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Abstract

This work addresses market entry decision making by management under significant
uncertainty in a real business case. It was developed in close collaboration with a Portuguese
early-stage, food technology company. In the context of its market entry plans for 2021, the
company’s management is challenged to find a product channel mix that best serves its financial
situation and objectives. In this context, | built an extensive Excel-based finance tool that
enables the management of the company to plan product channel scenarios and to observe their

implications on profits, cash flows, company valuation, and market shares.
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1 Introduction

The fascination of turning an idea into a product or service of high demand and value to society
and its creators drives many entrepreneurs. However, data indicates that successful
commercialization and value creation are not at all guaranteed at the outset (Hall and Woodward
2010). Especially in the early years of a startup, the likelihood of failure is significant.
Specifically, early-stage companies’ choices about the form of market entry seem to represent
a critical strategic decision for success (Burgel and Murray 2000, Horn, Lovallo and Viguerie
2005, Camerer and Lovallo 1999). Challenged by high uncertainty and complexity, managerial
decision making can be effectively guided by planning techniques. Here, scenario analysis can
help to showcase “possible futures” (Schoemaker 1991, 549-550) and thus improve strategic
decision-making (Goodwin and Wright 2001, Schoemaker 1991).

Oceano Fresco S.A. (OF), an early-stage Portuguese food technology company that operates in
the clam market space, represents a practical example for this. To realize first sales in October
2021, the company’s management needs to define its market entry strategy in terms of the
geographic market choice, the product channel mix, and the degree of integration of product
distribution. The implications that choices between different product channel scenarios have on
company profits, cash flows and valuation are special objects of interest. In this context, when
company management expressed interest in a tool that addressed this problem, | committed to
this practical and high-impact case for my field lab.

The defined scope of the project includes the production of an Excel tool (see appendices 1-19)
that enables the company’s management to produce financial outputs for product channel
scenarios that reflect all key business parameters. The relevant product channels are the sale of
immature clams to farmers (B2B), the sale of grown clams to customers including hotels,
restaurants, and cafes (B2C Horeca) and retail customers including supermarket chains (B2C

Retail). The markets of primary interest are Iberia (B2B) and Portugal (B2C). As outputs, the



Excel tool produces an income statement (P&L) and a cash flow statement (CF) forecast
FY2020-2030, an indicative discounted cash flow analysis (DCF) as well as an overview of
OF’s effective market shares in the premium and total clam market. To meet the requirements
of constant business uncertainty and changing business conditions, the tool includes flexible
data inputs that provide the user with the possibility to seamlessly enter and change key
assumptions. In fact, filling in and reviewing the tool’s inputs remains a work in progress for
the management.

To provide the reader with an overview of the structure of this report, the main chapters are
briefly described in this paragraph. In the following chapter Company, OF is introduced in the
sections Company description, Company mission and Strategy. Subsequently, the chapter Data
summarizes all relevant data sources in the sections Business plan, Commercial strategy paper
and Consulting report. The chapter Structure and methodology which contains the sections
Inputs, Engines, and Outputs, provides descriptions of the tool’s set up and theoretical concepts.
The benefits for the company’s management and factors that represent limitations of the tool’s
power are analyzed in the chapters Results and Limitations respectively. Finally, the results of

this work are summarized in the chapter Conclusion.

2 Company

In this section the company itself, its mission and its strategy are introduced. The information
presented originates from the company’s website, shared company documents and meetings

with the management.

2.1 Company description

OF is a Portuguese food technology start-up that operates in the clam market. The company

aims to become the leading developer and producer of high-value clam varieties. Clams are a



natural protein source with a low ecological footprint due to their non-chemical feed and low
pollution outputs. Thus, compared to other major protein sources such as livestock, clams are
significantly more sustainable while representing a nutritious food alternative. The core of OF’s
innovation is the application of scientific selection and breeding methodologies to the large-
scale production of native European clam species which have both high nutritional and high
market value. Also disruptive is the company’s business model which, uniquely in the industry,
includes the control of all the steps in the clam production value chain and assumes significant,
long-term investments before generating the first revenues. The company follows a science-
based approach which includes the use of modern genetics techniques, digital monitoring and
control of aquaculture processes in a Bio Marine Center (including hatchery, laboratories, and
offices), and the operation of an open-sea grow-out program in offshore sites. Currently, the

company has 14 employees and is headquartered in Nazaré, Portugal (Oceano Fresco 2020).

2.2 Company mission

OF aims to become a European and global reference player in the introduction of innovative
shellfish varieties with high nutritional and market value. Intending to provide consumers with
an environment-friendly, tasty and nutritious food, the company is targeting the disruption of

the bivalve market (Oceano Fresco 2020).

2.3 Strategy

Overall, OF aims to capitalize on a premiumization opportunity in the European clam market.
While this market is presently dominated by low-value, invading clam species from Asian
countries (e.g. Vietnam) that cost c. €5/kg at the farm gate, depletion of natural populations and
partial disregard have caused a supply gap for high-value European species. This business

opportunity will be captured by focusing on the clam species R. decussatus (RD) and V.



corrugata (VC). Both are native to Europe, have become harder to find for consumers, and are
perceived as high-value species with prices starting from c. €15/kg. at the farm gate.

To become a leading player in the long-term, the company focuses on vertical integration and
R&D. Production and supply will be organized in-house which enables OF to control most of
the value chain, contrary to virtually all other players in the industry worldwide. Also, OF will
innovate in the bivalve breeding and production cycle - by systematically modernizing and
professionalizing processes, the company aims to capture significant cost advantages and thus
improve competitiveness. By following this strategy OF can create significant barriers to
market entry and thereby generate the prospect of little competition in the mid- to long-term.
Strategically, the choice of product channels through which the company markets its products
is important. The products sold through them differ in terms of the clam species, the growth
stage, and the form (see appendix 20). The B2B channel considers selling seed and semi-adults
to farmers that are focusing on the production of adult clams. Here, OF plans to sell RD semi-
adults as well as VVC seed and semi-adults. The channel has the potential to create strong sales
and earnings performance, for the following reasons. Firstly, the significant market size
promises an opportunity to capture market share. Secondly, this stream promises attractive
margins even at market prices due to yearly cost improvements realized by economies of scale
and decreasing mortality rate effects. Thirdly, B2B presents a lower risk profile and less capital
investment needs than the B2C business. The B2C product channel is divided in B2C Horeca
and B2C Retail. While both promise a high potential for sales and profitability, they involve a
higher risk due to critical market entry choices for the geographical expansion and the go-to-
market strategies. The B2C Horeca channel includes the sale of VC adults to customers
including hotels, restaurants, and cafes. This channel is characterized by the out-of-home
consumption of the end-consumer. Here, the company needs to understand which go-to-market

strategy is most favorable in terms of profitability effects. OF is currently considering Cash &



carry, Direct or Indirect. Cash & carry includes wholesalers that offer large varieties of
consumer goods to retailers, restaurateurs, large consumers, and other professional users. Direct
comprises direct sales to Horeca customers and Indirect refers to sales to intermediary
distributors. Between these strategies, there will be differences in prices as well as packaging
and logistics costs which can significantly affect the profitability of the business. The B2C
Retail channel considers the sale of VC adults to retail customers (e.g. supermarkets). It is
characterized by the in-home consumption of the end-consumer. Here, the product can be sold

in bulk or packaged form (Oceano Fresco 2020).

3 Data

To kick off the project, | was given access to the current business plan, a commercial
information deck and a consulting report that focuses on the commercial opportunity of clams
in Europe. Additionally, weekly calls with the company’s management served as a
complementary opportunity to foster my understanding of the business, discuss doubts, and
develop a more detailed idea of the scope of the project. Regular participants in these calls were
Nuno Arantes-Oliveira (chairman, co-supervisor), Bernardo Ferreira de Carvalho (CEO,

founder) and Frederico Reis (CMO).

3.1 Business plan

OF compiled a preliminary, Excel-based business plan that showcases revenue and CF planning
FY2020-2030. It represents an overview of the composition of revenues, costs, capital
expenditures (capex) and financing. This document provided me with an idea of critical factors
of the clam business such as survival rates and grow-out phases. As defined in collaboration
with the company’s management, the new tool aggregates existing cost, capex, and financing

items from the business plan to reduce complexity while aiming to reflect the core business



operations. For costs, the new tool summarizes all cost positions in the categories COGS,
media/customer promotion, freight & transport, management, SG&A, R&D, and depreciation.
Also, the detailed capex computations from the business plan are aggregated as input variables
in the new tool. This simplification accounts for its scope which does not include the reflection
of all production details but a high-level, strategic perspective. For financing, the key categories
debt and equity financing are reflected in the new tool.

However, while this business plan is a static planning document, the new tool produces input-
based scenarios. Hence, projections from the new tool will not match with the current business

plan.

3.2 Commercial strategy paper

This data source contains an overview of strategic considerations. It represents a systematic
description of the strategic rationale of producing premium clams, sales channels and
commercialization strategies including value creation models for B2B and B2C. This document
facilitated my understanding of the business opportunity, the considerations of value creation

and OF’s strategic positioning.

3.3 Consulting report

During its market validation phase, OF mandated a consultancy firm to evaluate the market
opportunity in Europe. Titled “Definition, construction and implementation of Oceano Fresco’s
offer in the European market”, the report clusters European countries according to their market
potential. In the first part, the report compiles country profiles that include a scorecard that
clusters countries into high-, medium- and low-potential regions.

In the second part, the potential for premium clams is analyzed per country. The consumption
figures provide a quantitative indication of the size of the total and premium clam market per
country. In terms of total clam consumption, it shows that Italy, Spain, and Portugal are the
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largest markets with premium shares of 9%, 15% and 32% respectively. Also, figures indicate
that France, Norway, and the Netherlands have the highest consumption of premium clams
relative to total consumption with premium shares of 100%, 77% and 64% respectively (see

appendix 21).

4 Structure and methodology

The tool is divided into 3 main sections: inputs, engines, and outputs (see appendix 22). In the

paragraphs that follow, this structure is described and explained in more detail.

4.1 Inputs

Inputs reflect market data, internal controlling data, management assumptions and scientific
ratios that the user enters manually into provided input cells. This section provides the
flexibility to change core assumptions which is essential for management to observe different

product channel scenarios. In the following paragraphs, each input sheet is described briefly.

4.1.1 Cockpit

In this input sheet (see appendices 2.1-2.4), the user can control all key assumptions and adjust
the setting of the tool. Additionally, the provided output summary on the right side showcases
all key outputs.

The Key scenario section represents the main inputs for the product channel scenarios. Here,
the user can enter the geographic market per channel and the channel allocation per channel.
The following geographic markets can be chosen: Italy, Spain, Portugal, Denmark, France,
UK, Netherlands, Germany, Switzerland, Belgium, Sweden, Austria, Norway, Finland,
Mediterranean/non-EU, Japan & Korea, China, Rest, Iberia and Total. Iberia represents the
combination of the Portuguese and Spanish market space. Total represents the combination of

all markets. The differentiation between Spain and Portugal and Iberia was requested by
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company’s management due to the significant likelihood that Iberia becomes the object of
market entry. For example, OF might identify the target regions Iberia for its B2B channel and
Portugal for both B2C channels. In this case, by including Iberia the analysis of this specific
scenario becomes feasible.

