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Malnutrition | a growing healthcare challenge

WHAT ARE MEDICAL FOODS?

Specialised foods designed to meet the
nutritional needs of patients who cannot

® § z receive adequate nutritional intake by

J

normal foods alone due to a disease,
disorder or medical condition.

Includes oral nutritional supplements
(ONS), enteral tube feeds, metabolic
products and thickeners.

Can supplement or be used as the sole
source of nutrition.

Used under the supervision of a
healthcare professional.

Used by all age groups from neonates to
the elderly.

Can vary in the duration of use, from
short- to long-term, and even lifelong
use.

Improve energy, protein and micronutrient intakes ¢
Improve functional outcomes, including improved
muscle strength, fewer folls, better mobility and
improved quality of life %10

Reduce healthcare use, 8.g. fewer admissions to
hospital, fewer GP visits, shorter hospital stays """

significant reduction in hospital re-admissions "

Reduction in complication rates in hospital patients

Allows a safe discharge from hospital, with 47,000 tube
fed patients living independently at home in the UK

Improved body weight and muscie mass in the
community *

Improves patients’ quality of life”

British Specialist
Nutrition Association Ltd

Malnutrition affe

inthe UK, inclul ) of

individuals at risk in their homes,
care homes and 44% at

risk in hospital settings.’

Malnutrition is extremely costly,
2stimated to cost at least £19-6
billion in England alone.’

It costs 3x more to treata
malnourished patient than a non-
malnourished patient*

Malnourished patients are 3x more at
risk of infection, more likely to
develop pressure ulcers and
increased morbidity

ONS provide an evidence based,
cost-effective solution to tackling
malnutrition®”

Greater awareness and prompt
identification of malnutrition

Mandatory screening for patients in
primary care and on admission to hospital

Nutrition and dietetic expertise and

resources

The use of medical nutrition

interventions to be embedded into the
care of individuals in primary care and on

admission to hospital

Source: British Specialist Nutrition Association IRSPEN

b Nations Malnutrition Screening Survey
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Nutritional Issues in Ireland

Costs more than

147,000

obesity
people
at risk of
malnutrition €1.4 bn
per year

OBESITY

1in 4 children

overweight/obese

TR

aprox.

2000

adults & children
on home
enteral nutrition

3in 4 adults

aged 50+ are

overweight/obese

TR #idid

59% | 4%

children of under 4's
with complex have faltering
disability at growth

nutritional risk

15%

at high
nutriotional risk

D CHRONIC DISEASE

6in 10 adults

aged 15-64 are
overweight/obese

190,000

people with Type 2 diabetes
1in every 10 people > 50

N

t 4
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Chronic disease accounts for:

60%

hospital bed days

80%

GP Consultations

Obesity costs per year:

€1.3 billion




Our business model b many influencers but one prescriber

2 Online system _
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prescription

Products
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Order to cash 2x Daily delivery Dispensed and
,s nualtra delivered
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Our business Is medical nutrition

Products and services designed to help treat patients who suffer
fromdisease - _ . ‘' . ' . ' _ 95%.s prescription chly SO

jni."

Paul saw the opportunity and Over the years we have developed the
founded Nualtra in 2012 best products and clinical services

To give patients the best experience
possible of medical nutrition whilst
delivering the most innovative
solutions and better value to the
healthcare professional

To be the most trusted provider of
medical nutrition; putting patients first
and delivering unrivalled solutions and
better value to health and care
providers

Today our products are for disease Tomorrow our story takes us into
related malnutrition in adults more lucrative specialist categories

WE ARE A CUSTOMER BUSINESS

& nualtra



An eventful 13 years: we now have the owners we deserve

Start up Profitability Organisational Reslience Scale
Product o Diabetes Launch
OluS : W Paediatrics
- distribution SJEEm Firstever § -\,\Lé‘/;
expanded & : upgrades one - a- day “ay
New Product AR ECT New Tetra concept /' - @
Programme 2 New Manufacturers ' N (3
Incorporation launched Launch Juice range et Y SO
Re- launch UK Management D2C
business re - structure | eCommerce
Enterprise ®.
Irelffnd Launched Forefront Al
- first pOWder Rx.com 2A)INOMOTO!
invests product = cambrooke

2012 2013 2014 2015 PAONS 2017 PAONRS 2019 2020 2021 2022 2023 2024

¥ Empowered @mTeamwork © Honesty © Innovation ¥Care @: Support

action | courage | authority collaboration | respect | diversity transparency | integrity | trust create value | pioneer | test & learn better health | quality | performance patients | customers | people
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To realise our ambitions

&
Our Market ‘Bé“* Our Patients Our Growth
3 .Y ... . wmllarecornmanly frailand Fastest growing medical nutrition company
growing +14% under-nourished. in the UK and Ireland - 8 years running!*
e 2 Diabetestand new Our mission is to help as
Vi eibraEle st ne many patients as possible :
segments are worth @ betterlives
M1t S % &
T@} :: Ith
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o 3wy economic Quality of
Our Products g R Vaie < e
2 ‘ , - Malnutrition e
‘_ patients across the | (N_ ’ . e (g ’
malnutrition spectrum as @ benefiting from our
well as metabolic J products

disorders. Metabolic 2
Disorders
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Source: * IQVIA SCM ROI dataset Mar25 & ePACT data NHS Feb25. ** Data on file SAP volume IN to Distributors @ n Ualt Fa



A growth strategy winning in the marketplace
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Early gains

in Ireland
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Accelerating away from a similar sized competitor
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We now have growth momentum

Source: IQVIA SCM ROI dataset Mar25 & ePACT data NHS Feb25.



