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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. 

Important Information 
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Capability 
 
 
 
 

Innovation 
 
 
 
 

We have been focused on leveraging our strengths 

2 

Markets 
 
 
 
 

3 Key Pillars to our Strategy 
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FY 2018 
$353 MILLION 

NET SALES BY BUSINESS GROUP 

Retail 
Grocery 

(Australia) 
59% Food Service 

8% 

Contract 
11% 

Industrial 
7% 

Export 
15% 

FY 2018  
SALES BY SALES CHANNEL 

Retail Grocery 
(Australia) 

19% 

Food Service 
52% 

Contract 
3% 

Industrial 
7% 

Export 
19% 

GROWTH RATES FY 18 % VS FY 17 

Sales Performance 

Source: FFGL Management Accounts 
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Source: Current FYTD 2019 gross sales growth  vs FYTD 2018 

Driven by a focus on our brands & innovation 

Branded sales now 60% of sales 
With NPD will representing 

over 20% of total sales 



WHAT  
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DISRUPTING 
CATEGORIES AND 
CHANNELS 



North 
America 

China 

SE Asia 
Middle East 

Aust / NZ 
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Key Markets 

Core Markets 

Exploratory Markets 



• Changing demographics 

 

• More health focused 
consumers 

 

• Changing retail dynamics 
and different shopping 
and lifestyle experiences 
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• 65% Worlds Middle Class 
by 2030 

 

• Strong dietary 
preferences for Dairy 
Proteins and Grains 

 

• Australia origin and 
quality has strong trust 
and reputation 
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Investment 
in New 

Facilities 
and 

Capabilities
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Investment 

capex inv Acq



Shepparton - Significant Transformation since June 2013 

12 



Shepparton Dairy Processing and UHT 
Will be the 4th Largest Dairy Site in Australia 
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UHT 
Processing 
Capacity 
Increase on 
Track 
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240,000  

360,000  

500,000  

175,000

225,000

275,000

325,000

375,000

425,000

475,000

525,000

Today Feb-19 Jun-19

Processing Capacity 



Shepparton Nutritionals 
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Ingleburn  
(Plant & Value Added Dairy) 
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Brands 
Accelerating 
our Growth

17 

Leveraging current and emerging trends in 

consumption  
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Led by our two master brands 



 

Source:  IRI Big Picture Data to MAT 01/07/18 

We are the 5th fastest growing  
food & beverage company  

in Australian retail 
 

+20% Vs. YA (FY18) 
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Source: IRI Data Financial YTD to 28/10/18 
Australian Grocery Scan Data 
*Total UHT Milk = UHT Dairy + UHT Plant Based 

We are outpacing the market across our core categories 
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Source: IRI Data Financial YTD to 28/10/18 

Manufacturer Value Share (RSV) of White Milk – 
Australian Weighted Grocery FYT 

11.4%  
share captured 

within 5 months of UHT 
Dairy category 
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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 

Source:  Nielsen Direct Data Explorer Web Financial YTD to 13/11/18 



Messy Monkey Bites RSV $(000) –  
Australian Grocery 

Source:  IRI Data to 28/10/18 

 
Our innovation & 

communication efforts 
are continuing to build 

our brands 
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Domestic parents focus, building momentum to 
earn trust via consumer & HCP communication 

Source:  IRI Data to 28/10/18 

Total AO Diamond pro+ rolling 
4weeks scan data 

Social Soup - consumer survey of 95 respondents , October, 2018 



• Ongoing strong growth in sales in out of 
Home Channels 
 

• Almond the primary driver 
 

• Increasing usage of Coconut, Soy and Lactose 
Free Variants 
 

• New Macadamia launched in September 18 

MILKLAB

25 
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#7 selling food brand  

    & 
#5 most pre-ordered brand 
 

on Singles Day on TMall Global 

JV announced at CIIE to further 
accelerate Arnold’s Farm offline 
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#8 selling imported milk brand 

on Singles Day on JD.com 

On track to sell 60M packs across 
+3,000 retail outlets & e-commerce 

A2 Protein Milk YoghurtKid's Milk

AO A2 

Protein FC 

250ml 

Prisma 

metallic to be 

launched in 

Nov 2019

AO ambient 
yoghurt 

planned for 
launch early 

2019

A2 Protein & Yoghurt Big bets in short term in China

A2 Protein Milk YoghurtKid's Milk

AO A2 

Protein FC 

250ml 

Prisma 

metallic to be 

launched in 

Nov 2019

AO ambient 
yoghurt 

planned for 
launch early 

2019

A2 Protein & Yoghurt Big bets in short term in China

Launch of A2 Protein Kid’s Milk 
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Distribution and JV Announcement with TheLand 
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Building Partnerships – Lyfen Snacking China 



