Farmer focus is driven through Yara FarmX,
our Smallholder Farmer Connectivity Platform
consisting of a suite of crop and value chain
solutions.
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