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Important notice and disclaimer

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
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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
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\ Our We continue to leverage our strengths & evolve
Strategy " into a Brand led business

----------------------------------------------------------------------------
......

Markets i : Innovation |
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/" $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 }
YETEIJIE [ngleburn

. 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)
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From mid 2020

Capacity Total

Litres 250m
Packs 500m

* Annualised, 6 Day basis

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

Total 7 Fillers (Carton), 1 UHT Bottle Filler
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SEVEIEICH  Plant Based Beverages
Formats

AUSTRALIAS

ZEOWN

ORGANIC
ALMOND

UNSWEETENED

MILKLAB

AILKLAB | NLKLAB

1 Litre Format Now in 2 Litre Format
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Site Overlay

Warehouse

Packing

Car Park
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Processing

Mixing

GroUpAdmin S “ i
Services Hub — .
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Strong Category Growth Dynamics

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
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Strong Category Growth Dynamics

Plant Protein and Dairy value Added — High Growth
* Plant Beverages

* Plant Yoghurts

* Lactose Free Dairy

* A2 Protein Dairy

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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Key Plant Ingredient Formats

4 N

Mature Growing Emerging Early Stage Future

Soy Almond Oat Pea Sesame
Rice Coconut Cashew Chickpea
Flax Chia

. )

Taste, Texture, Nutrient benefit key to plant success
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In the news...
Australians go nuts for non-dairy ‘'milks'

Almond milk is close to taking over from soy milk as the most popular alternative milk in

Australia, as the market for plant-based dairy alternatives continues to grow. Share of Australia’s alternative milk market, by year
n
Demand for almond milk soared over the past five years, moving from less than 20 per cent of the — —
non-dairy milk market to almost half, ding to research IBISWorld. ) chile, soy )
milk lost its dominance, declining from almost 70 per cent to less than half.
50
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® 5o @ s @ Ove
... barista-friendly dairy milk
alternatives, creating a new
Consumption of dairy milk has avenue for industry growth
Spailad for cheics: Macadamia, soy. almond ard oat milk cartons at Cuckoo Callsy cafe in Surry Hills. cow wessen dec“ned steadily Whl|e plant-
Consumption of dairy milk has declined steadily while plant-based milk now accounts for about 7 based milk now accounts for
per cent of all milk consumed in Australia - and with more than two million Australians identifying about 7 per cent of all milk The greatest decline in
as either vegetarian or vegan, that number will likely increase. . . 9 Ik N b =
consumed in Australia per capita mi On a per capita basis,
“The greatest decline in per capiita milk consumption has come from reduced and low-fat mill” consumption has consumption is tipped to grow by
said IBISWorld analyst Matthew Reeves. "This trend indicates that the preferences of health- f d d f 17
Sl gt oY e sk e come from reduce an average o per cent a year
dairy alteratives” and low-fat milk for the next five years
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Who is the Plant Based Milk consumer?

High Disposable Tends to live
Younger Adults Incomes

Healthy

: closer to the
Like to spend on 'dining out and Llfe Styl e

CBD

O
Young X Young 2
Singles/Couples "‘ Families '

Middle Aged 4 .. P
Singles/Couple g" Older -5
m———  Families 'I'
Older . @

Singles/Couple r‘

050
New [ 1] Retirees
Families e) ®,

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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Our brands are the main drivers
of growth in the retail plant
category
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Freedom Foods, across both Almond Breeze and Australia’s Own
have been chief drivers of growth within Grocery Retail Plant
Based Category

BLUE
DIAMOND:
ALMGNDS.

FFGL 3
FFGL 4™ largest
largest Branded
Branded Plant Based
Plant Based Supplier
Supplier 18.7% Share
13.1% Share
+49.5% @
42.2 47.1
28.2 150 21.4 23.9 132 20.8 23.2
MATTo MATTo MATTo MATTo MATTo MATTo MATTo MATTo MATTo
17/09/17 16/09/18 15/09/19 17/09/17 16/09/18 15/09/19 17/09/17 16/09/18 15/09/19
- Total Freedom Foods UHT - Total Almond Breeze $(Ms) - Total Australia’s Own UHT

Plant Based $(Ms)

