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The Transaction

Expediting RFG’s evolution into a full service food & beverage company

The Transaction:

» Share Purchase Agreement (SPA) to acquire 100% of
issued capital in Hudson Pacific Corporation Pty Ltd (HPC)

+ Subject to confirmatory due diligence & usual conditions

* Anticipated completion late September 2016

Acquisition Pricing:
« ¢.$88m(

iransaction Metrics:
»Qut-year® Pro-forma EBITDA ¢.$15.5m®@
+ Excludes significant scale & leverage opportunity
» Qut-year acquisition EV/EBITDA c.5.7x
*  Out-year EPS accretion +10%

Funding:
« Banking facilities & cash: $55m¥
< QOut-year Gearing Ratio of ¢.30%®
»RFG scrip consideration: ¢.$33m")
* Represents ¢.38% of Acquisition Pricing
* Vendor aligned with RFG vision
* Motivated to grow acquired business

Hudson Pacific will contribute ¢.$11m® to FY17 Group EBITDA®? & comprises
the following functional business units:
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HudsonPacific

FOOD SERVICE

~

J

Leading Victorian independent foodservice business \
+4,000 SKU’s/2,000 customers

€.5000m?2 warehousing & 17 delivery vehicles

20+ years servicing select RFG Brand Systems

>$300m distribution value when combined with RFG
Facilitates penetration of RFG product into new
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Australia’s largest independent cheese value-adding \
enterprise
Focus on high-volume contract manufacturing,
packing & processing

+ Significant export opportunity

« 2" Victorian facility being commissioned — doubling

capacity

9 Sizeable vertical integration & scale opportunity

2 Value-add dairy products to be supplied into Brand
\ Systems & wholesale customers
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(- Victorian based manufacturer of chilled/frozen value- \
added bread products

*» Key clients include supermarkets & foodservice

* Two production lines

< Vertical integration & scale opportunity

2 Product innovation/central bakery supporting RFG’s

\ ) k Café/Bakery Division )
(1)  Subject to final settlement adjustments (8) Consistent with present gearing & comfortably within all lending covenants (5) Assumes settlement late September 2016
(2)  Underlying: gross of acquisition integration costs (4)  Agreed fixed portion of Pricing/Senior Debt Facility headroom of +$110m (6) The twelve month period from transaction completion
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Evolution of RFG

Vertical integration drives transformation & benefits RFG, it’s franchise
community & wholesale customers

« Significant step change in operations & growth opportunity » ¢.20 year RFG/HPC relationship provides comfort
* Formal entry into procurement, warehouse, distribution & « HPC founder Ken Skoullos & CEO Frank Karkalas committed
food manufacturing to RFG long term
* Access to new markets — domestic & international « Combined 70+ years experience in foodservice,
= Meaningful vertical integration opportunity procurement, warehouse, distribution, manufacturing,
« Significant uplift in scale for supply-side leverage import/export & commodities
 Delivers further growth via incremental value add * HPC & RFG in alignment with future growth potential &
opportunities synergistic opportunity
« Dedicated Commercial Division to extract substantial » Organic & acquisitive growth throughout Eastern seaboard
opportunity & complement existing Franchise, Coffee & Allied + Establishment of international food service hubs
Beverage, International and M&A growth levers « Increase product, ingredient & manufacturing pursuits

VISION: CREATING COMPELLING
OPPORTUNITIES FOR SUCCESS GLOBALLY

J ) @

FRANCHISE COFFEE & INTERNATIONAL COMMERCIAL
ALLIED BEVERAGE
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Strategic Rationale

Natural progression from coffee & allied beverage to distribution & food
processing/manufacturing activities

Complements RFG’s Commercial Aspirations Further Diversifies EBITDA Composition
y A
7/
7 | 2016: Formal entry into Foodservice sector & acquisition of FY14 h.

food manufacture, processing & distribution operations i

2014: Acquired substantial wholesale & speciality FY15 _-

coffee, import/export & supermarket supply chains . = Coffee & Allied Beverage!

2011: Acquired NZ based wholesale coffee & FY16 _ Commercial (HPC)”

supermarket supply chains _

2008: Entry into coffee roasting & distribution FY16 Consolidated —

® Franchise

2006: Listed with ¢.320 outlets & 2 Brand Systems 0 50 100 150
Launched M&A program EBITDA Contribution ($m)
=~ Acquisition provides meaningful benefit to franchisee community * Broadens revenue streams & further diversifies portfolio
» Transaction satisfies entirety of RFG’s core investment criteria & * Enhances ability to capitalise on new growth opportunity whilst
considered unique in terms of past M&A activity supporting existing business
» Earnings per Share (EPS) accretive * Augments utilisation of corporate resources
» Each acquired business unit complements existing operations & » Enables realisation of scale benefits

enerates increased scale . : :
9 * Further reduces reliance on any one business unit

+ Diversifies revenue streams & offers vertical integration opportunity

(1)  Includes EBITDA contribution from coffee & allied beverage sales to Brand System franchisees (2) Represents HPC FY16 Pro-Forma EBITDA
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Controlling Routes to Market

