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Corporate Information @

Our Mission:

Our By-line



Directors and Management @

Sylvia Tulloch - Chairman

Steve Moncur — Product Development
Consultant (UK Based)
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Company History & Major Milestones
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Historical Milestones

Little Takas Website goes live

1st order (1 million nappies) distributed to
Independent supermarkets

Launch — Media and PR

First Order from Toys R Us

Nappies and wipes on now on shelves in
249 stores

2"d order of nappies arrive in Australia

First revenue into EcoQuest bank




Major Financial Milestones (short term)

Break even financial year 2011/12
Achieved by higher sales and lower COGS
Higher sales:

- From existing retailers, including IGA, Baby Kingdom,
Toys R Us and various website retailers

- From new customers, including Metcash by June 2011
and either Coles or Woolworths by QTR 3 or 4 2011

Lower COGS:
- From improved manufacturing terms

- Use of more cost effective raw materials that do not
compromise performance



Major Financial Milestones (medium term)

Australia
Market share of 1-5% = the sale of 10-50m nappies

The sale of 50m nappies, implies revenue of $20-25M pa
and depending on reinvestment, profit of $3.0-3.5M pa

How?

ECQ aims to largely replace its major competitor “Nature
Baby Care” due to superior sustainable content, higher
total product biodegradability, better margin to retailers
and lower retall price (but still small premium to Huggies)

Eco nappy segment also expected to grow at >25% p.a.



Major Financial Milestones (medium term)

Offshore

ECQ also expects to enter the United Kingdom, initially
via internet sales by June 2011 and this is currently a

major focus
Approach US brokers in 4Q11
The size and financial opportunity of international market

Global nappy market size (cUS$33.3bin 2010, +7.4%)

Australia Europe (West + East) us Other
cUSS505m(+2.4%) cUSS$8.9b (+2.6%) cUS56.0b (+0.5%) cUSS17.9b (+12.9%)

Eco nappy market size (cUS$230m/c500m units, +>c25% p.a. growth)




Market Drivers - Green Is Growing @
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Acute awareness of Global Warming driving consumer
demand

Product eases consumer conscience, but fits into modern
lifestyles

Media focused on green issues

National and Local Government have “waste” on their
agenda

Consumers willing to pay a premium for Green products
that perform

Mainstream retail wanting green product lines

Concern over landfill that standard oil based nappies
cannot address



The Value Proposition @
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Consumers want green products, but not at the
expense of performance

Little Takas nappies score highly on
absorbency, softness and comfortable fit

Market research confirms consumers will pay a
small premium for a genuinely environmentally
friendly Brand “Purchase of Conscience”



International Market Volumes

Global nappy/diaper market size = US$33.3bn

European (East + West) market size = US$8.9bn, US
market size US$6bn vs Australia’s US$505M

Significant eco nappy volumes already exist in multiple
UK distribution channels, for eg Boots, Walitrose,
Sainsbury, Mothercare...

Global eco nappy volumes = c500m (directors
estimate), with growth >25% p.a..

Brand Shares: P&G (Pampers) 31.5%
Kimberly Clark (Huggies) 22.3%



Australian Market Volume @

Australia 2010e - 301,000 babies born

Babies wear nappies for c. two years and wear 6-8
nappies per day

Full year volume estimate = 1bn nappies p.a., market
Value cA$500m

5% volume share = 50m nappies

Australian market dominated by Kimberly Clark (Huggies
brand)

Eco nappies sales currently represent only ¢1.5% of total
nappy sales BUT eco nappy volumes are growing at
>25% p.a. vs 2.4% for total nappy volumes



Eco Competitors @

Natty (Nature Baby Care)

Swedish company sold throughout Europe, Australia and North America

Nature baby care is sold through supermarket chains, internet and specialist
outlets

Nature baby care sells a whole range of baby ECO products and feminine
hygiene products. Nappies represent 80% of their turnover.

Other environmentally friendly disposable nappy brands include:*

Seventh Generation

EcoBots, Baby Love (68% biodegradable)

Bamboo Nature (partially biodegradable)

gDiapers (washable cover with removable flushable liners)
Moltex

Private label variants

Market share not known prices range from $18 to $32-



Science and Technology @

Standard disposable nappies can take up to 100 years to
decompose in landfill - made from non-biodegradable materials
derived from fossil fuel sources

Li'tttrls Takas nappies replace environmentally unfriendly materials
with:
Polylactic acid (PLA)— biodegradable (Non GM modified corn)
Corn based bio film certified for biodegradability and compatibility
Fibrous pulp
Viscose

All from certified sustainable sources

Other eco nappies present a less compelling case claiming such
things as: chlorine free, biodegradable back sheet, free from harsh
chemicals, measurably low eco footprint; made from renewable
resources; fragrance free; latex free.



