Fortini Compact
Acceleration Playbook

Maximizing existing assets in the
different stages of the business model
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HI, PM COMPACT Fortini

HAS USP
. RELIABLE . TASTY
e 2.4 kcal/ml « CATCHUP GROWTH IN - Nutritional targets achieved faster
JUST 4 WEEKS « REASSURING « EASY TO DRINK with Fortini Compact MF vs 200m

e Nutritionally Complete
ONS MF

« 126 ml plastic bottle
» 45% higher energy intake and 50%
higher protein vs 200mI ONS MF in

just 4 weeks

« 57 g/100 ml protein
e Low in Lactose (<0.30 g/100 ml)

o Gluten free . :
e Increased nutrient intakes from

everyday foods

@m;cm

o Fi ini Fortini
Fibre containing (MF6 blend) Bt Ml Fice
« Available in Neutral & Strawberry

& Chocolate-caramel (NEW) » Improved appetite 4-fold vs 200ml

ONS MF
e Low volume tolerance / poor

compliance

« Significantly higher compliance
than standard paediatric ONS

%
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COMPETITORLINE UP

~ K

Fortini Compact MF

e 2.4 kcal/ml

¢ Nutritionally Complete

« 125 ml plastic bottle

« 57 g/100 ml protein

e Low in Lactose (<0.30 g/100 ml)
 Gluten free

¢ Fibre containing (MF6 blend)

« Available in Neutral & Strawberry &
Chocolate-caramel (NEW)

e Low volume tolerance / poor
compliance

HI, 'M COMPACT LIQUID GOLD

Fortini Energy MF

1.5 kcal/ml
Nutritionally Complete
200 ml bottle

64g/200 ml

Lactose free

Gluten free

Fibre containing (MF6 blend)

Available in Neutral, Vanilla, Chocolate,

Strawberry & Banana

- frTRICIA g

/ fummica 2 FO[tini ‘fﬁnm(lg 4
" Fortini ;“‘”‘"’" . Fortini
. Wi Fibre S & Wirbre
1t Molti Fibre

o

2.4 kcal/ml

Nutritionally Complete
125 ml plastic bottle

6.7 g/100 ml protein
Contains lactose

Gluten free

Low in fibre (0,73g/100mL)

Available in vanilla, Strawberry &
Banana

Fortini

Nestle Resource Junior

¢ 1.5 kcal/ml

Nutritionally Complete

e 200 ml bottle

6 g/200 ml protein

Low in lactose (0.50-1g/100ml)

Gluten free

Available in both fiber and non-fiber formulations

Available in Vanilla & Chocolate
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COMPACT IS ON AROLL Fortini

GEO FOOTPRINT:

Fortini

NET SALES (M€) 25%
/’

VOLUME GROWTH (%)

89

3 3 y 5% Blalc\:lipk‘)ox

2022 2023 2024 2025 AOP

Source: volume forecast Q2 / 2024

VOLUME SPLIT BY FLAVOUR

NEXT BIG LAUNCHES:

VALUE GROWTH
Total Oral: 39,4% 16 BU'’s (not including CO 2024:74,3%

Core: 416% exp_ort/distributor o
Compact: 30,5% business) 76,4 /0




Fortini

LIQUID GOLD

PROFITABILITY AND
INCREMENTALITY
IMPACT ILLUSTRATED




PROFITABILITY AND INCREMENTALITY Fortini
IMPACT EXPLAINED

Of which 4 markets out of top 8 biggest
ONS markets have Compact in their

portfolio.

Compact represents on average over Total ONS % Global ~ Total %OCID\I%U Vol Growth Vol Growth ©O OggzN?? =9 0282'\]38
. oy Compact Compact| Standard | MIX mix

23% of total ONS in markets where it is vellRIAe | QNS RAS e SFG RFG RFp6 ONSRF6 | (including | (excluding

established with a positive impact on Compact) | Compact)
CO mix of over 3%.

There is no cannibalisation visible on
Standard ONS with consistent strong
growth from both ranges alongside each
other - meaning Compact is showing
incrementality.

45,3 38,9% 10,5 23,2% 24,3% 23,6% 66,1% 62,9%

(data 2024 RF6 & FY 2023) <
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Scientific proof points




SCIENCE IS ALWAYS OUR FOUNDATION: Fortini
A study by Hubbard et al., 2020

o %
o000
Growth & Tolerance Nutitional intake & Appetite Compliance & Acceptability

« Significant weight (p=0,007) & height « Achieved 45% higher mean total energy vs « With Fortini/NutriniDrink Compact 37% more
(p<0,001) growth demonstrated in just 28 standard ONS in just 4 weeks patients were compliant vs standard ONS
U « Supported higher nutritional intake from diet « Fortini/NutriniDrink Compact had a good

« Catch up growth achieved in just 28 days alone than standard ONS acceptability rating (>60% for taste & thickness)

« Height z-score significantly increased vs ¢ Improved protein intake from ONS & from
standard ONS group in just 28 days (p = diet/everyday foods in just 4 weeks
0.0006)

 Protein targets achieved faster with

« Fortini/NutriniDrink Compact ONS was Fortini/Nutrinidrink Compact vs standard ONS
well tolerated across a number of complex *
soralileres « 4 times greater appetite vs standard ONS

*Primary diagnosis: respiratory (n = 11), genetic (n = 7), central nervous system (n = 7), gastro-intestinal(n = b), cardiac (n = 4), neurodevelopmental (n = 4),prematurity (n = 3), intrauterine growth retardation (n = 2), developmental
delay (n =1), and autoimmune (n = 1) conditions.

WALK THE WALK, TALK THE TALK




Leading to our core scientific claims Fortini

4 WEEKS

Catch-up GROWTH in just 4 weeks’

+0.28kg over 4 weeks, (p=0.007)' +0.87cm over 4 weeks, (p<0,001)’
sociated increase in z-score of +0.07 (p=0.08)"  Associated increase in z-score of +0.10 (p=0.006)

Improved NUTRITIONAL INTAKE from

ONS and from everyday food in just 4 weeks’

4X greater APPETITE over time versus
standard ONS’

Higher PATIENT COMPLIANCE*
vs standard ONS’

WALK THE WALK, TALK THE TALK < >
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User Experience proof points




Storage behaviour varies by market. In some instances, storage FOrtiﬁl
method tended to have a positive impact upon child liking scores

Storage behaviour is polarizing Storage impact - Fortini

« Children's Overall Liking of Fortini C MF Choco-Caramel in DE
and Fortini C MF Strawberry (NL & UK) appeared more positive
when stored chilled.

59% « Whereas, in NL and UK there may be an ambient storage
— effect on children’s liking of Fortini MF Chocolate.
I
' « However, there were no statistical differences to validate that agree that
e this was a causation effect. Fortini packs are
Easy to Store
NP P4 Asperthe (1
— N average =
A DY
@ 81% f— 70%
| No impact vs. the competition
& 68% I— 50% as performance was on par
64y
E— ° & 92% == 84%
t| ° = [ (0
o NNg
& 4% == 83%

{



4 in 10 consumed during the morning occasion. Child liking was more FOrtiﬁ |
positive for Fortini C MF choco-caramel when consumed in the morning vs.

evening

Over 4 in 10 (42%) consumed during the

morning occasions, consistent across
markets

Occasion impact

%

N L7 E
=1 N

1in3

(85%) consumed during the

I
I
NL reflects the global average and

the consumption occasion was
most versatile through the day

evening occasions

p—
15

Almost1in 2 ‘

(48%) consumed during lunchtime/
mid-afternoon afternoon and just
12% consumed during the evening

occasions
B Before Breakfast B Breakfast B Mid-Morning | unchtime

Mid-Afternoon Dinnertime B Evening During the night

« Child liking of Fortini C MF Choco-Caramel tended to be
more positive when consumed in the morning but scores were
not significant.

Y [
:Q‘_

&

73% 61%
6% o 59%
N L
76% ==  56%

Child Liking of Nestlé and Paediasure Chocolate
in DE & NL. was more positive when consumed
in the evening than the morning

{



Over 1in 2 consumed during a main meal occasion, driven by breakfast. FOrtiﬁ |
There was no evidence of a particular flavour suiting a particular occasion

Driven by breakfast, Over 1in 2 (54%) Parents may opt for consistent

consumed during a main mealtime moments regardless of flavour

%

« There was no evidence of a particular flavour suiting dayparts (morning,
afternoon, evening) or specific meal occasions.

« A hypothesis may be that parents tend to go for moments that are
within existing routines. Perhaps linking certain benefits to that moment
e.g. energy before school or giving the child the best opportunity to

- 299, consume as much as possible through the day.

. N L7
18/0”8

30, .

NN o
zsza/"

Consumed at a main meal occasion

A,
L 53%
25% [N =t= 8% & o5
B Breakfast M Lunchtime ® Dinnertime _ o 51%

NL reflects the global average

{



1in 3 decanted the product and this behaviour tended to positively FOrtiﬁl
impact children’s overall liking of Fortini C MF choco-caramel

Over 1in 2 drank directly from the bottle Method of consumption impact

91% claimed

that Fortini packs
are Easy to Hold
(by the child)

5 7@ 125ml size is winning
—— in DE vs. Nestlé and NL +

UK vs. Paediasure.