Enhancing control of route to market, product quality & provenance capturing greater
portion of third party food service & manufacturing EBITDA

Primary Production & Conversion Manufacturing Distribution Brand System & Wholesale Consumers
N

BAKERY % usonpcitc
CHEESE Dairy | 2 Hudsonpacific

42, HudsonPacific V) .

v ,,; HudsonPacific
COFFEE

evolution
evolution
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Opportunity Profile

Alignment provides an enhanced growth platform with significant opportunity
& increases RFG revenue by ¢.50%"

Leverage new procurement, Access to established Leverage RFG networks to Alianing HPC ;

manufacturing & distribution import/export business with enhance penetration of HPC Eplng ith RFeépolr bal
capabilities to grow substantial complementary products, eg cheese into capability wit globa
franchisee margin product lines QSR Division aspirations & markets

Vertical Integration + Scale

( Consolidation (- h
y ooDOrtUNIties Vis-3-vis Utilising HPC bakery for '
( >$300m RFpCE.‘)’ distributi | | RETAILFOODGROUP i production of bulk & _
Distribution S distribution value STRENGTH IN BRANDS bespoke products for » s
\ ' Value across existing business franchise & foodservice Innovation
" _
. units y, %, Hudsonpacific "= DAty 5 . y,
# Creates opportunities for Leveraging HPC A
/ S « industry consolidation ¢.5,500 Customers Combined customer base fo_r rapid
-I‘ across fragmented — FY16 Group Revenue: ¢.$414m — market penetra’nop of »
\  M&A foodservice & . RFG: c.$275m RFG Coffee & Allied
\_ manufacturing segments ) « HPC: c.$139m@ \_ Beverage products )

FY16 Group EBITDA Margin ¢.30%
| I

Leverage strong RFG Enhanced business

Dedicated procurement & Improved access to key

sourcing business unit procmg%rper?:), mantg;a\lcpt\uring intelligence leading to more market players leveraging
focused on value-add for " 'Stl:' ut|ohn | informed decision making & HPC existir¥ relationships
customers (incl. franchisees) (coffee/ Zapgré/é’n;ﬁo ate) to speed to market 9 P

(1) Based on FY16 RFG Revenue + FY16 HPC Pro Forma (unaudited) Revenue
(2) FY16 Pro Forma subject to audit
(3) FY16 Pro Forma subject to audit in respect of HPC
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Complementary Operations

Hudson Pacific is a complementary business, presenting synergistic henefits as
well as new opportunities for RFG’s current operations

apabilities Consolidated

Wholesale Channels to Retailers v vv'v v vv
Wholesale Channels to Supermarkets v Vv vvv
Wholesale Channel to Commercial Businesses, Airlines & Hospitals vvv vv v
Packaging & Warehousing v vv vv'v
Established Distribution Network v Vv vv'v
international Supply Chain v v vv
Advanced Procurement & Direct Sourcing Network v VvV VvV
Food Manufacturing & Processing Vv vvv
Coffee & Allied Beverage Manufacturing VvV VvV
Export Channels v v vv
Import Channels v v

Emerging: v’ Mature: v v v'vv
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Complementary Product Range

HPC & RFG each have complementary manufactured & wholesale product
ranges that provide additional leverage

ey Product Categories . i . HRC (_}onsolidated
Vertically Integrated Vertically Integrated Vertically Integrated
Cheese & Dairy Products vV Vv
Value Added Breads (Garlic, Ciabatta, Rolls) Vv vV
Coffee (Ground, Beans & Capsules) vV vy
Drinking Chocolate Powder v vV
Syrups & Allied Beverage Products 4 Vv

Emerging: v’ Mature: vv'vv'v

[ Key Product Categories RFG Sourced HPC Supplied

Small Goods v v
Flour, Sugar & Oils
Packaging

Meats (Beef, Lamb, Chicken)

DN N NN
DN N NN

Sauces & Condiments
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Hudson Pacific Food Service

30+ years experience supplying Australia’s leading restaurants, cafes,
food retailers & institutions

Manufactured Farmers Import Procurement

+ Established in 1985 by Ken Skoullos NG
» 20+ years relationship with RFG

* Foundation member of Countrywide national distribution
group (+100 members) Victorian Distribution Centre

» Leader in foodservice with strong (+2,000) customer base \\ o"o
* +4,000 SKUs across frozen, chilled & ambient
» Importing division established 1995 \

+ Suite of established proprietary brands

@

Restaurants Cafe’s Airlines/Hospitals/Hotels RFG Franchise Community
| |

¢. 2,000 Customers
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Dairy Country

Vertical integration complements increasing demand for Australian dairy goods
INDUSTRY  DAIRY COUNTRY

« Established in 2005 to meet demand for value added dairy products

+ Long term relationships with key industry players 45% ST SALES OF
* Highly automated & efficient plant with state-of-the-art equipment
« Specialist value-add cheese processing business TO MAJOR SUPERMARKETS

