B I O PH: 610-585-7901 EM: Dawn@point2performance.com
www.linkedin.com/in/dawnpelon

Dawn Pelon has over 30 years of experience in the integrated brand and channel
marketing communications industry. Experienced marketing professional who has built a
career based on the principles learned early on by working at the Ritz Carlton and other
performance improvement organizations. Taking the belief that the brand is built from the
Inside out and the customer experience is the destination her career has been built with
some of the strongest legacy brands in the world. Developlnlg and executing go-to-
market strategies and exceptional customer experience for B2B and B2C markets.
Background in strategy development, implementation and execution as well as
measurement and analysis. Known for team building and leadership among staff,
partners, distribution networks and suppliers. Strong and consistent presence in industry-
related circles and communication skills tailored to various levels.

She enjoys marketing and communications since it requires an intense level of creativity,
constant audience engagement, and plenty of energy for motivating and educating
internal teams as well as the external sales channel hetwork while keeping the end
user’s needs as the primary goal.

Dawn has been a managing partner of Think3 Marketing since 2016 which the agency
focused on agriculture, food marketing and sustainable clients. Currently she is the
Principal Brand Builder at Point2 Performance which focuses on fractional CMO services
which assists org\am_zahons hone in on efficiencies of team structures, Al implementation
and leadership. Additionally, She has worked with industry-leading companies in the
automotive, manufacturlngB agricultural, and technologg sectors such as CNH Industrial
ﬁNew Holland), Mercedes-Benz, Navistar, Ford Motor Company, General Motors,

enovo, AOL and consultln%compames Carlson Marketing Group and Maritz
Performance Improvement Company.

Dawn shows leadership qualities in both her business and professional life as frequent
industry conference speaker and as a past five-year Board member of the Philadelphia
American Marketing Association. She received her master’s from Michigan State =
University and her undergraduate from the University of Michigan. Certified Al specialist.
She is advocate for a sustainable future and land préservation.
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Case Study

Launching a product
line from scratch

Help newly formed Agricultural Solutions with naming
and branding their product line, introducing themselves
to the market and driving leads/sales.

Strategy Activation

» Analyzed category, market, and » Brand architecture
competition to help identify

" * Product naming
marketplace opportunities.

. * Logo creation
» Developed brand positioning,

identified unique selling » Mission and values statements
proposition, and determined key - Package design

messaging that simplified a
scientific concept for a broad
audience. + Sales materials

* Website development

» Created brand architecture and  Trade show booth design
|
product pomenc ature . Advertising
for consistency and impact.
» Developed strategic launch plan * Public relations
with measurable short- and long-

term goals.

FEED THE
MICROBES, .

Imm:ﬂu_r;_tﬂg}cranu .
oo ckod el
7 - WEMAKE P R

MICROBES MIGHTY _J &' PreBiotech”

B bl wr apped @ merd s ing

More muscle for your
crop production

By providing existing soil microbes with food and |
onorcy, CrabLie™ naturally and safaly Improves g
soil health by enhancing the beneficial microbial
community in the soil so plants can thrive. The key (N
ingredient is naturally derived crustacean meal

Scientifically proven to stimulate the soil microbiome,
particularly microbes associated with the biological

cortrol of plart pathogens and parasitic nematodes,
crustacean meal improves soil health for greater oot
and plant vitality. Adding CrabLife to an existing
production program increases nutrient uptake and root
development, for increases to stress and maximum crop
. yield across various growing locations and soil types.

in year one sales

\f,\ Agricultural
Solutions

[ et 1]
Ty

ADD MUSCLE TO YOUR CROP
PRODUCTION WITH MIGHTIER
MICROBIALS IN THE SOIL

A Foliar Supplement
Comprised of A

Micronized Blend of
Crab and Lobster Meal

W' PreBio

Net Weight: 1Ib (0.45kg)

“»n




Case Study

Rebuilding a reputation

Update, enhance and reintroduce the Clean Water Environmental brand

after emergence from receivership, a history of non-compliance and a

negative industry reputation.

Strategy

Conducted a competitive analysis,

as well as customer surveys to
determine CWE’s market position
and current trends.

Developed a strategic plan to
contemporize the brand and
communicate new corporate
values, practices, facility updates,
etc. to the industry, employees,
and community, with emphasis on
sustainability.

Activation

* Mission, vision, and values
development

* New logo, tagline, and corporate
brand standards

» Website

- SEO

« Trade advertising
= Public relations
+ Social media

* Industry association involvement

S2MM+

in new business revenue
and enough interest that CWE
had to turn business away

Existing customer relationships
were secured and employee
engagement was renewed

CWE was acquired in 2023 and our
private equity partners were thrilled.

BRAND
GUIDELINES

Z

A

v,

OUR PASSION IS

YOUR PEACE OF MIND
A ma

Our commitment to innovation, service excellence,
safety, and to the environment lets you rest easy
knowing your waste management needs are met

with the compliance and care you expect.

YOUR FULL-SERVICE THE CWE MISSION OURVALUES

WASTE MANAGEMENT Applying innovation, long-term « Safety « Responsiveness
PARTNER expertise and technological prowess,  + Community + Innovation

Your confidence comes from our we endeavor to creatively provide - Ecology « Profitability
experience. Experience with state, our clients, associates and the * Trust

local and federal regulations. community with the peace of

Experience with leading-edge waste  mind of knowing that their waste
: " —_ —
treatment technology. Experience materials are being managed with
with safe francnortation. Clean Water  the utmost safety, compliance and
nurture for the environment, R ST KV IRONTAL

Integrity to our people-oriented
and ecological principles is the

—-— primary reason for the execution
_— of this mission.
———

CLEAN WATER ENVIRONMENTAL

cleanwaterenv.com

CLEAN WATER
ENVIRONMENTAL

PASSIONATE
ABOUT THE ENVIRONMENT?

WE HAVE A UOB FORYOU.

TANKER DRIVERS LAB TECHS WATERTREATERS GENERAL LABOR

CLEANWATERENV.COM/CAREERS | 1-833-JOIN-CWE

4



Case Study . | l: ': !E!.,}J!Ig
Creating momentum | E

for customer events

Generate attention and sales for two Colorado Boxed Beef brands — High
River Angus and Diamond Reef Ocean Products — at an annual customer

food show.
Strategy Activation Performance
«  Created a collegiate culinary « Brand and logo development 2 5 0/ sales
competition with a local culinary . . s
institute to garner excitement at Booth décor o Increase
the trade show booth. + Branded merchandise from previous year
* Demonstrate good corporate » Website (ignitecompete.com) Large crowds and excitement...is too much

citizenship by providing « Public relations attention that bad? o
scholarships to the winners. L ; \
» Social media

. Eng.age? CE;E cusitogne.rsdby As a result, IGNITE is now a COLLEGIATE CHALLENGE
esignating them fo be judges. legacy program for students and ;

protein brands to go to market.

* Promotional video

HIGH RIVER
ANGUS* DIAMOND REEF

OCEAN PRODUCTS

Watch the Video: IGNITE Collegiate Culinary Challenge



https://www.youtube.com/watch?v=e-DwXbmsZ1U

Strategy

Case Study

Attracting the best and brightest
in agriculture

Promoted Timac Agro USA’s Accelerated Leadership Program
and recruit talented, high performing employees to their organization

Performance

All program slots
filled

with qualified candidates from a
significant global pool

Activation

Leveraged the power of « Social media
digital media and ‘out of the
box’ visuals to break

through clutter.

» Digital advertising
* Website

Delivered targeted, * Public relations
empowering messaging to

dult audience. . . .
ayoung aduft audience Redirected HR recruitment strategies

to focus on branding from the inside
out.

People are the best resources to
invest in.

