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Expand to non-grocery channels




Technology Highlights




30 Day Moving Average : 30 June 2004: $0.55

- [ Thursday 18" November 2004 Traded @ $.68 PS
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Company Ownership as at 30" June 2004




CORE PRODUCT - HEALTHY DAIRY

Cholesterol and Arteries




» Plans to extend channel scope to include non-grocery
distribution channels such as fast food and specialty outlets




Commercialisation

Development




Commercialisation




Ausiralia and NZ Markets

= Australia (1990 to 2001) : 1.9 billion litres per annum
- Overall 54% rise in consumption of healthy dairy
- Overall 14% fall in consumption of general dairy -




Asia Markefts

Food and Agriculture Organisation of the United Nations:




Urban milk 2015

16.40 billion litres (90% total)

Counterparties

QDGC, CDPO, NAN




Montec
IN China

Danisco

= Minimum volume of 1 million to 3 million litres per month







15t Half : July 2003 to December 2003

= Conclusion of in-store promotional materials and arr
= Conclusion of media advertising campaign




274 Half : January 2004 to June 2004

= Plans established for entry to Beijing and Shanghai
» Plans to launch 4 product extensions in 2004




15t Quarter : July 2004 to
September 2004

= Commercialisation well advanced for new product extensions into
Niche Vertical Markets with major announcements planned early 2005




Meng Tai Launch Results

Meng Tai Distribution Peoints and Revenues

=  Strong preference for Montec product and brand
=  Appreciation of health benefits
=  Price premium




5 Core Objectives : 2005 to 2006

1. Expanding Sales Growth & Market Share in China
= National Agency Network and CDPO
" Beljing, Shanghai and National Sales




National Agency
Network

= NAN:

continue promotional activities in stores, sales, marketing and
merchandising activities over subsequent twelve month period.




National Agency Network

= NAN:
- This Leading distribution channel quickly overhauls alternative entry.
- The agents are dynamic as they see the trends first and capitalise on them.

The qua
Distribution Channe! by Month ﬂ]eno- Taz ;m[lL

O No. of Agents - Regional

W Number of B (8/Mkts) & C
{Convenience Stores)

Points of Presence

@ No. of Hypermarket Stores
Mar- Apr- May- Jun- Jul- Aug- Sep- {A Grade)
04 04 04 04 04 04 04

Month

Distribution Channe! Activity

—e— Hypermarkets (no of
227mi packs)

—m— Depot & Wholesale
Channel rety upon it as to

—a—Agent - Regional (End what should be

Mar- Apr- May- Jun- Jul-04 Aug- Sep- point of Sale) frirl , "
o oa on on ot on StOL-It-@d-Ile(j at what
level

Month

227mi Pittow Pack Unit




National Agency Network

The marketing spend on Meng Tai sales activity has a higher upfront
marketing cost which is then followed by delayed growth in sales. This is due
to the requirement to book and pay for marketing / advertising costs ahead
of delivery as seen by the actual sales results below,
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