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DISCLAIMER bCJbS”

This presentation and any materials provided (materials) have been prepared by
Bubs Australia Limited (Bubs) and contains general information about Bubs activities.
By accepting the Materials you agree to be bound by the below terms and conditions.

Terms and Conditions @

This presentation has been prepared by Bubs Australia Limited.

This presentation is for information purposes only and is not a prospectus, product disclosure statement or other disclosure or offering document under Australian
law or any other law. This presentation is not and should not be considered an offer or an invitation to acquire shares in Bubs. The distribution of this presentation
in jurisdictions outside Australia may be restricted by law and you should observe any such restrictions.

The information contained in this presentation does not constitute investment or financial product advice (nor taxation, accounting or legal advice), is not a
recommendation to acquire shares and does not and will not form the basis of any contract or commitment for the acquisition of shares.

This presentation may contain certain forward-looking statements and comments about future events, including Bubs' expectations about the future performance
of its business. Indications of, and guidance or outlook on, future earnings or financial position or performance are also forward-looking statements. You are
cautioned not to place undue reliance on any forward-looking statement. Forward looking statements, opinions and estimates provided in this presentation are
based on assumptions and contingencies which are subject to change without notice, as are statements about market and industry trends which are based on
interpretations of current market conditions and Bubs does not make any representation or warranty as to the accuracy, or reasonableness, of such statements or
assumptions. Actual results, performance or achievements may vary materially from any forward-looking statements in this presentation.

This presentation has been prepared by Bubs based on information available to it, including information from third parties, and has not been independently verified.
No representation or warranty, express or implied, is made as to the fairness, accuracy or completeness of the information or opinions contained in this
presentation.

Unless otherwise stated, all dollar values are in Australian dollars ($ or A$). A number of figures, amounts, percentages, estimates, calculations of value and
fractions in this presentation are subject to the effect of rounding.
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EXECUTIVE SUMMARY beS

-.—

FY20 gross revenue up 32% to $62 million.

Strong revenue growth momentum since listing with 7 consecutive HoH delivering positive growth.
FY20 Infant Formula sales up 69% pcp, representing 55% of group gross revenue.

FY20 China direct sales up 37% pcp, representing 21% of group gross revenue.

Market diversification with Export (excluding China) now 9% of Group, driven by Vietnam launch.
On a preliminary and unaudited basis, normalised group GP%* improved 3 basis point pcp.

2H20 net operating cash outflow $5m, with $26m cash position at 30 June 2020.

-

Having achieved scale and presence in our core categories and markets, Bubs expects continued
strong growth in FY21 through accelerated revenue streams.

Group margin will be further enhanced by optimised product mix, highest and best use of milk pool
allocation, and enhanced value chain.

Excluding any residual COVID-19 adverse impacts, Bubs Australia expects to achieve profitability at
normalised EBITDA level in FY21.

With strong market demand and fully integrated supply chain, Bubs is well positioned to execute
strategic goals towards delivering long-term sustainable and profitable growth.

*Normalised Group GP excludes inventories written off and one off discounts on CaprilLac old package products






FINANCIAL HIGHLIGHTS

ASX 300
Bubs Australia

FY20 results were driven by
the strong performance of
Bubs® Infant Formula in all
retail channels and regions.

8 $62m Pl Noe +69%

Group Gross Revenue . Q) e : Infant Formula Gross Revenue growth pcp.

+32%

prior corresponding period

55%

Infant Formula Share of \ e . 5)( grOWth pCp

+37%

Direct sales to China growth pcp.

Group Gross Revenue

e i
I i i e
M
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Export sales to Emerging Markets outside of China.

$26m

Cash reserves as at 30 June 2020.



CONTINUED REVENUE GROWTH MOMENTUM beS

FY20 delivered strong growth despite COVID-19 impact resulting in abnormal quarterly phasing in the 2H.

Group Gross Revenue Key High[ights

- $70
S $61.7M . . T
g $60 e Continued strong HoH growth since listing in 2017.
=

$50 $ 46.8M o 2H20 gross revenue $33m; +28% pcp.

$40 @ e FY20 gross revenue $62m; +32% pcp.

$30 e On a preliminary and unaudited basis, normalised group

$ 18.4M @ GP%* improved 3 basis point pcp despite the increased
$20 : trade spend investments as a result of the expanded
distribution footprint in domestic retailers in FY20.
»10 $4.5M
. .
FY17 FY18 FY19 FY20
m1H m2H

*Normalised Group GP% excludes inventories written off and one off discounts on Caprilac old package products



FUELLED BY STRONG INFANT FORMULA GROWTH beS

Continued strong HoH growth in highest margin products.