2

1

+ Follow

,,L Accelerated Leadership Program

Ready to make a difference? Join Team Timac Agro USA in shaping the Agriculture
Industry. Our Accelerated Leadership Program will ignite your career skills and

prepare you for a rewarding career. Make a change today, apply now
https://Inkd.in/eVUePNU

#TeamTimac #WorkWithTimac #ThinkDifferentFarmBetter #Timac #TimacAgro
#TimacAgroUSA #Farming

p [ Accelerated Leadership Program + Follow =+

Career running flat? We are seeking finance and sales candidates! Think HIGHER
with Timac Agro USA! We will help you develop rewarding skills in the agriculture
industry. Join our new Accelerated Leadership Program to raise your potential,
increase your career strength and establish a rewarding presence in the industry
Now is the time, apply today!

https://inkd.in/eVUePNU

T - N
( Visit website &

Accelerated Leadership Program

sboro, Pennsylvania

I E——
)

) ( More

N e dronme e AN

p ’ . Accelerated Leadership Program + Follow =+
{ )

Ignite your spirit! Introducing Timac Agro USA's new Accelerated Leadership
Program. BIGGER skills, HIGHER potential and EXCITING opportunities. What are you
waiting for? Apply today!

https://Inkd.in/eVUePNU

#ThinkDifferentFarmBetter #Timac #TimacAgro #WorkWithTimac
#TimacAgroUsA #Farming




Case Study
Easing adoptability
concerns for new technology

Effectively communicate the key benefits of AgroFresh’s new ActiMist technology
(simplicity of use and effectiveness) in order to generate awareness and provide a tool
for the sales team to use to drive sales.

Strategy Activation Performance
«  Developed visual animation to « Animated explainer video Increased
emphasize the simplicity and s . s sac
« Sales materials
highlight the key effectiveness a Cq uisition
benefits of ActiMist storage + Digital asset updates by warehouse managers
fungicide application for and commercial growers
produce. of produce
*  Leveraged the brand equity
AgroFresh has with well-known Product and service extensions
SmartFresh to gain credibility maximize sales touch points.

for the new technology.

/__—_\
ActiMist

https://www.youtube.com/watch?v=F9CksF2xFkQ

Eercrry
Penetration

Agro

» Highly trained professionals
» Data analysis
« Same service providers as SmartFresh

ActiMist
an Agrofresh solution

e ‘
ActiMist (Q A (V N

v
ActiMist FDL Foggable Fungicide i}‘;

Simpler. Faster. Better.

Smart, Effective
Fungicide
Application

oottt ot kDU KA rrctle < .



https://www.youtube.com/watch?v=F9CksF2xFkQ

rand Strategy

2016 National Advertising Brand Platform Launch — Equipped for A New World. Fully integrated campaign
print, TV, digital, social, OOH, radio, internal & external, partner extension

MAN MOVES MACHINE,

ANEWWORLD
DEMANDS
NEWHOLLAND.

g e
PR <

AWELCOME SENSE OF PREDICTABILiTy

\N AWORLD OF UNKNOWNS

MOUNTAINS E MEANT

TO BE MOVED.

184 lkes
wstanalandD7 This is what fm takn about
o




Brand Strategy

2015/16 Canadian Curling Creative Campaign — Print, TV, Digital, Event, Retail, Social

First part of headline slides down curling lane toward tractor.

HERE'S TO GROWING INTHE TR\

Type settles in front of tractor

HERE’S TO GROWING IN THE FIELD
AND THROWING TO THE HOUSE.

A Haland, e y e ddcaon bor o 120y of HERE'S TO THOSE WHO MOVE ROCKS

AND THROW STONES.

f all:the support of your local New Holland dealer. =

Proud sponcor of

CURLING
Rlon G Smm

Proud sponsor ot

CURLING
T (SN

E°S TO GROWING TN THE FIE\R

SERY
AND THROWING TO THE HOUSE.

TV:
https://www.youtube.com/watch?v=GOOp-kxoqrE
https://www.youtube.com/watch?v= U413gUZHJw

Followed by second part of headiine.

s

' HERE'S TO GROWING TN THE PR\ ‘\,_.

AND THROWING TO THE HOUSE.

Logos and CTA up.

LEARN MORE »

CURLING
| CANADA &% new HowAND &5 New HOLLAND


https://www.youtube.com/watch?v=GOOp-kxoqrE
https://www.youtube.com/watch?v=_U413gUZHJw

Brand Strategy

2014 National Advertising Brand Platform Launch — SMART Stories
partner extension
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Celebrate #AgDay2015 0
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HIS VIS L.
NEW HO gl

FARMABRRAL

Slﬂlltu{

. Print, TV, Radio, Digital, Social, Event,

EFF KERFOOT
""RDGKY MOUNTAIN EQUIP)

Youtube & TV: https://www.youtube.com/watch?v=PXDmaK10Vts&Ilist=PLV-

FYLhYWQAhY2y2WNtomje4eE3StYKdg

JU
PRODU
-
- 1 i
ISTANDARD
! |
E :
; e


https://www.youtube.com/watch?v=PXDmaK10Vts&list=PLV-FYLhYWQAhY2y2WNtomje4eE3StYKdg
https://www.youtube.com/watch?v=PXDmaK10Vts&list=PLV-FYLhYWQAhY2y2WNtomje4eE3StYKdg

Brand Strategy

Sponsorship and Partnership Activation:

Partnerships Negotiated (Greater than $50,000 in Value Annually):
NASCAR (Official Tractor) = $500,000

National Cattlemen and Beef Association (Member Affiliation) = $380,000
Curling Canada (Title Sponsor) = $300,000 IE A
Growth Energy (Member Affiliation) = $250,000 - "
Realtree (Licensing and Media Barter Agreement) = $150,000

Future Farmers of America = $100,000

Alliant Energy Center (Naming Rights) = Initial + $100,000 + Equipment
PA Farm Show Complex (Naming Rights) = $100,000 + Equipment
All Aboard Wheat Harvest (Title Sponsor) = $63,000

Great American Wheat Harvest (Movie Placement) = $50,000
Florida Georgia Line (Barter Agreement) = Equipment
International Speedway Corporation = EQuipment

r ; .

s
rvesi
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Brand Strategy

2012/13 National Advertising Brand Platform Launch — My Service. Print, Radio, Digital, Social, Event

50,000 My road ahead. My Service.

WOITY-| rree miles

with e e St Savricn

mmmmmmmmm

Warcmdea s

My snow shoes.
My Service.

My comfort zone. My Service.

At Mercedes-Benz, we're taking customer care to thenextk?d

LEARN MORE ABOUT MY SERVICE »




Brand Strategy

2012/13 National Advertising Brand Platform Launch — Mercedes-Benz Sprinter. Print, Radio, Digital, Social

We earned best-in-class payload capacity,
but there was one serious challenger.

The swerage i iy weight
[— Ry up 20 bustieg 11
et nd seing e respsct of cne of sebure's hardsst meters. Everfenm aspies,
awsbest, sustatenis v o moinrepel in recat volsptis quiders sind Folnre spenm Sgitsts-

We earned Best-In-Class standing height,
but it was a tooth and nail battle.

e other

|

We took best—in-class fuel efficiency,
but the competition was fierce.

up
uuuuuuu v mtpericrm {he incredishe comel b var 20 i

as aﬂvanced adapfabglity g0es,

Best-In-Class cargo space,
d some heavy competition.




Brand Strategy

2012/13 National Advertising Brand Platform Launch — Freightliner Sprinter. Print, Radio, Digital, Social

FREIGHTLINER DRIVEN LIKE YOU.

: R s, |

DRIVEN LIKE YOU. DRIVEN LIKE YOU.




Brand Strategy

Ensured execution on process improvements and customer front of mind implementation. Developed and executed long
term customer & dealer experience strategy including ecommerce, “ease of doing business”, education tracks and
communication protocols.

Defined new business segments and conquest strategy to expand revenue base. Focused on top line growth and market
leadership, responsible for revenue and PBT goals.

Conducted brand overhaul and new dealer development initiative for future growth opportunities.

Developed ancillary top line growth opportunities to grow business to a 28% increase in revenue.

Achieved best in class customer support metrics and industry excellence in call center performance.

