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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

MAKING FOOD BETTER
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Agenda - Annual General Meeting
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Address Gunner
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Address Perich

e Presented by Genevieve
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FY20 Key Highlights
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MILKLAB <]

Processed over
76 million litres

: of plant-based
8% freed% GROUP Growth in UH'IP beverages

Nutritionals ™=~ =" M".KLABTM, sales
increase of 73%
and distribution
partnership with

Produced 13.1 McDonald’s.
tonnes of

Export sales up Lactoferrin with

28.7% to $109.8 part year

million production

Our dairy and
nutritional
business
processed over
300 million litres
of UHT milk




Brand Highlights - MILKLAB
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=  MILKLAB™ reaching more customers

= #1 Foodservice Exclusive Plant-Based Barista
Milk for Coffee (Source: Café Pulse, Café Culture
International)

=  MILKLAB™ 5t Birthday celebrated nationally with
baristas and consumers

Coming Soon......

= Brand advertising communications

= New product development segments
= Global expansion focus



Brand Highlights - Australia’s Own

AUSTRALIAS

#1 Plant brand associated with Australian made
Barista Range accelerates market share +2pts

‘ ORGANIC
COCONUT

osevc  WE BELIEVE Coming Soon......
= PUREAND = Brand advertising communications

SIMPLE IS BEST New product development in growth segments




Brand Highlights - Crankt

= Crankt Brand growth +5% NSV YTD V YA)

= Protein Bars +34% v YA driven by Crankt Max
launch

= Highest brand uniqueness scores in sports and
diet category

Coming Soon......
= New Native Protein Bar innovation June'21

= Petrol and Convenience distribution and point-of-
sale drive

= South East Asia regional expansion focus



Brand Highlights - Vital Strength

= Sports performance portfolio benefits from global
wellness trends as Sports Performance becomes
mainstream.

= Core retail channels experience positive share of
market growth, with double digit % dollar growth
vs. last year.

= Re-investing in brand health. Rich Digital Media and
Ambassador Teams driving new consumer
awareness and engagement.

Coming Soon......

Bk = New premium product range, vertically
RIT?PED' integrating Shepparton Nutritional Ingredients
R vnis o stream. Driving incremental growth within new
consumer segments, retail channels and global
markets.
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Brand Highlights - PUREnFERRIN

= Commencement of Cell Study with the University
of Newcastle. PUREnFERRIN™ and anti-viral activity
against human Coronavirus, ‘Flu and Rhinovirus.
Results Q4 FY21

= Commencement of Human Clinical Study
PUREnRFERRIN™ supplement effects in humans on
immune cell profiles and ex vivo immune responses

Drug repurposing potential

for COVID-19 i ) S i

to Coronavirus, ‘Flu and Rhinovirus. Double-blind,
Prof. Nathan Bartlett - Head of Viral ;;:i:r':: ‘_”::‘:u'ltce:fdh::d’i‘;;:““" RCT. Results H1 FY22
o o g ery Bsease = Prime Time Media - PURENFERRIN Lactoferrin story

AUSTRALIAN with A Current Affair ‘pink gold’ as potential

PURE "IFERRIN Covid-19 treatment.

NATIVE LACTOFERRIN IMMUNE SYSTEM PROTEIN

—— Coming Soon......
S N

g " = Complementary Medicines Launch - Strategic
:@ ﬂ"ﬁ” focus, vertically integrating Shepparton

Researchers looking into lactoferrin % Nutritionals ingredient stream.
‘pink gold a3 potential COVID-19 = National PR and Media Campaign
treatment

By Alysia Thomas-Sam | 2 months ago
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Company Strategy

Focus will be on segments with the greatest opportunity for further growth.

Plant-Based * Continue to focus on strong

Beverages. Dairy performance of key brands and product
and Nutritionals lines such as MILKLAB and Lactoferrin

AUSTRALIASS

* Investment into key brands such as
Investment Into MILKLAB, PURENFERRIN, Australia's Own
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key Brands and Vital Strength
* Strategic new product development

« Strong consumer focus

* Optimising utilisation, yield enhancement
and cost efficiencies

* Improvement in controls and reporting

Corporate

AUSTRALIAS
=XOWN




Genevieve Gregor INDEPENDENT NON-
EXECUTIVE DIRECTOR
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