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FORWARD LOOKING INFORMATION

This presentatiohockintagiinsf dfmawiaodo within the meani ng-lookingirdopnmmation mag telateto cuefutueroutiook and anticipated evénts Ca r
or results and may include information regarding our financial position, business strategy, growth strategies, budgets, operations, financial results, taxes, dividend policy, plans and objectives.
Particularly, information regarding our expectations of future results, performance, achievements, prospects or opportunities is forward-looking information. In some cases, forward-looking information

can be identified by the use of forward-l ooki ng ter mi nol ogy such as fAplanso, fdtaedote,t sfida n Aoepxppoerctt usndi toyr efixdiosetss on,o0 t i beuxdo
Aiforecastso, fAprojectiondo, fAprospectso, fAstrategyo,soii suehdwordiananhdcphatesd, oideesaterot hant
ficoul do, Aiwoul do, Ami ght o, Aawill o, Aiwi || be takeno, tétions, mtentians, projectidrs er othec dhdraeterieations of fuiture ewedtslor t i o n ,
circumstances contain forward-looking information. Further, our assessments of and targets for annual revenue, Adjusted EBITDA and certain other measures are considered forward-looking

information. Statements containing forward-l ooki ng i nf or mati on are not histor i caltatibng estirsateband projectians regarding fukire evenssernt man ag
circumstances. See the section titled AOutlookd in our anketsutlookrelated tothdsgasdessihemtd. MD&A concerning

Forward-looking information contained in this presentation is based on our opinions, estimates and assumptions in light of our experience and perception of historical trends, current conditions and

expected future developments, as well as other factors that we currently believe are appropriate and reasonable in the circumstances. Despite a careful process to prepare and review the forward-

looking information, there can be no assurance that the underlying opinions, estimates and assumptions will prove to be correct. Certain assumptions in respect of the ability to pursue further strategic
acquisitions; our ability to source raw materials and other inputs from our suppliers; our ability to continue to innovate product offerings that resonate with our target customer base; our ability to retain

key management and personnel; our ability to continue to expand our international presence and grow our brand internationally; our ability to obtain and maintain existing financing on acceptable terms;
currency exchange and interest rates; the impact of competition; changes to trends in our industry or global economic factors; and changes to laws, rules, regulations and global standards are material

factors made in preparing the forward-l ooki ng i nf or mati on and management 6s expectations contained in this present

Theforward-l ooki ng i nformation contained in this presentati on mtatiprardisesubfedtochangesafijeesuneh dateoHowesex, pieedistlaat i o0 1
any intention or obligation or undertaking to update or revise any forward-looking information whether as a result of new information, future events or otherwise, except (i) as required under applicable
securities laws in Canada and (ii) to provide updates in our annual MD&A for each financial year up to and including that in respect of 2021 on our growth targets disclosed in our final prospectus dated

June 29, 2017 in respect of our initial public offering, including to provide information on our growth targets disclosed in such prospectus, actual results and a discussion of variances from our growth

targets. The forward-looking information contained in this presentation is expressly qualified by this cautionary statement.

Forward-looking information is necessarily based on a number of opinions, estimates and assumptions that management considered appropriate and reasonable as of the date such statements are
made, is subject to known and unknown risks, uncertainties, assumptions and other factors that may cause the actual results, level of activity, performance or achievements to be materially different

from those expressed or implied by such forward-looking information, including but not limited to those described undertheheadi ng A Ri sk Factorso in our 2018 annu
December 31, 2018.
We caution that the |ist of risk factors and uncert ai ndcoudslsomdversely affechoer resuitsa Readerg ariuRjedsokconbiderctiteo r s 0

risks, uncertainties and assumptions carefully in evaluating the forward-looking information and are cautioned not to place undue reliance on such information.
NON-IFRS MEASURES

This presentation makes reference to certainnon-l FRS measures including AAdjusted EBI h-IFR®measords ddindtchave ssstaeddrdiZEcanmeaningn gs per
prescribed by IFRS and are therefore unlikely to be comparable to similar measures presented by other companies. Rather, these measures are provided as additional information to complement those

I FRS measures by providing further understanding of our rsemeasuresshooldnotbecensideted imisomtion norasme sobatitue g e me
for analysis of our financial information reported under IFRS. For further details on these non-IFRS measures including relevant definitions and certain reconciliations, see our most recently filed MD&A.
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OUR MISSION IS TO BECOME
THE WORLD®S MO:S
SUCCESSFUL AND TRUSTED
HEALTH & WELLNESS COMPANY.