Parts Recovery Program Accelerated Program Kitting Capability Launch
R KIS MLTARY KT _ Custom Sowomons |||

———

UpTime® Parts :

uptime with as many supplier

Less Ci Inventory Accurate Repair Orders

UmeEsﬂ:slﬂmlmmpﬂs-E fexibie to age
their inventory, job performance and 3 partner with our

ight kitting solutions so that their
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PROGRAM BENEFITS FOR DEALERS PROGRAM BENEFITS FOR CUSTOMERS

Four easy sizps

Maximize UpTime Parts Refurn Program
UpTime Parts — Kitting Capabilities

pans o - 2 purcnasing

1
istory with you.

e cog s cregteg ‘account, v ing
UnTime Acceleraied oFings o by manual check Custom Bag Labeling
‘Special Fackaging
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Brand Strategy

Design a global event marketing strategy and guideline process to ensure consistency in brand,
execution and measurement

Event Marketing Guidelines | Purpose 1.1

Purpose
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Product Go-To-Market Materials

Go-to-market strategies manifest in various avenues such as e-commerce, distributors, white-label and retail
partnerships. Working with brands that are looking to fortify their avenues that deliver them direct to end users,

influencers and affiliated partners.

Default sorting v

Choose your shopping experience.

SHOP AT THE FARM * SHIP TO HOME

Shop at the farm store in Hershey, PA or Place a Select from our meat products and have them T,
Beef Filet (Filet Mignon) Porterhouse Steak T-Bone Steak

PICKUP ORDER. shipped directly to your home. _
Q 7 Q \ Q

_ e

NY Strip Steak Rib Steak Ribeye (Delmonico)

ABOUT BOW CREEK FARM

Beef Perfectly Bred and Raised for Excellence.

As first generation cattle ranchers, our passion for cattle and the beef
industry grew over many years. We created Bow Creek Farm Beef to
bring an exceptional product to consumers craving high-quality beef.
We know what it takes to craft premium beef. Raising superior cattle
with a specialized diet in a low-stress environment is the formula we

P Q Q READ M Q

use to provide some of the finest beef available.

LIVER

Exceptional beef starts with exceptional cattle. For us, that's Red
Angus. Like Black Angus, Red Angus are known for high marbling
and tenderness carcass traits but also known for their calm
disposition, efficiency of weight gain, and calving ease.

17



Product Go-To-Market Materials

HELLO
YELLOW!

Unlock the Potential of 0

HELLO Longer-Lasting FreshnessY
YELLOW! ¢ :

o Ripelock

an AgroFresh solution

« Offer freshness that lasts A

Qur bananas stay fresher a

Retail Technology by AgroFresh Y e : e it

you and mare time for your family to enjoy them.

Agro|

Say YES to FRESH!
[

Communicating an existing yet struggling
https://www.youtube.com/watch?v=Ta GseBHtww for adoption across several sections of the

supply chain.



https://www.youtube.com/watch?v=Ta_GseBHtww

Product Go-To-Market Materials

TERSIELD
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| MasiSegE m

Introducing a new product

technology to a new market and

crop.

DON'T STRESS OVER YOUR CROP.
- We've got your seedlings protected.

B
LandSpring*

LandSpring™ is the new pre-transplant
technology that helps you:

1. Support seedling quality through
transplant and transport

2. Mitigate the impact of transplant
{ ’ stresses in the field, such as heat, cold,
‘ disease, insect damage and more

3. Achieve a healthier and more
productive crop

Easy, flexible application with existing plant house equipment.

INTRODUCTORY OFFER: Buy One, Get One Free.
Every order. No minimum purchase.

To learn about LandSpring, redeem the BOGO offer, view a live

application or get customized pricing, visit LandSpring.info.

Agro

it i iy bt sk s s e et s on P process.

gt cr fomuatin in o withay et ACROFRESH TAGHAATES F MY WALEE EXFESS O NP WHETE FEAIDIE

umnmauﬁmmnammumnum&:mmnmmmmnumunrwwuwﬁzmmmuﬂm
I ihts e,

Protect against transplant stress
and yield loss with LandSpring.

V«LandSpring“

an AgroFresh solution

A Novel Tool for Managing Transplant
Stress that Produces Plants with
Greater Yield Potential

Stress Protection
_for Seedlings

Protect your plants from the predictable stresses
of b plant, t port and envir tal
conditions with LandSpring™. Just one easy
application prior to transplanting gives plants
a better start with greater yield potential.

Visit landspring.info to learn MARK HOOPER
more about plant stress & how  markhooper@agrofresh.com
to protect your seedlings. 610.750.0628

4 =  TIM MALEFYT
v‘a ndspr]ng tmalefyt@agrofresh.com
a

m AgroFrash solution 267.608.0540
Trademark of AgroFresh Inc. AL GREEN
:umnym reserved. Imdsmnwi. a l'ﬂ = BaEE
ecH-copheow e et 515.371.3138




roduct Go-To-Market Materials

Don't Stress Over Your Watermelon Crop.

We've Got Y

V
N TandSpring:

an AgrofFresh solution

Stress Protection
for Melons

~

= Better Seedling Survival
= Larger and More Consistent Fruit Set
« Earlier Harvest and Better Quality

= Greater Yield

FASTER ESTABLISHMENT AND VINE COVER

UNTREATED

LMD
WATERMELONS - 14 DAYS FROM HARVEST
J )

72~

| e

Stress
Protection
for Seedlings

11

Protect your plants from the predictable
stresses of transplant, transport and
environmental conditions with LandSpring™.
Just one easy application prior to
transplanting gives plants a better start
with greater yield potential.

our Seedlings Protected.

= Better Seedling
Survival

= Larger and More
Consistent Fruit Set

* Earlier Harvest and
Better Quality

Visit landspring.com to learn more about
plant stress & how to protect your seedlings.

%.andSpring
an AgroFresh solution

MARK HOOPER TIM MALEFYT

AL GREEN

610.750.0628 267.808.0540

5153713138

%ﬁpﬁng'

an Agrfresh solon

" .

LandSpring
for Melons

LandSpring helps vulnerable
seedlings survive and flourish

d AgroFresh

LandSpring Delivers
Faster Seedling Recovery
More Uniformity
Earlier Harvest
More Yield
Higher Quaity

LandSpring benefits watermelons

Lantring helos protect Watermelon Seediing Survival
the Gptimum growth rte of

A S rduction in Watermelon Moraly 5520 valus|

Faster Early Season Growth, Larger Plants

Agro

T MALEFYT
[LandSoring rdormation and custom pricing)

agrotresh.
ey

Landspring.info

Agrol

%Smm‘

a0 Agrofresh soLion

Introducing a product to a new
market and crop.



Product Go-To-Market Materials

New product materials to position along current product line and show
advancement in technology.

FreshCloud® Transit Insights

Powered by Verigo™

Increase visibility of your
fresh produce supply chain
for maximum produce quality

Aaning e e of resrress

How it Works

Select a Product

Continuously

Features

ALERTS
Get notified of temperature excursions
with email or SMS alerts.

REPORTS
Get a complete look at your session data
with PDF and CSV reports generated with
one touch

CLOUD ACCESS
All records for your company are stored
on a cloud stte, access from anywhere
With an internet connection.

PRODUCT LIFE PROFILES
Monitoring a wide range of produce

is made easy with access to over

20 default product lfe profles, ranging
from strawberries to spinach.

FreshCloud

® Transit Insights
Rbmbrietes

The Problem

As produce moves from farm to store,
variations happen. The resut? Changes
in qualty and shelf ife that are largely

invisible to the supply chain. Over $358 losses in the érden
worth of produce shrink is seen as a cost supply chain “Predictive Screening SAMPLE COLLECTION INSTRUCTIONS Rl :

of doing business. The main culprit is
time-temperature exposure, which is
invisible o the naked eye until it's too late.
When it comes to qualty, you can only
manage what you measure.

TRANSIT

cur-To-cooL cooLing

12%

@

DISTRIBUTION

ActatTomp S2-45F A Tomp: 245

The Solution

You care about the quality of your products. Maximurn shelf ife
and quality are key to satisfying your customers and maintaining
a competitive edge. The Pod Qualty is the first sensor smart
enough to translate recorded conditions into continuous qualty
insights. Whether you're concerned with cooling time, transit,
distribution or sales, Pod Quality provides the actionable
information you need to minimize losses in the supply chain
and maximize final quality of your products.