Fortini MF Chocolate (200ml)

 There tended to be a more positive impact on Child Liking
N when decanting Fortini C MF Choco-Caramel (however,

« 53% drank directly = 65% scores were not significant due to the lower base sizes).

* 11% used a straw - 5%

Drank from the bottle

i

N/
ZAN

Overall Liking (Child)

- also wins in UK vs. Paediasure
bottle

Decanted
- 12% Baby bottle 65% 79%
« 11% Glass (o)
) 70/0 Gup/ m 46% I 83% 87 /O agree that

o JUp/mug I ° q their child can easily
« 6% Sippy cup drink from the Fortini

58% s 2 1% pack directly
72l AN

!



Just 3 in 10 consumed the full bottle, impacted by flavour & market. However,

P
The correlation between child liking and consumption volume was not strong FOI‘l:inI
enough to validate that if a child likes the product, they will consume more of it

Almost 3% consumed 2/3 consumed %4

Consumed %4 or more.....

34 or more of the bottle or more of the bottle (scores are not significantly different)

‘1\/"'
N=230 7@ v N=144 Consumed MORE than the competition...
l | 4% SIZ= & ™8 g0%vs.69% [
80% = \ 0 zis ==
Consumed 34 or more j‘ Consumed %4 or more " R | i
| o I onsume an the competition...
V4 T~
@ = 58%vs.66% &4
A\ S L2
T = 69% vs. 75%

4



6 in 10 consumed during one occasion and 3 in 4 of these FOI"t'ﬁi
children consumed % or more .

Fortini C MF consumption moments

=S o e

NN >
"M% == SornE one

DE had the
highest volume 470/ occasion
consumption (80% (o)

consumed %4 or

more) of Fortini C
MF Choco-Caramel
and 4in 10 DE

children consumed !
across two ==\
occasions. ——

Across 2 occasions | L

o ]
40% - — Elé — vs.35% Paediasure
Across 3 occasions
Across 4 occasions

WALK THE WALK, TALK THE TALK




Communication about the product style of Fortini C MF strawberry
may set different expectations for different parents (split between
Milkshake & yogurt style)

Product STYLE description BY PARENTS

* & o § <

Milkshake Style

Fortini MF
Chocolate (200ml) Yogurt Style
performed
similarly with 74%
describing as
Milkshake style .
I . Juice style
Other

WALK THE WALK, TALK THE TALK

N LA

S 39% == 49%

Fortini




Fortini C MF’s key product benefits help to support adherence and P
compliance, facilitating consumption through ease of drinking and size Fortir“
(volume)

& ] Y

Easv to drink Size (yo!ume) fits Supports vol_ume
y my child’s appetite consumption
 This category must-have is « Whilst this product benefit does « Performance is driven by
the #1 product benefit delivered not feature within the pyramid it is NL & UK and this product
across markets. the #2 product benefit delivered benefit features as a pyramid
across markets. differentiator.

Whilst markets are aligned on the top performing benefits, the 3rd best performing product benefit in DE
(Fortini C MF Choco-Caramel) was “a recognizable flavour” — which delivers against the current pyramid KPI differentiator




Drivers of Fortini C MF retrial are dominated by child liking,
Enjoyment and a willingness to consume

Total

F '/\* “He wanted more
ortini LIKELY 65% il —

taste. It was easy

N=243 to drink for him”

» Taste / Flavour was the #1driver of retrial, delivering against
what’s claimed to be most important to children's ONS experience.

Taste/ flavour plays a critical role in enhancing the ONS
“Smooth easy

consumption experience through enjoyment and willingness to toxture, Croamy. ﬁ N\ LA
consume not sickly and not 4N
thick”

- Ease of consumption was underpinned by Fortini C MF’s smooth
and pleasant milkshake style texture/ consistency
“The packaging

is very appealing,
the bottleis a

- Size & Convenience of the smaller pack both in terms of goodsize My child - _ 4, §Iz
practicality to take on-the-go, ease of opening but also the right ovorything oo A4l

size to fit appetites go. It's easy to
open and hold”

PACT IS ON A ROLL LIQUID GOLD FROM WOR

N%
ZAN

*

Fortini

“My child consumed nearly all of
each drink and said she enjoyed
the taste. She asked me to give her
the drink, whereas with her regular
product, | have to ask her to drink it”

“The drink has a pleasant
taste and a subtle
sweetness”

“My child enjoys taking it and is
enthusiastic about the texture”

“It is easy to drink with a good
taste”

“I like the size of the bottle and
the cap. | can easily give it to my
daughter to take to kindergarten”

“The packaging is easy. Bottle
is easy to open/close ”




SUBSTANTIATED Fortini mf compact strawberry CLAIMS Fortini

Aggregated
data from:

BENEFIT CLAIM*

f
\

|

Fortini Compact Strawberry is the best liked Compact Strawberry —r—

ONS, according to kids in UK
Fortini Compact Strawberry is liked by 76% of the kids!
78% of parents believe this is a tasty product for their child

Tasty product for child

N% N4
ANRVIN

N4
AN

Supports volume 90% of parents agree this product supports their child to consume ; g

consumption their prescribed volume of ONS

Happy to use for longer 83% of parents would be happy to give this ONS to their child for a

period longer period of time

Ease of drinking 92% of parents agree this product is easy to drink N
A D

91% of parents agree the packaging is convenient for daily use

N%
7N

Bottle is convenient

Appealing taste Has an appealing taste for kids, according to parents (7.1/10)

N%
LN

N%
LN

*Risk assessment & CVM to be completed by global & local team before implementation of claims. Source: Home Usage Test with N=144 parents & children using ONS, UK and NL, 2023 N= 60 (NL) N=83 (UK)

"\
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WORKING HARD

TO WORKING
HARDER

TEASER: COMPACT NEW FLAVOUR

HOW TO USE COMPACT TO
BOOST CATEGORY DRIVERS

CASE STUDIES




Teaser: New flavour COMING IN 2025 Fortini

For;iﬁj

FROM WORKING HARD TO WORKING HARDER





BUSINESS MODEL REFRESH: A GUIDING FRAMEWORK Fortini
TO BUILD A WINNING GROWTH BUSINESS

4

EXPAND ADHERENCE

1 2

CATEGORY
PORTFOLIO

Drive Loyalty & Win Out of
Hospitals

LEAD POINT OF INITIATION MAXIMIZE ACCESS
Awareness, Screening Market Access and Key

& Diagnosis Channels

BUILDING
BLOCKS

Complete Diverse Portfolio including WG o s ity e Farsis

KOL & Scientific Guideline Shaping Tender & Contract Coverage Hero SKUSs
Engagement with Gov’t, HCPs, medical .\ Engagement with primary care givers
Payer Value Propositions
societies & patient interest groups U . St TA Goverage and patient groups
DRIVERS . Homecare, Share of Shelf, Visibility, .
TA Expansion Pharma Recommendation Y Year-round HCP lead MCE campaigns Services beyond product

UX Capabilities

Brand Activation

Parent support tools (trackers)
Media Strategy

Evidence Generation & HCP Education » Account and Tender Management

Key Stakeholder Management » Solidify fundamental capabilities & fit
for future solutions teams - HCEM 2.0

& proficient HCP FF
o Market Access

» Diagnosis Support Tools
CAPABILITIES » TA Strategy

Range Availability (plan alignment)

# Hero SKUs launched ‘
Incremental NS from Inno/Reno

% Share of Voice — Media Investment

% Availability Pharmacy & Homecare

Awareness Programs (# of Reach) * Reimbursement Scope & Price
Screening Programs (# of Diagnosed) » #of Hospital Tender wins

# Increase in Screening & Diagnosis o # Superior evidence Hero SKUs /
#of HCP attending conference / guideline shaping: TAs

education sessions -NPS * #increase in penetration

PREREQUISITE: SECURE SUPPLY

KPIs

FUNDAMENTALS: BRAND AND VI

UlD GOLD | FROM WORKING HARD TO WORKING HARDER




COMPACT IS AHERO ASSET THAT CAN IMPACT

Fortini
ALL CATEGORY DRIVERS

4

CATEGORY EXPAND ADHERENCE
BUILDING PORTFOLIO
BLOCKS Drive Loyalty & Win Out of
Hospitals
KOL & Scientific Guideline Shaping Tender & Contract Coverage gzzgeKtSSDiverse Portfolio including UX Superiority, Variety and Formats

Engagement with Gov’t, HCPs, medical Engagement with primary care givers

Payer Value Propositions

societies & patient interest groups TA Goverage and patient groups
H ,Sh f Shelf, Visibility, .
DRIVERS TA Expansion P;: ;:ri(;a;%ee o oni:: ;)n d at?on SR Year-round HCP lead MCE campaigns Services beyond product
RECRUIT NEW USERS
USING COMPACT TO THROUGH PHARMA LAUNCH COMPACT COMPACT CHOCO CARAMEL
CONQUER CF (DACH) CHANNEL (NORDICS) (FRANCE) LAUNCH (ITALY)
SECURE DISCHARGE
CASE USING COMPACT TO WITH COMPACT (NL) COMPACT PATIENT
EXAMPLES ENTER ADHD (NORDICS)

, , REWARD SCHEME (UK)
Discharge Campaign -

Activation Toolkit

LAUNCHING COMPACT TO USING COMPACT AS A HERO IN FORTINI CAMPAIGN

(UK)