. = d’ 100% or more of your |
daily vitamin needs’

90 capiers




JAMIESON WELLNESS TODAY

Jamieson is the #1 consumer health brand
In Canada with a growing global presence.

A Leading Canadian health and wellness company founded in 1922
A Manufacturer and marketer ofJamieson the #1 VMS brand in Canada
A Manufacturers and marketers of Specialty Brand®rogressive

Precisionand Iron Veganand marketers ofLVHS t he #1
health focused brand in Canada

WO me n®

A Strategic manufacturing partner of select global brands

A Scalable inhouse manufacturing with three stateof-the-art
Canadian facilities

A Growing international business platform with sales in
40+ countries

A Named as one of the top ten most reputable Canadian companies
by the Reputation Institute in 2019

1Euromonitor, Passpore Consumer Heal th in Canada Report, ~ LBN B-2td6bdseddh tale ss aolfe sC opnrsiucnee’r, 5
2 Nielsen MarketTrack, National Food Drug Mass, 52 weeks ending March 30, 2019, based on dollar sales.

3Nielsen MarketTrack, National Food Drug Mass, 52 weeks ending March 30, 2019, based on dollar sales. The other top women's hedtibused brands ae: Materna,
Nutrisante, Promensi| First Response Femmed Estroven FemmeCalm Femarelleand Femme Fit.

4As reported by Reputation Institute on May 2, 2019. Jamieson placed®in the overall ranking of 50 surveyed Canadian companies in 2019 CanadRepTrak® 50.



OUR HISTORY

A consistent history of organic revenue growth.

$350 2019
2017 Estimated revenue target of $3368348 MM O/O
Acquired Body Plus and Sonoma

$300 Completed Initial Public Offering (July)

CCMP full exit with Secondary Offering (October) 2014-2018 CAGR

$250
2016
Accelerated innovation with more than 40 new products

$200 O
2014

$150 :
Acquired by CCMP 1987-2018 CAGR
Executive appointments: MarkHornick (CEO)
and Chris Snowden (CFO) 2008

$100 Acquired LornaVanderhaeghe (LVHS) Launched 360 Purewiccle ndustry®s only full

quality-assurance protocol

Opened state-of-the-art softgel
manufacturing facility

$50

1987 1989 1991 1993 1995 1997 1999 2001 2003 2005 2007 2009 2011 2013 2015 2017 2019

t * 1987 to 2013 per historical financial statements (under Canadian Accounting Standards for Private Enterprises); 2014 to 3Qder audited IFRS statements and includes impact of acquisitions.




FINANCIAL PROFILE

Attractive performance. Impressive growth.

First Quarter 2019 Highlights (vs. Prior Year)

A
A

-

J

Revenue increased 8.7% to $72.6 million

Adjusted EBITDA increased 14.1% to
$14.5 million

Net Income was $5.4 million and Adjusted
Net Income increased 12.3% to $6.5 million

Earnings per diluted share were $0.14 and
adjusted earnings per diluted share were $0.16

8.7%

REVENUE INCREASE

*Revenue of $333.1 million is excluding the impact of the application of IFRS 15 which required certain items previouslyuited in cost of sales to be classified as reduction of revenue.

Application of this policy reduced Fiscal 2018 revenue by $13.3 million to $319.8 million.

Full Year 2018 (vs. Full Year 2017)

A
A

Revenue increased 11% to $333.1 million*

Adjusted EBITDA increased 10% to
$67.6 million

Net income was $26.7 million and Adjusted
Net Income increased 22% to $33.7 million

Earnings per diluted share were $0.67 and
adjusted earnings per diluted share increased
21% to $0.85

11%

REVENUE INCREASE




FINANCIAL PERFORMANCE

Our financial performance and track record speaks for itself.

TOP-LINE MOMENTUM ADJUSTED EBITDA GROWTH & MARGIN

2015A 2016A 2017A 2018A 2019E 2015A 2016A 2017A 2018A 2019E

I REVENUE I ADJ. EBITDA [ ADJ. EBITDA MARGIN

-

[ ' * 2019E based on company guidance given on February 27, 2019




FINANCIAL PERFORMANCE

Significant free cash flow generation.