At e 340Gy

Pod

Quality

AgroFresh

‘D FRESHCLOUD™ PREDICTIVE SCREENING

FreshCloud

STEP 1: Select Honeycrisp Apples

2. Takey: t1am, ¥

3 froma.
distinctareas of anindvidual orchard bock (otal of 40 apples,  replicates).

STEP 2: Propare Samples Immediately After Sample Selection

2. Puton loves (supplied).
b. Take a small 1-incF Long pee! segrent from a andom area of the equator
of each fuit and immediately place inthe sampling bags (supplied)
10 peels pr replicate in each bag). For best sampling. try an lay the
apple peelsin the samping bag, Without to0 much overlap.

withthe peel sampies.

‘orwith a oling pin unti some uice cormes out of the apple peets.

e 4 an
the samples are resdy for RNA sampiing card application.

‘STEP 3: Let Stand and Ship

Then place in
bag with desiccant gl pouch and seal.For best resuls, plan to ship
Samples within 24 rours after sampli

b. Ship samples in the pre-paid FedEx envelope.

o ey s
o et il pa o oo
NNV quostons? Contact your — LT
T Coe ‘grofreshroprosentaoor e sosing e i
Farmichus, WA 94 visit agrofresh.com/contact-us. 130 Technology Center Way com/contact-us.
ettt s

)
G card onalo ach eicate i
—_—
s Yoo oo e i
oo . D o o 5 o o i

ANALISIS PREDICTIVO FRESHCLOUD™ INSTRUCCIONES PARA TOMAR LAS MUESTRAS
PASO 1 Selecelone las manzanas de la vriedad Honeyerisp

3. Tomela muesta entre s 6 s 11 am. aes de que comiencen
las horas mds caurosas de .

v

& Péngase los quantes que estin ncluidos),

repetiones, Para consequi una mefor muesta coloaue 05 70205 de el bien

. Agregue el butfer ge exraccion (proporcionado en cada una de a5

. Titure a muest

. Una vez qus i muesira se haya trturado, y se ha mezclado el buffe”y el jugo.

ARN (que estan incuidas

I . Etquete  tareta de musireo de ARN con el nombre del huerto, o pombey o
lastaretas,hay 4 ciculos,y cada uno de elos e para cada una de s 4 repeticiones.
9
@ incluid),
Ploeta impia. Und vez erminado este procedimiento, deseche s bosas de

Muestreoy as pipetasen a basura.

delas 24 horas postriores al momento de muestreo.

b. Envielas muestras en el sobre.pre-pagado

Agro

Life Model
+ FreshCloud® Predictive Screening
Input Initial Pece\v_e i " # |
Quality Real Time
Quality Metrics Predictive Screening
+ o scao o vowevris
Monitor




Product Go-To-Market Materials

Responsibility for building and maintaining a business development center concept that supports the
area region sales with an integrated regional marketing plan, including strategies and tactics to meet or
exceed unit/profit goals for commercial truck accounts.

KFOHGE

ADVAN cep EGR
Choose *Slmpluclty

DO YOU WANT Ax s ;
SIMPL&SOLUTION i o S The Path to Meecing 2010 Emissions s Clear. nEAmATIoNAL hick

THAT OFFERS LOWER OPERATING/COSTES ' =5 e L T
mﬁiu“m‘f‘w 2010, nawi ) i ER ATTENDING AN EVENT!
poliutants formed during diesel combustion. I.\butyfnhlllﬂllm | Trucks of

“These changes will Impact your fuswre purchase decisions for clesel powered N Hampehirs, LLC

trucks, 50 attend our symposium and make sure you have the knowiedge
Find out more about: requirer o make the nght dedsion. Bachester Jol (6303
e AdiveEmasd] BER wed 9/30/09 oty 1o " e iberEgntarnasrairucks. com
! 8:30AM Breakfast 247 Adarms Piace (1-495/Exit 28)
] 9:00AM-12:00PM Presentation Baxborough, MA 01719
978-263-8701  Mins
wiwt hlidzyinn.comfbosboroughama
Thurs 10/1/09 Haliday Inn Taunton
8:30AM Break 700 Myles Stancish Blvd (1-495/Ext 8)

9:00AM-12:00PM Presentation Taunton, M 02780
www, hitaunton.com

\'numﬂlmm.lhm!m-ﬁihwh’
mmmnmsﬁn

Ptdsn
Adwlniﬁﬁklhn—qdlrlh’lucha
mmmmqmmum

MAKKFORCE  N/Av2STAR @

SCRopumondmms
For more Information on 2010 Emissions vist W Maedoroe,com

Taylor & Lloyd, Inc.

Badford, MA 01730
T
e taylorandlioyd.com

@ N72STAR MARKFORCE

& . = Vi
waahnSample.ZGlGSimp icity.c

__ To Register for a $500 Discount.




Product Go-To-Market Materials

Create an integrated marketing campaign to maximize Lenovo’s CES event presence by designing and implementing pre-event
communication campaigns, onsite initiatives (exhibit environment, private customer showings, contests, viral, WOM, guerilla), and
post-event lead generation and follow-through.

"NEW IDEAS.

ThiPad

YN

NEW THINkp.
NEW THWKF,&"

NEW THINKING: NEW THINKPAD.

www.Jenovo.com

\\ ,‘ lenovo
‘ NEW THINKING. NEW THINKPAD.

Thinka

\ lenovo i
A
\H‘\ —_ . L



roduct Go-To-Market Materials

Saturn Customer Communications

Loyalty

Sarvize Thank You Pasteard

This pisce can be custom oed with interdhang eable beadlines, copy and photos.
More copr will go bers. Mare copy will po here. Maore copy will go here, Mare
copy will go here. More copy will go here. Mare copy will go here.

s o

s sraes
B ey e it

Maintanance Romindar

While this pisce will can be used for a varecy of service-related messages, it can be personal-
ired based on particular service special or specials effersd by the cerail Beility, Tt will serve a3
a rezminder ro consider Jocal the Sarurn peoailer for things such as oil changss and naneps.
With sither 2 postcard o looger seli-zailer opticn. remilers have the flexibility to customire
their mesage.

E Month Service Plan Reminder

This piece can be custiomized with interchangeable beadlines, copy and.
photea, More copr will go here. Mors copy will go hers, More copy will
@0 here. Mare copy will go hers. More copy will go here.

g
v g v

coee |

After-ga ke Coupon Mailing

This represenes the firse coneacr with new cuseommers after they
have taken delivecy of the vehicle. This pisce is designed reaffirn
they made the :qh: decizion in choosing Sanim and get chem
started wich antomized maintenance coupons relevant to the
firse vear of cwnership.

R e Sy

= LI
'u':-'"l-u 3

Retain customers and migrate them to additional dealer services.



Product Go-To-Market Materials

Implement an IMC campaign for promotional offer on ION
vehicles.

S179 ION Promo

Consumer E-mail
Retail POS
Advertising
Direct Mail

It's & hig deciskon—taka your tima.

Saturm of anytewns invitas you fo;

The Saturn 24 Hour Test Drive®

Ak uestions, Drive it home, Sleep on iU lor in i il you likel,

i sk 1 i

Everyday meet Elegant.

Sl v ==

e e e o o b ffen.
T ot 205 e b b e e

[ 107t
T ey e el e v

e
T T p— windon, e
- l-‘s..nn—-".-:;t:.h“

.

2 i s [

I3




Brands in Real Life, Real Time
Take products from a static promotion to an experience furthering the brand il IGNITE r-ar‘ IGNITE

essence. | ' CDLL.EC;iATE CHALLENGE OL-L_,@CWTE CHALLENGE

-~ IGNITE Wy IGNlTE

cCO = C HA'._LENGE
CDTE CH ALLENGE %w
r“- X

Watch the Video: IGNITE Collegiate Culinary Challenge



https://www.youtube.com/watch?v=e-DwXbmsZ1U

Brands in Real Life, Real Time

Crafted various live brand
interactions from corporate
conferences, leadership conclaves,
industry expositions, customer
immersions...invigorating our
clients’ essence in memorable,
impactful and effective
experiences.