The entered values in each channel allocation represent the weighting of each product channel
in the respective scenario. The weights (allocation keys) equal the share on the production
capacity of seed that each channel obtains. For example, a channel allocation scenario with 20%
for B2B, 40% for B2C Horeca and 40% for B2C Retail assumes that 20% of the total seed
production capacity is allocated to the B2B while both B2C Horeca and B2C Retail obtain 40%
of the total seed production capacity respectively. The linkage of product channel allocation to
production capacity enables the management to learn both how favorable different channel
scenarios are and how their production capacity must be allocated.

In the Key ratio section, the user can enter information such as volume unit (kg. or 1000#),
market survival rates, OF survival rates, individuals per weight unit ratios (#/kg and 1000#/kg),
the split between RD and VC in B2B production and the product mix of different growth stages
per channel.

In the P&L and CF specifics section, user inputs include go-to-market mixes for the B2C
Horeca and B2C Retail channels, payment terms per channel and other assumptions (% of
depreciation on PP&E, corporate tax rate, % maintenance capex on PP&E). The choice of the
respective go-to-market strategies is a critical component of OF’s strategy mainly due to their
implications on company cost (e.g. packaging). For B2C Horeca, the user can choose an
allocation between Cash & carry, Direct and Indirect. For B2C Retail, the categories are
packaged and bulk. The payment terms per channel can be set at 0, 30, 60 or 90 days. 0 days

assume immediate cash payment while the other options represent credit sales.



In the Valuation section, the user can input the WACC assumption and the perpetuity growth

for the DCF analysis.

4.1.2 Market volumes and volume growth

This sheet (see appendix 3.1-3.2) includes input cells for premium market volumes per region
FY2020, the share of RD on premium volumes, volume growth figures per region and monthly
volume allocations for both VC and RD. All information is feeding the market volume engine
where the market volumes are computed over the time series. The tool assumes that the
premium market consists of the species RD and VC. Thus, the share of VC in the total premium

market equals 100% less the RD share.

4.1.3 B2C volume splits

Volumes that are sold to B2C customers are split into Horeca (out-of-home) and Retail (in-
home). Thus, this sheet (see appendix 4) includes the respective input cells for the shares
between these channels. This data feed the sales section of the respective sheets in the P&L

engine.

4.1.4 Indicative market shares

This sheet (see appendix 5) includes indicative market shares per region for adults for both RD
and VC. They represent management estimates that determine market output potentials in the

sales sections in the P&L engine sheets.

4.1.5 Market prices

This sheet (see appendix 6) includes the prices at which OF assumes to sell their products per
channel and go-to-market strategy. Here, the user must manually enter price estimates along

the time series. This set up provides the opportunity to account for price alterations. For

10



example, if the RD and VC volumes increase at a higher rate than the demand, market prices
are likely to decline assuming price increases do not origin from a monopoly. Also, inflationary
effects can positively impact market prices. From this sheet, entered data feeds the sales section

of the respective sheets in the P&L engine.

416 COGS

This sheet (see appendix 7) includes input cells for costs of goods sold (COGS) for both species
RD and VC. They are broken down into the three growth stages: seeds, semi-adults, and adults.
Following the approach of Drury (2012), COGS consist of prime costs which are directly
related to the production of the product. They include direct material and direct labor costs.

Direct materials are defined as materials that are directly linked to the production of a specific
product. For example, expenses for the procurement of materials to produce RD seeds would
fall into this category. Direct labor defines labor costs that can be linked to a specific product.
For example, the costs of working hours of OF employees that supervise the growth of RD
seeds can be classified as direct labor costs. All production costs that are indirectly linked to
the product such as indirect material and labor as well as indirect manufacturing expenses (e.g.
electricity expenses for BioMarine center) are classified as production overhead (Drury 1992).

The entered data feeds the sales sections in the P&L engine sheets.

4.1.7 Other costs

This sheet (see appendix 8) includes all relevant non-production costs that are divided in
variable and fixed costs. Variable costs are usually linked to revenues or units sold. In this case,
they include media & customer promotion (direct), packaging and freight & transportation
costs. Although, the former is a function of revenue from a logical standpoint. Company’s

management wanted to enter absolute values per channel into its input cells instead of using
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percentage of sales of t+1 for example. Other costs are entered on a €/kg basis and automatically
converted into €/1000# by applying weight ratios.

Fixed costs are entered as absolute values. They include the items R&D, management and
SG&A including indirect sales/marketing, general & administration as well as digital platforms.

This data feeds the sales sections in the P&L engine sheets.

4.1.8 Production capacity and capital expenditures

In this sheet (see appendix 9), input cells are provided for production capacity and the cost of
expansion capex. For production capacity, the user can enter the assumptions for yearly seed
production capacity in absolute values. In this tool, seed production is assumed to be the
deciding measure for total production capacity. Production capacities for semi-adults and adults
are derived by incrementally applying survival rates to the quantities of seed that are not sold
as seed.

The tool links changes in production capacity to growth capex. The user can enter costs of
additional capacity for seeds, semi-adults, and adults manually. Expansion capex costs for semi-
adults and adults are assumed to be equal since both growth stages are grown in the same
offshore farms. Since both grow on lanterns, increasing the number of lanterns will results in
equal costs for both growth stages. This data feeds the Capacity, PP&E & Capex sheet in the

CF engine.

4.1.9 Assets and liabilities

Generally, this sheet (see appendix 10) serves the function to feed the tool with opening balance
sheet positions. They are necessary to compute cash flows from changes in working capital and
financing as well as derive depreciation which is assumed to be linked to PP&E. Opening

balance sheet positions for cash, trade receivables, PP&E, equity and debt represent FY2019
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figures. These balance sheet positions are rolled forward reflecting periodical changes along
the time series.

Trade receivables can be assumed to be 0 FY2019A since the company has not started sales
operations at this point. Along the time series, no inputs are required since trade receivables
will be calculated later in the CF engine. For liabilities, financing in- and outflows can be
manually entered for the time series. Financing includes equity financing through venture
capital or founder’s capital and debt. For debt financing, it is assumed that debt can be raised
once a year in December. This assumption is important for the monthly structure FY2020-2022
to work properly with the yearly repayment period. This data feeds the Financing sheet in the

CF engine.

4.2 Engines

There are three engines included in the model: for the P&L, the CF, and the market. Sheets in
this section perform computations with data from the input section. The function of the engines

is to produce results that can subsequently feed the outputs.

4.2.1 Engine - P&L

This engine computes and summarizes P&L items for the respective channels. It consists of
three sheets for B2B (see appendices 11.1-11.3), B2C Horeca (see appendices 12.1-12.3) and
B2C Retail (see appendices 13.1-13.3).

Sales: This item is computed by combining a bottom-up, business driven with a top-down,
market driven approach. Firstly, depending on the product relevant for the respective channel,

market volumes and OF’s indicative market shares are used to obtain a market output potential.
Market output potential = Market volume * Indicative market share

Formula 1: Market output potential
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However, from a business perspective it becomes clear that OF’s output is constrained by its
production capacity. Therefore, respective production capacities per product are linked into the
sales section to oppose the market potential. Subsequently, sold volumes can never exceed
production capacity but match or fall short of it. For example, if the market potential is below
the production capacity, the market perspective determines the volumes that are sold. After the
volumes available for sale are determined, sales are computed by multiplying volumes with
market prices that are sourced from the Market prices input sheet.

COGS: All prime costs are computed as a function of sold volumes of the respective product.
This reflects the assumption that the company can sell all produced products. The production
overhead reflects the costs that are indirectly related to the product. Hence, production overhead
costs are linked to the provided production capacity per product. For example, in case the
market potential is below the production capacity the tool also accounts for costs arising due to
unused production capacity.

Variable costs - media/customer promotion: This item captures promotion efforts that are
directly targeting the customer. Since the values are entered as absolute values, they are directly
linked into the respective income statement engine sheet. Yearly input values FY2020-2022 are
equally allocated for every month. Direct promotion activities are expected to be mainly
relevant for the B2C channels. Due to the indirect contact to the end-consumer in the B2B
channel, expenses for OF production promotion are expected to be negligible.

Variable costs - packaging: This item captures expenses from in-house packaging activities. It
is expected to mainly concern the B2C channels. For B2B, packaging costs are assumed to be
negligible since products are sold in large, bulk quantities without significant packaging.
Products sold via B2C require different forms of product packaging. In the B2C Retail channel
packaging costs per unit are differentiated between packaged and bulk. For B2C Horeca, a

differentiation between the three go-to-market strategies is required. For example, when selling
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adults VC clams indirectly to Horeca customers, packaging is likely to be outsourced to the
distribution partner which implies that packaging costs will be different compared to another
strategy, e.g. cash & carry. Depending on management knowledge and insights, these
differences must be accounted for in the Other costs input sheet.

Variable costs - freight & transportation: This item captures logistic expenses occurring from
the transport of OF’s products to customers. Following the same logic than packaging costs,
the cost per unit depends on the chosen product type and go-to-market strategy. For example,
while selling via the B2B channel the company might realize that transportation for seed is
more expensive per unit than for semi-adults. In this case, the user of the tool can change cost
assumptions in the Other costs input sheet to ensure that correct assumptions are feeding the
P&L engine.

Fixed costs - management: This item includes expenses for the compensation of board
members. It is assumed to be independent from the company’s sales and thus classified as fixed
costs. Since inputs are entered on a FY basis, costs are equally allocated monthly FY2020-2022.
Additionally, fixed costs are allocated per channel with the capacity allocation key. Although,
later consolidation will undo this step, it provides a clear separation of costs per channel.
Fixed costs - selling, general and administration: This item consolidates costs with indirect
sales and marketing, general and administration, as well as digital platforms. For simplicity
reasons, they occur independently from sales and thus are considered as fixed costs. The
calculation of this position in the P&L engines follows the logic as for all fixed costs.

Fixed costs - R&D: This item includes all expenses that are related to OF’s research and
development operations. Expenses for scientific advisors, selection and farming methods R&D
and mixed breeding are captured in this item. It is important to note that OF focuses its R&D
activities only on RD. Since this species is sold via B2B, the R&D costs are only allocated to

this channel.
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Depreciation: Following common practice, this item is computed as a percentage of PP&E
(McKinsey & Company 2015). It is allocated per product channel according to the allocation
key. The PP&E position and the percentage of PP&E are linked from the CF engine and input

section respectively.

4.2.2 Engine - CF

The CF engine comprises sheets that compute the cash flow relevant items working capital,
capex, and financing.

Working capital (see appendix 14): Calculating changes in working capital items year over year
(YOY) is essential to obtain FCF as it represents a source or use of cash flow (Rosenbaum and
Pearl 2009). As a basis, relevant balance sheet items need to be projected. For OF’s business
operations, trade receivables (TR) are the only relevant working capital item. Inventories are
assumed to be and remain zero because produced clams are not stockpiled but sold after a few
days after their harvest. This also applies to trade payables. Due to the companies own breeding
program seed procurement from suppliers is negligible.

