The UK market is a good point of comparison to see how Cholesterol Lowering products have developed and

what is popular with the target consumer. As evidenced by the UK also having a high prevalence of high
- - - o/ A%

Why compare with the UK market?

 The UK has a similar profile to Australia & NZ in terms of the prevalence of Cholesterol, if not slightly lower (20% of adults
18+yrs have diagnosed high cholesterol** compared to 33% of adults 18+yrs having diagnosed high cholesterol***)

> S
UK Cholesterol Patient Population - AUSTRALIA Cholesterol Patient
Prevalence**** Population — Prevalence* **
Population* Total Population| Average Pop | % Cholesterof [Total Population| Average Pop | % Cholesterof
(18+yrs) Incidence Patient Group {18+yrs) Incidence Patient Group
(% Adult (% Adult
Paopulation) Paopulation)
Total Population 50,000,000 17,896,525
[(18+yrs})
Total Cholesterol
[18+yrs}Diagnosed+
Undiagnosed 19,300,000 39% 100% 9,154,522 1% 100%
A) DIAGNOSED 10,000,000 20% 52% 5,854,522 33% 647
- At Risk/On Medication
essthan 3 years 0% % 2,855,864 16% 319
- On Medication
3+yrs) 5,500,000 129% 31% 2,998,658 17% 33%
) UNDIAGNOSED 9,300,000 19% 48% 3,300,000 18%| 36%

Sources:

*UK Kantar World Panel Data — 2014, 2015 S a n i t a fl U m~
*World Health Organisation Report - 2014 N . .
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Benecol is the leading Cholesterol Lowering brand across food categories.
Benecol launched the Drinking Yoghurt Shot in 2004 (margarine spreads in 1998) - the first product to contain a single daily
serve of 2g phytosterols. 2-3g per day being the recommended daily amount to consume for effect on cholesterol.

* Benecol is one of the leading brands, globally, that offers Cholesterol Lowering Foods fortified with
phytosterols.

* Benecol is the category leader in Cholesterol Lowering Foods in the UK — with it’s Drinking Yoghurt
Shot format becoming the hero of it’s range

* The Drinking Yoghurt Shot is the only product to contain 2g of Plant Sterol per serve/product.
* The other product formats (margarine & yoghurt) contain 0.8g per serve.
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Household Penetration data confirms that the Cholesterol Lowering food segment in the UK is well-developed*

As evidenced by 17.6% household penetration across the 3 food categories.

The conversion to cholesterol lowering foods offered in regular food categories is highest in the single-serve drinking yoghurt shot category
- the onl_y product that has 2 of plant phytosterols per serve. Evidence of the hiher rate of conversion can be seen by in the data below.

UK Household Penetration & Purchasing of Cholesterol Lowering
Products*

* Total all Cholesterol Lowering products in the 3 food categories

— Household Purchase Penetration = 17.6%

— Assuming that there is no duplication of the categories being purchased, and thereby potential to be
purchased by fewer households

* Evidence of the higher rate of conversion to single-serve plant sterol products can be
seen by:

— Cholesterol Lowering Spreads (0.8g plant sterols per serve) = 10% conversion (9.5% cholesterol lowering
segment penetration within the total category that has 98.6% penetration)

—  Cholesterol Lowering Yoghurts (0.8g plant sterols per serve) = 2% conversion (1.9% cholesterol lowering
segment penetration within the total category that has 90.3% penetration)

—  Cholesterol Lowering Drinking Yoghurt Shots (2g plant sterols per serve) = 20% conversion (6.2%
cholesterol lowering segment penetration within the total category that has 31% penetration)

* Note that the conversion assumption made is that the households that are purchasing
cholesterol lowering products have a diagnosed cholesterol condition they are trying
to manage, as the health profile of the Kantar shopper panel is unknown.

