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2006-07 Highlights

* (Capilano maintains market leader status in Retail Channels
e (Capilano continues to be the market innovator

 AGM last year discussed development plans
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Capilano Branded Performance vs Market Competitors
Australia — VVal % share of total honey
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A
Domestic Sales
2005-06 2006-07 +/-%
Sales $47.767 $41,522 - 13.0%

 Private Label ranges increase at the expense of Branded ranges

* Reduced sales of Capilano brands vs increased sales of Private Labels.
 Varying periods of Housebrand Contracts.

* Increased price competition to supply Private Label

e Competition within the Industrial Bulk distribution channel intensified
during the year.



2006-07 Highlights

* Media brand awareness campaign

 New UD Squeeze pack finalised June *07 — released August 07

» Irwin deal successfully finalised in Feb 07 — released September ‘07
 New UD Capilano Floral - released into Retail Channels July ‘07.

* Snap ‘n Squeeze portion pack to be used to connect to healthy eating
changes and new uses of honey in a changed consumer market

» Kraft Snackabouts — Capilano Honey Pack
* Bee Movie link to Capilano honey packs through sponsorship deal
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Irwin Sponsorship

e Capilano signed up with Australia Zoo, Wildlife

Warriors Worldwide and the Irwin family in February
2007.

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

 The official PR launch 1s on Sunday 7 October 2007
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The Steve Irwin Tribute Pack

 Capilano has produced a Steve Irwin tribute pack.
* The pack was launched in September 2007.

« A percentage of each bottle sold will be going to
Steve Irwin Conservation projects.

PROCEEDS FROM THIS PACK WILL
HELP WILDLIFE CONSERVATION

(SEE BACK OF PALK]
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Irwin Video




i

New Product Development
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New Product Development

» Single serve retail and food service pack finalised

 Significant technological hurdles overcome to make a quantum
leap in the serving function of a portion pack.

* The ‘missing’ link between changed consumer usage trends and
food preferences.
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Joint Marketing

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

* Another link between changed
consumer usage trends and food
preferences.
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Bee Movie

« Capilano finalised a national marketing sponsorship exclusive to
honey company for ‘Bee Movie’ in February 2007.

 The movie should raise consumer awareness of honey and link to
the environment

* ‘Bee Movie’ 1s an animated movie starring Jerry Seinfeld as ‘Barry
the Bee’.

 Launch November 2007 in Australia

e Further information: www.beemovie.com



Bee Movie

JERRY SEINFELD

JUST GOT FUNMNY
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Sales Summary

2005 2006 2007
A$million A$million A$million

Total Export Sales 23.280 23.286 22.915

* Capilano brand retail sales increased 21% (volume) during the year.
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Export Retail Sales

Export Retail Sales

3000
2500
2000
1500
1000
500

0

e I I AN

Tonnes

O
S
NN S N S RN N S

>
S

¢ & &
Vv Vv

>

Financial Year




]

HONEY TAMITED

Exchange rate movements
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Key Export Markets

» Middle East

e Europe

 South East Asia
* Pacific Islands

e Canada

« USA



Canada — Capilano Labonté:

» Based on AC Nielsen figures (MAT), our brand shows the strongest
growth of +113% nationally.

* In Quebec, our brand has the highest growth and second largest
brand share.

e On the West Coast our brand has the second largest brand share at

9.8%., behind the market leader with 12.1% and Private Label with
62.6%. Our growth 1s 129% compared with the market leader
declining at —8%.
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PROCEEDS FROM THIS FACK WILL
HELP WILOLIFE CONSERVATION

o (SEE BACK OF PACK)
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Export Bulk Prices

World Honey Price
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Export Bulk Prices

Exchange Rate (AUD-USD)

0.74 0.75 0.76 0.77 0.78 0.79 0.8 0.81 0.82 0.83 0.84 0.85 0.86 0.87 0.88 0.89
1600 2162 2133 2105 2078 2051 2025 2000 1975 1951 1928 1905 1882 1860 1839 1818 1798
1650 2230 2200 2171 2143 2115 2089 2063 2037 2012 1988 1964 1941 1919 1897 1875 1854
1700 2297 2267 2237 2208 2179 2152 2125 2099 2073 2048 2024 2000 1977 1954 1932 1910
1750 2365 2333 2303 2273 2244 2215 2188 2160 2134 2108 2083 2059 2035 2011 1989 1966
1800 2432 2400 2368 2338 2308 2278 2250 2222 2195 2169 2143 2118 2093 2069 2045 2022
1850 2500 2467 2434 2403 2372 2342 2313 2284 2256 2229 2202 2176 2151 2126 2102 2079
1900 2568 2533 2500 2468 2436 2405 2375 2346 2317 2289 2262 2235 2209 2184 2159 2135
1950 2635 2600 2566 2532 2500 2468 2438 2407 2378 2349 2321 2294 2267 2241 2216 2191
2000 2703 2667 2632 2597 2564 2532 2500 2469 2439 2410 2381 2353 2326 2299 2273 2247
2050 2770 2733 2697 2662 2628 2595 2563 2531 2500 2470 2440 2412 2384 2356 2330 2303
2100 2838 2800 2763 2727 2692 2658 2625 2593 2561 2530 2500 2471 2442 2414 2386 2360
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Profitability

($,000’s) 2006 2007
Revenue 76,174 69,269
Earnings before Interest & Tax 3,599 3,562
Net Profit after tax 1,390 1,875



Balance Sheet Indicators

2006 2007
Current Ratio 2.91 3.58
Debt (Total Liabilities / Total Assets) 59% 58%o
Net Assets ($°000’s) 26,164 28,098
Total Assets ($°000’s) 64,150 67,399



Medihoney

« Sale to Comvita
« Purchase price of $6.0m

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

« C(Capilano retains potential benefits from wound care
development in Comvita



Comvita

The Comvita Directors have made profit forecasts of:
« NPAT 12 months to Dec 06 NZ$1.5m

e NPAT 15 months to 31 March 08 NZ$1.8m and NZ$0.7 after
acquisition adjustments

e NPAT 12 months to 31 March 09 NZ$ 5.2m
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Operations

* More efficient use of factories and equipment, the change in
location of retail and bulk packing operations in 2007 has
produced considerable savings of over A$800,000 per year.



Key Influencing Factors

e Drought
» Foreign Exchange
* Private Label
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Effect of Drought

Capilano Crop Receivals
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Foreign Exchange impact

Selling Price (USD 2100@0.88)

Drum, labour & overheads

Return (before freight cost)

A$2.38/kg
(0.38)/kg

A$2.00/kg



Private Label

» The private label market has expanded to an estimated 37% of the
honey category from 29 % last year, a very significant change.

» New packers compete strongly for the private label business,
driving down returns for the company.

« Low margin business annually put out to tender.



Marketing

Premium upside down Pack (involves re-design, equipment
re-tooling and body sleeve design)

Finalisation of a Single Serve product

Finalisation of marketing program with Steve Irwin
Management Company

Re-launch of the floral range in new premium upside down
packs & labels;

Completion and implementation of consumer market research
focus group project results.



Outlook

e One Product — strength but also a risk

» (Capilano’s role in industry stability

« Private Label — declining revenue
— declining profit

* Honey Pricing — matching return to costs



Honey Pricing Mechanisms

« Sales - a mix of high and low margin
e Cost of Honey - an average of the returns from your sales mix
e Competitors - only branded — higher honey price

» Capilano - match honey price to the market return
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