TR will arise in OF’s operations since a significant share of sales is assumed to be on credit.
They must reflect differences in payment terms among product channels and go-to-market
strategies.

Whereas working capital forecasts typically include projections of current assets and current
liabilities on the basis of historic ratios, there is no financial data from previous years in this
case (Rosenbaum and Pearl 2009, 122). Hence, this tool follows a different approach for each
of the two different time periods within the forecasting period:

1. FY2020-2022: monthly ending values are rolled over as beginning values of next month.
2. FY2023-2030: yearly averages are calculated based on payment terms.

FY2020-2022, TR are computed by rolling the position from month to month meaning that the

ending position of one month becomes the opening position of the following. The opening
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position grows by sales generated in the respective period and is potentially reduced when the
company obtains the cash payment. The timing of the cash inflow depends on the payment
terms assumed for the specific channel or go-to-market strategy. Payment terms are assumed

to equal the ratio days sales outstanding (DSO) (Rosenbaum and Pearl 2009, 122).
Ending TR = Opening TR + Period Sales — Cash Inflow from Sales

Formula 2: TR FY2020-2022

Since the model shifts from a monthly to a yearly structure FY2023-FY2030, a change of
computation is required since rolling the position from year to year is not possible with payment
terms reflecting 0, 30, 60 or 90 days. Therefore, yearly averages for TR are computed by

adjusting the DSO formula.

2 I TR Period Sales DSO
= ———%
nnua 365

Source(s): Rosenbaum and Pearl (2009, 122)
Formula 3: TR FY2023-2030

The application of these two approaches comes at the cost of some imprecision and
inconsistency. In the first method, the cyclicality of OF’s sales and payments is captured
precisely since the timing of actual cash payment by the customers can be shown. For the period
after FY2022, the yearly averages do not reflect the cyclicality.

Capacity, PP&E, and Capex (see appendix 15): Clearly, determining capex is essential to
obtain cash flows from investing activities and FCF. As it is capitalized on the balance sheet as
PP&E, both items are linked which must be considered in the forecasting process. Regarding
the forecasting method, professionals usually forecast PP&E as a percentage of sales to

subsequently obtain capex by applying the following formula:
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Capital expenditures = PP&E; — PP&E, + Depreciation,

Source(s): McKinsey & Company (2015, 246)
Formula 4: Capital expenditures

However, this tool follows a different approach as it calculates required capex from the capacity
input and subsequently projects PP&E along the time series. Thus, capex and PP&E become a
function of production capacity. This method accounts for the fact that the company’s
management can plan OF’s production capacity better than capex and PP&E.

Thus, firstly the total production capacities per channel for all relevant species and growth
stages are calculated. Seed production capacities available for every product channel are
computed with the respective allocation keys. From here, capacities for larger growth stages —
semi-adult and adult — are derived by applying OF survival rates to quantities that are available
to grow larger.

Secondly, changes in the production capacities are translated into capex by multiplying them
with the required investment to obtain additional production capacity of 1000# of the respective
growth stages. Subsequently, PP&E is calculated by adding the capex of the previous year to
and subtracting depreciation of the same year from the PP&E position. The time delay accounts
for the time gap between the materialization from investments to actual PP&E (e.g. the
construction of an additional Bio Marine Center).

Lastly, depreciation is calculated by applying a percentage of total PP&E as entered in the
Cockpit input sheet to PP&E.

Financing (see appendices 16.1-16.2): To obtain all relevant financing cash flows, the
financing sheet includes both a debt and an equity schedule. The debt schedule computes debt
outstanding as a function of raised debt and debt repayments and concludes with the cost of
debt in form of interest. While the raised debt, the repayment period and interest costs are

sourced from the input section, repayments are computed following the assumption of straight
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and continuous repayments. For example, if OF raises €100.000 of debt in December 2021 at a
repayment period of 4 years, the tool assumes yearly repayments of €25.000 FY2022-2025.
After repayments are computed, debt outstanding simply represents the difference between
raised debt and debt repayments as well as the basis to determine interest expenses.

The equity schedule reflects the VC and founder’s capital positions and their changes due to

capital in- and outflows. Changes of these positions are sourced from the input section.

4.2.3 Engine - Market

This section includes market volumes of the total and the premium adult clam market per region
FY2020-2030 in both units, kg. and 1000#. The premium market is assumed to consist of the
species RD and VC and represents a fraction of the total market. Data on adults FY2020 is
sourced from the Market volumes and volume growth input sheet. If entered and updated
correctly, this data should represent the actual status quo of market intelligence. For future
years, market volumes are forecasted by applying growth rates from the same input sheet. The
smaller semi-adult and seed growth stages are calculated by applying market survival rates.
This represents a workaround since no market data for semi-adult and seed volumes are

available.

4.3 Outputs

This section describes the outputs of this tool which comprise the P&L and CF forecasts, the
indicative DCF as well as the effective market share overview. They represent the core results

of this tool and are the basis for managerial decision making.

4.3.1 Income and cash flow statement forecasts

This output comprises one sheet that captures both the P&L forecast (see appendix 17.1) and

the cash flow statement forecast (see appendix 17.2).
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The former projects OF’s sales and expenses FY2020-2030. The length of the forecasting
period was specifically requested by management. Overall, the structure of P&L follows
financial theory by including key metrics such as gross profit, EBITDA, EBIT and EBT and
net income as the “bottom line” (DeMarzo and Berk 2017, 62) of the P&L. Furthermore, gross,
EBITDA and EBIT margins are included to effectively track company’s operating performance
(DeMarzo and Berk 2017). While the data is mostly provided by the P&L engine, depreciation
and the tax rates are linked from the CF engine and the input section respectively.

The cash flow statement forecast projects the amount of cash OF will generate and where it will
be allocated periodically. While, the income statement gives insights about OF’s profitability,
projecting actual cash flows provides management and investors with essential information
about the uses and sources of cash flows. As common practice, the statement is divided into

operating, investing and financing activities (DeMarzo and Berk 2017, Proctor 2010).

4.3.2 Indicative DCF

This output comprises one sheet (see appendix 18) that captures valuation effects of chosen
channel scenarios. Overall, financial professionals can apply market- and multiple-based
valuation methods including comparable company analyses (CCA) and precedent transaction
analyses (PTA) as well as intrinsic, fundamentals-driven valuation methods including the DCF
(Rosenbaum and Pearl 2009, McKinsey & Company 2015, Pignataro 2013). Often applied by
analysts as a quick and convenient approach that reflects actual market conditions such as
growth, risk, and overall sentiment, CCA and PTA show significant disadvantages for this
project.

Firstly, OF management lacks information regarding potential comparable companies and
precedent transactions. As a startup that operates in a niche of the food market, information
regarding comparable, publicly listed companies as well as recent M&A transactions would

likely prove to be insufficient.
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Secondly, applying market-multiples would ignore most of OF’s projected performance and
cash flows. By focusing on prevailing or past market data and thus avoiding assumptions about
future financial performance, performing CCA and PTA would ignore OF’s value creation
potential in the mid- and long-term (Rosenbaum and Pearl 2009, McKinsey & Company 2015).
Against this background, this tool utilized the DCF method to showcase valuation effects of
different channel scenarios. Unlevered free cash flows (UFCF) — FCF that are available to all
shareholders — are discounted at the weighted average costs of capital (WACC) to obtain the

enterprise value. Following common practice, UFCF are calculated by this formula:

UFCF = EBIT — Taxes + Depreciation — Capex (+ —)Changes in Trade receivables

Source(s): DeMarzo (2017, 281-282); Pignataro (2013, 292); Rosenbaum and Pearl (2009, 115)
Formula 5: Unlevered free cash flow

The DCF provides OF management with respective indicative intrinsic scenario valuations.
While it serves as a valuation benchmark to evaluate scenarios, it is important to note that this
valuation shows clear limitations in precision. There are two main factors that cause this lack
of precision. Firstly, the tool relies on an assumed WACC to discount FCFs. Due to the lack of
actual financials, manually calculating the WACC would have added significant complexity
and no additional value to solving the business problem.

Secondly, by using a manually entered value for the FCF’s growth rate for perpetuity, the tool
deviates from common practice. Hence, in theory the forecasting period should be long enough
to ensure that the growth rate reflects a steady state which shows constant growth rates of FCF
in the year where the growing perpetuity formula is applied (McKinsey & Company 2015,
DeMarzo and Berk 2017). However, due to the nature of the project which includes a fixed
forecasting period as well as different channel scenarios, the production of steady states for

each scenario is neither feasible nor would it serve the scope of this project. Thus, manually
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entering an input value as a proxy represents a valid approach since applying it to all scenarios

still produces comparable results, ceteris paribus.

4.3.3 Effective market shares

This output comprises one sheet (see appendix 19) that captures OF’s effective volume market
shares in the total and premium clam market. The figures are calculated by showing the relation
of adult volumes sold by OF and total volumes of adults in the respective premium and total
clam market. Since this analysis focuses solely on sales of adult clams, it is sufficient to target
the region chosen for the B2C channels. This analysis provides the management with insights
regarding the actual volume-based market share in both, the total clam market as well as the
premium sub-market. This helps the company to quantify its chosen strategy for internal as well
as external communication. Also, in case the total and premium market show different growth
dynamics, this analysis allows to observe if the company output is growing less, equal, or more

in relation to the respective market.

5 Results

Consistent with the defined scope of the project, the presented tool can simulate different
business cases and showcase their financial implications if it is fed with robust data. Yet, since
management has not finalized filling and reviewing input data, it is the qualitative problem-
solving power, rather than any quantitative results, that will be discussed in this work. Thus,
the value of the tool to company’s management can be showcased by discussing how it can
produce answers to the following questions.

How do different sales channel scenarios influence company sales, earnings, margins, and cash
flows? The tool allows the user to change the weighting of the relevant sales channels and

subsequently observe its effects on the P&L and cash flow forecast. For example, management
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finds that Horeca customers and Retail customers in Portugal have similar demand for high
value OF products while farmers in the same market show little interest in OF seeds and semi-
adults. Thus, it aims to compare two scenarios, a) 40% B2C Horeca, 40% B2C Retail and 20%
B2B and b) 45% Horeca, 45% B2C Retail and 10% B2B. After the values are entered in each
of the two excel tool versions, differences in sales, earnings, margins, and cash flows can be
analyzed.

However, there are prerequisites for this procedure to produce reasonable and comparable
results. Firstly, all input sheets should be reviewed and filled with realistic values. Secondly,
all input values should remain constant for both scenarios except for the channel allocation in
the key scenario section of the Cockpit tab.

How do different sales channel scenarios influence FCF generation and company valuation?
Assuming the same case, the free cash flow map as well as the DCF provide the user with the
values for the respective scenario. Clearly, scenarios that produce higher FCF and obtain a
higher company valuation are favorable and should be prioritized over other scenarios. The user
should note that both the FCF growth rate for perpetuity and the WACC assumptions should be
kept constant for the tool to produce comparable results.

How do different sales channel scenarios translate into effective market shares? Assuming the
same case, the user can obtain volume-based market shares for both the total and premium clam
market. Company management requested this analysis as a mean to quantify OF’s growth in
relation to the market which is an important argument in the communication with potential
investors for instance.