Source: *UK Kantar World Panel Data — 2014, 2015
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UK FOOD CATEGORIES WITH
CHOLESTEROL LOWERING PRODUCTS
HOUSEHOLD PENETRATION

Category

Household penetration

52 w/e data. 29 March 2015

Annual 2015

Total Cholesterol Lowering Market

3 Cholesterol Lowering 5

17.6

Yellow Fats /Margarines
Total Market

Category Average

Category Average: 98.6%

Category Leader (Lurpak): 31.4%

Cholesterol Lowering Segment

Category Leader for Yellow fats

Benecol spread brand

Category Average: 9.5%
CLleader (FPA): 8.0%
Benecol: 3.5%

Yoghurts
Total Market:
Category Average

Category Average: 90.5%
Leader for Yogurts (Activia): 38.0%

Cholesterol Lowering Segment

Category Leader for yoghurts

Category Average: 1.9%
CLleader (Benecol): 1.8%

Drinking Yoghurt Shots
Total Market:
Category Average

Cholesterol Lowering Segment

Category Leader

Category Average: 31.0%
Category Leader [Actimel): 14.5%

Category Average: 6.2%
CLleader (Benecol): 3.2%

Sanitarium




Benecol Drinking Yoghurt Shots (single serve 2g plant sterol) are purchased at a far higher frequency than the
other Benecol food items (0.8g plant sterol per serve). Further evidence of the consumer adoption behaviour
and preference for this single serve format with 2g of phytosterols in each consumption occasion.

UK Household Penetration & Purchasing of
Cholesterol Lowering Products®

CATEGORIES WITH CHOLESTEROL LOWERING PRODUCTS & KEY BRAND
QUANTITY AND FREQUENCY OF PURCHASE

e The frequency and quantity of Benecol Drinking Frequency of Purchase Quantity - Average Weight of Purchase (AWOP - Volume)
Yoghurt shots |s'greater than the othgr 2 product 52w/e data, 29 March 2015 52w/e data, 29 March 2015
formats, approximately double. As evidenced by the
shots being purchased 11.6 times p.a., the yoghurt Category
7.1 times p.a., and the spread 6.1 times p.a.
Total Total
* This is evidence to suggest people prefer to purchase
2g/serve products rather than products that require Vellow Fats /Margarines 22.8 153
them to consume multiple servings per day. It may Category Average (Lurpak] 8.6 6.1
also indicate people’s desire to seek phytosterols in Category Leader for Yellow fats (FPA) 79 16
products other than margarines. Benecol spread brand 61 14
Yoghurts 27.1 24.2
Category Average (Activia) 8.2 /.1
Benecol yoghurt brand 7.1 5.8
Liquid Shots 10.5 10.7
, Category Average (Actimel 3.4 12.1

Source: *UK Kantar World Panel Data — 2014, 2015
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Benecol is the leading Cholesterol Lowering brand in the Cholesterol Lowering Drinking Yoghurt Shot category (60% of the
segment value at £57.2mill and 51% volume at 17.6mill packs)

Benecol Cholesterol Lowering Drinking Yoghurt Shots are also in strong growth year on year. As evidenced by the sales value and volume
growth of +15% and +13% respectively. Demonstrating consumer demand for an easy way to access the 2g per serve rather than having
multiple portions

UK Sales - Value & Volume of DRINKING YOGHURT SHOT CATEGORY
Cholesterol Lowering Drinking Yoghurt VALUE & VOLUME SIZE & KEY PURCHASE DYNAMICS
%
M Measure Total Healthy Total Probiotic  Total Total
*  VALUE - Cholesterol Lowering Yoghurt Shots is 52 wle 26 Apr 15 E?iiizrtsmts SYEdiStots fgv?,leer?;zml sfgl\lhi(??éhcol{s
worth £94.9m (Benecol = £57.2m of this) — 36% Shots

of the total drinking yoghurt shot category Spend (£000) £260.8m £165.9 £94.9m £57.2m
* VOLUME - Cholesterol Lowering Yoghurt Shots b
also have high volume of packs being bought Packs (000s) 113.8m 79.4m 34.4m 17.6m
every year — 34.4millon (Benecol = 17.6m) (+13%)
Penetration 25.92% 22.62% 6.14% 3.0%
* HIGHER PURCHASING LOYALTY - Frequency and (total % i i i e
Amount purchase per buyer is higher for Households)
Cholesterol Lowering Drinking Yoghurt Shots than Frequency 11 trips 9.2 trips 13.42 trips 12.2 trips
the other types of shots (Occasions) (+23%)
Spend per £37.72 £27.50 £57.96 £70.57
& e Buyer (£ - total (+28%)
annual)
Volume per 16.45 13.17 20.98
Buyer (packs -
total annual)

Source: *UK Kantar World Panel Data — 2014, 2015 7 S a n 'I' ta ri U m~
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