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This presentation includes general information about the activities of The Hydration Pharmaceuticals Company Limited ACN 620 385 677 (HPC). The information contained in this presentation is for general information purposes only.

The information contained in this presentation does not constitute investment or financial product advice (nor taxation or legal advice) and is not intended to be used as the basis for making an investment decision. It does not take into
account the investment objectives, financial situation, taxation position or needs of any particular investor, which should be considered when deciding if an investment is appropriate. You must consider your own investment objectives,
financial situation and needs. You should conduct and solely rely upon your own independent investigations and enquiries, including obtaining taxation, legal, financial or other professional advice in relation to the information contained in this
presentation as appropriate to your jurisdiction.

This presentation should be read in conjunction with any reports, financial statements, appendices or other documents or information that accompanies this presentation or which is otherwise announced or released by HPC on or about the
same time as this presentation. This presentation should also be read in conjunction with HPC’s other periodic and continuous disclosure announcements.

While care has been taken in preparing the information in this presentation, to the maximum extent permitted by law, no representation or warranty, express or implied, is made nor any duty undertaken in favour of any person as to the
currency, accuracy, reliability, completeness or fairness of the information, opinions and conclusions contained in this presentation. To the maximum extent permitted by law, no member of HPC nor any of their respective directors, officers,
employees, affiliates, partners, consultants, agents, representatives or advisers (each a HPC Party and together, the HPC Parties) guarantees or makes any representations or warranties, express or implied, as to or takes responsibility for,
the currency, accuracy, reliability, completeness or fairness of this presentation nor the information, opinions and conclusions contained in this presentation. The HPC Parties do not represent or warrant that this presentation is necessarily
complete or that it contains all material information about HPC which a current or prospective investor may require in evaluating a current or possible investment in HPC. To the maximum extent permitted by law, each HPC Party expressly
disclaims any and all liability (whether direct, indirect, consequential or contingent), including, without limitation, any liability arising out of fault or negligence on the part of any person, for any loss, expenses, damages or costs arising from the
use of information contained in this presentation or for omissions from this presentation including, without limitation, any financial information, any estimates or projections and any other financial information derived therefrom. Whilst HPC
has prepared this presentation in good faith, the information appearing in this presentation has not been independently verified or audited and may be subject to change, including via further market updates. Anyone proposing to use such
information should independently verify and check the accuracy, completeness, reliability and suitability of the information and should obtain their own independent and specific advice from appropriate professionals or experts.

None of the HPC Parties act for, or are responsible as a fiduciary to, you or any other person. Any fiduciary relationship is expressly disclaimed.

This presentation contains certain forward-looking statements. Forward-looking statements can generally be identified by the use of forward-looking words such as "anticipate", "believe", "expect", "project”, "forecast", "estimate", "outlook",
"upside", "likely", "intend", "should", "could", "may", "target", "plan" and other similar expressions. Forward-looking statements include statements about HPC'’s expectations regarding the performance of HPC’s business and its plans,
strategies, prospects and outlook. Indications of, and guidance on, future earnings and financial position and performance are also forward-looking statements, as may be any other statements that are not based on historical or current facts.
Forward-looking statements are often based on: (1) assumptions regarding HPC'’s financial position, business strategies, plans and objectives of management for future operations and development and the environment in which HPC will
operate; and (2) current views, expectations and beliefs as at the date they are expressed, and which are subject to various risks and uncertainties.

None of HPC, or any other HPC Party, makes any representation or warranty as to the accuracy of any forward looking statements contained in this presentation. Such statements speak only as of the date hereof. Except to the extent
required by law, none of the HPC Parties has any obligation to update or revise any such statements to reflect any change in events, conditions or circumstances on which any such statement is based. Such forward-looking statements are
not guarantees of future performance and involve known and unknown risks, uncertainties and other factors, many of which are beyond the control of the HPC Parties, which may cause actual results to differ materially from those expressed
or implied in such statements. For example, the factors that are likely to affect the results of HPC include (but are not limited to) general economic conditions in Australia and globally, exchange rates, competition in the markets in which HPC
does and will operate; weather and climate conditions; and the inherent regulatory risks in the businesses of HPC.