Superiority Campaign Complete(d) - Activation Toolkit

_ | COMPACT IS ON A ROLL LIQUID GOLD WALK THE WALK, TALK THE TALK ING HARDER

CAPTURE CF AND ANOREXIA
(ITALY)



https://danone-my.sharepoint.com/:b:/p/kirsten_wain/ETxfNDjwK7lEiD375suoilsBALaWuWUNcdjSUB7jdHzBYQ?e=4Eou8Q
https://danone-my.sharepoint.com/:b:/p/kirsten_wain/ESW0_OrR-f9MrNul_fQ93ckBFC_Sjh9oNjpg4urDmPJmqA?e=cqXI5F

Fortini

USING COMPACT TO CONQUER
CYSTIC FIBROSIS (DACH)




SUPER MINIS OF NUTRINIDRINK FOR INCREASED Fort:ni
ENERGY-CONSUMPTION & BETTER COMPLIANCE

NEW:
Chocolate-
Caramel

(WUTRICIA
° ° 71

R ' _\ 0
ﬁc?rmae . \

fortini i

(ompact Multi Fibre

% r




WE WANT TO STORM THE HCP WORLD Fortini

Drive Awareness for the importance of nutritional intervention in CF
& Make NutriniDrink Compact the 1st Choice

((-')/ ) (@/ ) KPI CH 2021:
. . Min.10% Volume
_C e -H.ome— e.o: DACH ’ NutriniDrink
enters Care: Include &
build a Compagctin GPQE/
network discussion Nutridays

+

PRE-LAUNCH

TRIAL

t‘) *
Partners START F2F

- COMMUNICATION Important touch point:
CF ambulancey

_IS ON A ROLL LIQUID GOLD WALK THE WALK, TALK THE TALK | OM WORKING HARD TO WORKING HARDER




MATERIALS CYSTIC FIBROSIS Fort:ni

SUPER MINI, DIE NEUE VON NUTRINI: SUPER MlN’&"“%"
SUPER SUPER MINI, SUPER NAHRWERT!
NAHRWERT! SUPER SCHOKOLADIG! £/
SUPER MiNj,
g erfk SUPER
Frrr
SUPERMINI, L / \ oeRMT \‘
e SUPER NAHRWERT! 5 Suvaavu‘fp‘:ga\.wiﬂ-
f‘gf:w sl b AL o \10\‘\;\2\“2““;@2:2{\,\3\14&‘&1\.
G'I-LI'MCIA - = Alles drin fUr dis ergarzenda (F—I.Il'lklﬁ : .
NutriniDrink s e i, NutriniDrink

Compact Multi Fibre Compact Multi Fibre

i Vgt e an e Sty mr 20w

FROM WORKING HARD TO WORKING HARDER




MATERIALS CYSTIC FIBROSIS Fort:ni

SCHLUCK FUR SCHLUCK SUPER - ERNAHRUNGSTEAM JUNIOR -
DIE NUTRINI TRINKNAHRUNGSFAMILIE IMMER FUR FAMILIEN DA

S, fhre Keinen Petianten und daran Familien
bed der optimalen Versorgung wihrend der
Emahrungstherapie.

Sia erreichen uns unter: 09131/ 77 82 454

Im Intemat: www.nutricia-med.da
MIT DEM PLUS AN ENERGIE:

— 200 mi

KLEINES VOLUMEN. GROSSE WIRKUNG.

Eine aktuelle Studie belegt: NutriniDrink Campact MF bietet durch seine hohe Energledichte
(24 keal/ml) in kleinem Volumen Vorteile gegeniber einer Standard-Trinknahrung.**”

=105 ml

i | e

COMPLIANCE APPETIT
+37% 4-fach

FROM WORKING HARD TO WORKING HARDER



MEASURES TO CREATE AWARENESS FOR MALNUTRITION Fortiﬁi
& THE IMPORTANCE OF MEDICAL NUTRITION FOR CF-PATIENTS

Eﬁ;\iif(MUKOVISZIDOSE.

T gy 3
r N U R IC IA . GUT EANMHATEN KINDERN 3
+ § =T GEHT €5 BESSER

~Akademie

_LL | LIQUID GOLD WALK THE WALK, TALK T FROM WORKING HARD TO WORKING HARDER



Fortini

USING COMPACT TO ENTER
ADHD (NORDICS)




MEASURES TO CREATE AWARENESS FOR MALNUTRITION Fortiﬁi
& THE IMPORTANCE OF MEDICAL NUTRITION FOR CF-PATIENTS

Clinical observations on the use of Oral Nutritional
Supplements in children with documented weight
and appetite loss due to ADHD medication

A Ottenblad', H Frid?

1) Mutricia, Danone AB, Sweden - 2) Child and Adolescent Peychiatry, Region Vastrmaniand, Sweden

+ Appetite suppression is a common side effect of medication in ADHD » Within 1 month after ONS initiation, 60% of children reported "Weight
It may cause weight loss, undernutrition and growth delays, and gain/stabilization’.
ultimately force children to stop medical treatment.”

+ The observed effects on weight and appetite highlight the potential

« Oral Nutritional Supplerments® (ONS) can be used to support catch-up of complernentary ONS treatment in children with weight loss due to
growth in children with undernutrition. ADHD medication.
+ The aim was to explore healthcare professionals’ clinical observations » Mext steps would be to explore multimodal treatment strategies
of ONS use in children with ADHD with documented weight loss/ combining nutrition and drug treatrnent to improve overall outcomes
faltering growth due to ADHD medication. in children with ADHQU
+ Swedish dietitians in outpatient clinics were surveyed: at ONS initiation » ONS prescriptions were tailored by dietitians (n=5) in addition to »
and after 1-3 follow-ups depending on local clinical practice. dietary counselling, in 35 children aged 6-17 y.
+ The survey included background data, observed effects, and reasons for » The majority (82%] of subjects had been receiving ADHD medication
discontinuation. for »12 months when referred to a dietitian; the rernaining 12 % for
3-12 months. l

ID GOLD FROM WORKING HARD TO WORKING HARDER




MEASURES TO CREATE AWARENESS FOR MALNUTRITION Fortiﬁi
& THE IMPORTANCE OF MEDICAL NUTRITION FOR CF-PATIENTS

Violin plots of distribution of first observation of outcome variable
. #® Median
Weight gain/ . Density of the data
stabilization | - :
Increased
appetite
Coping
with school
Sacial
functioning ————— |
O 2 4 6 8 Months on ONS
» "Weight gain/stabilization’ was reported (median time [range]) in * |n 48% of children, multiple positive effects of ONS use were
22 children after 1[1-6] month, and ‘Increased appetite’ in 16 children reported at =1 timepoints.
after 2 [1-5] months ONS use. ] _ )
» Reasons for discontinuation at first follow-up [1-5 months] were
= 'Coping with schaal' and ‘Sacial functioning' improved in 13 and & children (combinations of) ‘Did not like' (n=8), ‘Forgot to consume’ (n=1),
after 1[1-9] and 1[1-2] months ONS use, respectively: ‘Causes unrelated to ONS use' (n=4)




MEASURES TO CREATE AWARENESS FOR MALNUTRITION Fortiﬁi
& THE IMPORTANCE OF MEDICAL NUTRITION FOR CF-PATIENTS

il

In only 125 ml,
your ADHD child
=19 300 kcal.

| Small appetite for food, big appetite for life ‘

Food for special medical purposes must
be used in consultation with a doctor

FROM WORKING HARD TO WORKING HARDER



Fortini

LAUNCHING COMPACT TO CAPTURE
CYSTIC FIBROSIS AND ANOREXIA (ITALY)




FORTINI COMPACT RANGE - our flagship SKUs Fortiﬁi

2
>

Available flavours:

Strawberry, Neutral
and Choco VERSATILE

0 i

P \ THE MOST

NUTRICIA

artini 1 DISTINCTIVE
wpact Multi Fibre y SKUs

rtini
apact Multi Fibr

pact Multi Fibre

First and only compact

VERY STRONG pediatric ONS in the Italian
ACTIVATION market --> competitive
PLAN | distinctiveness and

possibility to have unique
tender lots

FROM WORKING HARD TO WORKING HARDER



FORTINI COMPACT activation: TA approach with dedicated plan Fortini

Key focus on 2 therapeutic areas

Ao

> ™~ |
1
a DEMAND GENERATION /'
; # l'.‘
MEDICAL EDUCATION
EVIDENCE GENERATION |

ANOREXIA \fil ¢

PARTNERSHIPS WITH
PATIENT ASSOCIATIONS

_ ON A ROLL LIQUID GOLD WALK THE WALK, TALK THE TALK | ROM WORKING HARD TO WORKING HARDER




FORTINI COMPACT activation: CYSTIC FIBROSIS Fort:ni

MEDICAL EDUCATION EE DEMAND GENERATION

- Nutricia-led hospital
meetings on ONS use in CF
and Fortini Compact clinical

data

Dedicated leaflet and
infographics on key clinical
studies to increase product
awareness and efficacy in
the TA

PARTNERSHIPS WITH PATIENT ASSOCIATIONS

Build Nutritional Guidelines for CF patients
and families to

.