Bubs Infant Formula Gross Revenue Key Highlights
40
$33.7M
35 e FY20 Infant Formula gross revenue $33.7m; +69% pcp.
30 9 2H20 Infant Formula gross revenue $20.8m; +65% pcp
25 $19.9M . and +62% HoH driven by:
+69A> e Strong growth in domestic retailers; Coles, Woolworths,
20 Big W, Baby Bunting and Chemist Warehouse
15 * Bubs® achieved fastest growing imported brand share
across the Alibaba ecosystem +90% pcp.*
10 $ 5.6M e Junior Nutrition innovation
5 * Expansion into Vietnam market
0
FY18 FY19 FY20
mH m2H
9

*Source: Taosj.com. Alibaba e-commerce platform data across Taobao, Tmall Classic, Tmall Supermarket and Tmall Global.



DRIVING GROWTH IN MOST PROFITABLE SECTOR beS

Contribution share of Infant Milk Formula increases from 30% to 55% over two years.

Key Highlights

e Strengthened focus on highest margin products within
group portfolio:
* FY20 Infant Formula: +69% pcp, representing 55% of
gross revenue in FY20.
* Q4 FY20 Infant Formula +20% pcp, representing 71%
of gross revenue for the quarter.

m Infant Formula mBaby Food mGoatMilk Powder mFresh Dairy mOther

e Ability to allocate highest and best use of milk flow into
multiple brands across profitable product categories and
consumer segments with our unique positioning as an
Infant Nutrition and Australian Goat Dairy specialist.

10



INCREASING MARKET DIVERSIFICATION bL)bS

Accelerating growth beyond key markets: Australia, China and Vietnam.

Key Highlights

e Strengthened focus on expanding distribution in Australian retailers,
delivering +19% pcp of group gross revenue:
e Driven by Q4 Infant Formula up +270% pcp in domestic retailers.
* Offset by Q4 disruption to Daigou (C2C) outbound sales.

Q With increased marketing investment, direct export sales to China
increased +37% pcp, representing 21% of group gross revenue.

M Australia mChina m Other International
e Strong Q4 sales in China CBEC reflects Channel shifting post COVID-19:

e Q4 CBEC Adult goat powder +170% pcp, driven by CapriLac® refresh.

Q Continued penetration in emerging international markets delivering greater
than five times growth pcp:

e Gross revenue +503% pcp, driven by Bubs launch into Vietnam.

1



PROFITABLE GROWTH INITIATIVES

12

Key Highlights

Gross Margin Improvement

e On apreliminary and unaudited basis, normalised group GP%* improved 3 basis point pcp.

* Enhancing product mix with strengthened focus on highest margin products — Infant Formula.
e Infant Formula price increase from May 2020.

* Improved supply chain costs due to scale and management initiatives.

Effective Opex Management
e FY20 Distribution costs / Net revenue % at 3% remain consistent with prior periods.

* FY20 Employee costs*™ / Net revenue % at circa. 10% to build organisational capability to support continued growth.

e FY20 Marketing / Net revenue % at circa. 18% where benefits will be realised in subsequent years.
e FY20 administration and other costs™* down circa. 19% pcp.

*Normalised Group GP% excludes inventories written off and one -off discounts on Caprilac old package products
** Employee costs do not include share based payment and Nulac acquisition employee benefits costs

*** Administration and other costs do not include depreciation and amortization

FY20 results presented above is preliminary and subject to audit.
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ADAPTING TO CHANGING CONSUMER DRIVERS bubs

Increasing consumer
demand for brands
which demonstrate

local relevance.

Consumer
preference for online
channels growing.

Dynamic macro and
geopolitical factors.

+ Globally, there is a growing consumer
preference for locally made
consumer brands.

+ Rise of new retail eCommerce in
China continues to grow.

+ Local regulatory barriers for
imported brand registration are
intensifying.

+ Live streaming as a new sales

channel growing in China. + Foreign brands need to demonstrate

greater relevance and local
awareness as a brand developed for
local consumer needs.

+ Need to respond quickly with
agility in supply chain flexibility
and seek potential manufacturing
partners located in market.