There can be no assurance that actual outcomes will not differ materially from the forward-looking statements. As such, readers are cautioned not to place undue reliance on these statements. Any statements as to past performance do not
represent, and are not an indication of, future performance and no representation or warranty is made by any person as to the likelihood of achievement or reasonableness of any forward looking statements, forecast financial information or
other forecast. Nothing contained in this presentation is, or shall be relied upon as, a promise, representation, warranty or guarantee, whether as to the past, present or future. In addition, the HPC Parties have not independently verified, and
cannot give any assurance as to, the accuracy and completeness of any market and industry data or other information contained in this presentation that has been extracted or derived from third party sources. Accordingly, the accuracy and
completeness of such information is not guaranteed and it is merely included in this presentation for what it is worth and without endorsement by the HPC Parties.

This presentation is not, and does not constitute, an offer to sell, or the solicitation of an offer to buy, invitation or recommendation to purchase any securities or other investment products in any jurisdiction, and neither this presentation nor
any of the information contained herein, shall form the basis of any contract or commitment.

All financial amounts contained in this presentation are expressed in Australian dollars (unless otherwise stated). Any discrepancies between totals and sums of components in tables, figures and body content contained in this presentation
are due to rounding. Tables, figures and body content contained in this presentation have not been amended by HPC to correct immaterial summation differences that may arise from this rounding convention.

This presentation may contain trade marks and trade names of third parties, which are the property of their respective owners. Third party trademarks and trade names used in this presentation belong to the relevant owners and use is not
intended to represent sponsorship, approval or association by or with any of the HPC Parties.

This presentation is made available to you on the condition that by receiving, viewing, downloading or otherwise accessing or utilising this presentation, you confirm that you understand and agree to the contents of this important notice and
that you are a person to whom this presentation may lawfully be made available in accordance with laws applicable to you, including those of the jurisdiction in which you are located. Unless otherwise indicated, nothing in this announcement
is considered material.



Maijor structural moves completed in Q3 FY23 unlock a new phase of growth
Optimised supply chain and new sales broker to underpin strong gross margin and deliver multiple other benefits
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Powders now made in Canada resulting in: Transition to new sales broker, LeBeau Excel:
* Fewer out of stocks » Superior sales team and in-store support

» Improved taste on poorest performing flavours « Considerably broadens in-country footprint
* Reduced shipping costs » Expected 2-3% gross margin improvement
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Ongoing track record of sales and gross margin improvement
Q3 FY23 highlighted pleasing YoY reductions in cash burn and ongoing revenue growth

Net Sales (US$) Gross Profit (US$)
$10.3M $5.2M

$9.1M

2019A 2020A 2021A 2022A LTM 2019A 2020A 2021A 2022A LM
Margin %
Growth % 31.6% 59.3% 48.5% 22% 45.8% 37.0% 45.5% 51.6% 53.5%
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Additional Q3 FY23 financial highlights

Overall marketing spend continues to reduce with continued sales growth and record gross margins

Quarterly Gross Margin

Quarterly Net Sales and Marketing Spend
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«=@==Net Sales ==@==Marketing Expense

Continued reduction in spend while
maintaining growth

Strong gross margin growth on modest sale increases during Q3 FY23

Trend expected to continue as Canadian manufacturing increases alongside LeBeau Excel transition

Marketing as percentage of sales down third

straight quarter Hyd rq Ly_l_e




Growth opportunities - Major opportunities lay ahead
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Becomes COVID best seller.

Opportunities are subject to change at the Company’s discretion, without notice.
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Amazon Prime Day highlights ongoing demand
Hydralyte products were #1 in category in Canada — sports tablets also a top #5 SKU

Hydralyte powder packets Variety Pack 30ct

Hydralyte powder packets Variety Pack 24ct

Twin Pack Sport Tablets - Blood Orange

Twin Pack Sport Tablets - Lemon Lime
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Hydralyte Regular Tablets Variety
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Best Sellers in Electrolyte Replacement Supplements » Hydaralys
Effervescent Electrolyte Tablets
mprimés effervescents Effervescent Electrolyte Tablets
d'électrolytes Comprimés effervescents
> Lemon Lime Flavour | .
Saveur de citron-lime Al m ) Blood Orange Flavour
& ® ] + Saveur d'orange sanguine