MAKING FOOD BETTER

Plant Based $(Ms)

17



freed GROUP

Making food better RESASES | MITED

3 Years’ Brand Sales Growth
+501.4%

|

M I LK LAB AUSTRALIAS

==OWN

*Percentages are based on growth from Q1 FY18 to Q1 FY20
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Plant Based Focus

3 Years’ Plant Based EBITDA

. 26.3%
and Margin Growth

23.1%

Two main contributing factors of margin
expansion in recent years;

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

* Increased utilisation of Ingleburn
facility

2017 2018 2019

= Margin I EBITDA

MAKING FOOD BETTER - 19



7 AUSTRALIANS
CONSUME MORE
THAN 100,000
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Sales

Growth

\ o
We've seen an evolution in both
coffee service & plant beverages.

20.1L

3 Years’ Litres Sold 3 Years’ of Q1 Sales .
Value Growth More mainstream outlets are
lifting their coffee service game
135 as seen as a key traffic driver &
also loyalty driver.

Whilst plant beverages are now
appearing in more mainstream
outlets - incl QSR

Fyi8 Q1 Fy19 Q1 Fy20 Q1

- Sales

FY17 FY18 FY19

- Full Year Sales
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| Growth freedom cro»
| Opportunity

63,099
OUTLETS

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

COMMERGIALSECTOR -

SHARE OF TOTAL OUTLETS

ANNUAL GROWTH RATE 35
2016 -17 :

Food Industry Foresight
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' 5 : Plant Milk for Coffee
\ pportunity

THE FOODSERVICE DOLLAR
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 ‘ i Tendoanitie Dullue
scale we’ve created with distribution é";igz;;
partners to pull stock through to ran
increase numbers of outlets (cafes,
restaurants QSR’s)

MAKING FOOD BETTER - 20
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Global Opportunity

Existing Markets

TR ‘ > -
@ P>

2 oY
Indla

Australia New Zealand South Afrlca China Hong Kong
*
c ; g ! g
Singapore Malaysia Indonesia Vietnam Philippines
= =
UAE Kuwait Jordan saudi Myanmar Cambodia

Development Markets (2020)

& vl =

USA Canada Thalland Taiwan South Korea
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across Asia

Instore displays in Malaysia Instore displays in Malaysia Instore displays in Vietnam Instore displays in Malaysia
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Global
Focus

Jaya Grocer
thrapgh your hectic lifé" with Aimond Breeze!
some from 1 GrogerAussie Falr now to fill up
ur nutrients re you Head but for your-dally

@ Angie Ng Huey Ling and 6 others

oY Like () comment
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Social Media featuring Australia’s

Own & Blue Diamond

4:00 il 4G -

© Instagam &F ¥

‘ myvillagegrocer

ORGANIC

ALMOND

ORGANIC ORGANIC]

oQv

100 likes

myvilagegrocer Sl W Aussie-Aussie-Aussie! We are
bringing Australia to you. Come and experience o
fun-fillad padod of Australia’s foods, drinks, snacks
and other Australlan products from now til 11 August
2010

Check out link in bio for more promos!

SMyvEaQegQrocer ¥passiontnognt sfresishere

@ Angie Ng Huey Ling and 7 others #VOAUSsiefair2019 ¥VOAustralisFekr2019

> Share

" A Q

Y Like () comment

Instagram features in Malaysia
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4:00 ol 4G --

jayagrocer

s -
Jaya Grocer

Qv . W

23 likes

jayagrocer Straya Fair is still on-going at selected
outlets. Get selected Australian products at special
prices. Visit our outlets or online to find out more
#StrayaFair2019 #JayaGrocer #JayaGrocerOnline
#AustraliaFair

A Q
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Date of Publication: 18" July

FairPricefinest

Wholesome
& Pawsome
Savour the fiowst troate

Features in Mailers in
Singapore and Malaysia
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Featured in NTUC Fairprice Mailer in
Singapore