+ Need to drive online, cross-
border eCommerce (CBEC) and
offline-to-online (020) as the
preferred channel for new
millennial mums.

+ Need to build engagement and
communicate targeted market
messaging, product benefits and
product innovation pipeline for
different consumer segments.

+ Accelerate emerging market
penetration to build resilience
and spread market risk.



AGILITY IN THE NEW WORLD

Strong results were achieved in a challenging macro environment, demonstrating our foundational strength
and ability to adapt business model in an evolving marketplace.

MACRO FACTORS:

MICRO IMPACT !

& RESPONSE: !
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PANTRY

STOCKING
DEMAND SURGE

Upswings across geographical
markets experienced in quick
succession.

Tripled production from 1 to 3 shifts
per day in Q3 due to a strong
vertical integration supply chain
model.

Prioritised exclusive goat milk
supply into higher margin infant
formula to meet increased
consumer demand.

Re-directed export shipments
ahead of logistics constraint.

SHIFTS IN
CHANNEL
DEMAND

Outbound Daigou Channel, captured in
Domestic sales, impacted with reduced
China inbound tourists, students and air

freight capacity/cost constraints.

China consumer demand remained
strong and supported via increased
marketing investment across online
channels, in line with need to adapt
from a “push” to a greater "pull”
marketing strategy.

Australian Domestic Retail sales
expanded significantly through
distribution point gains in Q4.

Increased focus on emerging markets

outside of China to de-risk and meet
new consumer demand.

LCObs

CHANGING
CONSUMER

NEEDS & FOCUS ON
COUNTRY OF ORIGIN

Responding to both domestic and export market
trend towards renewed pride in own country
manufactured product during a time of
intensifying geopolitical risks.

Adapted local consumer marketing message to
highlight “Australian Owned. Australian Made.”

Exploring in-market manufacture to address
changing forces in international market access.

Launched Capela™ Immune Support and
Deloraine® products into now comprehensive
Adult Goat Milk portfolio, approved for China
General Trade.

Successful shipment of first ever Bubs China
Label dairy product into China with Bubs® Junior

Nutrition.



SOLID FOUNDATIONS FOR PROFITABLE GROWTH beS

Business model has leveraged our strong platform for sustained long-term growth.

Sustainable leadership in

vertical supply chain
value creation.

Deepening consumer
brand connection to drive
scale and optimise
channel mix as key
growth engine.

Expansion into new

growth segments and new
geographical markets.

16

Growth in 100% owned Deloraine facility with production capacity increased to 3 shifts over highest
demand production periods to accommodate pantry stocking.

Driven value conversion of milk pool with highest and best use growth of Infant Formula products.
Improved efficiency in the supply chain with rollout of Bubs Supplier Accreditation Guidelines.
Developed production capabilities for new options in pack formats to meet evolving customer needs.

Bubs® achieved fastest growing imported brand share across the Alibaba ecosystem +90% pcp.*
Through data & analytical insight, redirect marketing investment to China in-market communication.

Bubs® IMF now ranged nationally in all major Infant Formula retailers, including Chemist Warehouse,
Woolworths & Coles as well as Baby Bunting and Big W, in the largest and fastest growing Organic Cow
Milk & Goat Milk super-premium segment with more than 1,850 points of sale across Australia.

Completed successful refresh of Caprilac. CBEC Adult Goat Caprilac sales +170% pcp in Q4.

Production and launch of Capela® new premium Adult Goat Dairy nutritional formulated product
together with a key strategic partner.

Driven market diversification increased more than 5x pcp, predominately due to Vietnam growth.
Launched China Junior Nutrition and gained national ranging for Junior English label in Australia.
Developed product innovation for Bubs brand extension into children’s vitamin & mineral supplements.

*Source: Taosj.com. Alibaba e-commerce platform data across Taobao, Tmall Classic, Tmall Supermarket and Tmall Global.




BUBS AUSTRALIA ROADMAP Obs®

Our key competitive advantages remain a strong foundation for comparative advantage & resilience.

EXCLUSIVE GOAT MILK SUPPLY DIVERSIFIED MARKETS

SECURE MANUFACTURING DIFFERENTIATED DAIRY PRODUCTS !

AU RETAIL GENERAL
: & CBEC? TRADE* i
i i Strong market coverage in Top 4

t‘, Infant Formula Baby Formula retailers.

