


Important
Information

This presentation is provided for information purposes only. The information contained in this presentation is not intended to be relied
upon as advice to investors and does not take into account the investment objectives, financial situation or needs of any particular
investor. Investors should assess their own individual financial circumstances and consider talking to a financial adviser or consultant
before making any investment decision.

Certain statements in this presentation constitute forward looking statements. Such forward looking statements involve known and
unknown risks, uncertainties, assumptions and other important factors, many of which are beyond the control of the Company and
which may cause actual results, performance or achievements to differ materially from those expressed or implied by such statements.

While all reasonable care has been taken in relation to the preparation of this presentation, none of the Company, its subsidiaries, or
their respective directors, officers, employees, contractors or agents accepts responsibility for any loss or damage resulting from the use
of or reliance on the presentation by any person.

Past performance is not indicative of future performance and no guarantee of future returns is implied or given. Some of the
information in this presentation is based on unaudited financial data which may be subject to change. All values are expressed in

Australian currency unless otherwise stated.

All intellectual property, proprietary and other rights and interests in this presentation are owned by the Company
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UHT FACILITY ||| Ingleburn Facility
IBLEBURN : | —

R . == = I e $120 million investment

e 180 million litres processing capability

e 80 million litres filling capacity (Stage 1)

Provides opportunity to expand our brands
through a material expansion in capacity and
efficiency improvements compared to original
operations

e  Will materially impact sales and earnings from FY
2019
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Expansion of cereal
oven and related
packaging
capabilities

This capacity
expansion provides
for the growing
demands of existing
customers and our
branded portfolio in
Australia, China and
SE Asia.
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Our Brands Drive
Our Innovation
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Plant Beverages
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No 1in UHT

Plant Beverages
in Australia

MILKLAE
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MILKLAE MILKLAB
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Extensive platform of branded
and private label Plant
beverages in Australia

* Using capacity expansion at
Ingleburn to drive innovation in
the category in Australia, as well
as developing export markets in
the medium term

Original Unsweetened Unsweetened
Unsweetened Chocolate Almond & Cashew Unsweetened

Vanilla Flavour s Dle n I)lr\uml) Almond & Coconut
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AUSTRALIASOWN B |
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* In retail grocery, the Company is largest
supplier of Almond beverages, including
products under the Australia’s Own brand,
our licensed Blue Diamond Almond Breeze
brands and private label offers

* The trend towards plant based food and
beverages is increasing in Australia and
global markets, driven by a desire for

: ] - e 1 Eass TRALIAS
healthier and “cleaner” lifestyles, which is = OWN

.. . : 1C |
motivating consumers to focus on fruits, ORGANIC
vegetables, nuts, seeds grains and other
botanicals
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MILKLAB

MILK FOR COFFEE

AK AUSTRALIAN COLLABORATION DESIGNED T0
TEXTURE AND STRETCH WITH COFFEE

1 LITRE

MILKLAB

The increasing growth of food service
channels (e.g. cafes and similar) and demand
for plant based milks, has seen increasing
demand for coffee milk products

The Company’s range of Barista blend brands
including the premium “MilkLab” range,
“Almond Breeze” Almond Barista incorporate
process technology to deliver a product that
“works” with coffee.

Significant growth opportunity in this
growing and high margin food service

channel

We our expanding our food service field team
to accelerate this business area in 2018

17
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* Leading Almond Specialist Brand

e Strong Retail presence
e Leading Milk for Coffee Almond Milk

* Currently ranged in over 13,000 stores
Australia wide
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Cereals &
Snacks
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We are one of the
top 2 Producers of
oat based cereals
and snacks in
Aisitigalia



with a blend of
tropical fruits
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China offline Channels

e With strong online brand recognition, we
are building distribution of “Arnolds Farm”
in traditional off line distribution channels
in key cities in China, as well as SE Asia

e Cereal market in China has significant long
term growth potential

e Strong sourcing and conversion capabilities
uniquely position it to build a significant R e > |
branded business in China for high quality — [SE= s== 2., IR " DOiiypss

) N 8 0
imported oat based Cereal and Snacks T e S0 | 0N e
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* Complementary to our dairy beverage 5 k%iﬁg
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Health Care
Practioners Netwaerlk

APPLIED NUTRITION SCIENCE
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REBOOT YOUR GUT BACTERIA,
WITH BARLEY" AND ITS PREBIOTIC
DIETARY FIBRE
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New Barley™ Muesli and Muesli Bars

Could it help your patients
to better gut health? %¢8 !:.{n,eme.d%
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Dairy Beverages
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NO 1 in UHT Da|ry freedom c:our
in Australia




SO NATURAL in
online channels
in China
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AO KIDS MILK

