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The following disclaimer applies to this presentation and any information provided in this presentation (Information)

This presentation has been prepared on information available at the time of its preparation. The Information is in summary form and does not purport to be complete
Except as required by law, no representation or warranty, express or implied, is made as to the fairness, accuracy, completeness, reliability or correctness of the Information, opinions or 
conclusions, or as to the reasonableness of any assumptions

Certain statements, particularly those regarding possible or assumed future performance, potential business growth, industry growth or other trend projections, and any estimated company 
earnings or other performance measures, are, or may be, forward-looking statements. Such statements involve unknown risks and uncertainties, many of which are outside the control of 
Freedom Foods Group (Company). Actual results, may vary materially from any forward- looking statements and the assumptions on which those are based, and such variations are normal and 
to be expected

The Information also assumes the success of Freedom Foods Group business strategies. The success of the strategies is subject to uncertainties and contingencies beyond Freedom Foods Group's 
control. Given these uncertainties, Freedom Foods Group cautions investors and potential investors not to place undue reliance on these forward-looking statements

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

Freedom Foods Group undertakes no obligation to revise the forward-looking statements included in this presentation to reflect any future events or circumstances except as required by law or 
any relevant regulatory authority

This Information does not constitute investment, legal, accounting, regulatory, taxation or other advice and the Information does not take into account your investment objectives or legal, 
accounting, regulatory, taxation or financial situation or particular needs. You are solely responsible for forming your own opinions and conclusions on such matters and for making your own 
independent assessment of the Information

Some of the information in this presentation is based on unaudited financial data which may be subject to change 

All values are expressed in AUD unless otherwise stated

Freedom Foods Group owns all intellectual property in the presentation

Important notice and disclaimer
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Group

Rory Macleod, MD and CEO

Amine Haddad, CEO Commercial 

Matt Vince, Chief Commercial Officer

Tim Moses, Strategic Development Director

Zarko Juric, Group GM Sales (Retail and Specialty Channels)

Stephanie Graham, GM Corporate Development

Technical

David Cheng, GM Beverage R&D, Science and Product Development

Operations

Abdul Badreddine, Group GM Operations

FFGL 
Team 

On Site
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We continue to leverage our strengths & evolve 
into a Brand led business

Our 
Strategy

Capability InnovationMarkets Brands



CAPABILITIES



$430 MILLION 
INVESTED OVER THE 

PAST
3 YEARS

One of Australia’s leading 
Investors in State-of-the-Art 

Food & Beverage 
Manufacturing Capability
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UHT 
Capabilities

• High Speed Plant Milk Capability (Soy, Rice, Almond, Oat, Stocks)

• High Speed High Value Added (Protein, Functional)

• Low Speed 1 Litre and Portion Pack (Yoghurt, Cream, Flavoured)

• Carton and Bottle Format

• Redundancy for Shepparton formats (1 Litre)

Total 7 Fillers (Carton), 1 UHT Bottle Filler

2 x 1 Litre High Speed (Plant)

1 x 2 Litre (Plant)

2 x 1 Litre Low Speed (Cream, Plant)

2 x Portion Pack Low Speed (Yoghurt, cream)

1 x High Speed PET Bottle  - From FY21

Capacity Total

Litres 250m

Packs 500m

* Annualised, 6 Day basis 

Ingleburn

From mid 2020
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UHT 
Beverage 
Formats

8

Plant Based Beverages

1 Litre Format Now in 2 Litre Format
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Shift to flexitarian diets across generations

Science foundations for plant-based as a healthy diet option

• Low in saturated fat
• High in unsaturated fat
• High in fibre
• Rich in vitamins and minerals
• Nutrient density

Flexitarian diets becoming a prominent feature of mainstream food culture

Large growth opportunities ahead

Strong Category Growth Dynamics
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Plant Protein and Dairy value Added – High Growth

• Plant Beverages

• Plant Yoghurts

• Lactose Free Dairy

• A2 Protein Dairy

Strong Category Growth Dynamics

Bringing incremental value for the category and retailers

• Increasing the average spending per basket in Plant category

• Increasing SKU's and Total Shelf Space availability
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Mature Growing Emerging Early Stage Future

Soy

Rice

Almond Oat

Coconut

Pea

Cashew

Flax

Sesame

Chickpea

Chia

Hemp

Taste, Texture, Nutrient benefit key to plant success

Key Plant Ingredient Formats
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In the news…

Consumption of dairy milk has 
declined steadily while plant-
based milk now accounts for 
about 7 per cent of all milk 

consumed in Australia

… barista-friendly dairy milk 
alternatives, creating a new 
avenue for industry growth

The greatest decline in 
per capita milk 

consumption has 
come from reduced 

and low-fat milk

Source: SMH - Australians go nuts for non-dairy 'milks’, 25th August 2019
SMH - Nationals vote to crack down on non-animal milks and meats, 15th September 2019

On a per capita basis, 
consumption is tipped to grow by 
an average of 17 per cent a year 

for the next five years
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Who is the Plant Based Milk consumer?