Keeping other variables fixed, how do changes in single main business parameters (e.g. prices,
COGS, production capacities) influence company performance and valuation (all outputs)?
Besides the comparison of product channel scenarios — the main scope of the project — the tool

can help estimating effects that changes of single business parameters have on the company’s
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performance and valuation. For example, assuming the company’s management has specified
a sales channel mix for its market entry and aims to find optimal product pricing, the user can
utilize the flexible input section. She can input one pricing scenario, save it as a new tool version
and compare it with another pricing scenario. This procedure is feasible for all parameters
represented in the input section.

How can the company ’s management decision making include continuously changing business
and market data? In terms of data input, the tool provides flexibility to continuously update
business and market assumptions. This meets the requirement of managing and growing
business operations of an early stage company. By continuously including new insights and
data into the tool, the degree of uncertainty in which the company’s management operates can
be incrementally reduced and the results of the outputs significantly improve as they better

reflect business reality.

6 Limitations

In this section, the factors that limit the scope of this work are mentioned to enable the reader
to better evaluate the conclusions drawn from results of this work.

As it is typical for early-stage companies, OF does not have a track record of financial
performance. Therefore, the outputs produced in this tool are mainly based on management
assumptions rather than historic indications. Often these assumptions are object to uncertainty
and thus might be changed in the future. Consequently, the quantitative results produced are
unlikely to precisely reflect the future. Therefore, the informative value lies more in the
direction rather than in the precise quantitative figures of the results.

Also, due to a lack of data and the scope of the project the tool relies on simplifications. For
example, while WACC is usually calculated in all its components, for this project it wouldn’t

have increased the informative power of the results. It would have taken more assumptions to
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correctly calculate it. While this might have enabled following a correct procedure to obtain a
low-quality proxy for WACC, it would have also increased the size and complexity of the tool.
Using the short-cut to enter a proxy value in the input section, accepts the simplification for a

better usability.

7 Conclusion

The objective of this work was to compile a structured, Excel-based tool to support OF’s
management in strategic decision making. Given robust inputs, this tool is positioned to provide
solutions to the company’s market entry problems which include the evaluation of the
implications of product channel scenarios on P&L and CF performance, the company’s
valuation, as well as effective market shares. Ceteris paribus, by changing the allocation inputs
for the product channels, users can build scenarios that can be compared subsequently. Also,
this tool can be used to observe implications of other business parameters and serve as a
controlling and planning tool that contains key business parameters with up-to-date data.

Over its course, this practical project included significant challenges. Firstly, to be of practical
use this tool needed to effectively balance usability and complexity while facing significant
shortages of information. Therefore, simplifications and deviations from common financial
practice were occasionally deployed as devices of problem-solving. Secondly, understanding
the main drivers and characteristics of this business as well as compiling the Excel file was
exceptionally laborious. The close collaboration with OF’s management in form of several
meetings and frequent email correspondence was greatly helpful and essential for the success
of this project.

To conclude, I am confident that this work will significantly support OF’s managerial decision-

making and contribute to a successful market entry strategy FY2021.
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COGS Costs of goods sold

CCA Comparable company analysis
DCF Discounted cash flow method

FCF Free cash flows

FY Fiscal year

Horeca Hotels, restaurants, and cafes

OF Oceano Fresco S.A.
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Volume unit

Market survival rates
Grow-out phase

Murzery phase

Individuals per weight unit - ¥.Corrugata
40mm
18-20mm

3-Bmm

Individuals per weight unit - R.Decussatus
40mm
18-20mm
3-Bmm
OF survival rates
F.Oecuszatus
Grow-out phase
Mursery phase
W.Corrugata
Grow-out phase
Murzery phaze
BZB production capacity- species split
RO
WwC
Product mix [Seeds, semi-adults, adults]
BZEB - RO seeds
BzZBE - RO semi-adults
BZB - WC seeds
BZE - WC semi-adults
BZC Horeca f B2C Retail - W zeeds
BZC Horeca f B2C Retail - W semi-adults
[Flacehalder] - ¥C seeds
[Flacehalder] - ¥C semi-adults

Appendix 2.2: Cockpit key ratios (input and summary sheet)
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Appendix 2.3: Cockpit P&L/CF specifics and valuation (input and summary sheet)
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Appendix 2.4: Cockpit output summary (input and summary sheet)
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Appendix 3.1: Market volumes (input sheet)
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Appendix 4: B2C volume splits (input sheet)
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Me dikeranc-an nan-EU LXTE i X1 LR T ERTE .00z 13001 1500 1500 5.0
dapan &Karea 000 100 200 AL 100 2,002 o0z 1300 1500 1500 15,00
China 0.00: 100 00 5003 0032 9.0022 11003 12003 15.00: 15002 15,002
Frort 0.00: 100 00 5.00: 002 90022 11003 12003 15.00: 15.00: 15003
Ibsria 0.0 L 0 5.0 T LA e 130 15,00 16.0:% 15.0c]
Taral 0.0 1 00 5.01 10 9.0 LiRE 130 15.0: 15034 5.0}

Appendix 5: Indicative market shares (input sheet)

Input market prices

TR TR SR BES ITREh E TEE

2022P

2024
FT

2025P

FY

2026P

FY

20270

Market price - RDromi-adultr kq a0 a0 a0 a0 a0 a0 o a0 a0 a0 a0
Farket prize - FDromi-aduler oo 5.0 5.0 5.0 150 ey 150 150 5.0 5.0 50

Plarket prica - ¥Gro kg 2.0 2.0 2.0 a0 a0 5.0 a0 a0 a0 a0 a0
Market price - Uire 10 150 150 ix} i o 170 150 150 ix} i o
Market pric - YCrood lika z25.0 z25.0 2250 2250 2250 2250 2250 5.0 2250 2250 2250
Market prica - Urood oo 45 45 45 a5 45 45 a5 45 45 a5 45

B2C Horeca - Cask & Carry Partuqal

Market price - ¥ adults ks 200 200 200 z0.0 z0.0 200 20 200 200 z00 zo.0
Market price - ¥ adults [T 2000 2000 2000 zo0.p 00,0 2000 2000 2000 2000 zo0h 2000
B2C Horeca - Direct Farraqal
Plarket price -G adults kg 200 200 200 z0.0 z0.0 200 200 200 200 00 z00
Plarket price -G adults ooz 2000 2000 2000 zo0.0 200.0 2000 z0n0 2000 2000 zo0n Z00.0

B2C Horeca - Indirect FPartuqal

Market price - U adultr ™ 200 200 200 zon £ 200 200 200 200 zo0 200
oo

Market price - U adultr

Partuqal

Market price - ¥ adults kq 200 200 200 zo.0 z0.0 200 20 200 200 z00 200

Market price - ¥ adults

o0

B2C Rerail - Packaged
Plarket price -G adults kg

PMarket price - Y adultr

[Placcholder] - [A]
Plarket price -G adults

kg

Plarket price -G adults oo

Appendix6: Market prices (input sheet)
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Input COGE e RO i CRTE (R ST S Beee ot SR T & D eal ceni. T, B S8t iy
20204 2021F 2022F 2023F 2024F 2025F 2026F 2027TF 2023F 2023F 2030P
FT FT FT FT FT FT FT FT FT FT FT
COGS - RD
o . ___ ___ ___ ____________ |
Dire.ct material Wk, EXT 200 EXT 200 EXT 200 EXT £ 200 £ .00
Dire.ztlabar lika. EXT z00 EXT z00 EXT z00 EXT 200 zm 200 zm
Fradustionmverhead Itka. EXT) z00 EXT) z00 EXT) z00 EXT) 200 200 200 200
Direck material 1Hnong 121z 1z.1z 121z 1z.1z 121z 1z.1z 121z 1z.1z 121z 1z.1z 121z
Dirc<k lak-ar 1Hnong 121z 1z.1z 121z 1z.1z 121z 1z.1z 121z 1z.1z 121z 1z.1z 121z
Fraduction auerhead 100 121z 1212 121z 1212 121z 1212 121z 1212 121z 1212 121z
e 20204 2021F 2022F 2023F 2024F 2025F 2026F 202TF 2023F 2023F 2030P
Direck material Wkaq. 1.50 150 1.50 150 1.50 150 1.50 150 1.50 150 1.50
Directlabar Wka. 150 150 150 150 150 150 150 158 150 158 150
Fraduction auerhead Wka. 150 150 150 150 150 150 150 150 1.50 150 1.50
Direct material 10 .50 250 .50 250 .50 250 .50 250 .50 250 .50
Dirc<k lak-ar 1Hnong 2.50 z.50 2.50 z.50 2.50 z.50 2.50 z.50 2.50 z.50 2.50
Froductionouerhead 1Hnong 2.50 z.50 2.50 z.50 2.50 z.50 2.50 z.50 2.50 z.50 2.50
seete . _____________________________________|
Dire.ct material Ika. 0.50 050 0.50 050 0.50 050 0.50 050 .50 050 .50
Dirc<k lak-ar Wk, .50 .50 .50 .50 .50 .50 .50 .50 .50 .50 .50
Froductionouerhead Wkaq. .50 .50 .50 .50 .50 .50 .50 .50 .50 .50 .50
Dire.ct material e i i i i i i i i i i i
Dire.ztlabar 10 [ nm [ nm [ nm [ nm [ nm [
Fradustionmverhead 100 (2 o (2 o (2 o (2 o (2 o (2
COGSE - ¥
Dire.ct material Wk, 150 150 150 150 150 150 150 150 150 150 150
Dire.ztlabar lika. 150 150 150 150 150 150 150 150 150 150 150
Fradustionmverhead Itka. 150 150 150 150 150 150 150 150 1.50 150 1.50
Direck material 1Hnong A5.00 1500 A5.00 1500 A5.00 1500 A5.00 1500 A5.00 1500 A5.00
Dirc<k lak-ar 1Hnong A5.00 1500 A5.00 1500 A5.00 1500 A5.00 1500 A5.00 1500 A5.00
Fraduction auerhead 100 15,00 15.00 15,00 15.00 15,00 15.00 15,00 15.00 15,00 15.00 15,00
seniovtotse |
Direck material Wkaq. 1.00 o0 1.00 o0 1.00 o0 1.00 o0 1.00 o0 1.00
Directlabar Wka. 100 100 100 100 100 100 100 1o 1. 1o 1.
Frodustion musrhead lika. 100 100 100 100 100 100 100 100 100 100 100
Direct material 10 zn z0 zn z0 zn z0 zn z0 zn z0 zn
Dirc<k lak-ar 1Hnong 2.0 zon 2.0 zon 2.0 zon 2.0 zon 2.0 zon 2.0
Froductionouerhead 1Hnong 2.0 zon 2.0 zon 2.0 zon 2.0 zon 2.0 zon 2.0
seete . _____________________________________|
Dire<t material Itka. .50 050 .50 050 .50 050 .50 050 .50 050 .50
Dirc<k lak-ar Wk, .50 .50 .50 .50 .50 .50 .50 .50 .50 .50 .50
Froductionouerhead Wkaq. .50 .50 .50 .50 .50 .50 .50 .50 .50 .50 .50
Dire.ct material 100 . nm . nm . nm . nm . nm .
Dire.ztlabar 10 [ nm [ nm [ nm [ nm [ nm [
Fradustionmverhead 100 (2 o (2 o (2 o (2 o (2 o (2