Participation at key
national congresses on CF

INTERNAL EDUCATION

Internal education program for ped hospital
advisors to deep dive into the clinical aspects CYSTIC « Increase awareness on the

of the TA benefits of nutrition in CF patients

FI BROSIS « Enhance compliance to dietary treatments
« Involve families in the nutritional education to let
them feel active part of their children’s therapies

Ia LIFC
v ngo I.ta!ic!'\cl
‘ Fibrosi Cistica

CTEA
G Pl

i o
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FORTINI COMPACT activation: ANOREXIA

Ny
PARTNERSHIPS WITH PATIENT ASSOCIATIONS &

Partnership with association

@Tmcm . of patients and caregivers to
Fortini _ support projects ai;nir:jg_ to
ncrease awareness on feeding

O Apimerita '

disorders among school-aged
children and teens

EVIDENCE GENERATION

Real world clinical data generation in
collaboration with Dr Diamanti from Ospedale
Pediatrico B. Gesu (Rome) showing that ONS
use, when associated with tube feeding,
significantly reduce the length of hospital stay

o & -I\

Five-year Inpatient Manag t of Ti gers with
Anorexia Nervosa: Focus on Nutritional Issues

ANOREXIA

Fol'tln' ‘1“1
DEMAND GENERATION i

_ | DISTURBI DELLA NUTRIZIONE
i E DELL'ALIMENTAZIONE:

Fortini

Dedicated leaflet and
infographics on key clinical
studies to increase product
awareness and efficacy inthe TA

ompact Muli Fbre

% MEDICAL EDUCATION

 Nutricia-led hospital meetings on ONS use in
anorexia and Fortini Compact clinical data

- Regional Nutriped monosponsor events
led by KOLs for hospital and community peds
to encourage networking and identify/treat
patients timely and adequately

LA DIFFICILE SFIDA DELLA
GESTIONE DEI DISTURBI
ALIMENTARI IN ETA' EVOLUTIVA:

LA TERAFIA NUTRIZIONALE

nnnnnnnnnnnnnnnnnn




From activation to GREAT results Fortiﬁi

RANGE FORTINI FORTINI COMPACT

€1.145.359

€83.888

+69, 5%
€490409

+17,4% +44,2%

€13396_2y

YTD

€975.801

YOY
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Fortini

RECRUIT NEW USERS THROUGH
PHARMA CHANNEL (NORDICS)




BRIDGING THE GAP TO PARENTS IN THE COMMUNITY FOI‘tiﬁi
Recruit NEW USERS earlier in the patient journey

e

e e -

LB

(urmmicin

Fortini

Ibland kan ditt barn

behova
lite mer

" Naringsdrycker kan stotta barn
med dalig tillvaxt att f& den naring
och extra kalorier som de behéver.

FINN DIN FAVORITSMAK

NARINGSDRYCKER FOR BARN

a

Nettoyii,

=
i, ™ W, S

Lismer O

Forind wwhﬁwh:pﬂ.h mueckcinska andamdl for kostbahanding av spédom srelaterad
| indarniing Fehn 102 & Sho sendindas uncar madieinsk ivorvakining. Frats red 4o hamsa Whan fie st vaba mac




ACCELERATE FORTINI PENETRATION BY RECRUITING Fort:ni
NEW USERS EARLIER IN THE PATIENT JOURNEY

Route to market, RX driven:

FORTINI MARKET LEADER
~70% MS, NS +22% YTD [ s e
i Q m ©
5.6 MEUR AL Y

7 Countries
>55% NS 1=

CHILDREN HCP

Age 1-10 Referral to Dieticians RX purchase
with DRM or for ONS prescription of Fortini
Growth concerns and reimbursement reimbursed

g




ACCELERATE FORTINI PENETRATION BY RECRUITING Fort:ni
NEW USERS EARLIER IN THE PATIENT JOURNEY

Route to market, RX driven: _ _
Opportunity Discovered:

Gap identified: Bottle neck in the patient journey

long lead time to meet dietician, lack of recourses

Parents in need of a solution today!

HOSPITAL

888 gE8
ok

1. Our solution = Drive Fortini
OTC/SELF PAID in pharma channel

CHILDREN HCP PHARMACIES 2. Be relevant EARLIER in the patient journey

3. And Fortini as the FPOE to ONS category

Age1-10 Referral to Dieticians RX purchase
with DRM or for ONS prescription of Fortini
Growth concerns and reimbursement reimbursed .

_ A

FROM WORKING HARD TO WORKING HARDER




DTC FORTINI AWARENESS CAMPAIGN Fortini

THE 1st FORTINI AWARENESS CAMPAIGN DTC IN NORDICS

Campaign purpose: Fortini Awareness

CTA: Read more
LP CTA: Visit Pharma
POTENTIAL USER _ rogT
New Media chosen: T Gimen
Online Family Forum with Ibland kan ditt barn
ONS Awareness DTC 4 i
Eating and growth Key Words Targeted Ads be h ov a
concerns, ADHD appetite Lower regulatory risk ®
loss, Autism, ARFID l| te mer
FORTINI ONS AWARENESS Key words: Hhiale e B
Falte ri ng grOWth och extra kalorier som de behéver.
D2C MEDIA ADHD e
Competitor Brands N *
i A SR bl s g i Las mer (&
H |
N . 7 f




DTC FORTINI AWARENESS CAMPAIGN

(rrmicia

Fortini
bland kan ditt barn

_behdva
lite mer

. Naringsdrycker kan stotta barn
med dalig tillvaxt att fa den naring
och extra kalorier som de behéver.

"

i Lismer (&)
w WMH:MMMhIm&WJH&MIMEWHMmMW e
|mmnlnﬂkﬁhmmummﬂmmﬂnmhunmddﬁ hare Whan fie &t weta e

ortini

(fumricia

a— [ Pk [ Syt g -

Ibland behévs det lite mer

Alla barn &r olika

Her ditt bam minskad aptit och délig tilvéxt pé grund av underliggande sjukdom eller medicinskt tillssénd? Om 55
&r fallet & everttuella kanslor, s8som oro &wer barnets utveckling, helt naturliga att kanna.

For du har heltratt - god naring under bamdomen ar avgarande for barns lingsiktiga halsa och valbefinnande. Att
barm fax ilrackligt med naring & avgirande for deras utveckling och tilvé, och fér att nd nasta milstolpe i livet

O barns matintag inte récker fr art ticka behovet av naring och energj, kan n&ingsdrycker vara 1t komplement
Néringsdrycher, sisom Fortini®, anvands vid kestt av ring hos barn frén 1 &,

och kan rekommenderas av lakare, dietist eller apotekspersonal

Fortini produkter (3)

| behov av extra néring och energi

Buver, om det sl s b #ir sin narngsbahoy tackt genom varlig

sisom Fortini”, gére skillhad

Forini néringsdrycker & lvsmedel for speciells madiinsika ndamal och

kan vid behov fas farskriver 2y akare eller dietist. Fortini har en balnserat

nnehll v kalorier, proteiner, viaminer och mineraler, och kan ge vardefull

nirngssiad ndr bam behover extra niring och energ

Lar dig mer om naringsdrycker har (3

Fortini + Mix Multi Fibre Fortim Compact Multi Fibre Fortini Multi Fibre

Las mer (3) Las mer (3) Lésmer 3

FROM WORKING HARD TO WORKING HARDER




DTC FORTINI AWARENESS CAMPAIGN

L
- = i
w ALORESAUST2E1 r 22SVAR 9 i

Naringsdrycker for barn, var hittar man?

Hoppas det har ar ratt forum.... jag undrar var man kan hitta n&ringsdrycker for bam, med
chokladsmak och dylikt som &r bra nér de inte dter a8 miycket eller 52 varierat ** Har
jétteproblem med maten med min autistiske son men eftersom han dricker ohoy tEnkie jag
art man kanzke kan 3
kan man kopa dem?

WHERE DO I FIND

R

e ONS FOR KIDS?

é ELDRE § ALG 1235 o W
MEKD SKREV 201 0-08-05 12:26:52 FOLJANDE:
det |&ter ju super om det & s, protein &r just det s0m han har svirast med, ska kolla imargen =
Ja, min snart exsambo brukar dricka dom f&r han tycker dom &r za goda.. & Kan kolla med
honom vad dom heter sen =& du kan leta
ANNOHE
N
AR Bix
1 i Gurmcn,
Fortini

bland kan ditt barn

behova
lite mer

Naringsdrycker kan stétta barn
med dalig tillvaxt att fa den néaring
och extra kalorier som de behéver.

