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Welcome from graham cubbin and chariman’s address

LAURIE MCALLISTER, ceo & managing director’s address

Financial highlights & capital raise – Paul Witheridge

CORE BRANDS – mary pearce / Donna chan

Channel & customer – lori pirozzi

Mergers & acquisitions – David fielding / brett owers

Abm / Export – livia wang / DAVID FIELDING 

Summary – Laurie mcallister

Formal RESOLUTIONS

questions 

voting results announced to ASX after the meeting
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O U R  B O A R D ’ S  E X P E R I E N C E  R E F l E C T S O U R  S T R A T E G Y

graham a. cubbin
Independent Non-Executive 

Director

laurence mcallister
CEO & Managing 

Director

grant w. peck
Independent Non-Executive 

Director

jane m. mckellar
Independent Non-Executive 

Director

geoffrey r. pearce
Non-Independent            

Non-Executive Director

alison j. mew
Independent Non-Executive 

Director

GC
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ONLINE Attendees – VOTING PROCESS

• When the poll is open, the vote will 

be accessible by selecting the 

voting icon at the top of the screen

• To vote simply select the direction in 

which you would like to cast your 

vote, the selected option will change 

colour.

• There is no submit or send button, 

your selection is automatically 

recorded.

GC
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ONLINE Attendees – Question PROCESS

• When the Question function is available, 

the Q&A icon will appear at the top of 

the app.

• To send in a question, simply click in the 

‘Ask a question’ box, type your question 

and the press the send

arrow

• Your question will be sent

immediately for review

GC
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A leading supplier 
of Health, Wellness 

& 
Beauty brands

GC
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PEOPLE

“During the COVID-19 pandemic the ongoing well-

being and support of our employees as they work 

in challenging circumstances has been, and 

continues to be, our highest priority”

First

GC



9

FY20 key financial highlights

➢ Sales from owned brand, + 16% on FY19

➢ Underlying profit before tax, +20% on FY19

➢ Underlying operating cash conversion of 103%

➢ Investment in our R&D capability, + 33% headcount

➢ Sales to ABM, + 133% on FY19

➢ Net bank debt, excluding lease liabilities, very low at $9.2 million

GC
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Recent Developments

➢ Strong start to FY21 

➢ Significant non-recurring provision for hand sanitiser

➢ Acquisition of Global Therapeutics the first serious move into Health

➢ Capital raise via $36.5m institutional placement & share purchase plan

GC
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LAURIE MCALLISTER, Ceo and MANAGING DIRECTOR

LM
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s a r a h  t u l l y

L a u r e n c e  M c A l l i s t e r

P a u l  W i t h e r i d g e D o n n a  C h a n D a v i d  F i e l d i n g

L o r i  P i r o z z i B r e t t  O w e r s M a r y  P e a r c e M a r k  B r a d y

Our management team

LM
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HEALTH , WELLNESS & BEAUTY – A $17

health
($4.9 Billion, +3.9% vs YA)

WELLNESS
($5.7 Billion, +3.8% vs YA)

beauty
($6.5 Billion, +2.8% vs YA)

billion market

LM
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FY2020 strategic business imperatives

Ensure we have our team fit  for the future 
with appropriate expertise ,  capabilities
and values

7

Create a China facing business6

Stabilize and grow NZ & S ingapore and 
expand in  Asia & International

8

Gain efficiencies and savings across Supply 
Chain infrastructure 

9

Revitalise our own McPherson’s brands2

Refocus McPherson's on Health,  Wellness & 
Beauty with sustainability and people at 
the core

1

Ensure a healthy balance sheet3

Move from transactional to strategic 
partnerships with our top s ix  customers

4

Integrate and grow acquired skincare 
brands;  Dr. LeWinn’s and A’kin

5 Create a new business team focused on 
s ignif icant M&A opportunit ies

10

LM
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7

Expedite  hw &b portfolio  expansion through 
inc reased r&d partnerships & nPD investm ent

6

8

REJUVENATe new Zealand & Singapore regions to 
deliver budgeted (+)  ebit targets9