» High-volume manufacturing, packing & processing

* Works with some of Australia’s most trusted & loved dairy brands

* Processing facility shreds, grates, shaves & packages products for local & export
markets

FY15 SALES OF DOMESTIC $1 95 TO N N ES
* In-house proprietary brands for domestic sale & export markets U H R S "

OF 7, PROCESSED
* Maintains necessary export accreditations S{u® EACH YEAR

+ Access to growing foreigh demand for Australian dairy products

AUSTRALIAN QUARANTINE &
- . o o | | CHEESE EXPORTED TO  |yspgcTiON SERVICE
= Significant opportunity for vertical integration within RFG franchise community to
enhance product traceability & efficiencies 60 A Q I S }
« RFG’s Brand Systems currently consume ¢.$35m in dairy products

Q RALI‘]&\'
* Dairy Country not currently a supplier into RFG COUNTRI Es \»
PP

» Simplicity of model mirrors existing coffee roasting operations with opportunities to — MAJORITY OF EXPORTS — el
extract further efficiencies under RFG stewardship JAPAN, CHINA, MALAYSIA, &y &
PoRp
SOUTH KOREA, SINGAPORE S
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Bakery Fresh

Specialist manufacturer of private label & proprietary value added bakery
products for grocery & foodservice segments

» Established 2004 to meet demand for par-baked & frozen bakery
products

« Manufactures chilled & frozen bakery products including garlic
bread & ciabatta

« EXxisting supplier to:

< National supermarket accounts

* Foodservice industry

* RFG franchise network
« lLong term partnerships provide secure base to grow operations
« Vertical integration opportunity with RFG’s Café/Bakery Division

+ Offers bespoke solutions to counter challenges inherent in retail
bakery industry

« Bakery Fresh currently limited supplier into RFG

* SQF (Safe Quality Food) Certified
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Disclaimer

No responsibility for contents of Presentation
To the maximum extent permitted by law, Retail Food Group Limited (ABN 31 106 840 082), its officers, advisers and representatives:

< make no representation, warranty or undertaking, and accept no responsibility or liability, express or implied, as to the adequacy, accuracy, completeness or
reasonableness of this Presentation or any other written or verbal communication transmitted or made available to any recipient

* - make no representation, warranty or undertaking, express or implied, in connection with the existing or potential turnover or financial viability of any particular
existing or potential Donut King, Michel’s Patisserie, Brumby’s Bakery, bb’s café, Esquires Coffee, Gloria Jean’s Coffee, It’s A Grind, Café2U, The Coffee Guy,
Pizza Capers Gourmet Kitchen or Crust Gourmet Pizza Bar outlet. Franchisees and potential franchisees must make their own investigations and satisfy themselves
as to the existing or potential turnover or financial viability of any existing or potential outlet as aforesaid (as the case may be) on the basis of their own
investigations and independent legal, financial and commercial advice; and

»~ accept no responsibility for any errors in, or omissions from, this Presentation whether arising out of negligence or otherwise

The information in this Presentation is for use by recipients who are Australian Financial Services Licensees or persons to whom an offer of securities does not require
disclosure under Part 6D.2 of the Corporations Act only

Accuracy of projections and forecasts

This Presentation includes certain statements, opinions, estimates, projections and forward looking statements with respect to the expected future performance of
Retail Food Group Limited and Hudson Pacific Corporation. These statements are based on, and are made subject to, certain assumptions which may not prove to be
correct or appropriate. Actual results may be materially affected by changes in economic and other circumstances which may be beyond the control of Retail Food
Group Limited. Except to the extent implied by law, no representations or warranties are made by Retail Food Group Limited, its officers, advisers or representatives
as to the validity, certainty or completeness of any of the assumptions or the accuracy or completeness of the forward looking statements or that any such statement
should or will be achieved. The forward looking statements should not be relied on as an indication of future value or for any other purpose. As well, there exist various
risk factors in respect to investing in Retail Food Group Limited. These factors may be heightened due to the proposed acquisition of Hudson Pacific Corporation.
Recipients of this Presentation must inform themselves in respect of any risks associated with investing in Retail Food Group Limited.

o offer to sell or invitation to buy

This Presentation does not, and should not be considered to, constitute or form part of any offer to sell, or solicitation of an offer to buy, any shares in Retail Food
Group Limited, and no part of this Presentation forms the basis of any contract or commitment whatsoever with any person. This Presentation does not constitute an
offer or solicitation in any jurisdiction in which such offer or solicitation is not permitted under applicable law. Distribution of this Presentation in or from certain
jurisdictions may be restricted or prohibited by law. Recipients must inform themselves of and comply with all restrictions or prohibitions in such jurisdictions. Neither
Retail Food Group Limited, its officers, advisors or representatives accept any liability to any person in relation to the distribution or possession of this Presentation
from or in any jurisdiction

Any advice in this Presentation is general advice only. This advice has been prepared without taking into account the objectives, financial situation and needs of the
recipients of this Presentation. For that reason, recipients should consider the appropriateness of the advice having regard to their own objectives, financial situation
and needs, and seek appropriate independent legal, financial and other professional advice
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