
District Visits
April 2007



� Operational Review
� Medihoney

Topics:



Honey Receivals



Capilano Honey Supply

Australian Crop Receivals
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Capilano Honey Supply

2007 (est) 2006 2005 2004 2003

Receivals - tonnes 10,351 13,564 14,466 11,949 9,527
Average Price - $/kg 2.17$      2.00$      2.70$      4.38$      4.23$      
Import - tonnes 180 224 333 2,384 5,000



Bulk Export Prices

US$/Tonne A$/kg

Australia US$2,100 $2.50

Argentina US$1,800 $2.17
Crop is below average because of bad weather

China US$1,350 $1.62
USA anti-dumping regulations making it harder for China
to export to USA.

Canada  US$1,800 $2.17
Last season was the second highest production on record.

Brazil Banned from supplying EU
Due to quality assurance regulations



Financial



Balance Sheet

YTD 2006 2005

Current Ratio 3.00 3.05 2.54
Debt Ratio 54.1% 57.9% 66.0%
Interest Cover 2.17 3.53 0.99



Profitability

Capilano Honey Limited 2007 2006 2005
For 9 months to 31 March $'000 $'000 $'000

Sales Domestic 28,479 32,601 35,605
Export 16,743 15,221 16,966

Tonnes 9,615 9,911 9,505

EBIT 896 2,652 (205)
2.0% 5.5% -0.4%

NPBT (305) 1,443 (1,430)



Impacts on Profit

� Rising honey cost increases our costs

- 9615 tonnes x change in average honey price (17 cents) = $1.63 million

� Expenses have been cut substantially with Maryborough restructure

� Profit reduced by customer transfer to private label

-  Private label is low margin business for the packer



Australian Retail Market
MAT 25 March 2007 � 9,240 tonnes
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Source: Neilsen, 25 March 2007. Excludes Aldi



Market Share - Tonnes
as at YTD 25 Feb 2007
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Market Share - Tonnes
as at (Year to Date) 25 Feb 2007
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Market Share - Tonnes
as at (Year to Date) 25 March 2007

Market Share incl. Aldi
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Retail Prices (MAT)
Ref: AC Nielsen 25/02/07

8.42Australian Rainforest

        ?Aldi

7.77Private Label

10.18Wescobee
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10.46Capilano

$/kg



Marketing



Branding Relaunched

The re-branded packs launched into store
during May 2006.



Media Campaign

  TVC features using honey on cooking shows



Media Campaign
 TVC Sydney & Melbourne from June - October



Media Campaign
National print campaign and
recipe features July to August
2007.



Website completed in May 2006



Irwin Sponsorship

�  Capilano is excited to confirm a formal marketing alliance with
Australia Zoo, Wildlife Warriors Worldwide and the Irwin
family.

�  The marketing alliance is aimed at opening up new markets and
encouraging honey use by a wider audience.

�  �Steve grew up on Capilano Honey and not only believed in the
natural qualities of the product but also admired the company as
a great Australian brand. He was wholeheartedly enthusiastic
about joining forces with Capilano to promote honey� John
Stainton.



Irwin Sponsorship

The Steve Irwin Tribute Pack

� As a tribute to a great Australian, Capilano will
be producing a  Steve Irwin tribute pack.

� The pack will be launched in September 2007.

� A percentage of each bottle sold will be going to
the Irwin Foundation.



New Product Development

New Capilano Branded Upside Down Packs



New Product Development

New Look Label Elements

� The aim is to differentiate and reposition the Capilano floral range.
� The new florals range will feature:

- A clear window easily displaying the honey
- Colour coding for easy identification
- Product description
- A picture relating to the product description
- Serving suggestion
- Healthy ticks highlighting key health points
- A 100% Australian symbol



New Product Development

� Capilano single serve retail and food service pack.
� To be launched during late 2007.



Joint Marketing

� In April 2007 Capilano and Kraft launched
Snackabouts with Capilano Honey.

� Capilano expects this product will attract a
new generation to the honey category.



Bee Movie

� Capilano finalising national marketing
sponsorship exclusive to honey company
for �Bee Movie�.

