NOX)
\:.001:1

- -

(U]

Ny,
oo

[

N
‘Y
’

.
LTI
AR

BELLAMY’'S
ORGANIC




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 Bellamy’s. 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 Bellamy’s business strategies. The success of the strategies is subject to uncertainties and
contingencies beyond Bellamy’s control. Given these uncertainties, Bellamy’s 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

Bellamy’s 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

Bellamy’s owns all intellectual property in the presentation.
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Key messages

Transformational rebrand and product upgrade now in market and gaining strong traction

Delivers a winning product for an already strong brand; integrating the best of nature and science
including a world leading level of DHA (Omega 3) for an organic toddler milk

Sets a new platform for sustained revenue growth and a higher level of investment in China
— Investment plan to double Marketing spend and the China team in 2H19
1H19 group revenue of $130M and EBITDA of $26M on a normalised basis

— Revenue impacted by SAMR registration delay, the decision to run down trade inventory prior to
the rebrand, and a slowdown in category performance

— Normalised result excludes a one-off $12M inventory provision for the rebrand transition

Implications for the full-year result greater than anticipated, with a revised group revenue target of
$275-300M and normalised EBITDA margin of 18-22% reflecting greater investment

High confidence in the rebrand, our new product pipeline, continued food growth and successful
SAMR registration

Medium-term outlook remains compelling, supported by category fundamentals, our differentiated
position and an aggressive three year growth strategy targeting +$500M revenue by FY21
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Australia’s #1 organic brand just got better
|

Australia'’s #1 organic brand
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Strong brand, and now a winning product

Stefanie Sun
A-grade celebrity singer
(+24M Weibo followers)

Plan to double marketing spend and the
Brand China team in 2H19 to step-change activation
Investment

Wave of positive product reviews and comparison
Positive tables, with 500+ leading KOLs engaged

Word of Mouth

Change from no DHA to world leading level

for an organic formula (plus ARA and GOS)

Winning Product 74% of Chinese mothers aged 25-35 years

consider DHA a ‘must have’ for a formula

#1 organic brand in Australia and
#2 organic infant brand globally

Leading Brand

Tefegety — Recent study showed similar awareness
' to leading Australia / NZ brands

Sources: Nielsen Research, Morgan Stanley January 2019, Euromonitor
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Platform for a new level of growth and investment
|

TRANSFORMATION JOURNEY

C. Invest with conviction:

B. Launch a winning product:

 Launched rebrand

traceability

market access risks

I
I
I
I
I
. - . : Brand Activation: 5
. ormulation change Doubl ket q - >
including DHA and GOS : ouble marketing spend and China team ,_;
)
* Local Australian : o
A. Stabilise the milk ingredients I _ c
N — e, : New Channels and Markets: o
: P4, I China Offline and emerging Asia s
Re-set channels, and Pregnancy : =
supply-chain product-line I S
and capability extensions I B
to address profit, Blue-dot product I Leading Portfolio: +
liquidity, IP and P : Tiered products and premiumisation
I
I
I

FY18 and 1H19 focus 2H19 and FYZ20 focus

Today
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1H19 revenue impacted by four factors

1H19 GROUP REVENUE VS PCP COMMENTARY

$200M+ @ @ SAMR Registration Delay:
17 No Chinese-label formula

5 .
@ sales in 1TH19
—n - @ @ @ Trade Inventory reduction:

Reduced excess trade inventory

*

Chinese
label
product

150+ -18

-10
130 $10M prior to rebrand transition

@ Market factors:

Observed slower
category growth and
birth-rate in China, and
increased local supply
from competitors

@ Camperdown external
order timing:
Orders skewed to 2H19

14 3

118

100+

1H17 1H18 SAMR Trade Market Camperdown 1H19
registration Inventory factors external
Delay reduction* order timing

* Estimate based on inventory held by primary distributor in Australia and primary distributor in China
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1H19 profit impacted by lower revenue and scale

PROFIT & LOSS (SM)

1H18

Revenue 170.0

Gross Profit 63.0

% of sales 37.1%

Core 2 Direct’ (7.6)

business - @ | Marketing (6.4)
lised Qo

MIOANSHSE £ | Other (12.7)

Total (26.7)

EBITDA 36.3
% of sales 21.4%
Revenue** 49
Camperdown
EBITDA (1.4)

