


A Balanced & Focussed Growth Journey! 



Net Debt reduced from $92m at 31 December 2015 to 
$41m at 31 December 2016. 

Normalised leverage ratio reduced from 3.1 times to 
1.5 times. 

Corporate Bonds reduced from $60m to $25m. 
Buybacks to continue. 

Financial position has absorbed and adjusted to 
AUD/USD depreciation from $US1.10 to $US0.75.  
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Diversification achieved through acquisitions, divestments and new agencies 
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Health Wellness Beauty  

HAPL 
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Agency 
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H,W& B 
61% 

• High Growth 

• High Demand 

• High Margins 

Net Sales  
Contribution 



• Our focus is crystal clear = The Health, Wellness & Beauty Branded stable is the #1 PRIORITY! 
 

• Revamped team with a New Pulse Management Scorecard & Business Intelligence (BI) capability 
 

• Deliver balanced vol. & val. share growth across our MCP Health, Wellness & Beauty business by re-
launching our top 5 MCP Trademarks 
 

• Increase & invest in our commercial & execution focus via aligned joint customer business plans  
(JBP’s) with our top 6 Customers & enhance MCP ROI by 3 points 
 

• Course correct HAPL, >Debt Mgt & re-set focus to initiatives that fit & bolster our revised MCP profile  
 

• Implement the EXPORT & International business model – supporting  China, UK, EU & USA for A’kin, 
Dr. LeWinn’s and potentially “Gather By” Honey 
 

• Realise the Supply chain / Kingsgrove EBIT opportunity (+$10m) &  re-invest in our 5 x MCP Brands 
 

• Retain & selectively grow our Agency & re-invest in our 5 x MCP Brands 
 

• Fix the NZ & Singapore business model and return to EBIT growth via scale 
 

• Deliver  a balanced 2018  Business Plan – solid GROWTH assumptions versus 2017LE: 
 

             + Net Sales, + Gross Contribution, + A&P and + EBIT 
 
 



1. Business Management  
 Scorecard – The environment, volume + value share , availability, pricing 

comprehension, category segments, competition 
 Key customers & consumer engagement 
 Top Project Management Dashboard 

 Business Intelligence Model launch  
 Risk management – range reviews, supplier constraints, currency, 

commodity price increases  

2017 

2. Winning plans for A'kin, Dr LeWinn’s & Multix 
 Big Bet, brand priorities integrated across KAMS / Channels, Joint 

Business Plan calendars 
 Restaging: Manicare, Swisspers & Lady Jane 

3. Course Correct  HAPL + H,W & B targets 
 Complete Honey JV Business Case 

4. Capabilities Enhancement 
 Innovation Model / R & D Roadmap 
 Sales Gap Analysis 
 HR Step Change Plan 
 IT + Data upgrade  supporting the BI model & Scorecard 

5. Execute Export Model 

6. Geographic Step Change plan 
 NZ 
 SG 

7. Investment Profiles / ROI’s 
 A+P to 5 MCP Trade Marks 
 KAM Trading Terms for top 6 customer 

8. Kingsgrove Optimisation Plan 

2018 
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Laurence McAllister 
Managing Director 

Paul 
Witheridge 

 
CFO 

David Smith 
 

Business 
Development 

Director 

Brett Owers 
 

New Bus. 
Commercial 

Finance 
Director 

Sarah Tully 
 

HR  
Director 

Lori Pirozzi 
 

National 
Accounts & 

Export 
Director 

Byron  
Stone 

 
Field Sales  
Director 

Donna Chan 
 

Marketing 
Director 

Mary Pearce 
 

R& D  
Director 

Mark Brady 
 

Supply  
Chain 

Director 

Sammy  
Chan 

 
MD  

MCP Hong 
Kong 

John Ceresa 
 

GM 
HAPL 

Rebecca Wakefield 
Executive Assistant 



32% of revenue 



 
 
 
 

10 

Health Wellness Beauty  

HAPL 
22% 

Agency 
17% 

H,W& B 
61% 

• High Growth 

• High Demand 

• High Margins 

Net Sales  
Contribution 



11 

• The #1 Cosmecutical brand 

• Experts in Anti-Ageing 

• Currently launching new prestige packaging 

• We are passionate about addressing skin concerns 
for women of all ages 

• Increased R&D investment allows us to  

− Work with our global suppliers on continued leading 
edge innovation that delivers real results 

• Our Dr. LeWinn’s 'Masterbrand' campaign featuring 
Anna Bamford is aiming at  

− targeting the younger consumer 25+; and  

− attracting new users to Dr. LeWinn's brand 

• Our new Dr. LeWinn’s website delivers increase 
consumer engagement. 