Turbo c harge dr.  lew inn’s global grow th plan –
ac c elerate npd pipel ine  & new  geographies

2

FY2021 strategic BUSINESS imperatives

C ontinue to  Protec t & grow  the m c pherson’s
c ore 5 hw &b brands in  l ine  w ith key m ac ro 
trends

1

ac c elerate Abm greater c hina jv STRATEGY & 
C APABIL IT IES - INNOVATION C YC LE,  SUPPLY C HAIN,  
NEW  BRANDS & c ategory EXPANSION

3

4

5 DELIVER TARGETED c ost SAVING in it iatives10
C ontinued investm ent in  our people developm ent,  
c apabil it ies & c ulture w ithin an ever -c hanging 
environm ent

Partner w ith c ustom ers to DRIVE brand,  
c ategory & c hannel expansion through superior 
instore and online c onsum er experienc e

Ac c elerate our sustainabil ity agenda.   Engaging 
people & c om m unit ies,  the planet,  our portfolio  &  
partners

Util ise strong balanc e sheet and exc ess 
capacity to land meaningful M&A and geographic  
expansion - foc using on usa,  eu & asia

LM
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Despite COVID-19, within Austral ia,  

we have:

• Been cons i stent  in  pay ing  fu l l  

corporate  taxes

• Employed addi t iona l  s taf f,  

cont inu ing  to  grow our  bus iness  

and people

• Rece ived no  job  keeper/seeker  

ass i s tance

People During COVID-19, the 
wellbeing and support of 
our employees as they 
work in challenging 
circumstances continues 
to be our highest priority.

First
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Australian Tea Tree Oil Detoxifying Mask

A ’ K I N

M c p h e r s o n ’ s

Financial 
Highlights 
and Capital 
Raise 
Summary

PW
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➢ 4% growth in sales revenue to $49.7 million

➢ 8% growth in sales revenue from owned brands to $41.7 million

➢ 84% growth in underlying PBT to $2.9 million 

➢ Growth in category market share in 4 out of 6 core brands

➢ Continued strong China sales trajectory fuelled by ABM partnership model

➢ $5.7 million non-recurring full provision for write-down of hand sanitiser 

inventory

➢ Forecast growth in first half FY21 underlying profit before tax in the range 

of 20% to 30% above FY20 and forecast growth in full year FY21 profit 

before tax in the range of 5% to 10% above FY20

➢ Dividend policy remains unchanged and will be applied to underlying profit 

after tax

Commentary on Q1 fy21 financial outcome

PW
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Capital raise summary

➢ $36.5m institutional placement completed on 28 October 2020 at $2.27 per share 
representing 15% of pre-raise issued capital

➢ A Share Purchase Plan (SPP) is being offered to eligible shareholders in Australia and 
New Zealand to raise up to $10 million

➢ SPP to be priced at the lower of (i) $2.27 per share or (ii) a 2.5% discount to the 
volume-weighted average price over the five trading days up to and including the SPP 
closing date (expected to be 20 November 2020)

➢ Results of SPP expected to be published on 25 November 2020

➢ SPP shares expected to be issued on 27 November 2020

➢ Proceeds from the institutional placement & SPP to be applied to: 

▪ fund the acquisition of Global Therapeutics and transaction costs; and 

▪ provide McPherson’s with additional balance sheet capacity for potential future 
acquisition and growth initiatives.

PW
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Ultra R4 Collagen Surge Plumping Gel

D r .  L e w i n n ’ s

CORE BRANDS
M c p h e r s o n ’ s

MP
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Innovation SUCCESS fuelling sustainable growth

10.4%

15.3%

20.5%

28.3%

FY17 FY18 FY19 FY20

MCP Core Brands NPD Cumulative Share %
Rolling 3FY

3

R&D

6

R&D

11

R&D

13

R&D

220 PROJECTS IN THE INNOVATION FUNNEL

FIRST TO MARKET LASH NPD

#1 HAIR BRUSH NPD PHARMACY 

Foreign market registrations 

#1 NATURAL HAIRCARE NPD 

AUSTRALIA & EXPORT CHINA NPD

MP
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FY20: covid resilient owned brand portfolio