MAKING FOOD BETTER

Featured in Aussie Fair Mailer in Malaysia

Featured in Ben’s Independent
Grocer Mailer in Malaysia

Featured in Hari Raya Mailer in
Malaysia




MILKLAB @ Latte Art Throwdown in Johannesburg

LATTE ART THROWDOWN
INCLUDING THE HIGHLY ANTICIPATED
KB90, DELTER COFFEE PRESS & MILKLAB LAUNCH

COFFEE EQUIPMENT § CAFE
MAGAZINE = A ' )
AVa commavy 8 coee

MrILKLAB wie  thirdspace

COME AND SEE THE FIRST KBS0 IN SA
TRY OUT THE NEW DELTER PRESS
LATTE ART MILK BY MILKLAB
LOTS OF PRIZES ON OFFER

ROTISSERIE LAMB WRAPS

FILTHY MOUSTACHE FOOD TRUCK
| CRAFT BEER, FLOWSTONE G&T
TREATS BY TONKA BEAN

' JUNE 23|12 PM
THIRDSPACE

RSVP
SINJON WICKS
SINJONW@EQUIPMENTCAFE.CO.ZA
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AUSTRALIAS

BARISTA

SOY

ORGANIC

SOY ALMOND ALMOND 'cOCONUT RICE

UNSWEETENED

ORGANIC ORGANIC

ORIGINAL | UNSWEETENED

ﬂ w%

ORGANIC ALMONDS

wowee 1L

For Coffee

BARISTA BARISTA
ALMOND COCONUT

CE ‘ @E

fl’eed% GROUP

LIMITED

Making food bette!

ORGANIC ORGANIC

UNSWEETENED ORIGINAL

Oz =
pae Ve |

SRS

i

Plant Based Beverage Range

ORGANIC COCONUT CHEAM

it 1L

Range

ORGANIC ORGANIC ORGANIC ORGANIC
CHICKEN @ CHICKEN VEGETABLE = BEEF

STYLE STOCK STYLE STOCK STYLE SYOCKA
& 0

Plant Based Liquid Stocks Range

33
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For Out of Home Retail Plant Based Beverage Range
More innovation from 2020

MAKING FOOD BETTER ' 34



MILKLAB freedom c-o.r

Our expanding range
continues to have a cult like
following

MILKLAB | AILKLAB | NLKLAB

e -
FEFFETET

llllll

35
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kt_duncs | love the creaminess
of the almond milk, and
purposely track down cafes that
use it when | order my coffee!

© | Instagram

baked.desserts We love you for
the joy we see in customers
faces when they ask which
almond milk we do and we reply
| ‘milk lab’ &5
lauran.jervis Macadamia milk.
It's nuts. Absolute game

changer. @lifeatburnsbeachcafe
knows where it's at &

€

et

appetite_eatery Blends with our
beans just right!

/‘ @
‘ tracy_vegh Your almond milk is
the best, I've tried them all & it's
the only one that doesn't ruin my

coffee = = |

amyjane1802 Love the texture
and the full creamy flavours.
Great for baking.

Hi there, do you have distributor
for your product here in Jakarta
Indonesia?

@

MAKING FOOD BETTER
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‘ inspiringwit They just make my
coffees taste better!! No
comparison!!
annie90b It makes my soy lattes
super smooth and tastyl . jda0121 I love my coffee. Thats
R | why | love Milklab.
“ lisayuuu Honestly the best
| barista blend almond milk for
- coffees . | will walk out of a .
> cafe if they don’t use milk lab ‘. )
almond milk.
a a_liceguest Your almond milk is
amazing! So creamy and
T . . delishhh and doesn’t seperate in
b @ _elise_s You make almond milk my coffee! Game changer -
W that doesn’t taste like almond
milk .. nothing compares to
your almond milk !
: - chrisleonen
arrosto_paddington Our I. LOVE. COFFEE. ..When|
cu.stomers. love ){our‘ a"“‘f"d get back here in the Philippines,
milk, we display it with pride and I'm happy to find local cafés are
suggest it to anyone looking for serving specialty coffee and was
an alternative! Keep it up! looking for @milklabco products
| s as well. And | finally found one
7 love.staxx | like how creamy it retailer here and can't be
W& tastes. | only order almond happier. | make my own latté at
coffees if they use milk lab as home, of course using
much as | feel like a snob to ask @milklabco milk for coffee ‘ '
and decline if they don't &
36
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Beverage Company |

from Australia
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