Fortey Hani pacicls andarrd| fer
| Undamneing Fein 1 ﬂ&%MMumm@mMy‘muMdﬂ lumhlmenum ki e

e e

Fortini

o ANNDNE

e S

Ibland kan ditt barm

s
0j, men jag gér =3 att jag siker pa apoteken i narheten och pa affaren och finns det inget 22 beh ova
f4r vi vEnta tills vi kan triffa dietisten = { llte m er

Naringsdrycker kan
S P . stotta bam med
L] e e | B _ ' dlig b e

ONS SOLUTION
FOR ADHD

de behaver,
War pojk med adhd

tristania
w0 ALORESAUZ 1470

Wi fick utskrivet néringadryck till var pojk (som har ADHD) fran en dietist. D& kostar det bara
150 kr tror jag for néringsdrycker, och det &r ménga.

s i
[> %
= loland kan ditt barn
Skumball
o  ALORES AUS 1350 s L b b h
Minimax finns pé apoteker, tror inte det &r receptbelage heller. l t rT]
wwwi_apoteket.se/privatperaoner/radochprodukter/commaon,/produktinformation. aspx I e e r
o £f Maringsdrycker kan
__________________________ f‘ . shotta barmn med
X : L dSlig tillv att £3

den néring och
extra kalorier som

o COMPETITOR
i . = BRAND MINIMAX K&

Kolla gérna upp det och tack fér infon =D

Jag kan ju fraga pa apoteket ocks2 vad de tror passar.. just nu har han en period nér han
bara dricker mjélk, dter glass och ibland potatis... =5

Ry A B¢ VRN Y SEREHN PRkl Baml Ry
MGG ¥ ST g P R B Seh VN
ez kv for a6 wnta e,
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ACCELERATE FORTINI PENETRATION BY RECRUITING Fort:ni
NEW USERS EARLIER IN THE PATIENT JOURNEY

Revised Patient Journey

HOSPITAL

BRE = EBH

\HEfB 777 BEs
‘QH! x‘
v

CHILDREN POTENTIAL USER

Age 1-10 ONS Awareness DTC OTC purchase Referral to Dieticians RX purchase
with DRM or Eating and growth of Fortini Self for ONS prescription of Fortini
Growth concerns concerns, ADHD appetite paid and reimbursement reimbursed

loss, Autism, ARFID
BOFC, SUPPORT 1st

GOAL & WHAT: FORTINI ONS AWARENESS CATEGORY ENTRY
PHARMA
HOW: D2C MEDIA STARTERPACK




SUPPORT 1st FORTINI ENTRY WITH PHARMA Fortini
STARTERPACK

FORTINI COMPACT PHARMA STARTERPACK

Only available in Pharma, physical Purpose of launch:

in-store and in E-commerce
« Support Fortini acceptance in FPOE

« Drive Fortini Compact as brand hero
« Accelerate NS and speed MS growth to Compact

PHARMACIES

OTC purchase ——
of Fortini Self
paid

m Nutridrink Compact Multi Fibre startpack 3 x 125 mi
[ 93 sti lager

19 kr
Jamitpris: 31733 kel

FINN DIN FAVORITSMAK

NARINGSDRYCKER FOR BARN

o & :

i *
i e R

BOFC, SUPPORT 1st
CATEGORY ENTRY

GI-UTRICIA

Anlalidif Fortini

STARTERPACK

FROM WORKING HARD TO WORKING HARDER



Fortini

LAUNCH COMPACT (FRANCE)




NUTRINIDRINK RANGE RX & LAUNCH

Extend ONS peads range with unique offer for children >1year

Fortini

Gr}r?cup Drink BUSINESS CHALLENGE: CONSUMER INSIGHT:
rniorin
= Grow penetration of ONS paeds category There is no reimbursed solution for malnourished babies after
/{\/\ S beyond 1yr old as no reimbursement. >1year old adapted to their nutritional needs (Infatrini= O to 1yo
" . Self-paid solutions are rarely used in French // Fortimel = not suitable for young children) & some parents
|. ALLIE POUR REBUNDIR market. cannot afford self-paid solutions or are reluctant as in French

system most “needed” things are reimbursed so perception of
self-paid is not positive.

ﬁm

Ok )
zﬂf;g:?:ﬂlﬁ: I:ihfe @I.ITRICM PECHATRIE I N I T IAT IVE n

LA SEULE GAMME COMPLETE O CNO™ PEDIATEIOUES POUR LES EMFANTS DENUTRIS DE O A %0 ANS.
Le net

e de notre gamme de

Vv Market access strategy to obtain reimbursement for NutriniDrink range under brand name (vs generic line <

CNO* pédiatriques W Faw e fEwees e protects us from an easy roll out in our market by competition)
pour les enfants ? - if;q‘ . == v Relaunch NutriniDrink MF with reimbursement (1-3 yo) & launch NutriniDrink Compact MF with reimbursement
dénutris de Gp t&, i.ﬁai % 3&‘5 i) (3-10 yo)
3 IV ans O . 5 L

Vv Impactful “The ally to bounce back” 360° campaign to maximize share of voice::

- Sales force communication (Hospital, Community, Pharmacy) incl tools to facilitate Rx
- Congress booths

- MCE campain targetting Community HCP

3

KEY LEARNINGS:

BUSINESS RESULTS (precise period)

NS : 650k€ YTD May 24 ( +260% vs LY')
(NSRF6 24 =12M€ ,vs FY 23 = 657k€)
MS Infatrini + NutriniDrink : 96,1% YTD May 24 ( +2,8 PTS vs LY')

POINT OF CONTACT: Teodora DELOVA
CROSS-FUNCTIONAL TEAM: SN FRANCE

CATEGORY GROW THE CORE - GROWTH cat
BRAND: NUTRINIDRINK / FORTINI /

FROM WORKING HARD TO WORKING HARDER < >



LAUNCH PLAN: ZOOM IN INTERNAL ACTIONS Fortini

(our sales forces)

HOSPITAL & HOMECARE SF COMMUNITY SF PHARMA SF

MED TRAINING (4th Sept) MED TRAINING (23th oct)

=>» Malnutrition diag criterias =>» Business overview of Pead ONS

=>»HAS official reco for nutritionnal care =>» Malnutrition ABC

=>»Nutricia ONS range overview (w/ ND Compact) & =>»Zoom in ONS formulas

focus on formulas =>» Timeline overview of ONS range (w/ ND compact launch)

MED TRAINING & C1 OBJ PRE-LAUNCH (10th Jan) PRE LAUNCH C1 (8th Jan) PRE LAUNCH C1 & MED TRAINING REFRESH
= Foeus @i ND Cesect & UsEa e sudy Preparatory work : replay of the 4th Sept (29th Jan)
=>» Cl cycle objectives =>» Refresh on malnut/ONS knowledge =>»Med training/refresh on malnut/ONS
=>»ND Compact campaign tools presentation =>» C1 objectives & key messages =>» Zoom new tools

=>» Campaign tools + zoom new ones

SF VISIT TRAINING/ SEMINAR (3ith Jan) SF VISIT TRAINING/ SEMINAR

=>»3 cases (B1th Jan)
=>»1case + live Q&A

FROM WORKING HARD TO WORKING HARDER




LAUNCH PLAN:ZOOMIN EXTERNAL ACTIONS Fortiﬁi
(HCPs)

HOSPITAL & HOMECARE

SF Prio C12024 +
PRIORITIES sprint 10- 31/01

=»Eadv FDV peads

=» Dosage sheet

=>» Remitted to GFHGNP interest CNO ped
SF =>» Brochure observance

CAMPAIGN =>» Kakémono ND

TOOLS =>» Client announcement mail

=» Onco Imagine For Margo recipe booklet
=» Basics docs update

=>»Emailing via KAM Hop & HC
ADDITIONNAL = Congress
cowm’

COMMUNITY SF PHARMA
/ P2 on peadiatrician } Prio on Jan
& GPs & feb

=»Eadv FDV MILK =»Eadv FDV PHARMA
=» Dosage sheet =>» Dosage sheet
=»Brochure observance =>»Brochure observance
=>»Basic docs MAJ =>»Docs range Fortimel & CNO ped
=>» MCE PLAN // Target community GPs =» Openhealth emailing : 15K pharma
June 2023 => March 24 KPls : 37% open rate (vs 30-35% benchmark)

Obj : awareness on malnut. management & ONS range w/ inno

=>» Congress I I

FROM WORKING HARD TO WORKING HARDER




LAUNCH PLAN: ZOOM IN NEW SF ND TOOLS

(';mﬂ? . .
NutriniDrink

\i

<V

L‘Auif @m REBONDIR

NutriniDrink
Compact Multi Fibre
Le
= de potre gamme de
CND* pédiatriques
pour les enfants
dénutris de

Community E-detail aid

Nulanrlnh

3
3,

l AH.If

=3 R[BUNDIR

ND compact Leaflet Compliance Leaflet

WALK THE

(Y
NutriniDrink Ehrtts
<V %
[’A“-IE m KEBONDIR ?Lff;l'f:uuntﬁg%mul!nNuJEnFEnumE
. oo
i o —

=" CNOD* pediatriques

Fortini

Le
de notre gamme de

pour les enfants
dénutris de

- ;_’-‘*g S
@.¢ 'O

Une gamme compliéte pour les
enfants dénutris de

-

GFHGNP booklet

Nutnmnrmk

At wicher

e

Emailing

ND prescription pad Incl. in ONS adult tools
(pharma & hospital)
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FOCUS E-DETAIL AID

(Community version)

PESER ET MESURER A CHAQUE CONSULTATION ARBRE DECISIONNEL DE DIAGNOSTIC

A TOUT AGE ET DE PRISE EN CHARGE
+PESER [T MESURER A CHAQUE CC ((PEATE OU STAGNATION 0 PERTE 0E PODS 7 )
- FEPORTER LES DOWEES ) I (o)
ANN.\‘S.EIGI 2 CINET“?IT_’-
PATIENTS NECESSITANT RISQUE DE STAGNATION "‘—‘_‘“-" MESLINER LEMFANT
 UNEATTENTION PARTICULIERE ~—— DI PERTE DE POIDS s chuacps visita méchesda o' sas 10 s

« Patiunts avec pathologies chroniques 3'(-‘3

« Pationts qui ont réduit leur a) s
elmamtaites doninution Teppétit n |?