AUSTRALIA NEW ZEALAND
~65% total market ~25% total market

Infant Formula + Adult Milk Powder
Fresh Milk products products

\ J
|

F
1ATURA Deloraine BIGW

A BEGA CHEESE COMPANY

One-step processing 100% ownership of
secure supply CNCA canning facility. !
agreement for goat  capacity: 10 million |

milk nutritional tins per annum.
powder conversion.

()
coles woowots DD

BabyBunting

Approx. 23,000 herd producing
>20m Lt fresh milk that is converted

to 1,750MT powder, estimated to be }
circa. 7.5%" of the global supply. nte"a

FY20 Avgerage -
Factory Utilisation?:
; Significant strategic partnerships
in CBEC and General Trade.

!Tﬂ BEINCIMATE

Secure access to
organic cow milk.

XIB TnAucon

=~ N G

'Sources: Beth A Miller and Christopher P Lu,

"Current Status of global dairy goat production: an ! TVV Distribution WeMe

overview”, Asian- Australasian Journal of Animal Agreement + 135 Distribution

Sciences, 2019, Euromonitor, Expert Interviews. ! H Aareement.
i °China Cross-border eCommerce BiboMart stores. greeme

v /}ﬁ‘ﬁ

’Based on 24hrs / b days pw shifts. i “China physical retail




OPTIMISING OUR STRATEGIC PARTNERSHIPS

Domestic Market distribution now at record levels. China distribution strength via Beingmate (China Mother & Baby Stores), Alibaba
Tmall e-commerce strategic alliance, Alibaba CIP General Trade and online to offline stores.

LYObs
e

CHEMIST WAREHOUSE

Australian Domestic

Equity-linked and strategic alignment with Chemist Warehouse, now Bubs

GH !||”"|' Pharmacy sixth largest shareholder with more than 60% of total Infant Formula channel
WAREHOUSE market share.
AUSTRALIA =
WOOLWORTHS, COLES DOMESTIC @ coles
woolworths
BIG W & BABY BUNTING '-'. Australian Domestic Significantly increased points of distribution across Coles & Woolworths, 70%
BIGW Returtng Grocery across 1,700 stores. Gained distribution in 170 Big W stores and 70 Baby
Bunting stores.
AZ GLOBAL Corporate Consumer to Australia’s largest business to business reseller of exported infant nutrition
Consumer Reseller and health and wellness products into the China cross border e-commerce
channel. AZ Global is Bubs twelfth largest shareholder.
Cross Border Alibaba Group, via C2 Capital Partners is Bubs top shareholder. Steve Lin from
ALIBABA/C2 CAPITAL E-Commerce C2 Capital is on the Bubs Board.
Alibaba.com (CBEC) X X . X
China Online & General Alibaba Centralised Import Procurement (CIP) for offline to online General
CHINA %ga m Trade (CIP) Trade and CBEC for Adult Goat Dairy.
DIRECT TRALLCOM
China Direct Joint Venture Strategic Alliance with Beingmate, via Beingmate distribution 21%
General network into 30,000 Mother & Baby stores in China and local market
@ Trade manufacturing facilities for China Registered product.
BEINGMATE (CHINA) BEIN\SMATE
TVV - VIETNAM Cross Border Master Distribution Agreement with TVV. One of the largest Vietnamese owned
E-Commerce distributors in Vietnam's infant nutrition industry, delivering to an extensive
t\ o (CBEC) & network of around 20,000 retail outlets.
General Trade 9%
INTERNATIONAL
WE ME - HONG KONG Cross Border Master Distribution Agreement with WeMe for Hong Kong market. Distribution
18 WEME E-Commece gained across HKTV Mall e-commerce channel and range of general trade
e (CBEC) & stores, including Sincere & Yata Department stores. In process of confirming

General Trade

expansion across other HK retail chains.



OPTIMISING OUR STRATEGIC PARTNERSHIPS beS

Significant in-market China Consumer Brand Advertising across Tier 1 & Tier 2 cities support from AZ Global.

19



STRATEGY FOR ACCELERATED PROFITABLE GROWTH bubs

Our path forward provides a clear profile for the evolution of our business ability to remain agile in the new world.

