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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
actual results, performance or achievements may 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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3 Key Pillars to our Strategy
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Sales Performance

FY 2018
$353 MILLION
NET SALES BY BUSINESS GROUP

Dairy
Cereal & | Beverages
Snacks 3 40%

29%

Plant

Beverages
23%

Source: FFGL Management Accounts

FY 2018
SALES BY SALES CHANNEL

Industrial
7%

Retail
Grocery
g (Australia)
Food Servicé 59%
8%

Contract
11%

GROWTH RATES FY 18 % VS FY 17

Export Retail Grocer
19% (Australia)
19%

Industrial
7%

Contract
3%

Food Service
52%
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Driven by a focus on our brands & innovation

With NPD will representing
over 20% of total sales

Branded sales now 60% of sales

20.8%

FYTD 18 FYTD 19 FYTD 18 FYTD 19 o

Contract ] Private Label [l Proprietary

Bl Source: Current FYTD 2019 gross sales growth vs FYTD 2018
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Business Segments and Markets
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Key Markets

North
America

Middle East

China

SE Asia

Aust / NZ
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Investing in our Capabilities
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$950 Million
Over & \ears
Investment
in New
Facilities and
Capabilities

Investment



No 1in UHT
Capability
in Australasia




Ingleburn (Plant & Dairy)

FY 2018, the Group relocated its Plant-
Based Beverage operations from Taren
Point to the new state-of-the-art UHT
facility at Ingleburn in South West
Sydney.

The first stage installed UHT filling
capacity at Ingleburn of approximately 80
million litres per annum.

New installations included a 2 litre
format capability for both dairy and
plant-based applications, with
capabilities for yoghurt processing will be
completed by September 2018.

Expanded filling capacity as at March
2019 is expected to be approximately 170
million litres per annum
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Shepparton (Dairy)

oA

* The Group is progressing with a
significant capacity upgrade to its
Shepparton dairy facility, with a total
investment of approximately $33 million
to increase total dairy milk processing
capacity to 500 million litres per annum.

* The expanded processing capability will
provide increased flexibility to meet
increasing demand for other value-
added products streams including
functional dairy-based beverages,
drinking yoghurt and cream (packaged
pouring and whipping cream)
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Shepparton (Nutritionals)

e Shepparton
Nutritionals capability
well progressed

e 1stStage
commissioning due to
commence from
December 18
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Brands

Accelerating our

Growth

Leveraging current and emerging trends in consumption
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Led by our two master brands

AUSTRALIAS




Increased Investment in our Brands

Australian Owned.
Australian Made.

A delicious plant alternative that is just

LIKE MILK

[BUT DIFFERENT]

r milk doesn't like you. Like Milk is a

A lighter e e i b
way to start
your day

A SIMPLY GOOD FOOD
~ . BY THE MILL

FIND US IN THE LONG LIFE MILK AISLE

Find us in the Cereal Aisle )

.80 PROTEIN PER SERVE + ZERO FAT + CALCIUM & PHOSPHORUS » VITAMINS A, B2, 812 & O
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Value Added Dairy Platform

freedom, crour

aking food better



Value Added Dairy Platform

)
vITAL I?‘ "
STRENGTH

ITAL

X Wm—y IHE/| .#ecn
) HE o ]
by | AIPPED

tailored for

formulated for. growing toddlers
tiny tummios ' 3

T, B -
8 matin3Y

k(nrw«u\kﬁté Lor R_ Aailored Lor R_balance A (
Ainy Aumwmies growing Aeddlers \#rle hubs

NO ADDED
PERMEATE

FULL CREAM LOW FAT

FULL CREAM LOW FAT

M".K M".K AZPRUTHN ZPRUTEIN CRE AM ‘CEAM'

From ou farms o your home.
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Accelerated Dairy Demand

Dairy Litres — All Sites

400

350
300 /
250 /
200 /
150 /
100 p—

50

Million Litres

0

FY 2017

FY 2018

FY 2019

FY 2020

——FY 2017 Plan

85

110

150

180

Accelerated Plan

85

145

250

350

* Growth from category demand, new product development and impacts of

structural change in Australia

* Category demand from Australia, SE Asia and China




AUSTRALIAS

% O W N ® Manufacturer Value Share (RSV) of White Milk —
\ Australian Weighted Grocery FYT

11.4%

share captured
within 5 months of UHT
Dairy category

Australia’s Own

WA

4

Source: IRI Data Financial YTD to 28/10/18
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AD KIDS MILK

4 * AUSTRALIAS
No 1 imported Kids Milk in China and 4 .&OW N
this is just the start ! ZEh

The AO Kids Milk product has continued its
strong growth trajectory, with the product
now the largest imported kid’s milk brand
in China.

Installation of high speed 200ml capacity at
its Shepparton operation to provide for
volume demand forecast in excess of 60

million packs in calendar year 2018.

The Group expects the Kid’s Milk product
and other new product formats to be a
significant contributor to growth and
profitability.

+ 60 Million Packs in 2018

(from 30m Packs in 2017)
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JLL: Investment on consumer activities
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A2 Protein & Yoghurt Big bets in short term in China
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Kid's Milk A2 Protein Milk Yoghurt

AO A2
Protein FC
250ml

Prisma
metallic to be
launched in
Nov 2019
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Today in Dairy
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Tomorrow - Valuing Adding Dairy Ingredients

On-the-go Sports

Drinkin
g Nutrition

Packed Yoghurt

Whey Protein

. Protein Isolate
Lactoferrin & S50
Value added Whey Protein o-lactalbumin
. Isolate $25-$35
Using Fat milk / fat $12
$4.50 S8

Protein  3.3-3.6%
Fat 3.3-4.0%
Lactose .0%
Minerals 0.7%
Water 85%+
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Vital Strength — Performance Nutrition

* The Vital Strength brand is recognised as a leader in high quality nutrition products, sold
through retail grocery, pharmacy and fitness retailers in Australia.