¥EE ‘"‘W‘a "e‘i Loy

PIGNITE

COLLEGIATE CHALLENGE

WH ] $KEY
Watch future top chefs in-. TA sT IN G

actlnn packed competltmnl " SR

SHERATON DENV WNTOWN HOTEL

nicated closer to

is an exclusive invite only event
where ill enjoy tasting
premium whisky selections accompanied
with food pairings and gifts

: HIGH RIVER

ANGUS"® DIAMOND REEF 7 T

OCEAN PRODUCTS




Brands in Real Life, Real Time

To implement an industry event marketing program consisting of tradeshows, hosted events and proprietary
customer engagements that embrace the brand and messaging in a variety multi-dimensional environments.

Components include physical structures, pre and post communications, on-site marketing tactics, keynote
presentations and related collateral.




Brands in real life, real time

Branding and prospect generation via buzz marketing and celebrity association.




Brands in Real Life, Real Time

IMC campaign to launch the Ford
Thunderbird. Campaign included Direct Mail
of Electronic Media, Headquarter Event and
Mystery Ride N Drive.




Media Activation

Executive Summary udy Findings

V.
LandSpring*

aroFresh, a in Food quality i i N o) N
solutions, has de e d innovative 1-MC stress.
hat has been proven to CAFP1501-TM Central Valley
support optimal plant Ilealtll grow bigger and more marketable produce, Processing Tomatoes California
and increase yields on average of 15%. The company operates in more than
45 countries and maintains the largest and most comprehensive database of Cucumbers.
1-MCP application technical information in the world. =
A Novel Tool for Managing Transplant A Lookatthe Problem
ging P e oo S Tomlveld

a No matter how healthy and vigorous seedlmgs are in the plant house, they Processing tomatoes ?:iFurmat >Marketable Vield
Stress that Produces Plants with otaumtt e s g o, T S
Greater Yield Potential

Processing Tomatoes eghe MDAT
>Flows
Seedling stress is known to directly and indirectly reduce produce quality, Markabe e

N . . - o FBMIE3TM Corral Florids - Larger Roots 23 DATr
size, and yield. A 5% yield reduction in tomatoes can resultin a yield loss of Finshomaimes oo bt SAaE Paat 14 DAY
51 000 2n acre or more. Some of the sources of plant stress and the stages of
FiBMTG02TM ralForid, >Canopy Area 1423 DATF
occur, Table l. Fresh Tomatoes Shipping stress Yield
Chsmioa T Comralvaliey iger DA
Freshtomatoes California Flovers
Marketable ield
wvToT e Lorger Plant= 14821 DATr
Wakermelons Groth ate 1421 DAT:
Loading Shipping Transplanting Field Tablel
. ChsmiToreR West ConstCalfornia _ >Larger Plant= 72 DATr
Handing | s foreach Pl
— | | sageofseelng 4daysafter transplanting Figure 3.
Movemen | oppm S0pom P

I

Desication/drought

Low temperature branching, and more

-
nsectfeeting
Wind damage
Sandblasting o

Soil saturation

2 | Landspring 8

Root elongation 7

LandSpring

Creation of White Paper content
qguoting industry experts and _
validation of testin gto further SO i o o et e Gompery T ta

Results per acre
(all Bings)

Increased tonnage;
little impact on fruit size

Theyield rests exceeded Net revenue increase:

Schievidaretum on vestmentof 133 on thei Bing enemios your fiiling S
: operation. Pl e {af ¢3,545.17
o, . . ‘With approximately 800 acres throughout nevﬁmw‘mmmugem
legitimize product performance BEE  EEEEER

Following the Bing chery il
Piepel Premium Pt conducted
reprosenative

North America e More about Smarter
57666 206 toos Y 0 103% RO
Freshness solutions
Exstar s
eSS s e s ey dsddto e RS Loaig s f’i P m—
tom UsA Next sescon e deitelyplan f
Sorag,gov hem hope of 3 posive resut 01509545 1984 10 Harita o0 non-sel-ferte

Varictiesand those where we see
eided er acre Canada i oo (e Skeenas).In

fomers, 01585 738 2189 funire years el use t when the

i not conducive t good

Bottom Line

Loaragog

pallnaton” sad Ken Engley.

i denical polenizers, were compared.

‘xperence we have with Harista on our spple crops. sid Dave Piepel, Owner
“During the i, we coulentisualy sce 3 ifrence o the tres but 3t hanvest

al
[
Harvista™ ActiMist™
Easy, simple
thermofogaing

tomake a huge diference for s

d We averuged 132% ROI

on Bing cherries

[ T —

The jourmey to
longer-lasting freshness

AN
RipeLock

an Agrofresn solution

goal of
growers, packers,shippers exporters, wholesalers and retail
marketers. This is partcularly true for bananas, which are.
the mest popular ruit scld by grocers. It has aiways been

ased o r experence, it
sl e :umng <dge soore nd
innovations in ipening was going 1o be a challnge, but
nevertheless, the AgroFresh team was prepared and

perfect yellow color and prevent waste along the way.
According to a sudy of several hunreds of supermarkets

Validating the technol

and hypermarkets, the highest
percentages of loss infresh produce departments,

maintain the qualty and fresness of bananas, AgroFresh

“which

Agrofresh Solutions Inc. understood these hurdles and

thevalue of th coud deliver the
ey o e s

feshness of baranas s the prodce. everging e
espindusty inawiedge nd
technolagy fro
Producs ch a5 the
SmartFresh® Quality
System tht trersfommed
the appleindusty.
and in-depth market
research, AgioFresh
has developed Ripelc
technolagy to maintain qualty
and freshiness of b
bt oering v a5y
allthe way to the consurmer.
Besides delvering high qual
et tasting praduce, R\veLocK also 3
Sl reduces waste QI TION
Cperatonatefiiency o wiwin llaound.

Where the journ

this period successiully valdating that RipeLock helps

tetain freshness and extend the amount of tme
bansnas would exhibit the preferrd color while on disply.
ofacors ttentice consumers o purchase and st
mare bara

Continuing the journey of innovation
‘Agrofresh started this joumey with RipeLock™ on converr-
tional bananas and is now expanding into more global terr-
tories and other products found in the produce department.
‘The RipeLock tear continues o grow a knowlecige base
dive innovation and delver on the promise to Unlock
the potertial of longer-lasting freshnes:s for retalers and
consumers ale. It s an exciiing tme at Agrofresh with a
er of new developmerts undenway. The Ripslock
team i appreciative of al the collaboration partners who
have oined this journey of thought leadership to delver
fuits that look better, taste better and stay fresh langer.

“Our RipeLock technology is proven to work, adding value
to wholesalers, retalrs and consumers, said Kevin Frye,
Ripelock North America

Sales Manager. We've.

*The development of Ripelock™ did not happen overnight.
ime an

s of
and the assaciated challenges to develop atechnalogy

validate the solution

Value and reduce waste in their banana programs. sad

and retalers are everaging the
Tt the.

Narciso Vivat,

technology of s kind to

insites o engaged g roup ofcustomers o
the

et

L

ang restess of bananzs —
o

during Sipping o an optmal
in-home eating experience.

AgroFresh  lsnmlipssims | rreemsieen

Boardirg b re o hshss PR

M e s o et g b

When consumers s

86% would buy.

N 68 vty

RI;;LOCK

AoroFsn soton

e bananas in their perfect state.

PR 34% would buy more
%

66" would buy same

o* 66"

of consumers of consur
look at banana color

What prevents consumers
from buying bananas?

ers
want fresh bananas

hen shopping for bananas

4%
of consumers
100k at banana ripeness

* 57%
iy

that some stores have
better bananas than others

They buy from that store

Kerinree | 104962267
NarisoVivo | 05t 500 sw \ mm-;m.m o
gy

because

inftyegsgrofresh com

e 35




Media Activation

Media
analysis
reporting
measuring
the impact of
specific
targeted
media
activation
activities.