E X P O RT  C H I NA P A RTNE RSH I P
+ 1 3 3 %  R E V E N U E  G R O W T H

B E A U T Y  a t  H O M E
+ 1 . 4  S H A R E  P O I N T  g a i n

A u s t rali an n a t u ral  b e a u ty
M A I N T A I N  S H A R E

T R U S T ED  F A MI L Y  B RA ND
+ 1 . 5  S H A R E  P O I N T  G A I N

A T  H O M E  B A KI NG  &  C O O KI NG
+ 7 %  R E V E N U E  G R O W T H

S U P O RTI NG  T H E  L O C AL  C O M MU NIT Y
+ 1 . 0  S H A R E  P O I N T  g a i n

DC
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Brand portfolio well positioned against macro trends 

• Global Health Wellness & Beauty 
estimated to be worth $4.5T 
with Beauty contributing $1T.

• China is the world’s second 
largest Beauty market and 
expected to grow to $52B by 
2025.

GLOBAL EXPANSION PROACTIVE BEAUTY SUSTAINABLE SOLUTIONS NEW COVID NORM

• Custodians of your own skin 
health. More choice, technology, 
information & education 
enabling empowerment. 

• 33% of women say they have 
added beauty supplements to 
their skincare routine in the last 
year (DRL opportunity).

• 87% of Shoppers are more 
likely to purchase products 
that are ethically and 
sustainably produced.

• 41% of shoppers are willing to 
pay more for ethical and 
sustainable products.

• 50% of Australians do not 
expect life to return to normal 
for at least 6 months.

• 46% Australians working from 
home.

• Baking ranked #2 to bring joy 
or reduce stress during COVID.

DC

https://globalwellnessinstitute.org/press-room/statistics-and-facts
https://insidefmcg.com.au/2020/09/08/aussie-consumers-prioritising-ethical-and-sustainable-products/
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FY21: LEVERAGE MACRO TRENDS to drive future growth

PROACTIVE BEAUTY

The little 
iron

八胜肽小熨斗

INTERNATIONAL APPEAL
Continue market expansion plans to build new hero’s

GLOBAL EXPANSION

CATEGORY EXPANSION
Clinically Proven Inside Out Beauty

RANGE EXPANSION
Scientifically Proven Haircare
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FY21: LEVERAGE MACRO TRENDS to drive future growth

SUSTAINABLE SOLUTIONS NEW COVID NORM

FIRST TO MARKET 
Compostable, Biodegradable & Resealable

VIRTUAL CONNECTION
Glam Cam Lash App

ECO EXPANSION 
Cotton Tips Paper Stem across all pack sizes

INCREASED GREENER USAGE
Upsize for larger households

DC
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Channel & 
customer

M c p h e r s o n ’ s

LP
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MCP performance FY20 in traditional

Total Pharmacy and 
Grocery market 

Pharmacy

Grocery

Channels

4 out of 6 core brand accelerating ahead of category growth

Fastest growing TOP 5 Australian skincare supplier at 19.5%
Dr. Lewinn’s shelf presence increase +33% in Priceline +25% Chemist Warehouse

MCP SWISSPERS Growth X 1 .6 AHEAD  OF Grocery cotton Category 
Portfolio management driving profitability in Grocery Channel

LP
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+5000
DISRTIBUTION POINTS ACCEPTED

FY20 Demonstrated Agility and  RESILIENCE  

Channel EXPANsION

I N C R E M E N T A L  R A N G I N G  N E W  C U S T O M E R S

Pivot TO ONLINE RETAIL

A ’ K I N  I N  G R O C E R Y  

WOOLWORTHS B2B

C O R E  R A N G E  D I S T R I B U T I O N

+ 10% 
INCREASE IN COMPLIANCE INDEPENDENT CHANNELS

Continued focus on EXECUTION

C H A N N E L  P E N E T R A T I O N

CONNECT WITH SHOPPERSOPTIMISED INVESTMENT 

I N V E S T M E N T  

+ 30%  
INVESTMENT TO CUSTOMER ONLINE PLATFORMS

+ 112
PRODUCTS ONBOARDED WITH ONLINE RETAILERS

STRATEGIC PARTNERSHIPS

LP
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MACRO Retail trends shaping MCP Sales 
Strategy