W
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Crankt Protein Brand

* The Crankt Protein range is sold through petrol
and convenience, fitness retailers and retail
grocery in Australia and New Zealand.

* The Crankt brand provides for an everyday
mainstream consumer proposition, aligned to the
Freedom Foods Vital Strength brand which is

positioned as a premium brand in the sports and
nutrition category.
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Australia’s Own Infant Nutrition

AUSTRALIA'S

formulated for
tiny tummies

Promium Infant Formuls

0-6 months

------------ Comprare
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tailored for

growing toddlers balanced for

- little bubs
Premlum n A.,‘f. AR RCT
MR - TS
12+ mon
(# With #ramiotics & Franieties |
Nutrition to Nallsi } ,.__

N_ Aailored for
(brod'\w% Yoddlers \e¥tle
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TODDLER
MILK DRINKS

Prebiotics (GOS) e

Probiotics / Bb Lactis 12 (8B-12)

Omega-3 Fats DHA 7

Best Vitamin D Levels
pg/100 mL V1o

A2 Protein

Australian Milk

Australian Owned

Free From Maltodextrin
& Corn Syrup

v
v
Made in Australia v
v
v
v

Free From
Added Flavours

freed% GROUP
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Largest Australian Dairy Farming Operation

@@_&e

~Eit. 1915,

o Lxls “
L AFMH

AUSTRALIAN FRESH MILK HOLDINGS Perich Moxey Family’s and FFG
U

Part of the AFMH Group

Largest Single site Dairy, Moxey Farms
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Plant Based Beverages
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Australia’s Own

AUSTRALIAS AUSTRALIAS AUSTRALIAS AUSTRALIAS AUSTRALIAS AUSTRALIAS

=XOWN’ ZEOWN’ FXOWN’ =XOWN' ZXOWN' =XOWN’
ORGANIC ORGANIC ORGANIC ORGANIC ORGANIC ORGANIC

ALMOND SOY RICE ALMOND COCONUT SOY
ORIGINAL ORIGINAL ORIGINAL UNSWEETENED UNSWEETENED UNSWEETENED
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MILKLAB

MILK FOR COFFEE o

AN AUSTRALIAN COLLABORATION DESIGNED 10
TEXTURE AND STRETCH WITH COFFEE

1 LITRE

\

MILKLAB

Strong growth in the high margin food
service channel with MilkLab

expanding the range of nut based beverage
products under the MilkLab brand.

MilkLab. MilkLab has secured ranging in key
coffee chains including Starbucks in Malaysia.

The MilkLab brand has the potential to be a
leading global plant-based beverage brand in
the milk for coffee markets.

MILKLAE = | MILKLAB

ACADANIA @ T 0
HILK 5 LK
MILK FOR COFFEE NILK FOR COFFEE

o USTALAN COLLOMUIY 5GND TO W ST TS S T
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Innovation in Plant Beverages

Alm ALIAS
ZEOWN

NUTRITIOUS PLANT
ALTERNATIVE

LIKE
MILK

[BUT NOT MILK]

ORIGINAL

FORMULATED WITH PEA PROTEIN
GOOD SOURCE OF CALCIUM

1S

GOOD SOURCE OF CALCIU

NUTRITIOUS PLANT
ALTERNATIVE

LIKE

_ UNSWEETENED.

FORMULATED WITH PEA FRO / .

l

@@@@

Protein Essential

per serve Amino Acids

Dairy & Soy Free Nut Free No artificial
Lactose Free preservatives,
colours or flavours

Consistent with its
strategy to be a leading
innovator in plant-based
beverages, during the
second half of FY 2018,
the Group successfully
launched the first pea
protein milk in Australia,
“Like Milk”, as well as
99% sugar free
flavoured almond milks
in 1 litre plastic bottle
formats.
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Cereal & Snacks
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Turbo Charge

Snacking

awrn  WHOLE GRAIN CHEESE
el R |

ownn  WHOLE GRAIN CHEESE
FREE! Shice P
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Mainstream
Cereal & Bars
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f dom
ree Branded Value Share (RSV) of Clusters & Muesli

— Coles Group Scan FYTD**

16.2% ==

share captured
within 5 months of
Breakfast Cluster &
Muesli category in Coles

HERITAGE
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Leading Brand on Tmall International
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on Singles Day on TMall Global

?ﬁjﬁﬁ JV announced at CIIE to further
accelerate Arnold’s Farm offline
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ThelLand — Part of Alibaba Group

freedOm
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*  Theland will distribute Arnolds Farm exclusively
across online and offline Channels in China

*  Current distribute range of dairy, water and beef
products through 25 provinces across China

*  75% owned by Alibaba, with access to deep data
capability and VIP consumers
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More Branded Innovation in FY 2019
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Outlook

* The Group is increasingly well positioned to
strategically build into a major global food
and beverage business with scale in key food
and beverage platforms from key markets
and channels in Australia / New Zealand,
China, SE Asia and North America.

* Asoutlined in August 2018, the Group
expects net sales revenue in FY 2019 to be in
the range of $500 to $530 million.

* The Group continues to experience strong
demand across its business activities in
Australia, China and SE Asia

* New product revenue streams from major
capital expenditure projects are expected to
materially positively impact sales and
earnings into FY 2020 and beyond.
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