Appendix 7: COGS (input sheet)
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Yariable costs et Mediatustamer,
Medialcustomer promotion [direct)

TR GO S SR T S TS,

e S RRERT AR SO et are ereni alnested S ouahout e pesr STortil fersrective

EZE 1 - - - - - - - - - - -
EZCHaoreca 1 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000
EZC FRokail 1 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000
[Flazchalder] 1 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000 00,000
ety W ..
BZC Haraca
Carh & Carry kg, X X X X 200 X X X X X X
Indirect kg, X X X X 200 X X X X X X
Carh & Carry 1Hon0E 000 000 000 000 0,00 000 000 000 000 000 000 ol
Direct 1Hon0E 000 000 000 000 0,00 000 000 000 000 000 000 ol
Indirect 1Hon0E 000 000 000 000 0,00 000 000 000 000 000 000 ol
kg, 500 500 5.00 500 500 500 500 500 500 500 500
Fackaqed kg, 1000 1000 000 1000 000 1000 1000 1000 1000 1000 000
Eulk 1Hon0E LR LR 5000 LR 50,00 LR LR 5000 LR LR LR ol
Fackaqed 1Hon0E 00,00 00,00 00,00 00,00 QLU 00,00 00,00 00,00 00,00 100,00 00,00 ol
[Flacak
] g, z.00 500 5.00 500 500 500 500 500 500 500 500
[E]1 kg, z.00 1000 000 1000 000 1000 1000 1000 1000 1000 000
[C1) 1Hon0E 2000 LR 5000 LR 50,00 LR LR 5000 LR LR LR ol
[E]1 1Hon0E 2000 00,00 00,00 00,00 QLU 00,00 00,00 00,00 00,00 100,00 00,00 ol
T
BZB
RD-Semi-adule kg, o0 o0 L 1) o0 o0 o0 o0 040 o0 o0 o0
NG - Somi-adult kg, o0 o0 L 1) o0 o0 o0 o0 040 o0 o0 o0
VG- Soedr kg, 030 030 0.z 030 030 030 030 0.0 030 030 030
RD-Semi-adule h 1Hon0E 0T 0T oA 0T 0T 0T 0T o1 0T 0T 0T 0
h 1Hon0E o o o o o o o o o o o 500
BZC Haraca
Carh & carry kg, 0.z0 0.z0 0.z 0.z0 0.z0 0.z0 0.z0 0.z 0.z0 0.z0 0.z0
Direct kg, 030 030 0.z 030 030 030 030 0.0 030 030 030
Indirect kg, 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05
Carh & carry 1Hon0E z00 z00 z00 z00 z00 z00 z00 .00 z00 z00 z00 ol
Direct 1Hon0E X X 00 X X X X 00 X X X ol
Indirect 1Hon0E 0.50 0.50 0.50 0.50 0.50 0.50 0.50 0.50 0.50 0.50 0.50 ol
kg, o0 o0 L 1) o0 o0 o0 o0 040 o0 o0 o0
1Hon0E 100 100 100 100 100 100 100 100 100 100 100 ol
Aduler kg, o0 o0 L 1) o0 o0 o0 o0 040 o0 o0 o0
Aduler 1Hon0E 100 100 100 100 100 100 100 100 100 100 100 ol

Monthly allocation key

" oz i i i fi0: i i i i i i

Appendix 8: Other costs (input sheet)

Input prod. capacity + capex

Production capacity
Total peoducion capacty - seed (RDSVC combined)

Capex

Growth capex
Cost of addiional capacty - seeds €oucs 108 100
Cost of addtional capacty - sem-aduts! aduts oo 200 200 20 20 200 20 20 20 200 20 20

Input prod. capacity » caper
20204 2021F 2022P 2023P 2024P 2025P 2026P 2021P 2028P 20299
Dec Dec Dec Dec Dec Dec Dec Dec Dec
e IO GG SERES S5 LRGERing varialie Ao Sa1ES Shannes SiOCANER Beed B OEenr i SSSUTED e b 84 SECTTG measure for (Gl T SO BaSGi

Tatalpraduction <apacity -seod (RDEVG cambined

10002 20,000 20,000 0,000 B 00,00 0,000 20,000 0,000 3900 30004 3000
]
.2 haleharies, o shove farmelis

et e e & geardy i Msivtenance.

— waoes 104 104 104 10 s 104 10 00 100 0o 0o
Gart aF additianal <ap acity ~remi-adultsd sdults woes 20 20 20 20 ana 20 2 200 200 20 200

Appendix 9: Production capacity and capital expenditures (input sheet)
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Input acsets & liabilities

Ee0Haroca

B2 il

(Placshalder]
ing: PPAE

Financing: opening balance + cashflows

2013 20204

FY Dec FT

1,000,000.0

5.00,000.0

20204

2021P
Dec

2021P
FT

z022p
Dec

apazp

2023P
FT Fr

2024P
FT

2025P
FY

2026F
Fr

2021
FT

FT

2029F

S FeCerTher ThiS SRS SoaTenS ST A3 Er her
2028F

20300
FT Fr

Inflaw: WG zapital
Oubflan U 2 apival [dividend ar i)

Inflau: Foundor o quity

Infla: dabt

Papaymentper

Interect rate o o

standing debr

2,000,000,

500,000.0

500,000.0

100,100

10,0000

00,0000

00,0000
0o 00

00,1000

10.0

100,000.0
0.0

100,000

oo

00,0000

0

100,000

100,000.0

00,0000

o 0 00

FY FY

Fr

2023P
FY

Market perspective
Total market wolume - RO semi-adults ka. 192,750 32278 226049 3292750 3I2/ETE 2358935 3392524 426449 JAE0 14 3495321 2530274
Total market volume - VC semi-Adults ka. 232z 2340220 2368672 2392309 246,283 240,445 2484850 2,489,498 2,514,393 2.539,537 2.564,933
Total market volume - VT seeds ka. M 33503 33838 T 34518 34,884 3|22 6564 36320 36,273 IEE42
OF market share - RD ES 00 10 30 L1 F0x a0 0 1x0m 15000 5.0 15.000
OF market share - WC % 0o 1= 30 B0 0% a0 nos 130 1500 1802 1500
OF market share - ¥C oo 10% 30% B 0% A ox 120 6.0 16.0% 1650
OF output potential - RO semi-adults ka. 322787 A78045 1646375 2327975 302,304.1 ITINTE 445438 4 513,071 5242381 5235411
OF output potential - WC semi-adults ka. 234522 T1080.2 N9E17.9 169.129.8 2196401 2711235 J23E348 A0 3809208 947399
OF output potential - ¥C seeds ka. - 300 10151 17088 2463 AT IETRT 46234 5.388.0 LRSIk 54983
Prices - RO semi-adults I#ka. an an a0 an a0 an an a0 an an a0
Prices - YT semi-adults Itka. a0 an 40 a0 40 a0 an 40 a0 an a0
Prices - YC seeds Ifkg. 220 2250 2280 2250 250 220 2250 2280 2250 2250 2250
Production capacity constraint
Production capacity - RO semi-adults ka. 534000 53,4000 53,4000 53,4000 53,400.0 534000 53,4000 534000 53,4000 53,4000 53,4000
Production capacity - VC semi-adults ka. 255360 85,5260 25,5360 855260 B5,526.0 255360 855260 255360 855260 85,5260 25,5360
Froduction capacity - VC seeds. ka. i3] 1e8 neg e 8.8 i3] neE 8.8 e 1e8 18
Sold volumes
RO - semi-adults. 322787 53,4000 53,4000 53,400.0 534000 53,4000 534000 53,4000 53,4000 53,4000
WC - zemi-adults 234522 T1080.2 855260 B5.526.0 255360 855260 255360 855260 85,5260 255360
WC - seeds 158 88 nE8 8.8 g8 xS 8.8 nE8 158 18
Sales - RD semi-adults | 280,508 634,600 634,800 534,600 634,600 634,600 534,600 634,800 634,600 634,600
Sales - VC semi-adules | 21,070 B354 TEI824 TEIE24 TEI824 TEAE24 TEIE24 TEI824 TEE24 TE9824
Sales - VC seeds | 26,730 26,730 26,730 26,730 26,730 26,730 26,730 26,730 26,730 26,730
Total sales | - 5233081 1,200,871.5 1.331,154.0 13311540 1,331,154.0 1,331,154 0 1.331,154.0 1,331,154 .0 13311540
Appendix 11.1: B2B sales (P&L engine sheet)
Direct material - RO zemi-adules. 1tk 15 15 15 15 15 15 15 15 15 15 15
Direct labor - RO semi-adults Itkg. 15 15 15 15 15 15 15 15 15 15 15
Production overhead - RD semi-adults. kg, 15 15 15 15 15 15 15 15 15 15 15
Sold walumes - RO semi-adults k3. - 22787 53,4000 53,4000 59,4000 53,4000 53,4000 59,4000 53,4000 594000 59,4000
PFroduction capacity - RD semi-adults. kg 534000 594000 59,4000 534000 594000 59,4000 534000 594000 59,4000 594000 594000
COGS - RO semi-adults ] 23,100 136,338 267,300 267,300 267,300 267,300 267,300 267,300 267,300 267,300 267,300
Direct material - vC semi-adults 1tk i) 10 10 i) 10 10 i) 10 10 i) 10
Diirect |abor - ¥C semi-adults Itkg. 1w 1w 1 1w 1w pul 1w 1w pul 1w 1w
Production overhead - ¥C semi-adults Ifkg. 10 10 10 10 10 10 10 10 10 10 10
Sold walumes - YT zemi-adults. k3. 234522 F1,060.2 85,5360 255360 85,5360 85,5360 255360 85,5360 85,5360 255360
Production capacity - ¥C semi-adults ka.
COGS - VC semi-adults ] - 46,304 142120 1morz 1mo72 o7 1morz 1mo72 o7 171072 1mor2
Direct material - WC seeds 1tk 050 050 050 050 050 050 050 050 050 050 050
Diirect |abor - ¥C seeds Itkg. 050 080 0s0 050 080 a0 050 080 a0 050 0s0
Froduction overhead - WC seeds 1. 050 050 050 050 050 050 050 050 050 050 080
Soldwalumes - VT seeds k3. - Tgs 153 e 2.8 igs e 2.8 igs e 8.8
Production capacity - ¥C seeds kg. nE8 18 15838 nE8 118.8 158 nE8 118.8 158 nE8 118.8
‘ COGS - VC seeds ] ] 178 173 78 178 178 78 178 178 78 178
‘ Total COGS | #9,159.4 233,018.7 409,598.5 438,550.2 438,550.2 438.550.2 438,550.2 438,550.2 438.550.2 438,550.2 438,550.2

Appendix 11.2: B2B COGS (P&L engine sheet)
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Medialcustomer promotion