Branding Strategy

An Aussie name will resonate internationally
Little Takas is colloquial Australian for small children

Globally, the Australian image of clean open spaces and

healthy outdoor people will be a background to market
acceptance

Distinctive personality, memorable with high Shelf
Impact, clearly identifiable unique selling point (USP)

The eco features are clearly shown on the packaging



Australian Distribution Model

National
Brokerage/sales

Ecoquest agent and
merchandising
service

Retalil outlets




Australian Launch Strategy @

PR Campaign
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Not holding up?

Source: Bloombergy.

Start-up companies have to watch the bottom line and none
will do so more than EcoQuest, writes David Potts.

Eco-friendly nappies launched in Sydney

Updated: 07:47. Friday Dctober 15, 2010

Enviro-nappies pooh-pooh opposition

ST Thu Oct 14 2010

-« )- AtlLast More Choice For Eco Disposable Nappies
October 220, 2010 by samn

GREEN BEINGS

Little Takas napples
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EcoQuest cleans up
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Unlikacoranticnldisposable - nappies withaut ereat
mappies which can take more  (ution nightmare.
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the developers. of Little Tokas
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WATCH JACKIE'S PREGNANCY VIDEOS

Little Takas Nappies Available At
& Baby Kingdom

little

akas

biodearadeable nappies

Each mum v ayears supply of
Litie  Nappes avalabi atBany
Kingdom — kind to your baby and kind to the]
planet

Visit Baby Kingdom

. baby

kingdom

Thumbs up for green baby bottoms

Malcalm Helland and resulting &
Sclence Reparter fouly for ¢l 3
i ~and drving Disposables are pilloried
THE bottoms of Auvstalia®s babies  becawse they s once and then
and Rodilers can now be greener. end up as landl “With \us\l ian newboms .':Jlm.,

Nappies bave hecome an envieon- ot a new disposable mappy i Urough six o
Al battleground with debales  elaimed Lo be far mose environment-— thats one billion na
¢ aboul whether reusable or  ally friendly because it will decom- o land Il cach year
lispasahle nappies are the best pusse in  fraction of the tme taken by manufacturer FeoQue

Nevsalile rppics lose points for  biber brads Sylvia Tulloch said yesterday
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Test drive: Wililam Hiscox and Elisz Foale try on the blodegradabie napples Picture: Brad Hunter

Aussie company cleans up nappy falloutﬁ

Eco Voice

Volce of the earth



Sales Channels

Revenue model

Multiple grocers
Mass market retail
Internet

Independent Grocers
Pharmacy

Revenue streams

Nappy 80%
Wipes 20%



Australian Little Takas Rollout

|GA state based groups

Drakes
Romeo’s
Chapley

Toys-R-Us National pharmacy groups
Franklins Independent grocery stores
One or both of the 2 major grocery retailers

1st within the next six months
2"d major within one year



Ecoquest Global Market Entry Strategy

Ecoquest Direct
distribution,
Sales and
Marketing

Acquisition Joint ventures

External
distribution, sales
and marketing
CEUES
agent/Brokerage
agreements)




Future Product Developments

Product Extensions

Range extension- increase sizes, larger consumer packs
Travel pack size wipes

New market entries

Nappy sacks
Nappy Inserts
Feminine hygiene
Adult incontinence



Corporate Information

52 week high = $0.125 — low =
$0.05

Cash at 1st May $390k

EcoQuest has zero third party
debt

Current total shareholders =
760

Top 3 shareholders hold 19%
Top 20 shareholders hold 42%

$2.1m raised via sophisticated
Investors and shareholders in
the past 12 months
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Summary of Growth Strategy

Positive cash flows to be driven by:

Change of credit terms from suppliers
Lower purchase costs
Factoring & asset finance

Growing sales to be driven by:

Price promotion
Sampling
PR activities



Summary of Growth Strategy

Replacing Current Eco product on shelf

Little Takas has better sustainable content
Higher Biodegradability
Better margin to the retailer

United Kingdom market entry by end of June 2011

Initially Internet retail
Specialised baby store

Acquisition or JV of complimentary businesses
Achieve 5% market share in Australia



Summary of ECQ business model

Highly skilled and experienced management team with proven track
record of successful delivery

Sylvia Tulloch at the helm with past green technology commercialisation success
with Dyesol.

Board and Management team with over 130 years combined experience within
Sales, Marketing, operations and commercialisation, gained in the grocery and
FMCG sector

Leading edge technology and market leading claim
90% biodegradable nappy best in supermarkets globally
Product development identified highest sustainable content
Introduction of novel & patentable nappy

Product within massive total global market and grow th market segment
$33bn market value
Green disposable market growing circa 25% p.a. (NBC growth rate)
Large growth in demand in Europe and USA.

Business plan built on low break even volume
Driven by reducing cogs already identified and cost engineered
Break even anticipated financial year 2011/12
Will deliver better than average profitability