Media Monitoring Activity
July 1 - November 30, 2016

Agro

NEWS MEDIA ANALYTICS

Company Mindskars Chast

Agro

Media Monitoring Activity
July 1 - Movember 30, 2016

TOP REFORTERS BY 50C1AL MEDIA ARTICLES
MAr. Dienid Ballamd, Watchlist News

Mz. ROSEBnnE Harper, Suparmarket News
Mz Earbara Ruhs, Progressive Grocer

o

= Wir. Seh Mendeizon, Srocery Hesgquarters
-

- M. Jim Frevor, Fershiblenews.com

-

— Mir. Derrice Laon, Financisl Buz:

-

-

Ms. Susan Bewsey, Busgst Sarth

T — Mr. Deve Maidonado, inmterCooler

Mr. ll'ﬁnshMema sesirﬁmpm

Mr. Cass Rhymes, Brisfig.com

Company Mindshers compares Azrofresh mentions across medis outlets compan

Thiese twa reports show Top Socisl Repol
end Influencers regarding topics thet
AgroFresh monitors. This does not spedfl
mean thet AsTOFnesh wes mentioned. Su
topics H‘P!l:lﬂun!'-'-'?rllil"-i‘\l‘%!hbl
This information can be tracked and wsec
outreach to infiuencers for content and

thought lesdership developmeent.

Product Mindshara Chart TOR INFLUERTIAL SO0IAL METAA
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Media Monitoring Activity
July 1 - November 30, 2016

Agro

CRISIS MEDIA ANALYTICS

Agrofresh sppeared befone the Nﬁ:innnlorgmi:msm[m] on Wednescay, Hovember 16, 2015
Tor the approval of 1-MCF on organic products.

Specitic monitoring was put in piace with caily reporting to review sodal snd medis contentin regsrds to
ATOFresh and Organics.

Littie sctivity was found that specifically mentioned AgraFnesh or any Frocuct Brancs. Most of sodal and news
Content was in regards to Carrazsenan and Hydnoponics.

Approwimatedy 1200 comments were reported, majority from socal ste, Twitter, and then consumer news sites.

FAQ, web content, medis, empioyes, and customer communications were prepared however due to the limited
Bictivity no specific actions wers taken.

Wehsite analytics show no unususl sctiity for site visits and page siews.

W it WG




Media Activation

Various Press
Releases to
key media
outlets
announcing
product
releases as
well as major
company
endeavors.

o Clean Water Environmental

Press Release Input Documsnt
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FOR IMMEDIATE RELEASE

New Ownership and Management for Clean Water Ltd.
Clean Water Enviranmental, an affiliafe of Hunfing Dog Capital LLC, has scquired

subsiantially all the assets and operafions of Clean Water Lid

COLUMBUS, OH, September 19, 2017: Effective September 18, 2017, Clean Water
Ltd. exited receivership with substantially all assets and operations transferred o Clean
Water Environmental, an affiliate of Hunting Dog Capital LLC. Clean Water
Environmental emerges frem Clean Water Lid.'s receivership where the company has
had the time and resources to restructure and reinvigorate its operations. As part of its
restructuring initiative, new management has been put in place and operational
procedures have been audited, assessed and enhanced for adherence to compliance
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Corporate Communications

Create a Global Sales & Marketing Conference to roll-out a new leadership platform. Included branding, message
creation, presentation development, team building and event logistics.
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Corporate Communications

Create a
Global Sales
& Marketing
Conference
to roll-out a
new
leadership
platform.
Included
branding,
message
creation,
presentation
development
, team
building and
event
logistics.

SMART

REINVENTED

LA PALMA

COCKTAIL HOUR
Mini Capresse
Almond Chicken/Sweet & Sour Sauce
Puff Pastry Filled with Baby Shrimp
APPETIZER
Antipasto Misto — or— Crab Cake
ENTREE
Penne Dello Zar: Tube shaped pasta tossed with
Smoked salmon, Russian Vodka and light cream
— or— Center cut filet mignon
DESSERT
Tiramisu — or— Key Lime Pie

SMART
REINVENTED

Bienvenue

-MOVIE NIGHT- Welcome

Bie_nvequBem \(mdos
Huarying Witarmy
~ . Benvenuto
Hosgeldiniz
Welkom
REINVENTED Hwan-Yeong

Agro Herzlich Willkommen

Yokoso

Customer Retention
Complete

e thln rogress

REIMVEMTED efend

MOVIE NIGHT AgraFresh Expertise
- SNACKS - Core

Grow
Innovate

Hot Tazo Teas partnerships Develop
Beer | Cocktails . .
Vision

xtend =~
&Stamabmy
Acquisitions

Merger

REINVENTED
Fresh

Rivot Point

Reinven
Challenge Courage
EX(plore
reate
REINVENTED New Technologies
Agro

Victory!



Corporate Communications

Create a
Global Sales
& Marketing
Conference
to roll-out a
new
leadership
platform.
Included
branding,
message
creation,
presentation
development
, team
building and
event
logistics.



Agro

Continual investment in research and development.
Targeting markets of value and volume.

GlOb.Gl leader in TOOd Maximizing growers’ pack-out volumes.

quality preservation and

waste reduction space. Unique packaging systems for premium retailing.

Adyvisory on fruit storage potential.

AgroFresh Solutions, Inc. Addressing important supply chain points of food loss.

2017 l ‘

Balancing the Equation of Food Security Agro Use of Proprietary 1-MCP Technology Expanding Agro
How Will the World Feed ¢ Billion People by 20507
Our global food system is facing a crisis. One third of the world’s available food either spoils or is Loss and Waste by Weight 1-MCP Underpins Five Product Offerings that Drive Growth
thrown away before it ever reaches a plate, while 1.2 billion people go to bed hungry or undernourished. 15 BHllSA T RIS
CURRENT PORTFOLIO NEW PRODUCT LAUNCHES
=
e e P Fruits & Vegetables %
1.3 Billion Tons 1.6 Billion People $1 Trillion o I B aa s =N L o J
1.3 billion tons of food is wasted or lost Perfectly consumable food that either The retail value of lost and wasted food Harvista: Lock AdvanStore Landspring
each year. This represents 340 pounds spoils or gets thrown away could feed costs the global economy more than the Roots & Tubers. u[ 20% Smartrredy arvist
of food lost or wasted for every person 1.6 billion more people each year. combined 2015 prolfits of the Fortune 500. - - - -
on the planet. Maintain frit Pre-harvest Regulates banana | Proprietary sensor  Improves seeding
Cereals [ 19% quality post- application to Tipening, technologyand  vigor and produce
i harvest during maximize peak benefiting retailers ~ analytics to yields
storage and ripening, fruit and consumers optimize fruit
Milk ﬂ s transport quality and storage
. P harvest
Loss And Waste; They Are Different e ent
Meat n 4%
2/3 Post-Harvest Loss Apples, pears Apples, pears Bananas Apples, pears T:’“z‘?:s'
Loss occurs at the front of the food chain—when food rots in fields, or is — pepp
ot :s:t';;' o Tt‘}“”:;;’;:g”":cr"‘c"‘e:’ke's that Market leader Launching infour  Product trials Prototype Announced in
Props ge and pi auipr P g countries In 2016 under way with scheduled for Q3 July, initial sales
Fish & Seafood | 2% Bagged Bread Apples Grapes Bananas Key customers introduction August 2016
Consumer Waste salad
Waste occurs toward the back end of the food chain, where
consumers buy too much and throw away excess food. : Source: Word Resources Insitut, June 2013 Source: Tosoo consumer survey, Ocobar 2013
—_—
9
Important Supply Chain Points of Food Loss Agrol C b h
prod uct overview.

An apple to start is taking

us to a world of quality food.

ﬂw“ 2
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2017

Annual Report
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Corporate Communications

Executive communication to key stakeholders on the
Desr Sharsholders. direction of the company.

2017 was a pivotal year for Agrofresh, as we continued 1o strengthen cur cone
frarchise in the face of difficult weather and market dynamics, while shifting focus and
resources toward diversification and growth. After a few challenging years, results
throughout 2017 consistently demonstrated the strength of the AgroFresh franchize.
The cash we are generating, as well as our strong Qross margins, are clear indicators
of our financial health. This has enabled us 1o adapt ko wolatility in both the timing of
the harvest and the size of the apple crop across the Morthern Hemisphere to drive
improvements scross our profitability measures. Having enharoed cur overall service
offering, expanded into new crops and increased our global penetration of core crops,
wee successfully stabilized SmartFresh™ performance this year as the key to a solid
foundation that will support our strategic growth initistives.