Présence dun crivee phénorpigur
1 efln crivdr nologige 7

O
ALLEJ'

)

9 TORCriON e Dabcing MATiKonnGs de fentam

« Patients avec un profil médical particulier : Py oy |
Troubles alimentaires pécatr O&.{J o
Prémansts/ RAL, £ -
= g PRISE EN CHARGE NUTRITIONNELLE ADAPTEL - Grundage parwmal 1 CorTecuon t4a e slimenines
B i i o yid / G s
ou parte de poids LTELY i = Sinken e et e el 2 s HAS o R i e o

. Petits patients avec des infections sigués: -
Inficrions CRL [angsne. atite krnyngite, chinke., ] i’\
Infections respiratcines (Sronchialte, preumonis ) :,.? s

ﬁ;nnmlm -

+ HAS criterias for malnutrition diag
+ enrichment advices
+ 1st presciption chronology/info

QUELLE PRISE EN CHARGE POUR
VOS PETITS PATIENTS DIAGNOSTIQUES DENUTRIS 7 -

e
g:{:cmm AUGMENTER LES APPCRTS NLITEITIO NNELS Q\} Al
Ll POLR UNE REPRISE DE GAIN PO L..“)\ /
en charge :
i ——— i - T

l et correction /y ?I‘Ig /

G:; L " des arreurs slimentaires si nécoszaire

1
@ + Erwicltie Cuilrootithons cxmmnts i w3 ERy
= l dus aliments & forte densilé énergétique @O =

e
L Fﬂ =)
; « Rédnealuer Vafficacité de la ptlse &n change
@) e loenmget
l - En cas déchae da lmri:hlmmqnl prescrire un CNO
@- Ribbvaluss cigulbbrement lafficacib du la prise. 71
[ an charge en suivant le courbe de poids ;:}
L ﬁ;:rmmlm -3

MALNUTRITION & NUTRITIONAL CARE AWARENESS

Fortini

It lo) X)
NutriniDrink Les seuls CNO* pédiatriques remboursés 2
it ? 1
Compact Multi Fibre  POUT les enfants dénutris de 3 4 10 ans FmsconcuEwe

DE3A 1DANS'

"4 Hyper-énergétique
2,4 keal/mL
v Apport protéique adapté
5,7 g de protéines/100 mL
V13 vitamines et 16 minéraux
V' Mélange unique de 6 fibres ()
' CNO concentré dans un petit format (125 mL)
pour contribuer a faciliter [observance®

V' Efficacité clinique démontrée? : reprise significative de poids
et de taille en 4 semaines

BENEFICES
CLINIQUES
DEMONTRES

V' Sans lactose et sans gluten

' NutriniDrink” Compact Multi Fibre Non aromatisé :
pour faciliter lintégration dans les recettes

+ zoom on each ONS
features & benefits

PRODUCT CONVICTION

FROM WORKING HARD TO WORKING HARDER




NUTRICIA IS COMMITTED TO YOURSIDE TO THELITTLE

MALNOURISHED PATIENTS WITH THE ONLY COMPLETE RANGE OF

PEDIATRIC NOCS* FROMO TO 10 YEARS OLD

(I':L_,Ih'i(‘.ia L. (l{itricia L. (N’U'rrkia. " 2 (n-uirici.ﬂ\_ ) :
Infatrini Infatrini NutriniDrink  NutriniDrink
Peptisorb Multi Fiber Compact Multi Fiber

1
] iulJ"

n

/
.

Flavor Flavor Fiavor No
Vanilla Chocolate  Srakeny flavored

Flavor

DOSAGE TO BE DEFINED ACCORDING TO
NEEDS INFANT NUTRITION

Infatrini® products can come as a replacement
total or partial of an infant formula. enriched and non-substitute food

Single bottle packaging

Cacke LPP 6110014

LPP rate (per boutelke). 1.58C

Pikimite ceventie (pir boutele): 2.08¢

={Iand-.- bounella untala
._._IL,e LFP 11"’2.‘!‘14

{ Turt LPP {per buttanhile): 274 C |TwrfLFP (pack) 10.75 C
:-rgl ass linite (by bultonhole) 2 74C | True grande (pack): 10.75C

"CNO: Nitrudinnmela Onae Supplemenis™ s Fruuon;amc:j'nr"-,\ GOS: ,at o olgonacchardex "TCM

from 54 {ren aronclews value 5 431) 51% MI’J‘ 1; L jri rnsgé' IJ :F? ] hpecd5 =
1“ qﬂt\\e[‘]é;nmdhganuhﬁﬂ?por pogeria o 5L I‘TI[J[.‘S EIEMpecda Q!‘:!E

UTECANE eremahliEanne o wes=from Pa[u-..
y he HAS

Packaging: pack of 4 boutaillias

.-'F'ac‘-:ar_:hg. puck of 4 boutallas
LPP Code 1126620

| LPP Code 1132130
'TallPF (pack). 7,50¢

[Pak lamibe claventis (pack] 7.50€

e _rl S 1] V4 i Tr T4
200 Jﬂcr-“'ie:’arrhﬂr 7, 2010 Avamiati

] In
| nw—]af iﬂ%l resta fa terficaten unkd

SN

Flavor

NDED". AVAILABLE IN

% 5] 0N 8 1pCes aln

; = — e i Wi g
& e"i"?ﬁﬁwzazz Agertada gratis de Ia ozret#:-'- 2 o b

N”E‘ihniDrink

Smoothie

“ _.c-_.

Red Fruits Summer fruits

Staatery  Chocolate-
Caramel

NOT REFUNDED

COSAGE OF 1 TO 2 BOTTLES / DAY TO BE
DEFINED ACCORDING TO THE NUTRITIONAL NEEDS OF THE CHILD

NutrimiDrink” products come in complementation

Condilormment boutsilla uhitaini
Mot supparted

P
(NUTRICIA Pediatrics ==

FROM WORKING HARD TO WORKING HARDER
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Fortini

COMPACT CHOCO CARAMEL
LAUNCH (ITALY)



https://danone-my.sharepoint.com/:b:/p/kirsten_wain/ETxfNDjwK7lEiD375suoilsBALaWuWUNcdjSUB7jdHzBYQ?e=4Eou8Q
https://danone-my.sharepoint.com/:b:/p/kirsten_wain/ETxfNDjwK7lEiD375suoilsBALaWuWUNcdjSUB7jdHzBYQ?e=4Eou8Q

THERE IS AN OPPORTUNITY IN CAPTURING PATIENTS Fortini
AT DISCHARGE

I“Slghts Missed #patients (potential

2400 children per year)
Relevance in category

\/ 6% of the children admitted have a
screening result of "malnourished" Loss of adherence

\/ SOOO Ch | |d &1 on average per year

need nutritional care after discharge

o) . . "
\/ Only 20 /O of the children leave the hospital Prolong the nutritional care

with a full discharge plan per patient in faltering
growth category after

discharge.

_ 1. Kruizenga H., Keeken Svan, Weijs P, et al. Undernutrition screening survey in 564,063 patients: patients with a positive undernutrition screening score stay in hospital 14 d longer. Am J Clin Nutr 2016; 103(4): 1026-1032.
2. Stuurgroep Ondervoeding. (2020, 7 december). Factsheet 811.screening op ondervoeding bij in de kliniek opgenomen kinderen 2019. Geraadpleegd op 10 augustus 2021, van
_ htps://www.stuurgroepondervoeding.nl/wp-content/uploads/2020/12/Factsheet-811.-screening-op-ondervoeding-bij-in-de-kliniekopgenomen-kinderen-2019_def.pdf

3. J.Human

FROM WORKING HARD TO WORKING HARDER




HOSPITAL JOURNEY SIP Fortini

Ik

—

Screening (<24h)

Nutritional care needed? :
(Anthropometry, STRONGKkids) NO P Exit category Weo
YES ~

80% of patients leaves

A the hospital without a Dietery treatment
complete nutritional plan /> (in hospital) @

Taste box with

- Generic 30% 2 weeks supply
Discharge Multibranded 31%

Singlebranded 39%

Box with #1 Choice of patient (taste driven)
4 weeks supply #2 Stock availability

FROM WORKING HARD TO WORKING HARDER




PROLONG THE NUTRITIONAL CARE PER PATIENT IN Fortini
FALTERING GROWTH CATEGORY AFTER DISCHARGE

Growth pillar #1
Capture full patiént treatment journey 2023 2024 2025

Follow up 80% not captured

i 1. Equip the HCP & 2. Sharpen tools & 3. Expand nutritional
1| Discharge patient with the right validate nutritional care after discharge
\'/ — o information & tools care after discharge
%b\?— -
. o
Admission Repeat prescription bor— ' *' L
W o a
‘-_“‘ Eg;ﬂ ﬁfm‘ i
Capture patients at discharge —a m y\ Ve -
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HCP FUNNEL ACTIVATION DISCHARGE Fortini