Revenue 174.9
EBITDA 349
NPAT 224

Group = EBITDA 34.9
statutory | NPAT 22.4

Group —
normalised

1H19

127.7
54.6
42.8%
(8.2)
(6.8)
(12.7)
(27.7)
26.9
21.0%

1.9
(0.9)

129.6
26.0
16.5

14.0
8.1

Growth
VS pcp
-24.9%
-13.3%

7.8%
6.3%
0.7%
4.1%
-25.9%

-61.2%
35.7%

-25.9%
-25.5%
-26.3%

-59.9%
-63.8%

KEY DRIVERS

Core business

25% revenue change due to SAMR delay,
reduced trade inventory and slower category

Gross Margin improved 5.7% points vs 1H18

Direct costs impacted by both scale and
supply-chain changes and expected to
return to ~5% of revenue

Overheads controlled on a dollar basis

Camperdown

Impacted by external 3" party revenue timing
and expected to break even for full-year

Statutory

$12M one-off inventory provision for all
legacy-label inventory following rebrand

* Excludes one-off items as disclosed in the Financial Statements; ** Expressed net of intercompany transactions
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Inventory fully transitioned to new product

BELLAMYS GROUP INVENTORY (SM)

102.7
T/ 93.5

90.5

Camperdown
Goods in
transit

Raw
ingredients

Finished
goods

31-Dec-16 30-Jun-17 31-Dec-17 30-Jun-18 31-Dec-18
Months
of cover
Finished
goods*

6.6 2.7 4.0 2.3

(*) Based on previous 6 months of sales

fBELLAMY’S ORGANIC

COMMENTARY

* Finished goods is comprised

solely of upgraded product range

« All legacy label product has been

written down

« Raw ingredients increased as a

result of direct sourcing model

— Key driver of procurement and
manufacturing savings and
material decrease in COGS

— Requires higher ingredient levels
previously held by manufacturer

Finished goods cover is towards
low end of target inventory



Strong balance sheet with $95M in cash

BELLAMYS GROUP NET CASH (SM) COMMENTARY

» Group cash balance increased by
$7M to $95M

« Cash conversion impacted in this
period by:

— Cyclical phasing of creditor
payment cycles

— Structural changes in our supply
chain as a result of direct sourcing
strategy

» Bellamy’s continues to maintain
zero debt levels, with access to a

$40M debt facility
1.0

-7.8

31-Dec-16 30-Jun-17 31-Dec-17 30-Jun-18 31-Dec-18

Debt 14.6 253 - - -
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Rebrand is the most ambitious investment in
company history

Core formula range Formula extension Food rebrand & NPD LAUNCH INVESTMENT

Trade inventory reduction:
Run-down of trade inventory by
~$10M in 1H19 prior to transition
to ensure clean change-over and
improved channel economics

Inventory write-down:

One-off inventory write-down
of~$12M in 1H19 provides for all
remaining legacy inventory

Leading formulation
and IP 100% owned

D

@ Marketing spend to double:
Plan to double marketing spend

in 2H19

@ China team to double:
Double China Sales & Marketing
team in 2H19 to activate brand

ALISTRALIAN CONSOLIDATED
MILK PTY LTD

Made in Australia - ingredient sources
A vary - average 60% Australian
[ ingredients - call (01) 2345 6789
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High impact launch to begin in March

A-GRADE AMBASSADORS AND KOLs POWERFUL SELLING POINTS
ZILIN ZHANG
Former SEIIRTEE o LR
16M Weibo | G £
followers P

o

5 T NASAA & ACO
RAME SomaEmiE 99%

iR inEn

NIANGAO MAMA

Renown
parenting KOL

15M WeChat
followers

Made in 100% #1 organic A world No added

Dr Ding Xiang’s Australia, certified formula leading  sugar,
Wellness media including  organic brand in  DHA level including
run by doctors Australian by ACO & Australia; for organic Malto-

fresh milk  NASAA #2 worldwide Step 3 dextrin

- 2.1M Weibo

STEFANIE SUN followers
+ Celebrity singer and

sold>30M records DOCTOR CUI

| . ONLY 1% o~

« 24M Weibo followers Parenting KOL OF THE WORLD’S RS
« Popularin China, 10M app users @

Taiwan, HK and SEA 2 85M WeChat FARMLAND IS s
+ 2nd child is < 1yr old followers CERTIFIED ORGANIC