Costs - - - - - - - -
Cost per unit - R0 semi-zdults kg, Lk} ol 0.1 ol 01 ol o1 Lk} ol 0.1 ol
Cost per unit - WC semi-adults Lk o LA oo 0 o LIAG) Lk o LA oo
Cost per unit - seeds Itkg. 03 0z 03 1k 03 0z 0z 03 0z 03 1k
Sold volumes - RD semi-adults. kg, - 3zEveT 69,4000 53,4000 534000 59,4000 53,4000 59,4000 53,4000 69,4000 534000
Sold volumes - VT semi-adults - 234522 T1080.2 85,5360 265380 85,5360 265360 B6538.0 865360 BE538.0 85,5360
Sold volumes - seeds k. - LA 8.8 hl:E: 1.8 h1:E: g nas LA 8.8 hl:E:
Freight & transportation costs - semi-adults I - 5573 12,048 14,434 434 14,494 14,434 14,454 14,434 14,454 14,434
Freight i transportation costs - seeds - 36 36 36 36 36 36 36 36 36 36 ‘
Total freight & transportation costs I - 5.608.7 12.081.7 14.529.2 14.529.2 145292 14.529.2 14.529.2 14.529.2 14.529.2 14.529.2 ‘

Pre-allocation [ 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000
Allosation key % 33 3% 3 3% 3 33 3 33 3% 3 3%
Post-allocation | 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0

Fre-allocation | 250,000 450,000 400,000 450,000 450,000 450,000 450,000 450,000 450,000 450,000 480,000
33 33 k2 33 ke 33 B 33 33 k2 33
| 82.500.0 148.500.0 132.000.0 143.500.0 ME.500.0 143.500.0 148.500.0 148.500.0 148.500.0 148.500.0 143.500.0

Alloeation key

Post-allocation

Fre-alloeation | 446,000 46,000 746,000 746,000 746,000 746,000 THE,000 746,000 748,001 746,002 746,003
100 0o 1003 100z 100 00 100 100 0o 1003 100z
| 4460000 6460000 7460000 7450000 7460000 7460000 7460000 7460000 7460010  T46,002.0 7460030

Allaeation key

Post-allocation

Depreciation
FPiE 50000000 4755603 45292420 43020915 ADSTORLS  2@E27V0  268E5914 35040619 33209538 2061 20043808 285417
25K 0FPPSE 500% 5.00% 500% 5005 500% 500% 5.00% 500%
Fre-allacation - depreciatian 261096 20473541 194,364 1844296 176,208 664477 1661263 160,213.0

Alloestion key 9 3 33 I 33 3 3 9
- - - 70.986.2 67.436.9 64.065.0 60.861.8 57.818.7 54.927.7 52.181.4 43.572.3

Post-allocation

Appendix 11.3: B2B other costs (P&L engine sheet)

B2C Horeca h b i il PEL D e B2C 5 ch I I igs, COGS + i
20134 20207 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P
Fy FY FY FY FY FY FY FY Fy Fy Fy FY

Market perspective

Totalmarket volume - VC adults kg 25000 2469450 2494145 2,519,088 2544277 2569720 2595417 2521371 2547535 ZET4 06D 2,700,801
OF market share - VT in% 00z 103 30 5 i i oz 0% #5.0% #5.0% 1505
Total OF volume - ¥iC adults kg - 246945 748243 125.954.3 750994 ZH2MB 235.4958 0T 3970377 40110501 05,1202
Horeca share in% 0% B0.0% 3003 3000% 3000% 3000% 3000% 00% 00% 00% 3003
OF Horeca output potential [ 756 55459 00,763 12450 186,020 228397 272628 AT 320837 324095
Frives - Cash i carmy [ 200 200 200 200 200 200 200 a0m a0m a0m 200
Frices - Direot g, 200 200 200 200 200 200 200 a0m a0m a0m 200
Frices - Indirect Itkg 200 200 200 200 200 200 200 200 200 200 200
Production capacity constraint
Praduction capacity - ¥C adults kg 3960000 3960000 3960000 3960000 396,000.0 396,000.0 396,000.0 3960000 3960000 3960000 396,000.0
Sold volumes
‘alumes - Cash & camy ka 6519 19,754 33,252 47018 61057 75371 3,965 104,844 105,853 106,952
‘alumes - Dirsct kg - 5519 19,754 23,262 4709 61057 75371 29,965 104,344 105,893 106,952
‘olumes - Indirect kg - 5717 20,352 34,260 48443 52,307 77,655 92,692 108021 10502 110,133
Sales - Cash & camy | - DTN 3960725 BEG0387 940,364.7 12211307 IR0 17983030 2,086387.0 2117455 21380345
Sales - Direct 1 - TOMTO I8E07Z5 BEG0IST 940,364.7 12211307 1507411 17383030 2,096387.0 21174553 21390345
Sales - Indirect | - 1943381 4070444 351914 952,605 12681347 16530974 18538335 2604231 21820034 22038637
Total sales 1 - 395.112  LI97.189  2.015.269 2349590  3.700.336  4.567.934 5452452 6354203  GAI7745 6481923

Appendix 12.1: B2C Horeca sales (P&L engine sheet)

COGS

Direct material - VT adults Ifkg, 15 15 15 15 15 15 15 15 15 15 15
Direct |abor - ¥ adults kg, 18 18 18 15 18 15 15 15 18 15 15
Produstion averhead - VC adults kg, 18 18 18 15 18 15 15 15 18 15 15
Sold volumes - ¥ adults kg, 137666 59,8595 00,7624 W2ATAE 85,0198 228,3967 2T2E2LE 3RT0E 320,887.3 324,0881
Production capacity - ¥C adults kg, 356,000.0 396,000.0 396,000.0 395,000.0 396,000.0 396,000.0 396,000.0 3965,000.0 396,000.0 396,000.0 396,000.0
Total COGS | 5940000 6532668 7735784 8962903 10214385 11490594 1279,1900 14118677 15471305 15566618 15662884

Appendix 12.2: B2C Horeca COGS (P&L engine sheet)
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Mediatoustomer promotion

Costs 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0
Cost per unit - Cash & camy I*kg. 30 30 30 30 30 30 30 30 30 30 30
Cost per unit - Direct I*kg. 30 30 30 30 30 30 30 30 30 30 30
Cost per unit - Indirect. I*kg. 30 30 30 30 30 30 30 30 30 30 30
Sold volumes - Cazh & carry ka. - 65133 13,7536 332619 47.018.2 B1.086.5 75,3704 89,9655 104,844.4 1058928 108,351.7
Sold volumes - Direct ka. - 65133 13,7536 332619 47.018.2 B1.086.5 75,3704 89,9655 104,844.4 1058928 108,351.7
Sold volumes - Indirect ka. - ETIEA 20352.2 34,2536 434430 BZ306.7 TTEG4S JZENT 1020215 1091017 01327
Fackaging costs - Cash & cany - 13.558.0 53,2609 99,7558 W.054.7 133,169.6 2eM2T 2695984 45331 HTETES 320,855.2
Fackaging costs - Direct - 13558.0 53,2609 99,7958 1,054.7 133,169.6 e N2T 2695964 45331 HTETES 320,855.2
Fackaging costs - Indirect - 20,180.7 B1058.7 102,778.7 WH 3291 1887202 2329646 278,075.0 324,064.4 FET306.0 3305781
Total packaging costs ] - 59,266.8 179.578.4 302,290.3 4274385 555,059.4 685,190.0 817.867.7 953,130.5 962,661.8 972,288 4
Cost per unit - Cash & cany I*kg. 0z 0.2 0.2 0.2 0z 0z 0.2 0.2 0z 0z 0z
Cost per unit - Direct I*kg. 03 03 03 03 03 (k3 03 03 03 (k3 03
Cost per unit - Indirect. I*kg. 01 ol ol ol ol 01 ol ol ol 01 ol
Sold volumes - Cazh & carry kg, - 68133 13,7538 33,2619 47,0182 B1,086.5 75,3704 83,9655 104,844.4 1058928 08,3517
Sold volumes - Direct kg, - 68133 13,7538 33,2619 47,0182 B1,086.5 75,3704 83,9655 104,844.4 1058928 08,3517
Sold volumes - Indirect kg, - ETIEA 20,352.2 34,2536 434430 BZ306.7 TR 2897 1020215 103,117 01327
Freight & transportation costs - Cash & camy - 13033 3,950.7 BEO0.4 34038 12213 15,074.2 17,9934 20,9623 211786 3303
Freight & transport ation costs - Direct - 19858 5,926.1 39,4756 14.108.5 13,317.0 ZZEND 28,9836 HA533 HTETE 32,0885
Freight & transportation costs - Indirect 3358 10176 17130 24222 3453 38827 46346 54011 5,455.1 55098
Total freight & transportation costs | - 3.595.5 10.894.4 18,338.9 25,9313 336736 41.568.2 49,617.3 57,823.2 58,401.5 58,985.5

Pre-zllocation I 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000 22,000
Allocation key e A3 33 33 33 e 33 33 33 e 33|
Post-allocation 1 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0 7.260.0
EEm e e —
Pre-zllocation I 260,000 450,000 400,000 450,000 450,000 450,000 450,000 450,000 450,000 450,000 450,000
Allocation key e A3 33 33 33 e 33 33 33 e 33|
Post-allocation 1 §2,500.0 148.500.0  132.000.0 148500.0 148,500.0 148,500.0 148,500.0  148,500.0 148,500.0 143,500.0 143,500.0

Depreciation

FP&E 50000000 47558503 45232420 43020915 40870313 3,832,727.8 36885914 3504613 3,325,9533 3,162,506.1 3,004,380.3 2,354,617
a5 ¥ of PPSE 5002 5.00% 5.00: 5003 5002 5.00% 5005 5.00%
Pre-allocation - depreciation 2151098 204,354.1 1981364 184,429 175,208.1 86,4477 155,125.3 150,219.0
Alloation key 333 3% 33 33 333 3% 33 33%
Post-allocation - - - 70,986.2 67,436.9 64,065.0 60,861.3 57,818.7 54,927.7 52,181.4 49,572.3

Appendix 12.3: B2C Horeca other costs (P&L engine sheet)

B2C Retail ent )G + variable + fix sis

et This tab i B - et ha .
2019A 2020A  Z021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2023P 2030P
g Fr FY Fr g g g g FY FY FY FY