Modern and Prestigious 



 
 

I N T R O D U C I N G  
ETERNAL YOUTH 

 
 

F O U R  N E W  P R O D U C T S  L A U N C H I N G  M A Y  2 0 1 7  
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• One Global A'kin Haircare and Skincare 
Brand 

• New highly appealing natural, contemporary 
packaging 

• Innovator in Natural with pure, authentic, 
efficacious products such as 

 

– Coconut Water & Green Tea Hydration 
Range 

– Rosehip + Vitamin C 

– Natural Dry Shampoo (Bamboo) 
 

• Transform A’kin with a new positioning & 
purpose 

• New brand campaign and merchandising 

• New website engaging our consumers 

 

 

 

 

 

 

Relaunch 





NPD, Visual Identity and Creative 16 



• Distribution expansion in supermarkets 

• Maintain loyalists whilst attracting 
younger consumers via Glam innovation 
& engagement 

• Glam growing at +23%* with 98k 
Facebook fans 

• Available to purchase on-line 

• Exciting innovations in high growth 
segments 

• Catwalk trends, Celebrity endorsement, 
Fashion collaborations 

• Collaboration with Liz Kelsh includes 
online tutorials using the Manicare brush 
range 
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• Convert high brand awareness 
into strong growth through: 

 

– Distribution expansion in 
supermarkets and 
ecommerce 
 

• Contemporise Lady Jayne 
brand through packaging 
relaunch and differentiated 
innovation 
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WIP 



LADY JAYNE REINVENTION 

 CURRENT PACKAGING NEW LOOK  
(ESSENTIALS RANGE) 

NEW LOOK PRO 
RANGE 



LADY JAYNE NEW ESSENTIALS BRUSH PACKAGING-  
IMPROVED AISLE NAVIGATION INTEGRATING SHOPPER NEEDS 

Brush Rotation 
Bristle and 

Benefit Focus 

Benefit Driven 
descriptor 

(Problem/Solution) 
 



New Iconic Brand Packaging Identity 
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• Key initiatives being: 

 

– Continued focus on cost efficiencies and shared 
synergies with the Australian business. 

 

– Securing agency business with target revenue of 
$1m or greater i.e. Evolu  

 

– Driving our core business through collaboration 
with our key customers  i.e.  Green Cross Health 
Joint Business Planning 

 

– Having a high performing and engaged team 
empowered to make quick decisions 



Kingsgrove  Warehouse - Total capacity 12,500 pallet spaces 
Jan 2015  - 200 spaces available 99% full – 1% space available ($43mil Stock holdings) 
Jan 2017  - 6000 spaces available – 48% capacity opportunity ($28mil Stock holding) 
 

35% reduction in working capital over 2 years by  
Improving inventory efficiency & Supply Chain management 

Hit rates 
Jan 2015 - Ave hits per operator per day – 1000 hits 
Jan 2017 - Ave hits per operator per day – 1200 hits 

 

20% increase in pick efficiency over 2 years  
by improving pick line management  

SKU Rationalisation  
Jan 2015 - Number of active SKUs - 1600 SKUs  
Jan 2017 - Number of active SKUs - 1100 SKUs 
 

32% reduction in active SKUs – eliminating the tail,  
eliminating non valuable work 
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Country Partner Target / Sign Date 

Australia Renewed December 2016 

Singapore WIP Qtr 2 2017 

New Zealand January 2017 

Australia Renewed Feb 17 to April 18 

Singapore 
Terminated current distributor 
and will transfer distribution to 
MCP 

January 17 

Australia 

Expanding ranging with 
Australia; and increasing 
territories to Singapore and 
New Zealand 