- T DE LISTE

r:!ol
e ~
%{ g YOEDIN
W’ "‘""' ,ﬁ @ |
~ B Haal Uy -
e 4 -
N ~
- T Dretetiek \} g | \
PRAATIESMAKER D é‘ ED et | . 5[ Symposium:
Lot e TS e .-, = = _ Voedlng bIJ
(zieke)
Detail aid ) . kinderen; het
Hal Landingspage ' Toolkit R roer moet om
- TR AT —
2 m."mw"w“ e e — i i
Smaakservice e NVK == _r,.m?}éf:m

niiim s,

ADVOCACY

CONSIDERATION

Leave Behind

Infographic & prescription Workshops

FROM WORKING HARD TO WORKING HARDER



Emma de Olifant
voorleesboekje

Meten en
- wegen flyer

Voedingsadvies
Flyer

sk

yccDDEEE |
TIEEL LS
NNOOOPP | |
SSTTUUL B |
XXyyZzZ §- |
567890 i :

wuEERUEL |
Eebgogng |
|

e gy / 7 _f - Y|
~ /| Belangrijke '

telefoonnumers
en websites E Drinkkalender

e b/ & stickervellen

Groeimeter

FROM WORKING HARD TO WORKING HARDER




RESULTS YTD (P5 ’24) Fortini

ND Compact net sales +41,5% vs MAT-1 Spin off total NutriniDrink range +18,5% Value MS: full NND range from 68,3%
(+35,3% volume growth) vs YTD-1(P4) NS growth (vs MAT-1) (sept23) to 79,2% (april24)*
N Faltering growth - NutriniDrink Compact Net sales nutriniDrink Value share ORAL Sorgente
3 1600.000 6000000 2 100,0%
S Tro00os +41,5% 735% 198%
£ 1000.000 ’ 9:500.000 ! “641% 68,0% 60,0%
E 800.000 ‘ +18’5% ’ 40,0%
S 600.000 5.000.000 1 0%
$  400.000 ‘ oo
2 200,000 4.500.000 . 0 0.0%
= 0
MAT - 2 MAT -1 MAT 4.000.000 R N . S )
MAT May 2022-2023-2024 MAT-1 MAT v P SHEE RS R &

2 times more patient are being
referred to the 1st line dietician after

discharge™ (NPO research) |
= -'I.':=-i‘.'.;: t'ﬂ-'_q‘ —

; i

e o

Sip, referred to a . 1}/; % M‘* ﬂ .

dietitian Ist line = \,;‘Ea

* Sorgente data **NPO research 2023 r
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MATERIALS DISCHARGE CAMPAIGN
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Fortini

COMPACT CHOCO CARAMEL
LAUNCHT (ITALY)




BUSINESS PERFORMANCE FY 2023 vs PY Fort:ni

TOT FORTINI SELL-IN o First Priority in Hospital (Nutritionists and Paediatricians)
¢ Positioning in different TAs

Net Sales M(€) +5o 6% ae PHARMA DIRECT, 8,2%
051 | HO!:IECARE, 523033/ +3,8%
o
+22,9% CISTIC
WS, 14.5% FYBROSIS

HOSPITAL,
69,7%

FY 2022 FY 2023

e Focus on the compact range to push the category
FORTINI COMPACT SELL-IN ¢ Exploit its uniqueness in and out of Hospital tenders
¢ Positioning in specific TAs

Net Sales M(€) +5’3% DTC, 2% PHARMA DIRECT, 2%

HOMECARE, 5% +60,9%
H +97,2% ‘ CISTIC

PHARMA WHS, 7%

+30,2%

FYBROSIS

HOSPITAL,

81%+53’5%

FY 2022 FY 2023

& ay LrC

Lega ltaliana
I I 'L Fibrosi Cistica
_ COMPACT IS ON A ROLL LIQUID GOLD WALK THE WALK, TALK THE TALK | RD TO WORKING HARDER




FORTINI COMPACT CHOCO CARAMEL LAUNCH Fort:ni

75%°* 94%

of Fortini MF Net sales 5 Fortlni

Be UNIQUE in the FSMP ’x& tompact Multi Fibre

market with format Most profitable SKU
and best taste

Choco as preferred
taste for Fortini MF

Promote therapeutic Meeting HCPSs’ Halo effect on the

adherence and patients’ entire Fortini
(taste and needs range
format) *
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PRE-LAUNCH LAUNCH Fortini

PRE-LAUNCH

PUSH COMPACT RANGE ON FIRST PRIORITY IN HOSPITAL PHARMA
DIFFERENT TAs (NUTRITIONISTS AND PEDIATRICIANS) ACTIVATION
FOLDER
E-COMMERCE
FOLDER
ACTIVATION
HYPERTARGETING = , o S -
mz::-smuw ?"f

CAMPAIGN on Linkedin e | D

urlnmwn:) o E d) . ‘
ADV __

SAMPLE

4" 7 7 BRAVERY

F.8.% sTickers
¥ 7.9 FOR

90 ‘0 PEDIATRICIANS

SAMPLE HOLDER WHIT

DISCOUNT VOUCHER I I

FROM WORKING HARD TO WORKING HARDER




FORTINI: DTC ACTIVATION Fortini

Il tuo piccolo grande alleato
da oggi ancora pii
GOLOSO nel NUOVO

+62%

y Fortini,
20% L2 ! per la crescita
del tuo bambino

GUSTO!
\ =
o,
fortini o\
{ampact Multi Fibre et et
I g e DTC BOOST
FORTINI it N 3 SOCIAL & PMAX =

FORTINISMOOTHIE MULTIFIBRE
%

FORTINIPOLVERE

10% AMAZON DSP it i
| CREAMY S
FRUIT MULTIFIBRE = '
49%

ACQUISTADSA

e
V&fw‘a‘g‘éﬂm ibee

BEST SELLER
IN APRIL!

+711%

ROLL LIQUID GOLD WALK THE WALK, TALK THE TALK FROM WORKING HARD TO WORKING HARDER




PRE-LAUNCH LAUNCH Fortini

KPIHCP HOSPITAL FORTINI YTD TOT FORTINISELL-INYTD

NS Value Tot Fortini 379K €

+32% spv
HOSPITAL PHARMA WHS DTC
YTD vs PY 038K € 55K € 27K €
H7%  +26%  +360%
vs PY vs PY vs PY

FORTINICOMPACT SELL-INYTD
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Fortini

COMPACT PATIENT REWARD
SCHEME (UK)




PATIENT CASE STUDIES Fortini

- ﬁn  NUTRICIA

L9 “Fortini X
i Compact Multi Fibre i sl

N/
/LN
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FORTINI SUPPORT MATERIALS FORBOTH

Fortini
HCPs AND PATIENTS

FORTINI - WIDE RANGE OF FORTINI SUPPORT
MATERIALS FOR YOU AND YOUR PATIENTS TO
HELP AID COMPLIANCE

N T
L] n 0‘.\ //.'.
e Fortini Starter Pack “NReward -

* g B
: - Scheme”;
® ReCI peS bOO k 3 The Fortini Reward Scheme has been created to help aid
. . compliance with your patients. The scheme is a fun and
° Pat Ient case stu d Ies boo k interactive way for children to take their prescribed Fortini
oral nutritional supplements and reach their required
» Reward scheme eetioral ool

: R, '
= -~ o
| { S M ) M
A ¢ ... . 4 K7
Register the child’s details at " = ill al
Register nutricia.co.uk/fortinirewards. eliahid
' Once registered, each childwill (Sl o
i : that will vary from
receive a welcome pack in the post. birthday cards to
@ o8 Vi . ]
> gl The child’s parent

end off sends in the full
7Y sticker card
to receive a gift.

Each day, after the child has T
finished their Fortini aral i
nutritional supplement they
place a sticker on the card.

N/
/LN
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Fortini

USING COMPACT AS A HERO
IN FORTINI CAMPAIGN (UK)



https://danone-my.sharepoint.com/:b:/p/kirsten_wain/ESW0_OrR-f9MrNul_fQ93ckBFC_Sjh9oNjpg4urDmPJmqA?e=cqXI5F
https://danone-my.sharepoint.com/:b:/p/kirsten_wain/ESW0_OrR-f9MrNul_fQ93ckBFC_Sjh9oNjpg4urDmPJmqA?e=cqXI5F

FORTINIUK CONTEXT IN 2023

Fortini

Prompted brand associations Fortini Paediasure
TOTAL n=228 n=238
Xxx=Top 5 I am familiar with the product 68% 100%
- driver It’s available on my patient’s region/area 59%
« Complete nutritional Proven to be clinically effective 56% 68% oo
© Im prove q ual |ty Of I|fe Provides complete nutrition in tolerable volume for patients to grow 56% 68%
° Cl | nical efﬁcacy Improves the quality of life of my paediatric patients 53% 65% 0%
a H |gh palatabl I |ty Provides age, nutritional need, health condition adapted nutritional solutions 50% 63%
Has a wide range of flavors that my patients like 50% 60%
. 70%
Available on the formulary 47% 62%
. Based on the scientific research 46% 53%
1st choice brand - TOTAL High palatability 45% 62% 60%
Included in guidelines 44%, 51%
Don’t know/too difficult to say
Nualtra Provides a wide range of different formats to support compliance 43% 42% 50%
Aymes Actajuni It’s the product covered by my hospital contract 39% 45%
Aymes _ Support overall appetite of my patients 39% 46% L0
Peptamen Junior o
Resource Junior Supports immune system development, as well as weight and height gain 36% 42%
Isosource / Compleat Paediatric Supports increase in nutritional intake from everyday food 35% 43%

Sip fed Sip fed Sip fed Sip fed
infants children children children
under 1year 1-5 5-10 10+

Base: Prescribe/recommend more than 1brand n=253.