Market perspective

Tatal market volume - ¥C aduks ka. 2445000 2469450 24945 259086 2544277 2563720 2595417 252137 2647545 2,674,060 270080
OF market share - ViC in Liliie 105 i i T a0 o 1305 1605 1605 1605
Tatal OF volume - ¥C adults ka. S MEME  T4EMI 1253543 1730994 TS 296,495 407792 397,977 401,094 405,120.2
Fietail share in 200% 200% 200% 20.0% 20.0% 20.0% 20.0% 200% 200% 200% 200%
OF output potential for B2C Retail kg. - 49229 14,9649 26,190.9 36,6199 4E256.0 67,0992 E8,165.6 794275 20,2218 21024.0
Prices - bulk kg, 200 200 200 200 200 200 200 200 200 200 200
Prices - packaged Itk 200 i) 200 0n 0n 0n 0n 200 200 200 200
Production ¢apacity constraint
Fraduction capacity - ¥C adulis ka. 4030000 4080000 4080000 4030000 4050000 4050000 403,000.0 408,000.0 408,000.0 408,000.0 408,000.0
Wolumes sold - bulk. kg. - 12,2472 Jert ) el E29771 29,0497 NBEITS 1z r4ve 170,289.1 192 569.2 2005645 202,560.1
Yolumes sold - packaged ka. - s T2 629771 89,0497 156374 12,7473 170,389 196,560.8 2005545 202,560
Sales - bulk I - 2463460 T4EZ434 12635430 1780993 8 232 TATER 2,864,568 4 34077822 38713770 4.01030.7 4.061,2016
Sales - packaged i S MESED 42134 12595430 IT0S033  RFMTTE 28643584 3M0R7S22  3ATIITR 4010907 40512008
Total sales ] © 493890 1496487 2519.086 3561988 4625495 5709917  GE15.564 7942754  G.0Z2181  £.102.403

Appendix 13.1: B2C Retail sales (P&L engine sheet)

Direct material - VC adults. Itkg, 15 15 15 15 15 15 15 15 15 15 15
Direct labor - WC adults Itka. 15 15 15 15 15 15 15 15 15 15 15
Production overhead - ¥C adults Itkg. 15 15 15 15 15 15 15 15 15 15 15
Sold volumes - WC adults kg. - 49339 14,9649 25,1909 65,619.9 46,265.0 67,0992 E2,156.8 794276 202218 21,024.0
Production capacity - ¥C adults kg. 408,000.0 402,000.0 408,000.0 402,000.0 402,000.0 408,000.0 402,000.0 408,000.0 402,000.0 408,000.0 402,000.0
Total COGS 1 6120000 626.816.7 6568946 6875726 718.859.6  750.764.9 783.297.5 #16.466.9 #50.282.6 852.665.4 855.072.1

Appendix 13.2: B2C Retail COGS (P&L engine sheet)
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Medialcustomer promotion

Packaging costs

100,000.0

100,000.0

100,000

100,000.0

100,000.0

100,000.0

100,000.0

100,000.0

100,000.0

100,000.0

100,000.0

Cost per unit - bulk, Itka. 5.0 5.0 50 50 a0 5.0 50 5.0 50 5.0 50
Cost per unit - Packaged Itkg. 10.0 10.0 00 0.0 100 10.0 0.0 100 0.0 100 0.0
Sold volumes - Bulk, kg. 123473 T4z BZATT 29,043.7 N5637.4 W2 T4TA 70,3891 1925688 200,554.5 202,560.1
Sold volumes - Packaged kg. 123472 Az 29771 29,048.7 NGEIT4 H2T4Te 170,328 1925688 200,554.5 202,560.1
Packaging costs - Bulk I B1736.3 187.080.8 48857 4452404 578.186.9 TI2739E 8510456 9928442 10027727 1012.800.4
Packaging costs - Packaged | 1234725 3741217 £23,7715 8304363 11663738 14274732 17038511 1386688 5 2,005,545 4 2,025 800 8
Total packaging costs 1 - 185,208.8 5611825 9446572 SEEEREE  RREEEEE 2412138 SESEEEEE SEREEREEE  3,008318.1 30384012

Freight & transportation costs

Frice per unit Itkg. X
Sold volumes - BulkiP ack aged ka. 24,6945 745243 125,354.3 17,0394 2312748 2354353 M0TTEE TITT 4011091 4051202 |
Total freight & transportation ¢os | - 24695 74824 125954 178099 231275 28,549.6 0778 39.713.8 10.110.9 40,5120 |

Management costs

Pre-allocation 22,000.0 22,000.0 22,0000 22,0000 22,000.0 22,000.0 22,0000 22,000.0 22,0000 22,000.0 22,0000
Allocation key 0.2 0.2 03 0z 0.2 0.2 0z 0.2 0z 0.2 0z
Post-allocation 1 74800 74800 7.480.0 7.480.0 74800 74800 7.480.0 74800 7.480.0 74800 7.480.0

Pre-allocation 260,000.0 450,000.0 400,000.0 450,000.0 450,000.0 450,000.0 450,000.0 450,000.0 450,000.0 450,000.0 450,000.0
Allocation key 03 03 0.3 0.3 0.3 03 0.3 03 0.3 03 0.3
Post-allocation 1 850000 153.000.0 136.000.0 153.,000.0 153.000.0 1530000 153.,000.0 153.000.0 153.,000.0 153.000.0 153.,000.0

PP&E 50000000 47556503 45232420 43021915 40870819 JBB2T2RE 3.6985914 35041619 33289528 31625081 30043808 28541617

az % of PP&E G005 G003 A00% G005 A00% G005 A00% G005

Pre-allocation - depreciation 215,109.6 204,254.1 194,126.4 1244298 75,2021 1664477 162,125.3 160,219.0
Allocation key R HH M R M R M R
Post-allocation - - - 731373 69,4804 66.006.4 62.706.1 59.570.8 56.592.2 53.762.6 51.074.5

Appendix 13.3: B2C Retail other costs (P&L engine sheet)

20204 20204 2020A 20204 2020A 20204 2021P  2022P  2023P 2024 20259  2026P  2027P 20289 20299

20204 2020A 20204 2020A 2020A 2020k 20204
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200 04 208 B 04 300 s 200 s 208 B 04 200 00 04 08 04 04 0 200
4 ST amts e men Enesz P semr  mems mess
Gark Gy
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- - - - - - - - SEETeT 0347 9Bl ASOTAtt  ATRI0N0  20wstie 2SR 2emanas
Feriollonaht 10 En o0 En EQ 0 ED 10 En o0 En EQ £ = =) 50 EE 650 50 50
b0 200 04 204 s 00 300 s 200 s 204 s 00 200 Y 00 s 04 04 0 200
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Indires
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Feriotraler
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Appendix 14: Working capital (CF engine sheet)
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CapacitysPPLE+Capex

" ntuoos suv000.0 s0u00.0 Soa0m0.0 so00000 s00000.0 so0000.0 so0000.0 so0000.0 suvo00.a suv000.0 suvuon.a
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B2 spaisrrsiit- 16 e o o s s e s oo o wo o o
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0ot - - - - - - - - - - -
Chango inpraduction sopacity -rami-s dults o arly) igtons wor o o w0 wn wn wn wm wm wm w
Gartof addivinnl cap it -rewde e o 10a t0a 10a t0a 1o 10 10 o o e
Cartaf addivional sapacity somiaduls oans o 210 o z00 z00 200 200 200 o o o
[— \ - - - - - - - - - - -
Capnsomiadutestadules yradution : oo oo oo oo oo oo oo oo oo oo oo
[Coaren | i 7 [ w0 w0 o 00 00 [ i |
[Featatceres e e e e . e e e e e |
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PPAE 1 5,000,000 47555503 45232420 4302,115 4,087,099 3EEETRTS 3635,541.4 3,504,0614 3,328,453, 30425064 3004,350.5 28541617
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Appendix 15: Capacity, PP&E and capex (CF engine sheet)

Financing 13 26 33 401 41 47 43 44 45 46 47
20134 20204 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2023P
Raised debt FY FY Fr FY Fr Fr Fr FY FY P FY
203
20zn
2021
anzz
2023 100,000.0
2024 100,000.0
2025 100,000.0
2026 100,000.0
2027 100,000.0
2028 100,000.0
2023 100,000.0
2030 100.000.0
Total raised debt - - - - 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0 100,000.0
20134 20208 2021P 2022P 2023P 2024P 2025P 2026P 20Z27P 2028P 2029P 2030P
FY FY F¥ FY FY FY FY FY F¥ FY FY FY
Fepayment period no 0.0 oo oo 100 0o o0 0o oo 100 0.0 no

20134 20208 2021P 2022P 2023P 2024P 2025P 2026P 20Z27P 2028P 2029P

Repayments FY FY FY FY FY FY F¥ FY FY

2013 (50.0000)  (50,000.0) [50.0000)  (50,000.0) [B00000)  (50,0000)  (50.000.0) -
2020 [(10.0000)  [10,000.0] [10.000.0) ) [10.000.0) [10.000.0) (10,000.0) (10,000.0)
2021 [noongy  0000.0] [oooomy  0000.0] [10.000.0) [10,000.0) [10,000.0) (10,000.0)
2022 [(10.0000)  [10,000.0] [100000)  [10,000.0] [10.000.0) [10.000.0) [10,000.0) (10,000.0)
2023 [10,000.0) [oooomy  0000.0] [10.000.0) [10,000.0) [10,000.0) (10,000.0)
2024 (o000e)  {0000.0) [10.000.0) [10.000.0) [10.000.0) (10.000.0)
2025 [10,000.0) [10.000.0) [10,000.0) [10,000.0) [10,000.0)
2026 [10.000.0) [10.000.0) [10.000.0) (10.000.0)
2027 [10,000.0) [10,000.0) [10,000.0)
2028 [10.000.0) (10.000.0)
2029 [10,000.0)
2030

Total debt repagment E E —  (¢0,000.0]) (90,000.0) (100.000.0) (110,000.0) ([120,000.0) (130.000.0) (140.000.0) (100.000.0)

20134 20204 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2023P

Balance position: debt outstanding FY FY Fy FY Fr FY Fy FY F¥ FY FY
203 500,000.0 450,000.0 400,000.0 260,000.0 300,000.0 260,000.0 200,000.0 160,000.0 100,000.0 60,0000 (0.0 (]
2020 - 100,000.0 30,0000 80,000.0 70,000.0 50,0000 50,0000 40,000.0 30,0000 20,0000 10,000.0 0o
2021 - - 100,000.0 80,000.0 80,000.0 T0,000.0 £0,000.0 £0,000.0 40,000.0 30,0000 20,0000 10,000.0
anzz - - - 100,000.0 30,000.0 £0,000.0 70,0000 £0,000.0 50,000.0 40,0000 30,0000 20,000.0
2023 - - - - 100,000.0 30,000.0 20,0000 70,000.0 £0,000.0 50,000.0 40,0000 30,0000
2024 - - - - - 100,000.0 40,0000 £0,000.0 70,0000 60,0000 50,0000 40,000.0
2025 - - - - - - 100,000.0 30,000.0 20,0000 70,000.0 E0,000.0 50,0000
2026 - - - - - - - 100,000.0 90,000.0 80,0000 00000 £0,000.0
2027 - - - - - - - - 100,000.0 30,0000 20,0000 70,0000
2028 - - - - - - - - - 100,000.0 90,0000 80,000.0
2023 - - - - - - - - - 00,0000 40,000.0
2030 - - - - - - - - - - - 100,000.0

Total debt outstanding 500,0000 550,000.0 5900000 6200000 6400000 6500000 ©50.0000 6400000 6200000 5300000 5500000 550.000.0

Appendix 16.1: Debt financing (CF engine sheet)
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2023P 2024P 2027P 2028P

FT FT FT FT
Oponing: ¥ zapital 2,000,000 2,000,000 20000000 2,000,000.0 20000000 20000000  2,000,000.0 20000000 20000000 20000000 20000000
Feradinflo - - - - - - - - - - R
Z,000,000.0  2000,000.0 20000000 £000,000.0 20000000  Z000000.0 20000000 E000,000.0  E000000.0  Z0000000  E000,000.0
Opening: Faundor oquity - - - - - - - - - - R
Feradinflou - - - - - - - - - - R
Ferind nutflau - - - - - - - - - - .
Erding: Y Gay - - - - - - - - - - -
0000000 2,000,000.0 20000000 2,000,000.0 20000000 20000000 20000000 20000000 50000000 0000000 20000000 |

Appendix 16.2: Equity financing (CF engine sheet)

P&L + CF Forecast

Saler-EZE
Saler-EEC Hareza
Salor - B2 Fetail

Saler - [Flacehalder]

lax
COGE-BIE
COGE-B2CHareea
GOGS-B2GFotail
COGE - [Flazehalder]

T

Grarr marain
Medial zurkamer promatian
Fackaqing

Freight & tranrpartation

o cmrtr

Manaqement
SGHA
R&D

Tutal fixad cartr
EBITDA

EEITDA marqin
Dioprociation

EEIT
EEITmar.