• Annual E-commerce spend  
$25B in June 2020 +31.9% vs YA

• 84% of Australians engaging in 
online shopping

• During COVID shift in skincare 
spend from Pharmacy to 
Grocery 

• 64.8% of  Top 250 retailers  
have foreign operations

• Online facilitating 
expansion 

• Global Expansion of AU 
retailers in  B&M and 
Online 

• Over 120 Exclusive/Pseudo 
brands available within 
categories MCP participates 
in 

• 58% of people are now 
considering private label 

• Retailer strategies continue 
with Exclusives key pillar

• 53% of shoppers are likely 
to change their minds 
based on what they see in 
store 

• Retailers partnering with 
suppliers offering 
navigation and Category 
solutions

CHANNEL SHIFT GLOBALISATION DIFFERENTIATION SHOPPER ENGAGEMENT

LP

https://insidefmcg.com.au/2020/04/01/disrupting-the-shopper-on-the-path-to-purchase/
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MACRO Retail trends shaping MCP Sales 
Strategy

• Greater  online  presence

• Pivot Investment

• Channel Expansion 

• Strategic partnerships

• Participation In Expansion

• Execution of Integrated 
Global Plans

• Exclusive products

• First to markets

• Strategic play in Private 
Label and Pseudo brands

• Integrated online/instore

• Off location investment 

• Category  & Navigation 
solutions 

CHANNEL SHIFT GLOBALISATION DIFFERENTIATION SHOPPER ENGAGEMENT

LP
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ANZ operational Sales imperatives  

EXECUTION  & Innovation ExpansionRange and Investment Optimisation

New Channel Penetration

CORE  Distribution Expansion

Geographic expansion

New Category Entry into Health

Retailer Exclusives

growth from  CORE AND  Innovation 

Category and Navigation Solutions

Strategic participation  In Private 
Label

PIVOT INVESTMENT & Presence  ONLINE

Continued PORTFOLIO MANAGEMENT

Promotional effectiveness 

RESHAPE TRADING TERMS for growth 
outcomes 

Overview

LP
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Global Therapeutics

DF
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Company overview

Product portfolio

• Leader in combining traditional herbal & western 
complementary medicines

• Focused on embedding traditional herbal medicine 
evidence and principles with modern dosage and science-
based materials

• Strong brand heritage supported by highly qualified and 
aligned management team

• Deep Health Food & growing pharmacy distribution 
channels with loyal consumer following

Background

History

1999
− Global Therapeutics established
− Oriental Botanicals launched into the practitioner 

market

2001 − Fusion Health launched into HFS channel

2012 − Oriental Botanicals launched into pharmacies

2016 − Global Therapeutics acquired by Blackmores

2020 − McPherson’s acquires Global Therapeutics 

Immunity

Bone & joint

Digestive

Women’s health

Hair, skin and nails

Muscular supportMental wellbeing

Children’s health

Global Therapeutics develops, markets and sells Traditional/Oriental & Western herbal complementary 
medicine formulations in Australia and New Zealand

DF
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Executing McPherson's strategy

Skin, Hair and BeautyEssential BeautyHousehold Essentials

B
ra

n
d

s
P

ro
d

u
ct

s

Global Therapeutics delivers on McPherson’s strategy of building a strong Health and Wellness pillar focused on owned brands 
and products, with significant growth and market share potential relative to the broader category

Health and Wellness

Notes: brands and products above categorised as per previous ASX disclosures

DF
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26%

13%

12%10%

8%

31%

FY20 invoiced sales by product

Immunity (including kids) Muscular support

Arthritis bone & joint Digestive health

Women's health Other

Revenue segmentation

74%

26%

FY20 invoiced sales by brand

Notes:
1. Invoiced sales reflect reported gross sales less discounts before deducting rebates. FY means for year to 30 June.