� �Bee Movie� is an animated movie
starring Jerry Seinfeld as �Barry the
Bee�.

� Launch November 2007 in Australia

� Further information:
www.beemovie.com



Export Sales



Export Retail

Export R etail Sales
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Export Bulk Prices

World Honey Price
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Canada/USA
USA Launch

� Initial test market launch in New
England.

� Capilano brand products listed by
leading supermarkets.

� Consumer demonstrations planned for
Memorial Day weekend (May), one of
the largest shopping weekends in the
US.

� The Upside Down pack is proving very
popular with US supermarkets as it
brings innovation to the honey category.



Argentina

� Supply to UK and Europe

� Customers blend specification

� Margin on tonnage shared equally





Market Research Product
Development

Clinical
Trials

Regulatory
Approval Manufacture Market

C O M M E R C I A L I S A T I O N C O M M E R C I A L I S A T I O N    P R O C E S S P R O C E S S

Product Pipeline

Discovery



Commercialisation Process

Marketing initiatives completed:

� Product Portfolio Review

� Branding Strategy Review

� Sales & Distribution Focus



Commercialisation Process
- Wound care packaging



Recent Milestones



Media Exposure



Medical Journal Reviews

US Germany UK



Wound Care � November Harrogate UK
conference and honey symposium



Wound Care � Expanded Distribution

� Germany & Austria �
November 2006

� Slovenia � March 2007

German Media Article



Wound Care
New Packs

� 5 x 20g Wound Gel

� 5 x 20g Medical Honey



Bee Vital Launch

Australia

Canada

Hong Kong

Middle East
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Financial Results
 

 
31 March 2007  YTD 

$�000�s 
2006 
$�000�s 

2005 
$�000�s 

Sales  3,057 2,126 1,516 

NPAT  (932) (1,086) (999) 
 

 



Capital Raising

� Seeking to raise approximately $15 million through issue of shares

� Purpose of the Capital Raising

� Product Development

� Brand and Product Portfolio

� Distribution



Capital Raising

� Reduced capital sought due to

� Change to use of distributors from own sales force

� Defer USA market to later timing



Capital Raising

� Engaged Ernst & Young

� Investor search through more than 50 potential targets

� Major wound care companies, venture capital providers, healthcare
companies, high net worth individuals

� Outcome - 3 proposals



Capital Raising

� Two proposals of $5.5 to $6.5 for 50% of business

� One required issue of options in Capilano up to 10% of existing capital
at $6 per share exercise price

� Staged introduction of funds over 3 years

� Funds subject to milestone achievements

� Funds to be used for working capital



Capital Raising

� 3rd proposal from health-care company Comvita

� Purchase price of $6.0m for 100% goes to Capilano

� Paid by cash ($0.5) and shares in Comvita ($5.5)

� Synergistic benefits to Medihoney & Capilano

� Capilano retains potential benefits from wound care development in
Comvita



Proposal 1 & 2
FOR

� Capilano to cease funding

� Retain 50% of future benefit

� Retain operational control

AGAINST
�  Funds used as working capital

�  No return to Capilano for 4 years

�  Loan account not repaid now

�  Risk attached to milestone achievement

� Leaves main competitor in international
market

� Slower speed to market vs alternative

� Need to engage staff to implement plan



Proposal 3
FOR

� Capilano to cease funding
� Retain future benefit through 8%

stake in Comvita
! 8% of Comvita�s revenue of

A$35m = A$2.8m
! 50% of Medihoney�s revenue of

A$4m = A$2m.
� Dividend revenue from Comvita
� Capital gain on sale
� Compete as �one� in supply and

sales
� Brings extended product range

�  Manufacturing capability through Derma
Science allows early commercialisation

� Complementary distribution channels and
markets

� Access to impregnated dressing bypassing
development

� Access to staff without need to hire our own

� Consolidates supply

� Pooling of IP resources

� Retention of BeeVital business



Proposal 3
AGAINST

� Lower implicit valuation of
our business

� Loss of ability to direct wound
care strategy

� Risk attaching to Comvita�s
share price



Summary

� A share in Comvita will share in the future success of medical honey
business

� Risk in developing the business is weighed against risk attaching to
Comvita�s share price

� We recoup our development costs over past 5 years with this investment

� Combining the main two therapeutic companies increases chances of
success

� Synergistic benefits to Capilano outside of Medihoney



Recommendation

The recommendation of the Board of Capilano is to sell
Medihoney Pty Ltd to Comvita Limited

for consideration of $6 million.