WIP Qtr 2 2017 

Australia / NZ Renewed Qtr 1, 2017 
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18% of revenue 

http://www.google.com.au/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&docid=lJJ_EMKd_4TXmM&tbnid=agWJJM4xg4uvmM:&ved=0CAUQjRw&url=http://cashinmybag.com/blog/sell-gucci-handbags-accessories-shoes/&ei=y7nQU9mdHomn8AWwhoCACQ&bvm=bv.71667212,d.dGc&psig=AFQjCNEDQJxuI9rjx2OHUVUlQ8FhlZtc8g&ust=1406274350769236
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Global Performance 

1 Karen Murrell lipstick sold every 9.6 seconds 
 

9000 lipsticks sold every day 
 
 

$44M in annual RSV 

Current Global Distribution 

 
Majority of Karen Murrell Lipsticks are sold 

through the China market 
 

Recent Mintel research shows that lip colour remains 
the fastest growing colour cosmetics subcategory in 

China, with 3 in 4 women saying they use lip colour as 
part of their everyday makeup routine. 1 

  
1. http://blog.chinabeautyexpo.com/ 
 

http://blog.chinabeautyexpo.com/


3 unit Gift Set Starter Pout Pack - 6 units 

Gifting 

Keychain Gift Set Cosmetic Bag Gift Set 





Alpecin is ranged in Woolworths (1 Sku), Chemist Warehouse & Priceline 3 sku’s, 
Independent Pharmacy (mainly via Symbion) 
 

McPherson’s take over Grocery distribution from May and Pharmacy Channel 
distribution from July. 
 

Key targets now : presentation to Metcash and Coles, Range extension in 
Woolworths. 
 

Key Targets July: roll out distribution to independent Pharmacies, expand CWH & 
Priceline ranging by launching Tuning Shampoo 

 

 

 



> 3 Mill AUD 
Of total media value  

Focus on Sport and News 
programs 

CHANNELS JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Business/Sports
Male 25-54 yr old

NRL (Rugby)

SUPER RUGBY (Rugby)

V8 SUPER CARS (Motor Sport)

BIG BASH & V8 ( Cricket & Motor Sport)

FORMULA 1 RACING (Motor Sport)

ONLINE (Facebook & Youtube Paid Ads)

AFL (Football)



INTRODUCING 

September 2017 Launch 



 

 

 



• Working together to drive A’kin in the 
UK and EU 

 

• A’kin has been positioned as a 
straightforward and simple choice to 
a confused customer.  

 

• Distributed through Holland & Barrett, 
Wholefoods market,  Naturismo, 
Waitrose, Aer Lingus, Thomas Cook. 

 

• Targeted purchases of $1m in Year 1 

 

• Specialise in natural, good value – mid tier 
skincare and health brands 

• 5 star Tmall TP store operator 

• Secured the opening of Akin’s Official Tmall 
store. 

• Targeted purchases of $1m in Year 1 

• Specialise in Premium skincare brands 

• Focus will be on LSC and EY 

• Exclusive repackaged range (based on 
Korean design) of LSC for China only. 

• Forecasting purchases of $2.0m in Year 1 

• UCO to marketing and build the brand in 
China from virtually zero presence. 
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• Deliver the FY 2017 EBIT & key metrics performance  
 

• Build BI & Scorecard capabilities to run & build course correction plans 
 

• Lock & load the HR plan – Performance Rev’s, Succession planning & Engagement Survey 
 

• Complete the SLT new shape across New Bus / Marketing & Export / Int. 
 

• Exceed the A’kin & Dr.LeWinn’s acquistions / valuation plan 
 

• Course correct HAPL & be poised for greater Health, Wellness & Beauty 
 

• Execute the Kingsgrove Phase 1. capacity plan . Oct 2017. 
 

• Fix the NZ & Singapore business model and return to EBIT growth via scale 
 

• Complete /present to Board the new Honey JV business case. 
 

• Align the 2018  Growth Business Plan – solid assumptions versus 2017LE: 
 

             + % Net Sales, + % Gross Contribution, + % A&P and + % EBIT 
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