Inkorort sxpenre
EET
Inzame tazar

Hetinzame

20204 2021F
FY
- 522,208 1,200,871 1,331,154 13154 1321454 1321454 133154 1321454 133154 1,331,154
- 395,112 1197189 2,015,269 2,549,590 3,700,596 4567934 5,d52,45% 354,203 5,417,748 5,451,923
- 493,590 1,496,457 2519046 HEELE 4525495 5,709,817 5,315,564 7,942,754 HIEE1E1 EALEEUE]
- 17,318 3894543 EEEE5Y  TTAZTIZ SE5T.M45 12,599,178 15,4624, 111 IS ITIAE 15,415,488
(84,1541 (233,004 (409, 554) (432,550) 434,550 (434,550) (438,550 (432,550) (438,550 (432,550) (432,550)
(5a4,000) (552,267) (172.574) [296,290) (1.021,429) 11,149,055) 1,279,180) ,411,268) (15470200 [LE5K.662) 1,566,222
(612,000) (626,517 1656,595) (557.573) (T15,5600 (750,765) (783.29%) (316,467) (350,253) (352,665) (355,072)
(1,295,159) [1,51,102) [1,240,072) (2,028,412) (2175,8480  (2338,374) (2,501,03%) (2,666,£35) (2,235,86%) (2,247,577) (2,359, 5H1)|
[1,245,15%) (95.T9Z) 2054476  ELEAL 08 556X EIZ  THEET AT AT 18932285 1Z.TIZ14F 12,923,243 13855569
T B3 g TEn Thx T e 23 s 24
(300,000) (300,000) 00,0000 (300,000 [300,8000 (300,000 (300,000 (300,000 (300,000 (300,000 (300,000)
(534,000) (535,476) (1,334,761) 1,246,945) TERIEA (BEEEEN) (2,526,409) (3,375,704) (3,931,663) (3,970,350) 14,010,630
- (1,674) [¥1,459) (45,464) (55,2701 (71,300 134,647 [9%,224) (112,068) (12,042) (114,027
3ad,000) 11,150,149) [1666,219) (1,592,411 (ZAZLASAY (660,850 (3,2H,056) (3,771,929) [4,243,729) 4,344,021) (4,424,718
(E2000) (E2000) (22,000) (22,0000 (22,0000 (22, 000) (22, 000) (22, 000) (22, 000) (22, 000) (z2,000]
(250,000) [450,000) [400,000) [450,000) £450,8000 [450,000) (450,000 (450,000 (450,000 (450,000 [450,000)
(448, 000) (548, 000) (745, 000) (748,000 746, 000) (748, 000) (748,000 (748, 000) (748,001) (748, 002) (748,003)
(715,000) [1,115,000) (1,165,000) [1,21,0000 [1,215,0000 1,215,000) [1,215,000) 1,215,000) 11,215,001) 1,215,002) 11,21,003)]
(2,907,159)  (2,363,941) (779,743} 1,832,684 3,439,724 4,678,911 5,942,356 230,417 2,454
16T -z 183 29 o i Adz: iz iz A7
(244,350 (232,40%) (2210541 (245, 140) (204,354) (18d,438) (42,4300 (475,20%) (488,44%) (1544250 150,219)]
(2AE1,509) £2,596,350) 1,000,794) #HTETE 2,020,075 2,245,504 4,494,421 ETETME 7062970 763,054 TE6zEH
“1eEx -z W 2 k2 223 diz a5 5z L=
(19,2500 (E1033) (22,417) (E5,600) (26,0000 (26,000) (25,6000 (24,5000 (23,6000 22, 000) (22,000)]
(2,170,754) (2,647,343) [4,023,211) 791,575 1,994,075 3,219,584 ERTEx ] 5,742,548 7,040,370 7,141,054 7,240,631
Taz.690 54,346 255,503 187,394) 145,519 [504,396) 117,220 [1,435,547) (1,760,052) [1735,264) 11,10,158)]
(2.3TH465)  (1LA6383T)  (TET.464) E43.8H LASEESE  Z.41ddEt 2,354,664 4,306,764 5248277 £.355,784 473

Appendix 17.1: P&L forecast (output sheet)

Hetinzame
Diopro ciation
Changeintrads rozeivabler

Hat cark i

mparating acti
Capes

Debtinruanze
Dokt pay-dound repayment
Inzrears I capital

D

ondr paid b ar exit of Y6 Fundr
Increare faunders capital
Dividendr p aidtaor exit of Faunders

Hat cark pra:

2024P
Fr
(2,374,064) 1,962,037) (76T, d0%) 593,881 1,495,556 241,688 351,661 4,306,761 5,E#0,277 5,355,741 5,430,473
244,350 232,408 221,051 215,110 204,354 194,126 184,430 175,208 166,448 15%,125 150,219
- - - 1154,292) (157, 341) (160,435) [163,575) [166,762) (1,751) 1,565) -
(2,133.720)  (LT3,429)  (54%,357) 54T 1542562 1,359 3,3TL515 4,315,247 5,434,974 5542 5.5E0.692
- - - o o ] o ] o ] o
- - - . . . L) . . L) .
QLX) 0,000 100,000 QLI QLX) LI 100,000 0000 1,200 100,000 W00
(50,000) (50,0000 70,0000 CE0000) 90,000) 100,000) 0, 800 120,000) (1E0,000) 140,000) 0100,000)
. . - -
(2,083,720) [1,690,624) (516,357) £74,79%8 1,552,564 2,448,589 3362515 4,295,207 5,404,974 5462043 5,550,692
(083,719.6)  (27743486)  (Z290,7060)  (2EI59075)  (1063338E) 13950513 47475665 9,042,775 4,447,475 19,400,795.3 25.,490,457.4

Appendix 17.2: CF forecast (output sheet)
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Indicative DCF

EBIT £ (3,151,509)  (2,596,350) (1,000,794) 817,575 2,020,075 3,245,584 4494481 5767148  7,063970 7,163,054 7,262,631
Income taxes € 792,680 554346 255303 (197,994)  (498519)  (304,896) (1,117,220) (1,435587) (1760,082) (1,785,284  (1,810,158)
EBIAT € (2,358,819)  (1,942,004)  (744,991) 619,581 1,521,556 2,440,688 3,377,261 4331561 5303877  5377,7M 5,452,473
Depreciation € 244350 232408 221051 215110 204,354 194135 184,430 175,208 166,448 158,125 150,219
Capex € - - - ] ] ] ] ] ] ] 0

Change in trade receivables € - - - (154,292) (157,341) (160,435) (183,575) (166,762) (11,751) (11,888} -

(Unlevered-) FCF € (2,114,470)  (1,709,595) (523,941) 680,398 1,568,569 2,474,389 3,398,115 4,340,007 5,458,574 5,524,048 5,602,692

Period Years 1 2 3 4 5 6 7 8 k] 10
WACC % 20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
Discount factors. 0.83 0.69 0.58 0.48 0.40 033 0.28 023 018 0.16
FCF perpetuity growth % 1%
PV FCF (Ending FY2020) € (1424663)  (363,348) 393,749 756,447 994,402 1,138022 1211216  1.269,490 1,070,597

Terminal value (growing perpetuity) € 4,762,453
PV FCF including perpetuity € (1424683) (363 348) 393 749 756,447 994,402 1138022 1211216 1289430 1,070,597 4762453
Enterprise value € 9,807,866

Debt outstanding € 550,000

Equity value € 9,257,866

Appendix 18: Indicative DCF (output sheet)

Effective market shares

Comment. This provides an overview of OF's effective market shares for premium and totai/standard adulfs in the respective geographic market. Volumes
Effective OF market shares (adults only!) Portugal
Volume sold - premium - 226,718 320,579 416,285 513,883 613,401 714,848 721,99

Volume market - premium kg 4890000 4941345 4990758 5040666 5091073  5141,883 5193403 5245337 5207791 5350769 5404276
Volume market - total Y ke 15,380,000 15549180 15720221 15893,143 16,067,988 16244716 16423408 15604085 16788710 16971384 17,158,049
OF market share - Premium % 0.0% 0.9% 27% 45% £.3% 8.14% 9.9% M.7% 13.5% 13.5% 13.5%
OF market share - Total % 0.0% 0.3% 0.9% 14% 2.0% 26% 34% 7% 4.3% 43% 42%

Appendix 19:

Form
Semi-adult Bulk
Semi-adult, seed Bulk

Adult Bulk

Adult Bulk, packaged

nne

B2B

B2C Horeca
B2C Retail

Appendix 20: Products per product channel
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Consumption FY2020 (in kg.)

Premium  Premium share

Italy 55,510,000 5,084,000 9%
Spain 45,800,000 6,720,000 15%
Portugal 15,380,000 4,890,000 32%
Denmark 8,140,000 1,870,000 23%
France 5,670,000 5,670,000 100%
UK 3,970,000 913,000 23%
Netherlands 2,210,000 1,420,000 64%
Germany 791,000 18,000 2%
Switzerland 529,000 - 0%
Belgium 398,000 - 0%
Sweden 104,000 9,000 9%
Austria 82,000 - 0%
Norway 26,000 20,000 7%
Finland 10,000 - 0%
Iberia 61,180,000 11,610,000 19%
Total 138,620,000 26,614,000 19%

Appendix 21: Clam consumption data for European countries and regions

Section
1. Inputs

Description

Collection of sheets that
include input cells for
relevant data inputs.

Function
Provision of essential data to feed
the engines.

2.1 Engine - P&L

2.2 Engine - CF

2.3 Engine - Market

Sheets that include all
relevant P&L items for the
product channels.

sheets that include all
relevant cashflow items.

Sheets that produce
volumes of the total and
premium clam market.

Specific P&L calculations that feed
directly into the output section.

CF calculations that feed directly
into the output section.

Production of figures needed to
calculate market output potentials
in P&L engines.

3. Outputs

Collection of sheets that
include relevant outputs.

Production of key figures for
scenario evaluation,

Appendix 22: Overview tool structure
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