2. Accelerate brand
equity with Global Brand
Ambassador.

1. Expand into high margin
adjacent categories.

3. Comprehensive Adult
Goat Dairy Portfolio.

4. Establish local 5. Step up Global 6. Extend Production
“in-market” manufacture. market expansion. Capability.




EXTEND INTO HIGH MARGIN VMS ADJACENT CATEGORY %TAbS

ldren's
n Specialist

Launching across 400 Chemist Warehouse stores in October 2020, Vita Bubs® is Australia’s complete children’s nutrition
specialist brand, created by an Infant Formula expert. The range has been developed to provide seamless integration
across Bubs® current marketing channels and leverages our existing operational capabilities.

Chemist Warehouse is Australia’s largest pharmacy retailer with >50% of AUD$2.3bn VMS retail sales.
China VMS category sales estimated to be USD $20-$30bn.

IMMUNE HEALTH { o\
a A 9 AL
GOAT MILK + 0AT Ml By 1| R COLOSTRUM
COLOSTRUM (¢ PR DR BABY
28x1g = T 28x1g

8 new products: New scientifically formulated range of infant and children’s vitamin and mineral health supplements.

21



\

CHEMIST WAREHOUSE TO RANGE 40 BUBS® PRODUCTS bObS

Chemist Warehouse will now range the entire Vita Bubs® portfolio, extending their ranging to 40 Bubs® products.
The Vita Bubs® range will be supported via a dedicated consumer marketing campaign, leveraging Bubs® new Global Brand
Ambassador, Jennifer Hawkins, to drive awareness, engagement and conversion across our existing Bubs consumers.

Il k‘/A

cialist

, ‘-"mm - B
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ACCELERATE BRAND EQUITY BUILD beS

Introducing Jennifer Hawkins, Bubs® Global Brand Ambassador — providing influence, relevance and global reach.

May 2020 $8.95 ucen AUSTRALIA P .

X 4 Driving Global Brand Reach & Social Influence
b T Australian icon and high-profile role model for millennial parents;

o)
e

Beauty’s EARTH . .
8IS R ISSUE * Global Brand Ambassador role with category exclusivity for 3 years
Allnew products Sobcest * Nearly 2 million online followers
our editors can't QS anauc . . e
e gififiour 8?§2;?1Ty * Close alignment with Bubs® values and positioning

A * Extends across entire Bubs® portfolio in all international markets
msmsnﬁ)& Mecthe * An existing Bubs® customer and commitment to high quality infant nutrition
THEWORLD saingow « Combined fixed annual service fee and bonus incentive
§3§;’§§§E€.ﬁ?y ‘ Opportunity to significantly leverage impact of consumer marketing and

channel communication, leveraging identity, image and influence across all

PICHEAS, international channels.
WORLD OF I

Jen Hawkins on
her emotional
journey to baby bliss

SUPERYACHTS

. ; & baby Frankie!

23



COMPREHENSIVE ADULT GOAT DAIRY PORTFOLIO

Reinforce ability to expand conversion of high value premium milk source into new consumer occasions and segments.

ADULT GOAT MILK PORTFOLIO STRATEGY

LCObs

BRAND

STRATEGIC ROLE

CONSUMER

CHANNEL

ooat
=

PENETRATION
Drive adult everyday goat milk penetration as the
leading Australian Goat Dairy brand in Australia.

* Everyday families
¢ Mainstream appeal
¢ Easytodigest

* Goat Dairy leader in Australian grocery channel
e China CBEC

NATURAL
GOAT MILK
ruLLCREmM
GORTMILK

FoWDER

e

RELEVANCE
Drive adult specialty health of goat dairy
penetration.

* Younger health conscious
* Searching for scientific benefits
* Easy to digest - cow milk alternative

* China CBEC
* China General Trade (physical
supermarkets)

5
CAPELA

IMMUNE
UPPORT

GOAT MILK
NUTRITIONAL POWDER

U & & #
G R R

GOAT MILK

9l & I I

PREMIUMISATION
Drive super-premium goat dairy
penetration for seniors.

*  Premium Seniors
e Functional wellness.

e Australian Retailers/Gift Stores
e China CBEC
e China General Trade

24



DRIVING GENERAL TRADE CHINA GROWTH

Focus on expansion into China General Trade physical stores across multiple brands.