Our products enhance and sustain the lives of our patients

Enhanced Recovery

Type |l Diabetes
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Liver Disease
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Our local markets and competition | Category split

VOLUME In 2024*

Powders
14%

Standard
Liquids
55%

Dysphagia
6%

Total annual

volume
Approx.

190m units

Specialized
26%

Market growth +6%
Nualtra growth +23%

;‘.w
=)
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VALUE in 2024*

Powders
Dysphagia 5%
) Standard
Liquids
50%

Total annual

value
Approx.

m1 1! |

Specialized
39%

Market growth +13%
Nualtra growth +28%

Source: IQVIA SCM dataset Feb25 & ePACT data NHS Jan25. * Last available month available England, Wales, Ireland and Northieetand. Includes thickeners in ROI. Fx conversion GBEuro : 0.88 budget rate

The period for the VOLUME and VALUE is the previous 12 months MAT up to and including Jan25 in UK and Feb25 in Ireland.



Our formula for success : Differentiate to win

Analytical insights

Unique sample service
Solving healthcare

Marketing approach

problems customer . New concepts to

Customer advisory intimacy Innovation improve compliance

boards

Prescribing support vt

Nutritional

composition o . Clinical services teams
Disruptive concepts . . Appropriate prescribing program
Packaging solutions quality creation

Best practice care pathways

Flavour development Education

b 4 3

Release saving; through Significant reduction in workload for Custom - made training modules
more appropriate Rx prescribing support dietitians for each healthcare economy

/S,forefront” /S,forefront < forefront

Medical Nutrition Transformation Programme



http://www.altrini.com/

EU based manufacturing and colleague locations

UK & Ireland team locations
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Offices/Contact Manufacturing

; COMMERCIAL (17) .;“, OPERATIONS/FINANCE (9)
= CLINICAL (4) ~ CONTRACT MANUFACTURER
I r

; NUALTRA OFFICE
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How Nualtra and Ajinomoto Group will grow together

Breakthrough opportunities Geographical expansion

Market discovery report complete
Phase one EU countries identified
& market access assessment

24 Amino L40] ,\2 e underway
A&G | Early satiety solution 4 - ‘

L40 | Muscle loss
(Sarcopenia) during cancer
treatment

by improving appetite
In - organic growth

Seeking opportunity in EU
with M&A
JV assessment

Ajinomoto Group taste
technology in diabetes Total
Diet Replacement

Production and New Products
Production efficiency and innovate Synergy and efficiencies
presentations & packaging Alternate local production for Ajinomoto

Development of international Cambrooke EU volume

formulation development EU back - office synergies
& nualtra 12
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betterlives

Our purpose is to
give patients the
best experience
possible of medical
nutrition whilst
delivering the
most innovative
solutions and
better value to
the healthcare
professional.

2025 o
Integrate NLT & CTI 2027 TR

Centralised European
Warehouse

Enter Infant Formula Market

Full Range Adult ONS
Portfolio

Enter Paediatric Market

Diabetes — Obesity
Weight Management
D2C

2029

Vertical Integration
M?f““f"cm”zg To be the most trusted provider of
Differentiated Amino . PR ..\ ? . .
Sotls medlcgl nu'trltlon, ;?uttmg patle_nts first
and delivering unrivalled solutions and

: : ; better value to health and care
.7 providers

2026 o

o) )
Data Transformation : @
Adult ONS Geographical F
Expansion EU 1°3 N 9
Launch Additional Launch Altralife on | =
i oo Prescription €) Homecare Channels
EU Production TN Ireland — Centre for NPD,
) Clinical Excellence & Dx

o EU Branch Offices




2030 Roadmap Imperatives

ﬁrotect and Grom / Innovate new "\ Succeed in New
the CORE solutions Markets
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1. Continuous product
improvement

1. New products 1. Target EU countries

2.eCommerce
ALTRALIFE (diabetes)

2. Altralife direct-to-

2. Patient acquisition consumer

3. Driving clinical
preference

3. Launch best-in-
class allergy product

3.Commercialise
AMmino Science

EU Expansion Disease-related New markets
25 o o ,
= Germany Altl'll‘ll ~ \3 -
p g ?E]Gr:ge COMPACT FIBRE &17:‘\ A , \.‘}*‘

Amino L40

Italy
Denmark
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Thank you



