


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 subjecttouncertainties 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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Capability InnovationMarkets Brands





Help consumers manage their 
digestive health as a 
foundation for good health & 
wellbeing

Help parents feel confident in 
their kid's day-to-day health 
and long-term development

Help consumers achieve and 
maintain a healthy weight 
and reduce the risk of 
metabolic disease

Protection from toxicity and 
pollution, inside and out, to 
promote long term organ 
health and healthy 
appearance

Help consumers with taking 
everyday wellness & vitality 
to a new level

Natural support for consumers 
experiencing mild to moderate 
stress, anxiety, insomnia and 
fatigue

Help consumers manage the 
joint, bone and muscle health 
issues that emerge from their 
late 40’s.



Continued income and 
are driving a shift in China and SE Asia 
consumption patterns

It’s not about food, it’s about a change in 
food structures towards higher intakes of 

and 

Rise in demand will translate to higher 
imports in both volume and contribution to 
these markets

Strong trust in Australia’s agriculture 
and food standards



• Dairy Beverages

• Dairy Nutritionals

• Plant Beverages

• Protein

• Health



https://www.google.com/imgres?imgurl=https%3A%2F%2Fupload.wikimedia.org%2Fwikipedia%2Fen%2Fthumb%2F0%2F0c%2FWoolworths_logo_%2528new%2529.svg%2F1200px-Woolworths_logo_%2528new%2529.svg.png&imgrefurl=https%3A%2F%2Fen.wikipedia.org%2Fwiki%2FWoolworths_Supermarkets&docid=ab6gs6GKpzfOsM&tbnid=JJZ9mumQmqMrPM%3A&vet=10ahUKEwjt2-PJ0-blAhUTheYKHdJdDCwQMwh5KAEwAQ..i&w=1200&h=970&itg=1&bih=653&biw=1376&q=woolworths&ved=0ahUKEwjt2-PJ0-blAhUTheYKHdJdDCwQMwh5KAEwAQ&iact=mrc&uact=8


https://www.google.com/imgres?imgurl=https%3A%2F%2Fupload.wikimedia.org%2Fwikipedia%2Fen%2Fthumb%2F0%2F0c%2FWoolworths_logo_%2528new%2529.svg%2F1200px-Woolworths_logo_%2528new%2529.svg.png&imgrefurl=https%3A%2F%2Fen.wikipedia.org%2Fwiki%2FWoolworths_Supermarkets&docid=ab6gs6GKpzfOsM&tbnid=JJZ9mumQmqMrPM%3A&vet=10ahUKEwjt2-PJ0-blAhUTheYKHdJdDCwQMwh5KAEwAQ..i&w=1200&h=970&itg=1&bih=653&biw=1376&q=woolworths&ved=0ahUKEwjt2-PJ0-blAhUTheYKHdJdDCwQMwh5KAEwAQ&iact=mrc&uact=8
http://www.magnolia.com.sg/
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Domestic China SE Asia Other Export

*Asian Export Awards 2019 under the Milk category – large corporation (above $300m in turnover)

recently won 
the  

in the Asian 
Export Awards*





$15,255

$37,812

$6,452 $6,967$37,813
$71,106

$16,607

$35,705

$11,172

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

These 6 brands 
represent 62.5% of 
our FY 2019 brand 

revenue growth

+60.7%

+168.7%

+21.3%

+362.3%

+126.6%

+19.8%



FY19 FY20

+34.2%

Includes growth in plant based 
beverages & dairy range



FY19 FY20

+149.5%

Includes growth in plant 
beverage & dairy range





FY19 FY20

+15.8%

Includes growth under the 
Freedom Foods brand



FY19 FY20

+16.9%

Includes growth in Crankt & 
Vita l Strength
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• Currently completing an project at 
Moxey Farms that began two years ago, 
increasing capacity from 3,500 to 8,000 milking 
cows

• Completed the acquisition of 
operation in Northern Victoria

• AFMH is a owned by 
the Moxey and Perich families, in which 
Freedom has a 10% equity shareholding



• Torrumbarry Aggregation 

comprises on 
the Murray River

• As part of the acquisition, 
Freedom Foods contributed 

in equity 
funding, based on its 10% 
equity shareholding
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• Installing across the total Shepparton site, the 
largest on roof solar battery project in Victoria

• Installation of a chemical recovery and recycling 
system at Shepparton

Equivalent projects to be installed across our major 
sites in coming years
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Kylie has delivered above and beyond in 2019, delivering a strong 
focus on our systems and culture in her role as Group 
Administration Manager, as well as Executive Assistant. 

She also assumed the role of Project Manager for our new Taren 

Point Corporate Office, a project that started over 2 years ago and 
required navigating council regulations, consultants, building 
contractors and many more, in this consuming process. We are 
proud of our new Corporate Office and it reflects significantly on 
Kylie’s contribution. 

Kylie demonstrates the qualities of what we call the 



• The Group is well positioned to build into a major global food and beverage business 
with scale in key food and beverage platforms, providing diversification in sales, 

together with earnings growth, from key in Australia, China 
and SE Asia

• Our Australia’s Own and Freedom Foods will be at the forefront of driving 
our returns from our innovation and manufacturing capabilities in Australia and 
international markets, together with our new successes, MILKLAB and Messy Monkeys

• With the completion of stage 1 of a , the 
Group will continue to evolve its scaled dairy capabilities into high value added protein 
based ingredients and consumer applications

• and will increase as the Company moves out of the 
investment cycle, balanced against a requirement to invest in people, systems and 
process to manage a scaled and diversified business platform