SOLID GROWTH IN EARNINGS NORMALIZED CASH
FROM OPERATIONS FROM OPERATIONS

$39,506 $39,830

$28,274 $27,304

$12,680
15.4%

2015A 2016A 2017A 2018A 2014 2015 2016 2017 2018
I EARNINGS FROM [ EARNINGS FROM I NORMALIZED CASH [ CAPEX AS A % OF
OPERATIONS OPERATIONS MARGIN FROM OPERATIONS NORMALIZED CASH
FROM OPS




MANUFACTURING

State-of-the-art facilities. Unmatched platform.

Dedication to Quality R
X
& 39
A 7360 Pure°®° is a leading, f% 3%9@ @arcl
N)
ualite &

Exceeding Regulatory Standards

A We believe our facilities exceed the standards implemented
by Health Canada

A Tablets andsoftgels manufactured to pharmaceutical standards

A Numerous manufacturing certifications including Health Canada Drug
Establishment Licences and Australian Therapeutic Goods
Administration (TGA) clearance

Positioned for Future Success

A Platform protects longterm brand equity
A Highest quality production capabilities attract strategic partnerships

" A Methods allow for extension into new categories and markets

J



BUSINESS SEGMENTS

We operate in two complementary segments.

1. Branded Business offers a diversified
range of premium branded products
across multiple distribution channels. 8 9 %
Branded Business includes thelamieson

. . . OF FISCAL 2018
brand domestic and international, ADJUSTED EBITDA
as well as ourSpecialty Brandsportfolio.

\\\\\\\\\\\\\\\\\\\\\

2. Strategic Partners Business is made
up of highly strategic cemanufacturing O
partnerships with select bluechip 11 /()

consumer health companies and retailers

OF FISCAL 2018

worldwide to leverage infrastructure ADJUSTED EBITDA

and optimize costs.
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Jamieson: Powerful brand. OF FiscaL 2018
Unmatched consumer loyalty.

BRAND |

BRAND | LOVE TRUST
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l J 1 Nielsen MarketTrack data for the 52 weeks ending February 4, 2017 based on dollar volume of sales.

2Market assessment study for the three months ended April 2015 commissioned by us and prepared by a third party consultant.

3Nielsen MarketTrack data for the 52 weeks ending February 4, 2017 based on dollar volume of sales.



BRANDED BUSINESS

Specialty Brands: Natural products. 2 O %

Broad distribution.

OF FISCAL 2018
BRANDED REVENUE

LORNA Progressive = PRECISIIEN @BMVEGAN

vanderhaeghe

Leading cutting edge

#1 wo mmatura® s Leading premium mainstream erformance brand for aspirin Leading vegan alternative
health-focused brand brand for consumers with P semiprofessional an(Fj) 9 specialty brand for active
in Canada healthy and active lifestyles bro lifestyle consumers
professionalathletes
E 5
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PERFECT
PROBIOTIC

with Perfect Prebiotic
60 BILLION
CFU percapsale

EXTRA STRENGTH
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1 Nielsen MarketTrack, National Food Drug Mass, 52 weeks ending March 30, 2019, based on dollar sales. The other top women's hedtibused brands ae:
Materna, Nutrisante, Promensi| First Response Femmed Estroven FemmeCalm Femarelleand Femme Fit.




BRANDED BUSINESS

An award-winning collection of brands.

Natignal

BEST
PRODUCT

Natignal

BEST
PRODUCT

@ BrandSpark

BEST NEW
PRODUCT

2017

2017 2017

Whey Protein: Progressive

Multivitamin: Progressive Active . ;
Harmonized Protein (Gold)

Men and Women (Platinum)

Jamieson Omega3
NFA Supplements

Cuperbrands

CONSUMER
SUPERBRAN

2017

@ BrandSpark

BEST NEW
PRODUCT

2019

Jamieson Vitamins

Jamieson Essentials + Protein



STRATEGIC PARTNERS BUSINESS

Key relationships. Profitable endeavours.

We engage in highlyselective and strategic cemanufacturing
opportunities designed to:

1. Broaden customer relationships.
2. Increase productivity and improve asset utilization.

3. Provide direct benefits to strategic initiatives.

20%

GROWTH IN FISCAL 2018

J