® AUSTRALIAS

e AO Kids Milk product has continued its : .;EOW N
strong growth trajectory, with the product 1 ==Y
now the No 1 imported Kid’s Milk brand in
China

* With strong demand forecast in coming
years, the Company has invested in high
speed 200ml capacity to be available from
late 2017

e Will be complimented with product
extensions into drinking yoghurt in 2018

* The Company has taken a 10% equity
interest in the AO China Company,
established to accelerate sales, marketing
and distribution of the AO business
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Value Adding Dairy Ingredients

x

'ﬂ' Protein & Cream |

-l e

Standardise excess S

Fat4.1% at 3.3%

Protein 3.5% Protein 3.3%
= —-—— - - Sports Nutrition
- Infant + Adult Nutrition P
On-the-go Sports
Nutrition

Packed Drinking
Cream Yoghurt

Protein Whey Protein

Lactoferrin & Isolate $200
= Whey Protein o-lactalbumin $50 >
Value added Isolate $25-$35
milk / fat S12
Using Fat $8

$4.50

High value added product ranges supplied by fully integrated nutritional capabilities

Measure is Per KG / L
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The Company is
leveraging its growing
dairy capabilities to build
a branded high margin

product portfolio in -
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VITAL
STIRENGR

Opportunity from our
nutritional capabilities is
that we can supply best
quality and high cost
ingredients to ourselves.

Up to 90% ingredients
sourced from FFGL
nutritional capabilities.
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Main ingredients
* Whey protein concentrate
e Whey protein isolate
e Calcium caseinate

Flavour ingredients
e Cocoa
e Flavour
e Fructose

Active ingredients
® Thermogenics
o V&M
e Gums




ADULT
NUTRITIONALS
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INFANT Nutrition S

Developing presence in SE Asia

New Innovation built around Nutrition Science

Developing into this category with a view to
establishing a strong vertical integration platform
complimentary to our partners in SE Asia and
China

¥ FairPrice

DlCl ondz -

Our most advanced formuie

b.LI.Y Fo, ,9

Following calls for more affordable infant formula options here, supermarket chain
FairPrice announced the launch of a new range imported from Australia, priced between
$27.50 and %35 for a 900g tin. It is priced similarly as in Australia, where the range is



Supply Chain
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Moxey Farm is the largest
single format dairy milking
operation in Australia

Focus on “best quality”
dairy milk

Recent expansion from
3,700 milking cows to
5,500 milking cows to
produce 75m litres per
annum

Building a network of
direct supply farms to
complement Moxey farms
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Development Curve

.Optimise
Scale
°_ .
Build
2015- 2017 2018 — 2020 2019 — 2020+

Harvesting benefits of building capacity in brands, innovation and
operational capability

Building sales through expanded share and development of new markets
Optimising scale economies
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In September we
reaffirmed guidance for FY
2018 net sales to be in the
range of $340 to $360
million, as compared to
S$262 million in FY 2017

With further growth and
development in recent

months, we estimate net -
sales revenues to be in the ., .

&

ag, %'s.
range of $360-5380 o
-~ s
million. _
e

15t half earnings will
improve on the prior year
period, with acceleration
in earnings in the 2"d half
FY 2018




Sales Development [relative to Capex]

400.0
350.0
300.0
250.0
200.0
150.0
100.0

50.0 -

0.0 -
f,ﬁmon 1 2 3 4 5 6 7 8 9 10 11 12

FY 2018
Forecast

W Sales (Sm)
M Capex (Sm)

Significant capex in recent years
Supporting strong sales growth into FY 2018 and beyond

Underlying Earnings also expected to accelerate with Sales and
Operational throughput benefits




Forecast Sales Mix by Business Group

Plant Beverages Dairy Beverages Dairy Nutritionals Cereal & Snacks

EFY17 ®FY18

* Gross Sales by Business Group
* Strong growth across key business groups



Forecast Sales Mix by Category / Geography

As compared to 92% from
Australian Retailers 5 Years ago
(FY 2013)

FY 2018 Forecast Sales

* Strong growth across all key channels

e Strong growth in Australian Retailers and Food Service
e China a significant sales driver for the Company

* SE Asia starting to accelerate



OUTLOOK

Building a Global Food and Beverage
Business based in Australia

* Uniquely well positioned to build scale in key
business platforms of plant based beverage,
premium dairy and specialty cereal and snacks
in Australia and key international markets

e Our key brands “Freedom Foods” and
“Australia’s Own” will be at the forefront of
driving our returns from our innovation and
manufacturing capabilities

*  We expect current years and future sales
growth to flow through positively to increased
operating margins reflecting the ongoing
benefits of the strategy and multi stage capital
investment program with acceleration of profits
and returns in FY 2018 and beyond
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