Sources: IRI data; Euromonitor; Research Institute of Organic Agriculture (FIBL)
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Early social ‘buzz’ is very positive

WECHAT INDEX RISING

i3]

S ARMLRTEEEREET, TENF
TET, GETHEN T RAEEFIDHA
MiwE e, B3, Z9L0T5E 0 EERAD
7, FRET
PS LSRR A6 T

- T, ==
Ra =28
- S

WeChat mentions
(000’s of mentions indexed)

ﬁ B B R @R R
MAKRBNIBKFE, X

14 February 2019 8:14 am

W m=ET (RIS

& mrNaxSRE, M= 0T
EFRBEPHEEREM L, ART
A, WMDHAIGOSE 7, MEF
MBS ERRAT, BUREARL
R, GFIAMEERA T, Mierkibaz
FIHOI0RE, TEHEA28005810
TLLFER AN

Nov - Jan Feb to date £
(excl. CNY) (soft launch)

R \VeChat

Source: WeChat official mobile index (for Bellamy’s Organic)
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WORD-OF-MOUTH AND REVIEWS CHANGING

“‘Bellamy’s is not only changing its packaging, it is
also improving the formulation. Compared to the
old product, it has added DHA and GOS. WOW.
Organic milk source plus new formulation!
Bellamy’s is invincible now!”

“Bellamy’s new organic formula! Beautiful!”

“‘Feel like Bellamy’s is rising! Uses premium
ingredients and adds DHA and GOS to help brain and
eye development ... it’s time to consider Bellamy’s”

Top ranked post on Little Red Book when searching
for “Australian formula” has already fundamentally
changed its comparison rating for Bellamy’s




Remain confident in our SAMR application and
stand ready to activate our China Offline strategy

OFFLINE SUB-DISTRIBUTOR NETWORK

= Remain confident in application and
ol anticipate Australian audits in CY19 o
N Taking control of sub-distributor ) ' - HeiLongJianng
o relationships and optimising network ° 4 ling s
(3 XinJiang

e

< GanShu NeiMengGu /;Nmy‘-
Taking control of key accounts, \ ° v,
" 2 East

2 s
pricing and trade marketing ! QingHai F = $
o { ] %

iz Shaanxi HeNh ‘
/ Prioritising geographies and .SiChuan. b 2 Shangh
O establishing focus M\ Chongal @
g @ (
® GuiZho ﬁ”
a Recruited Director China Sales = %uanw g)
| . .
42 2 & and establishing north, south, east oy SOUTH
and west sales units
@ Sub-distributors
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Evolving from Australia’s #1 Organic brand ...
to Australia’s #1 Organic portfolio

BUSINESS IS WELL PLACED TO ... ... CAPITALISE ON MACROTRENDS

(L]
L] ¢
LX)
“ ‘. “ '-

China Organic Baby Formula

4 T HE
USDSOOM- 99 -'..- B ‘:‘s
16% Tt
400 5%
."‘:0.0'.,‘.'
o b S Chinese label Australian label
300- Traans
Food Formula Food Formula
2004 <> ' '
87% 55%
100- 7% O O
89% 40%
0,
29 22% <>
0-_—_—

2013 2014 2015 2016 2017

Current In development In SAMR
range for FY20 approval process

¢

Source: Euromonitor, ‘Baby Food’ includes ‘Dried Baby Food’, ‘Prepared Baby Food’ and ‘Other Baby Food’; Represents retail sales value (constant price, formal channels)

YoY growth 104% 51% 40% 24% 27%
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FY19 financial outlook revised for 1H19 result

Group Revenue ($M) COMMENTARY
FY17 .$240M . Given the delay in SAMR registration, it is
now possible to guide to Group Revenue
FY18 I$329M * Reflecting the 1H19 result and early Q3
trading, we anticipate full year Group Revenue
to be $275-300M
FY19 $275M
outlook -300M — Allows for slower trading immediately

prior to rebrand and during CNY holiday

Bl Chinese label [l Other ~ Group guidance — Stronger trading expected following

Group Normalised EBITDA margin (%) official launch in March

— Rebrand likely to gain traction over a
12-18 month period

. FY19 Group EBITDA margin revised to 18-22%
on a normalised basis, reflecting increased
investment in marketing and the China team

FY17 17.8%

FY18 21.5%

. Confident in the medium-term rebrand and

FY19 18-22% portfolio opportunity

outlook

Group Normalised Group Guidance