Company Overview

Growth Strategy

Comvita Medical



> Founded 1975 by Claude Stratford and Alan Bougen
> Sustainable philosophy, strong set of core values
> Bay of Plenty based
>100% owned subsidiaries in the
   UK, Australia, Japan, Taiwan.
   Distributors in Hong Kong, China, Middle East
   Strategic Partnership with US Wound Care Company
> 143 staff worldwide
> Focus on Adding & Capturing Value

- Premium brand
- Strong product innovation, R & D focus
- Strength in Route to Market - highly scaleable

A little bit about us�. >



> Growing � 20% CAGR for past 5 years
> Listed on the NZAX in 2003.  Move to NZSX 2006.
> 2003 NZTE Consumer Products Exporter of the Year
> 2005 NZTE Food & Beverage Exporter of the Year
> 2006 NZTE Agritech, Life Sciences & Biotechnology
   Exporter of the Year
> 2006 SBN National Sustainability Premier Award &
   Peoples Choice Award

A little bit about us�. >



2006 Sales growth 26.3% >
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2006 was an investment year >
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Product portfolio > Category Driven

Digestive Health >
A range of naturally sourced products for supporting gut health and
aiding normal digestive process.

Wound Care >
An effective, natural alternative for wound treatment � from hospitals to
bathroom cabinets � based on Comvita�s proprietary UMF® Manuka honey
based Wound Care products.

Immune Health >
A range of natural solutions for supporting the body�s immune system and
providing antioxidant protection.

Vitality >
Broadening Comvita�s brand appeal by providing natural health solutions
to maintain and optimise people�s everyday wellbeing.



Group sales >
Annual Meeting of Shareholders > 2006



Market overview > NZ /Australia
Annual Meeting of Shareholders > 2006

USA

UK

HK



Executive team >

CEO > Brett Hewlett

GM - Sales & Marketing >
Scott Coulter

GM - Technical >
Dr Ralf Schlothauer

GM - Commercial & CFO  >
Adrian Wortman

GM - Supply Chain >
Dr Nevin Amos



Neil Craig > Non Executive Chairman Bill Bracks > Non Executive Director Alan Bougen > Non Executive Director
/ Deputy Chairman

Jeff Williams > Non Executive Director Rob Tait > Non Executive Director David Cullwick > Non Executive Director

Board of Directors >
Annual Meeting of Shareholders > 2006



1. Technology, research and new product development
2.  Route to market
3.  Brand
4.  Capacity building

Growth and investment strategy >
Annual Meeting of Shareholders > 2006



Sustainability >
Annual Meeting of Shareholders > 2006

�Comvita is committed to acting in a manner that preserves and helps
improve the quality of life and environment for generations to come��



Special General Meeting



Special General Meeting

� Special General Meetings for Capilano Honey Limited
(�CHL�) and Capilano Beekeepers Ltd (�CBL�) will be
held on Tuesday, 15 May 2007 at Mt Ommaney Hotel
Apartments, cnr Dandenong Road & Centenary
Highway, Mt Ommaney, Brisbane.

� 2.00pm Special General Meeting of CBL
� 3.30pm Special General Meeting of CHL



Resolutions

The purpose of the meeting is to consider and vote on
motions for ;

� an ordinary resolution to vote on a recommendation
by the Board to sell Medihoney Pty Ltd to Comvita
Limited for consideration of $6 million, and

�  a special resolution to renew Rules 29 to 36 of the
Constitution relating to Proportional Takeovers for a
further three years as provided for by the
Corporations Law



Question Time?