Contains 6 x 20 efforvascant tablots
Contiont 6 x 20 comprimés offervoscents

NPN 80044505

RS> ) s
Hydralyte Electrolyte Powder Packets Variety Vega Sport Hydration Electrolyte Powder Hydralyte Electrolyte Powder | Tropical Variety Key Nutrients Electrolytes Packets - Tropical
Pack Berry/Orange/Lemonade 30 Pack Lemon Lime (40 Servings) Vegan Hydrator, Flavors of Electrolytes | All Natural Hydration Peach Mango 20 Pack - Electrolyte Powder -
Hydration Mix to Prevent and Relieve... Keto Friendly, Gluten Free, Non Dairy, Sugar... Solution Safe for the Whole Family |... No Sugar, No Calories, Gluten Free - Powder...
Wk ke Arly 627 Tk kyy 779 Yok kkdr 72 Yok ke i vy 9,987
$40.99 $23.02 $30.74 $16.99
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Health Canada approval for two new products — Launching in Canada shortly
New products granted under Health Canada licence are already best sellers in the USA
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Fastest growing powder Hydralyte Plus Hydralyte Plus

SKU in the category Coll
(over US$100k) oflagen Immune Support

Hydralyte

Source: IQVIA 52 Weeks through May 2023 Category Data for Food Drug and Mass. Excludes Fridge Items except Biosteel.




Canada’s ‘Hydration’ Category has organic upside to ~$150m — Ready to drinks driving category
growth (excludes sports drinks but includes Biosteel) Pharmacy, Mass (Walmart) and Grocery only

Canadian category has 4x’d in two years. Lead by Pedialyte (market leader), Biosteel (financial challenges) and Hydralyte
Category should normalise to 1/10th of the USA, currently ~$1.5b. Isolated clinical strength brands or core ‘sport hydration’

August 2021 category August 2023 category 2025-2026 forecast:
value: value: ~$150m (10:1 USA)

Brands Tracked

Hydralyte mocree. P ORGANIKA vega nuun Sl Hydralyte

All currency is CAD
Source: IQVIA 52 Weeks Category Data for Food Drug and Mass. Excludes Fridge/Grocery Items. 52 Weeks IRI + Jungle Scout Amazon Estimate plus estimate Costco + Estimate D2C




Strategy is resonating with Canadian retailers

« Customer targets comparison — Unisex/female skew complements customer base and brand ambassador advantage
« Hydralyte outsells major competitor 2:1 in powders and tablets - with an opportunity to extend this to reads to drinks

Gender Ade Range Key Marketed Usage
Breakdown g 9 Occasions

CRON

Travel Hot or dry Exercise
cCoONcAtions

©O®

Cold Lack of
and flu water

Partners

Exercise Lack of
water
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Hydralyte vs main ready to drink competitors
HPC’s product (under development) has a number of advantages over existing offerings
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HydralLyte Rapid wp
Rehydration — — 1 ”
500 ml AL 2
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Rehydration | v I X (no sugar) X (high sugar) X (no sugar)
(WHO Formula) I |
Demographic : Family / Unisex : Young Men Family Kids -
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I A 25 o
Caffeine : Nil I Nil Nil Ultra High -:/
i i |
Electrolytes per I |
250 ml Serving * | HIGH , MED LOW MED
I I
All Nat.ural I v | v X X
Ingredients I I (sweetener)
More , :
Sustainable ' v v X X
Packaging I J'
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Shay Mitchell driven value

: Brand Awareness
Shay Mitchell Impressions/Reach: 92,624,170
Impression/Reach Value: US$2,888,404

Influencers Product Interest

Sampling and Shows Product Education

Organic Social Media Brand Engagement

Retail Outlets/ Paid Ads Product Purchase

Hydralyte



Hydralyte
Growth opportunities outside North America y y

Focus remains on USA and Canada, but HPC has laid foundations for growth in
Europe and China — two major addressable markets

HYDRALYTE GLOBAL
TERRITORIES

] « Recent appointment of Roolife as Chinese partner to develop Hydralyte
Opportunity 1 T-Mall Store and develop go-to-market for stores.

*
* Scope includes the development of Chinese consumer strategy,
content repurposing, translation and on-going marketing

* 100% plug and play, resource light

Opportunity 2 -+ Tracking at US$50k per month in sales and growing

Exclusive B Hydralyte Australia
HydralLyte owned by (Prestige
North Brands) exclusive

America * UK currently cheapest cost of growth on Amazon
markets

« Small distributor set up in UK managing local Amazon and
hydralyte.co.uk

N L
| | N

» Optional expansion to EU in future