Source: Q4a=f. Which product would typically be your first choice and which your second choice in the following patient types?

N/
/LN

SMA High Energy
Similac High Energy
Paediasure
Tentrini

Fortisip

Nutrini

Fortini

Infatrini

Supports brain & cognitive development, as well as weight and height gain
Product is good for treatment of specific Conditions / TAs
Packaging makes product more attractive / tasty

Recommended by a colleague

Request by parent.carer
Low cost

Availability of Plant Based options

Base: Aware of brand (see chart). Max 6 brands shown priority given to Fortini, Nutrini, Paediasure.
Source: Q7. Which of the following medical nutrition brands/ products, if any, do you associators in faltering growth?
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IT WAS TIME TO ELEVATE FORTINI WITH HIGH Fortini
IMPACT CREATIVE

Fortini

: 4 L RTANCE

f - |Em£’r ONS' COMPLIANCE AL 0F Flgpg,
Fortini T
campaign

2022-2023

" Eiszg@ ' g nstn;gém;‘?

IT'S MORE THAN A GUT FEELIHG 'l[l!l LL I.[I’o'E HI]H h‘E!.l. IT WORKS FOR THEH

T 4 L Pkt D i Mo L iV ity ks 27 mpd
e e ke

o, ey

GI.ITRICIR

Fortini

: -~ .
Celebrating over Celebrating g

30 years of helpmg support for childrens
children |ive brighter lives long term gnt health
- mr::::m“ “'---w

. .\muawv-sc-s:
Frrmartaia f beliing Flanen® !

+ Towiw prckurrad by chidres
+ Sustable for 8-30kg lage 1-3

N/
/LN

FROM WORKING HARD TO WORKING HARDER



THE INSIGHTS GUIDING OUR COMMUNICATION Fort:ni
STRATEGIC APPROACH

INSIGHT ~ ¥« * JTBD

Get HCPs to choose
Fortini as their BOFC
by strengthening brand
association as

HCPs want a product that
will provide complete
nutrition so that their

patients can grow.

The paediatric ONS that
patients will enjoy whilst
providing a complete
nutritional solution.

Challenge is to ensure
compliance supported by
good tasting products

_ | LIQUID GOLD WALK THE WALK, T FROM WORKING HARD TO WORKING HARDER



“All gone”

This bottle did contain
Fortini Compact Mutlti Fibre

Nutritionally
complete(d)

The best ONS is one that
children can finish

With its low volume, energy density and great
taste, Fortini Compact Multi Fibre significantly
improves energy and protein intakes vs
standard ONS within just 4 weeks!

Order a free sample direct
to your patient’s home*

ONE ol rutritional soppiamant

Thi I imbendad ds¢ Ll T MOTICE: Tha Ferini Rings aie Fouds lor Speoal Madei | Furpsse for the sty mers gt il ol S
ki) iAo and growth Ralure in chdsim fross do yur S gnd inal be s uridie mdicsl supiivision. Rl 1o lebal (o detisks

=Praduct cim b pranidd T SeSnIE oo T nagud of s Healthcing Prokosionel Thiy are infendes i the purposs of pofiscioned svilution oni.
L Hubsbire, ok . Euar | Prackiae, 3000 Lo 30,

23-009 Datu of pubbciion: Ortober 2025 © Nutrcie 7073

With the widest range’ of ONS formats,
flavours and textures, Fortini helps
children facing nutritional setbacks get
back on track within 28 days.”

Order a free sample direct
to your patient’s home*

(nuTricia

Fortini

At ol fualritionesl st

Thia s sbandad ber L oy, BPORTANT NOTICE: Thu Fur

rulatad rrainsrion and growth falurd it children from one yeer ommendi, and sl Be used

i Flangs are Foods ko Specsl Medcl Purpcds e the distary s of daoos
el auigaviacn Paler o libal lor datile

Tl arkost cormpar
Professional Thay

s irchy (mccisieed Octobar 2H2%] *Product cin be provided 1o palanls spon T ngquict of o Hesltheans

L Diewmeric arf al P i Bastrosntersl Hapaiol Mo 2008200490820, 2. subbard] ot il Fur | Pedietr. 20000 =500 4o-30

E3-00E Dt of pubiestion: Oescba 1023 O Nuteie 700y
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MULTI CHANNEL EXECUTION Fortini

Why  Fort
Fortini? U

- el . _ @Tmcm. .
All gone ;
Tﬁa; bottle did tDI‘it_‘i:lirl : Fo rtl n I

Why choose Fortini?

jnmmmmmmm children

Fortini has the ||II|I|I|I¢"M|||"- from 1year onwards
textures and formats, offering flexibility to . |,“pw nutritional intake without )
your and replacing everyday foods"=

The widest paediatric
ONS ranget

./ Catch-up growth achieved in 28 days in

- ‘ -l ‘ malnourished children™*

/' Well tolerated & good compliance’*

7 Unique mult fibre blend (MFG™) within
the range and a fibre-free alternative

./ Only paediatric ONS range to include
options containing real fruit”

Nutrltinllﬂh
complete(d)

+/ Includes neutral and unflavoured w!bom

pationts
the volume of

Nutritionally
complete(d)

Why  Fortini Compact
i Multi Fibre 40110

2077 A Detobior 3073 Hulre

Taste and volume
Catch-up Energy-dense, are the most :‘e?i::,il“::i‘;:‘fs
growth in just low-volume important 2 (=

o with chronic diseases
4weeks 7 paediatric ONS ’“2‘;’;:‘;:;‘(‘29& ‘are malnourished ! Compact Multi Fibre

{ ytricin
i All of the benefits
of a standard
paediatric ONS* in
~40% less volume

flavours: Strawberry;
e ramel and Neutral
Results of a randomised Among hospitalised The best Ol

controlled trial (RCT) el one that children

can finish

UpPTO ££
| Y [
‘ 39%
+0.28Kkg over 4 weeks, (p=0.007) i can be up to 3x higher**
Associated increase in z-score of of Surveyed Paediatric
+0.07 (p=0.08) . Dietitians reported that the |
" ndard
3 (1.5kcal/mi, znnmn- Nutritionally
; Length of hospital stay complete ()
can be 2.5x longer®* -
( UPTO
{ a 69% s
~ tudy group: Chiden 129 wit fataing rowth requiing Oral Nutritional Supplements (ONS)
roments h FECTIVE

45 ool s

T = gt » ST i Pt Cam e
Toi ntormatar. m oty o b it professmal e

Sgakia P e 5 st iy

[ — e

o) e sl seperion, s tolabel b .

1 o sk st Carm 20T 21

2 HCP st st Corrgonct Ml b e cerrrscy wih pebic O, 0
1w Tentrg 201 2 chtn o Bl

23094 e o puttateon Meverrber 2025

‘ONS (N=51)fo meet theic ntitioal requ ave been shown to b

Order Samples
Direct b ok patent’s doce
n EF
(p<0.001) o Surveyed pacdaticDietitans) STRATEGY to support children who have
Associated increase in z-score of S ——— reported that compliance to (or are at risk of) malnutrition and need to $ ! 015 o el bt
+010 (=0.006) enton e L Skcol/mI NS inchildron e catch-up growth® § [ st et skt

average to poo

o Ay

P P o o s 2 e, 3 TS R, Gt

PR L T R O A e Hir s ek S gl : Btk M0 . O B M (sl v L5 Pt Comoms Ut P
R o e e ey

Thoy o st

e bt ot . fur ) Pt
R ——

| L7
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EXECUTION & RESULTS OF FORTINI NEW CAMPAIGN Fortini

~ %
e Impact:

does it stand out, get attention? * Insightfulness:

is the insight central to the story? BRILLIANT

e %!
™\ 9*
G, |

EXECUTION

.

~ %

« Emotion: Elevated » Brand fame:
does it evoke the right feeling? focusing on four will it elevate the brand rame, autnority':
will it change the behaviour? drivers

RESULTS

 Net Sales: +2.1% volume growth (Nov 2023 - Feb 2024)

50K /\VL
e Paid Media Nov - Dec: \/\ \/

- FCMF creative: 47,616 impressions, 015% CTR Nov - Dec
- Fortini Ra_nge creative: 173,720 impressions, 0.09% CTR 40K
(average IndUStry 005%) 40 41 42 43 44 45 ’[ 46 47 48 49 50

Manufacturer
@ NUTRICIA

2023
« Positive feedback from Sales team on eDetailer (storytelling, an overview

of FG, why choose Fortini as 1st choice), the prescribing guide being campaign launch
used across all HCPs

NZ
7R
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KEY LEARNINGS Fortini

\ e Don’t assume! Use data and insights to guide your creative

e Build relationship with your agency
e Say familiar things in unfamiliar ways: Nutritionally complete(d)

e Use the 4 defining drivers of creativity to assess your campaign

- Is it impactful?

- Is it insightful?

- Is it emotional?

- It will help me on Brand Fame?
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