‘Our groweth platforms continue togain traction. The ongoing success of Hanvista™ and
the addition of a new signature RipeLock™ cliert in the retai food distribution market,
along wih ather promising, ongoing Ripelock retail Trils, are extremely ercouraging.
AgroFresh entsred a new category, furgicides, with the launch of the ActiMisf™
platform, continuing to bring innowaticn to our customers. The acquiskion of Tecnidex
im G4 furthers our crop diversification with citrus capabilities, drives gecgraphic growth
and enables us 1o =Erve cur customers with wanes, coatings, sanitizers and fungicides.
Qur irvestment in Food Freshness Techinology Holdirgs Limited (FFT) gives us access
o & new techrology offering for high value crops such as berries, stone fruit, avocados
ard chemies. We also expect this relatiorship to accelerate cur penetration of food
frashness solutions for retail.

Efficiency continues to improve as well. We took ancther step toward independence
from Dow by mowving off of their IT platform and toward the development of a new
SAP systerm and infrastructure that better suits cur needs. We effectivaly moved
RED from Dow's facility to a newly developed innovation park that will showcase
our technology and provide room for technological growth with new acquisitions.

The success we have achieved in reducing cur sersiivity ko end market volatilicy and

’ delivering stable results, as well s in the evclution of cur organization, is significant. As
we head imto 2018, we believe that we are poized to continue to successfully deliver
on our growth strategy, develop more sclutions for existing custormers, drive crop
diversificaticn and enhance commercial offerings. With talert, passion and dedic ation,
we intend to persistertly strengthen cur leadership postion in food guality preservation
ard the reduction of food loss throughout the value chain and around the world.

Jerdi Ferre
CEQ

£
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AGRGFRESH REFI"RBZTED - For internal distribution oniy.

Leadership Message
By Alastair Hill, NAR Commencial Director

We are seeing exciting initiztives with Harvista™ , AdvanStore™ and ActiMist™ this
year, Here's a guick overview on the highlights:

Harvista: Creation of Application "Kits" Leads to Increased Acceptance by

Growers

Lact year, Harvista ground applications required AgroFresh owned sprayers using
cartridges that led to significant issues during applicatien. This challenge led the team
to develop a new, flexible application optlon that allows growers to self-apply Harvista
via customized kits that are used with growers’ existing equipment.

Kits were developed far each of the four major equipment brands used in the
orchards. Each kit includes a tank, pump, piping, valve and calibration tools (ke a
scale), The kits were sald bo growers in the Eastern U.S. and provided as added value
with a certzin volume commitment in the Western LLS. In all, 140 kits have been
installed to date in Morth America on customer owned sprayers.

This is a big step toward growth for Harvista. Now that growers have the flexibility to
kime Harvista application for best results and to meet the needs of their cperations,
wie have seen an inorease in grower applied acres. Our customers are now gaining
more experience and independence with Harvista. We are successfully building
capability in the marketplace for use of our product and improving profitability.

Turbermist Sprayer with Harvista Kit

Logistica

@ Exciting Agreements Reached at Asia Fruit
"\,r’

Earlier this month, AgraFresh sttended Asia Fruit Logistics in Hong Kong to review
business strabegies in the region, meet with key customers and evaluate the
technolagies that were an exhibiion. Representatives from AgroFresh induded Jand
Ferra, Matt Yun, Xisheng Sun, Dal Yue, Nichalas Sanders and Jane Turnir, i addtion
ta cur new Cammerdal Manager for Japan, Masami Shinozaki.

Asia Is a very Importank grewth mareet for Australia and MNew Zealand, with 408 of N2
appie axports destined for Asia and the Far Exstern mariets. Key highlights from the
Conference nouoe:

= Joedi and the Agia beam met with President Mr. Qi Feng of Qi Feng Fruit, cne of
the mast infuentisl wifruit companies in Chine. Their siorape walume this year
‘can reach 20,000 bons. Durirg the mesting, AgoFesh and 0 Feng sgread b
launch & joint program b0 vaslly enhanos the links bebwesn frul quality and
SrmariFresh treaiment methodalogy.

& The team ako met with the Head of Fruits & Vegetables at Bighasket, Mr. Hitial,
‘Wigul, Bighasket i providing the first comprehensive anling grocery 1o major
it i Incke with cver 18,000 products &nd 1,000 brands isted anling. During
the maeting, Bigbasket agresd to test several of aur edncloges, inclding
RipeLock™, on a range of fruits,

Borld « Future _
B

Retail Partnership with Pagoda

The most significant event for AgroFresh was the sgning of the Memorandum of
Undarstanding with Pagoda at thesr suppler mesting calebrating 15 years, Jordi and
the chairman of Pagoda, Yu Hutyong, agreed to jointly set up a post hamvest
processing centar for frult i1 China. This parnershio with a retalier & an excitng first
for AgroFresn! Both parties will gevots rescutes o Sxaming tha IS5UEs wikh post-
harvest fuit processing in onder 1o educe the damage done to fral during
IrBrspertation and siorage, and betier guarantes fesnness and qualty. THs event
raises th giobal profile for AgroFresh and with suppling comparies 1o Pagoca, and
opens the door for future cooperation and joint development of market apporturities
betwean the two companies.

T leam more about AgraFresi's partnership with Pagada, dick here.

2017 Apple Crop Outlook Highlights Small
Fruits Size

As a Fabinum sponsor of U.5. Apole's Crop Outlook B Marketing Confe
AgraFresh was involvad in the development of U5, Apple's 2007 Dl.rﬂnl:k. Dornesnc
oo 52 i5 forecasted as follows:

= Eastern LG up 6% va last yoar; up 1% abowe 5 year average

+ Midweest U.5.: Midwest crop is down 23%; pack oul will be 5-10°%4 lower than
moemnal for Gala and Homeyerisp due o quality Bsues due to frost, rust or
fusgeting

= Western LULE.: dewn 9% Troen last year but packed boves will ba abaut the same
as last year. The key concern is frult size.

\We also participated in the U.5. Apple Bcard Dinnes, whene Alastair Hll gawve short
remarks highlighting our commitment to e industry, our research and thanking them
for thisr Suppon. Deher sttendens af LLS, Appe from AgoFnesh inclused Greg Lyors,
Stacy Yourg and Heidi Davey,

T learn more sbout LS, Appie, Vil usapoie.oog.

AgroFresh's Donation Match Program Benefits Hurricane
Wictims.

Ta suppart relief effarts for Hurricanes Harvey and [rma, Agrofresh conducted a
donation match program, collectively raising $2,540. From August 3180 through
Segrember L2Th, emplayees danated furds T the charities of Uer choioe, Lotal
$1,320. At the: close of e donstion windaw, AgroFresh matched the $1,520 emplayese
cantributions with a corporte donation to the American Red Cross to benefit the
humricane victims.

Ta make additional donations to the American Red Cress,
visit bt /wwweedroes ool danate/donatian.

- —w = X

AgroFresh R&D to Relocate to State of the Art Facility

Al AgroFresh colleagues from Chemistry Support, Farmulation, Regulstory Science and
Manufacturing are maving from Dow's faclity in Collegeile to a newly develcped
inrewvatian park in Sprng House, PA. ‘lhu:umr:n\mﬁhmd Spring House Innoyation
Park is a 600,000 la‘.welrt: foat campus: corsisting of "first dass” office, kb and
preduttion spece desgred for excelienoe n innavation and advanced produciio n and
a5 a center for business and commiercialization. This new location will allow us to
cantie b support ur esting business, a5 well as pravide raom for technalogical
growth weth any new business acquined by Agrofresh. Additicrally, the fadlity wil
hawe 2 shawcase for our technoiogy o be shared with customers, partnars and
poteriial investors, The goal & to relocate Dy the end of 2017,

Ta learn more about: the Spring Mouse [nnowation Park, dick here.