United Arab Emirates 

Jordan 

Indonesia 

Myanmar 

Singapore 

Malaysia 

Philippines 

Vietnam 

Brunei 

Milklab in SE Asia 



Plant based and Dairy Milks in SE Asia 



Cereals and Snacks in SE Asia 



Infant Formula and Protein Range in SE Asia 
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More Branded Innovation into 2019 



Value Added Dairy Platform 
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Accelerated Dairy Demand 
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• Growth from category demand, new product development and impacts of 
structural change in Australia 

• Category demand from Australia, SE Asia and China 

FY 2017 FY 2018 FY 2019 FY 2020

FY 2017 Plan 85 110 150 180

Accelerated Plan 85 145 250 350
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Dairy Litres – All Sites 

Note: 
• FY 2017 3 Year Business Outlook 
• FY 2018 Updated 3 year Business Outlook 
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Sourcing Dairy from Great Quality Farm Partnerships 

Moxey Farms, part of AFMH Group 
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Value Added Dairy Platform 



Today in Dairy 

41 
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Drinking 
Yoghurt 

Value added 
milk / fat 

$8 

On-the-go Sports 
Nutrition 

Whey Protein 
Isolate 

$12  
 

Whey Protein 
Isolate 

$50 

$200 

Tomorrow - Valuing Adding Dairy Ingredients 

Packed 
Cream 

Using Fat 
$4.50 

Protein 
Lactoferrin & 
-lactalbumin 

$25-$35 

Infant + Adult Nutrition 
Sports Nutrition 

High Value Ingredients 

http://www.google.com.au/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi4-6z1y-zVAhVLgrwKHYiFADAQjRwIBw&url=http://www.chemistwarehouse.com.au/buy/59356/VitalStrength-Hydroxy-Ripped-Workout-Protein-Powder-1Kg-Chocolate&psig=AFQjCNE7lY-CV0UMjpSpKtUz1XHM_ze2nw&ust=1503551488785360
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Extracting more Value from Cream and Protein 

Composition Standard 

Protein 3.3% 

Fat 3.4% 

Lactose 5.0% 

Minerals 0.7% 

Water 87.6% 

Total 100.0% 

Standardise any excess 
protein and fat in raw milk 
above consumer standard 

to create value added 
products 

Standard Product 
Composition 

Based on FFG Standard 
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From this (Bulk Cream) 

Value Added Dairy Platform 

Value Added Cream 
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Our 1st Nutritional Ingredients 
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Native Whey Protein Isolate 

High quality protein intakes are needed to optimise muscle 
protein synthesis and exercise recovery.  

  
Due to its superior leucine content, Native Whey Protein 

Isolate represents the best quality protein source to 
stimulate new muscle protein synthesis, on a gram per 

gram basis. This is one of the reasons Native Whey Protein 

Isolate is considered so premium.    
   

nWPI also contains high levels of another key essential 
amino acid called Cysteine, which is a precursor for 
glutathione production. This is really important, as 

glutathione is one of our body’s ‘home-made’ and powerful 
antioxidants, which we know are super important for 

health and immune function. 

  

Freedom Foods Ultra Premium Native Whey Protein Isolate (nWPI) 

New Protein Based Ingredients 

Available for commercial sale in early 2019 
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Micellar Casein Concentrate   
 

The 2 major groups of cow’s milk proteins include whey proteins 
and casein proteins. Casein micelles are structures that contain 
the casein proteins together, linked by calcium and phosphorus 

minerals.  
  

The high protein concentration of our Native Micellar Casein 
Concentrate (nMCC) is another reason this nMCC is so Premium. 
Yet another important differentiator is the high level of branched 

chain amino acids (BCAA) present, which are essential amino 
acids of high biological value for both endurance sports and 

sports recovery. 

  
  

Freedom Foods Ultra Premium Micellar Casein 

New Protein Based Ingredients 

Available for commercial sale in early 2019 
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Nutritionals - Product Capabilities  

2019 

Native Whey 
Protein Isolate 

Micellar Casein 

Lactoferrin 

2020 

Alpha Lactalbumin 

Osteopontin 

2021 

IgG 
(Immunoglobulin) 

Timeline for Commercial Product Availability  
(Calendar Year) 
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Building Protein Ingredients into Our Brands 
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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.  
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• The Group continues to 
experience strong demand 
across its business 
activities in Australia, 
China and SE Asia  

 

• As outlined in August 
2018, the Group expects 
net sales revenue from 
current business activities 
in FY 2019 to be in the 
range of $500 to $530 
million 

 

 

 

Outlook 

A2 Protein Milk YoghurtKid's Milk

AO A2 

Protein FC 

250ml 

Prisma 

metallic to be 

launched in 

Nov 2019

AO ambient 
yoghurt 

planned for 
launch early 

2019

A2 Protein & Yoghurt Big bets in short term in China
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• New product revenue 
streams from major 
capital expenditure 
projects are expected to 
materially positively 
impact sales and earnings 
into FY 2020 and beyond.  

Outlook 
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Recognising Our People 