LCObs

DELORAINE® CAPELA™ BUBS® JUNIOR NUTRITION GOAT
ADULT GOAT MILK ADULT GOAT MILK MILK FORMULA + BUBS® CHINA
POWDER POWDER CERTIFIED ORGANIC CEREALS.
R 1 . CCIC approved China
' L = China General Trade Developed exclusively for label Junior formula

o)

B launch in AZ Global, using Australian

with Lactoferrin

NATURAL partnership with Goat Milk and functional launching into China
Gﬂgﬁg MILK Alibaba CIP, with ingredients to support ET Mother and Baby
E;gm)ﬁm ranging across 231 mmumty, bone, vision and & stores in June 2020,
s RT Mart GOAT MILK digestive health. g pre targeting children 4-12

hypermarkets and LR \1% years.
110 Hema y.- AZ Global is a leading s

Australian B2B reseller of China Certified Organic

supermarkets in i - ... |
Tier 1 and Tier 2 exported infant nutrition and b@bs @ bUbS =, Baby Cereals also

approved for launch

25

cities,and OCJ TV
Shopping Channel
from June 2020.

GOAT MILK

9 2 e &

health products into the China g

CBEC/020 and physical
General Trade Channels.

into China General
Trade.

Driving penetration
leveraging Beingmate's
distribution footprint
across 30,000 stores.



FSTABLISH LOCAL IN-MARKET MANUFACTURE beS

Leveraging our in-market strategic alliances to build resilience and flexibility in our direct to trade supply chain.
AUSTRALIAN AUSTRALIAN
SOURCED OWNED

AUSTRALIAN
MADE

ENGLISH LABEL PRODUCT

ASX: BUB
Bt Australia

ROUTE 1: CROSS BORDER E-COMMERCE
' 100% Owned ~ >65% Australian Goat  Founded in 2006 CBEC
CNCA certified facility. Milk with secure supply. with authentic
Production flexibility ~ 20,000 milking goats  Australian Heritage.
and quality assurance. across Australia and NZ. ASX Public Company.
LOCAL MARKET REGISTERED LABEL PRODUCT
Australian Sourced & Australian
ROUTE 2: Owned with registered locally
manufactured product made in the TRADITIONAL CHANNEL
GENERAL TRADE

destination market

26



STEP-UP GLOBAL MARKET EXPANSION

LCObs

Opportunity to accelerate market diversification across expanding group portfolio.

CHINA

4 \Obs s

General | ~ ‘
Trade Deloraine ¢ P S9FNiLac
&CBEC CA'P‘ELA'

New Export Markets:

- VIETNAM

- SINGAPORE

- HONG KONG AUSTRALIA

- MALAYSIA

v 1Obs s

O Caprilac

bObs s

27 Source: Euromonitor & Expert Interviews

Asia Focus

Vietnam is a significant opportunity for Bubs, with market
potential valued at VDN33.6 trillion (A$2.2 bn).* FY20 secured
ranging for Bubs® products in 135 Bibo Mart stores, the
largest Mother & Baby retailer in Vietnam. Key focus is now
on accelerating distribution, building brand awareness of
Bubs® products and launching Vita Bubs® into the market.

Continue to grow brand awareness in Singapore and Hong
Kong via premium retail chains.

Q1 FY21 planned launch into Malaysia with appointment of
new distribution partner.

FY21 strategic focus on disciplined market prioritisation, and
expansion into new markets to replicate Vietnam success.



EXPAND PRODUCTION CAPABILITY

Responding to increasing demand for secure and convenient usage across a new consumer occasion.

=
beS pOobs

Australuan Az
goat milk @

toddler dr ink

SLOCKED IN FRESHNESS

G Caprilac’

e — a2 GOAT PROTEy,

I b b @ 12-36 ‘ o
= ) == : o]
bs‘ . S =1 Deloraine Deloraine
"90 nlc C bLg@"”' T NE | NATURAL GOAT MILK
0§ ol 'SUPPORT cn.[? I GOAT MILK FULL CREAM
0= e & » ' i
v gr S
o= toddler milk seqan o4 FOLL CREAM Jmaicie
% 7 Pascses e Prbiics arass fed POWDER -
S e o GOAT MILK I
= e NUTRITIONAL POWDER ‘
= == Y o 9 ¢ & -

Cbs

Convenient Single Serve Sachets

Installation of a new sachet production line in Deloraine
commissioned for Sept 2020.

Provides opportunity to leverage increasing demand for
higher margin portion control pack formats, providing
greater out-of-home convenience. This new sachet
production line will support third party contract
manufactured brands and will also extend production
capability across Bubs® Infant Formula and Adult Goat
Dairy portfolio.

Sachet and portion-controlled sachets also provide
opportunity for brand introduction in emerging markets
and will also be used for higher value ingredients,
where strict quality control on dosage is important.
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