— e ,
Kudos to the Treasury Team Kudos to Trish Wyler, Stacey
- fiom Kty Harper Bannon and Marcie Chandler

Kugos ta Crag Cunvéngham, Flar Suanaz = fraTy Thr delaiat
Deimes, and Helene Bust far rec=n®y =aving  kydes go cut 10 Trish Wyler Stacey Bannon

Unﬁmmurhnmmsm quartac. Thanks, Lacies, your help in making
payabie is # huge benefit o cur STGANEAST  this happen was grestly apprecisted
i vEry TLh 3ppreciamed ¢ :

Kudos to these Harvista Folks - rom aesar i

Kuckces to Mars Zemaitis, Michcias Michaisin, Jim Doniels, Keitn Cuves, Julic Cruz, Bernabe

Cfers, dovier Gonzalez and Felt Ovampa for being mstrusental with custome: installatans of
the: N Hardsta kins,

Kudos to the AdvanStore Team - fom st S8 and Dan Meckes
Kuds i Darm Faukion, Matt Wight, Nate Reed, Jase Mendozs, Biad Tukey, Merk Tintor and
Juvanal Morfin for their efforts in achieving our AdvanStone sLoess m dabe,

Kudos 1o the ACEIMIST Team - from Alstar b0 and O fecies

Kuties i Denic Nelson, Dasa Peutiian, Thomas Manny, Juvenal Morfin, Brec Nesman, Javer
Gompabes, Felix Ocamps, Jose Hernendg, Eric Dattel and Gore Berghk for their emading
contricutions to tha launch of AciMist.

Kudos to Emily Bautista-Hardt - fom Sastac w0

[would lik= to give kucos bo Emily Bautists-Herck for successfulty getting 100% aof the Active
business at and Big Rvas Tresa wane our fist cammencial ACIMIEL mmoms and nave
put us on & grest path bovesrds sucoess.

Kudos to Mina Thomas - from At Sewiou
[ would like to ackrowiedgs Mina mhhbmhhmmlmm(h
nem reseerch

lvm

tenant in the newly develnned inncwaticon park. Mna made sure all the right pecple withing
AgroFresh x rout. Mins sisa brought ina
flented extornal attornery £0 that tha turn on sach warsion of ta lnase was rapid and
thorough, The end result is & lease thet alkows AgraFresh tn nelocabe from Dow's Sibe to & new,
panins ke AgroFrash, 25 will 25

Sesgned for
Entreprensurs and unhersity resescchers. Thanks, Ming.

Kudos to Sabrina Petovic - fem Jue-Ohristerie Leferme
[ woul like to jump an the apserunity b recagnise Ms. Ssbrita Petovic fram the Burmpean
Firabes

M Spprecistes. her
tme 0 meet customarns and EPIWII‘IH Orcar I BeCIeT UNORTEEanG what's Defind ... She ie
part of our success!

Global employee
Newsletter to inform,
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drive away with a red hot 2001 Escape deal!
Four FEASGNS 1 Stop In [0 ".

=L oas

end user experience.

Stop into Home Town Motors today and drive
away with a red het 2003 Expedition deall

Al Bl
Home Town Motors

Stop into Home Town Motors today and drive
3 away with a red hot 2003 Expedition deal!

B~

Hesschinies | Pre-Owned dhicies |

\ 'y"1111Nn
VL

w0 know abou
dealerships!

ey Dok

Stop inte Home Town Motors today and drive
away with ared hot 2003 Expedition deal!

1252 Cabwers Lane
Ziniytoun, Wl 0000

FHOHE: (2129581212
FAX (I BB 1
EbaL: tord iZh oo towe e com

§12, 098

- 1.0% APR

= $500 Cash Back

= Cver 400 Expedinors | Stock)

A Cabiyem Leos
PL st bl 00000
| FHONE (213 Som 1212
i (213 B0 4243
E Wit 4o i 2 oot n e m

Emralus atizcdiEhomadosn comie mes roimedon of o maks an appanbmend 1o
a bt diive

.. Shopping Shortcuts

Searca inYentory
Hew Wabicd ez -+
Pre-Desad Vahica: =

B, WoEn todel Line-Uip o+
= Cortified
g Estirmate Paynent +
fesbring
Kosley G Soos

Apply for Frespomval +

Vi Speclal Ofars =+

Deal of the Week

Increase branding efforts via e-tools and improve

The al paw #007% Fom
Saplaier 4 Dooi
Theck ol

» [ick Ham

0% Off Lube O &
Siller ke bthemigh
Sridary, Dacerber 1151

» Wore Infarrelion
+ Wigs (ifber Specials




Corporate Communications

Incentive program based upon performance and learning objectives. Program culminates with a luxury
event location. To produce an environment where channel interacts, is rewarded and motivated to
continue performance.

... | Quality
L~ | Operations
System

2003
Announcement | :
Materials

~ Award
Sculpture

Business
Meeting




1999-2005

Professional Experience

Role: Marketing Manager, Carlson

Client: Ford Motor Company

Audience: Consumer- prospect & owner

Goal: IMC campaign targeted to current aged-owners and new prospects
to re-purchase or newly purchase the newly launched Super Duty Ford
Truck. Campaign included Direct Mail, Dealer Communications, Truck
Stops Here Tour. Incentive offer was used to generate leads as well as
promotional co-branded offer.




Corporate Communications

IMC campaign targeted to engage the channel in
FIBUS AR recruiting business from fleet customers. The
campaign included training, customer and prospect
lists, dealer communication tools, incentives and
POS materials.

- = e q | ']
FleetDedler

It’'s Coming:
The Professional
FleetDealer Program
on Steroids!

m Fotd Cusomer Earvios Disisian
PRI Fusuuad ommber 1, 1833



Corporate Communications

Leadership initiative designed to motivate
internal stakeholders and to introduce a change
management process. Program was launched
internationally in Europe, Canada, South
America and USA. Utilized several media
including events, online, electronic and video.

e b e o i

T FURPGSE OF [TIE O STRAMTT

T b e vt sommon e 7T hlrmaion, alan dedpe, aml
olb dested ronks.

0.5 ma rir saba ATL sradi, pERAE. wubEh, Iof ORTALE ar
ovalF Ko Pl ke o el

Tradition Is The Wisdom Of The Past
Ford Motor Credit Compa

Fard Malar ta. - Ford Bank - Universal tredil Corp.




Corporate Communications

Internal communication exercise to gauge internal branding efforts
across the organization. Implemented internationally in Europe, Canada,
Mexico, South America and USA.




Corporate Communications

Incentive program based upon performance and
learning objectives. Program culminates with a
luxury event location. To produce an environment
where channel interacts, is rewarded and
motivated to continue performance.



Corporate Communications

- Introduce and product launch of QualityCare
Quality(ar ° !

at your service Service into the dealer channel. IMC campaign
e e including training, event workshops and executive
' announcements.

Fin-1-Right-The-First-Time



Corporate Communications

IMC campaign to internal stakeholders to engage

“ .t d W Ford employees and other in a philanthropic effort.
) nl e av Included online, direct communications and onsite
Helps US All — event.

Childrens Leukemia Foundation
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Incentive program and training program to build
awareness and take rates of OnStar soon after its
inception. OnStar was once a strict aftermarket
product that required dealer involvement and
selling.

Top 10 Reasons
For Selling OnStar

T Usiliks @e back pral drtver, Cnftas b sfml kil
e driver e i

& TisStar Advisons s thelr vaal msaurres help
readvee road rage.

K Glebal Pl aning Srstem oot vohides whon
tharyve pan “misglaced.

T Rersite Doee Uniodk i dvalalil o oo the kivs
dacided i wall in ihe car,

B Htedn oo, woicesartivted cellislar plione keeps
Arivec’s Kands wheas Bey helong - an the whel,

5 Justin cass S nondle oo B ga gt B “leeke
AR ChinShis can i bl o gas aatines.,

L ThaBaurisg Suppert frtens replaces hal Siste
campaick Ut 61ty oot Db dasle basarnd.

.3 Llsdng, Dinfias ls sssier hien ro-dediing 5
usd rap.

£ Db wor'| Bave b dedile wheher o step
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for selling OnStar is...




Corporate Communications

Incentive programs based upon performance and learning
objectives.
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