Young 
Singles/Couples

Middle Aged 
Singles/Couple

Older 
Singles/Couple

New 
Families

Young
Families

Older 
Families

Retirees

Younger Adults
High Disposable 

Incomes
Like to spend on dining out and 

fashion

Healthy 
Lifestyle

Tends to live 
closer to the 

CBD

Source: Quantium; WOW Rewards and NAB data (52 weeks ending 3 Dec 2018)
** Q.Checkout Cross Shop Report Focus Period: 03/04/2019-01/10/2019 (Last 26 Weeks) vs Focus Period: 03/04/2019-
01/10/2019 (Last 26 Weeks) – Based on average growth of WOW customers

Over the last 2 years the number of shoppers purchasing UHT 
Plant Based beverages only has increased by +24%, whilst the 
number of shoppers purchasing both UHT White Milk & UHT 
Plant Based has increased by +16%**
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Retail

Our brands are the main drivers 
of growth in the retail plant 

category
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Total Australia’s Own UHT
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FFGL 4th

largest 
Branded 

Plant Based 
Supplier 

13.1% Share

FFGL 3rd

largest 
Branded 

Plant Based 
Supplier 

18.7% Share

Source: IRI UHT Beverages Australian Weighted Grocery data to 15/09/19

Freedom Foods, across both Almond Breeze and Australia’s Own 
have been chief drivers of growth within Grocery Retail Plant 

Based Category

Retail
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Our   
Brands

$15,255

$37,812

$6,452 $6,967

$37,813
$71,106 $16,607

$35,705

$11,172

$11,177 $18,291
$7,185

+28.4%

+45.3%

+501.4%

*Percentages are based on growth from Q1 FY18 to Q1 FY20 

3 Years’ Brand Sales Growth

Plant Based Focus
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Two main contributing factors of margin 
expansion in recent years;

• Growth in Out of Home channels with 
Plant Based Milk for Coffee

• Increased utilisation of Ingleburn 
facility

Plant Based FocusMargins

3 Years’ Plant Based EBITDA 
and Margin Growth

20192017

23.1%

15.5%

$12.8

2018

26.3%

$18.7

$27.6

Margin EBITDA
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AUSTRALIANS 
CONSUME MORE 

THAN 100,000 
CUPS OF COFFEE 

EVERY HOUR

Sustainability Victoria
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Plant Milk for CoffeeSales 
Growth

4.2

8.0

13.5

FY18 Q1 FY19 Q1 FY20 Q1

+68.7%

5.8L

11.8L

20.1L

FY17 FY18 FY19

+70.3%

Full Year Sales Sales

3 Years’ of Q1 Sales 
Value Growth

3 Years’ Litres Sold

We’ve seen an evolution in both 
coffee service & plant beverages. 

More mainstream outlets are 
lifting their coffee service game 
as seen as a key traffic driver & 

also loyalty driver. 

Whilst plant beverages are now 
appearing in more mainstream 

outlets - incl QSR
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Growth 
Opportunity

Food Industry Foresight

Today we are in approx. 10,000 -
15,000 outlets with a potential 

universes of +50,000

Over next 12-18 months we will 
look to increase outlet 

distribution to 30,000 outlets

Plant Milk for Coffee
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Last few years we’ve been focused on 
building distribution network -

ensuring product on trucks with key 
distribution partners...

Future focus will be leveraging the 
scale we’ve created with distribution 

partners to pull stock through to 
increase numbers of outlets (cafes, 

restaurants QSR’s)

Growth 
Opportunity

Plant Milk for Coffee
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Australia

Malaysia
VietnamSingapore

Thailand

PhilippinesIndonesia

UAE

China

Saudi

Brunei

Myanmar CambodiaKuwait

South AfricaIndia

Jordan

Hong Kong

Existing Markets

Development Markets (2020)

CanadaUSA Taiwan South Korea Japan

New Zealand

Global Opportunity
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Global 
Focus

Milklab building in Asia
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Global 
Focus

Instore displays in Malaysia Instore displays in Vietnam

Instore displays 
across Asia

Instore displays in Malaysia Instore displays in Malaysia
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Global 
Focus

Instagram features in Malaysia

Social Media featuring Australia’s 
Own & Blue Diamond



29

Global 
Focus

Featured in Aussie Fair Mailer in Malaysia Featured in Ben’s Independent 
Grocer Mailer in Malaysia

Featured in NTUC Fairprice Mailer in 
Singapore

Features in Mailers in 
Singapore and Malaysia

Featured in Hari Raya Mailer in 
Malaysia
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MILKLAB @ Latte Art Throwdown in Johannesburg



INNOVATION 
& BRANDS
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2019 AFR BOSS Most Innovative Companies list

AUSTRALIA’S BEST 
MANUFACTURING 

& CONSUMER 
GOODS 

INNOVATION 
PROGRAM
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Our 
Brands

For Coffee Range Plant Based Liquid Stocks Range

Plant Based Beverage Range
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Our
Brands

For Out of Home Retail Plant Based Beverage Range
More innovation from 2020
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Our   
Brand

Our expanding range 
continues to have a cult like 

following
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Our 
Brands

Do you have MILKLAB?



Building a Major 
Global Food & 

Beverage Company 
from Australia 