$20.3m $20.3m

Diversified, premium product portfolio focused on large sub-segments within the supplements market 
including immunity, muscular support, bone and joint health, digestive and women's health

DF
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Brand

Distribution network

PharmaciesHealth Food Stores

Australia’s No.1 brand in the HFS channel

630
Health food stores where Fusion is ranged

Example HFS customers

Brand

Significant opportunity in expansion into big box pharmacies

1,130
Pharmacies where Oriental Botanicals is ranged

Example pharmacy customers

Brand

Assisting with scalability and long term resiliency

25
Online customer training events in 2020 driving customer 

growth and loyalty

Export growth opportunity
Opportunity to accelerate growth via 

accelerating brand entry into New Zealand 
market and establish Asian distribution 

partnerships

Online and export

Highly complementary distribution network including pharmacy and specialty health food stores. 
Opportunity to leverage McPherson’s expanding online and export sales channel

DF
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Sports Nutrition
$1.3bn (23%)

Weight Loss $0.4bn
(8%)

Herbal / Traditional 
Products

$0.8bn (14%)

Vitamin & Dietrary 
Supplements
$3.1bn (55%)

Global Therapeutics’ market positioning
Herbal and traditional products are a niche high growth sub segment of the broader complementary medicines sector

$5.6 bn
Australian 

Complementary 
Medicines

10%
2014/2019 CAGR

Australian 
Complementary 

Medicines

57%
2014/2019 

CAGR

Herbal & Traditional 
Products

78%
Of Australians have 
purchased at least one 
form of complementary 
medicine in the last year

83%
Of Australian women have 
purchased at least one 
form of complementary 
medicine in the last year

1 of 3
Australians using 
Complementary Medicines 
to manage symptoms of 
chronic disease

Export
Australian complementary 
medicines are recognised 
around the world for 
quality, safety and efficacy

The Australian Complementary Medicines industry generated $5.6 billion of sales in 2019 - 55% of sales 
comprised the ‘Vitamin & Dietary Supplements’ segment. 

Herbal / Traditional Products is a niche, high growth sub segment of Complementary Medicines which is 
characterized by higher margin products

Source: Complimentary Medicines Australia: Industry Audit & Trends 2020.

DF
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A Winning Integration Strategy
Global Therapeutics represents a transformational and strategically compelling acquisition, with significant growth 
opportunities, that advances McPherson’s position in Health and Wellbeing

Delivers on 
strategic imperative 
to enter health and 
wellness category -
a new growth 
platform

• Establishes a Health & Wellness business for McPherson’s that is EPS accretive

• Recognised and respected brands providing unique points of difference

• Strong margin and high value products

• Expands channel diversity for McPherson’s and provides entry into new categories

• High quality team with deep industry knowledge transitioning with business to execute Health & Wellness 
strategy

• Provides a diversified set of TGA-licensed contract manufacturing partnerships

BO
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A Winning Integration Strategy (cont)

Ability to leverage 
across platforms 
and generate 
operating 
efficiencies 

• Leverage McPherson’s available Kingsgrove warehouse capacity (40% capacity available)

• Collaboration between high quality sales & marketing teams

• Potential medium term efficiencies. Leverage new technical capabilities across the existing McPherson’s 
portfolio (eg. Digestible beauty supplements)

• Global Therapeutics distribution channels to benefit McPherson’s existing health brands

Product and market 
expansion

• Scope to increase resources allocated to new product development to accelerate innovation and grow 
addressable market

• Growth opportunities identified within New Zealand

• Future international expansion opportunities including China and other Asian markets

• Byron Bay provenance and heritage further enhanced

BO
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Pro forma financial impact
Global Therapeutics has strong margins providing scope for McPherson's to grow the business. The Acquisition further diversifies
McPherson's sales mix and increases revenue derived from owned brands (~85% FY20 pro forma revenue)

Period ending 30 June 2020

Audited MCP (FY20)
Unaudited Global 

Therapeutics (FY20)
Unaudited Pro Forma 

Combined (FY20)A$m

Revenue1 222.2 19.5 241.6

Underlying EBIT2 25.1 3.73 28.8

Key Statistics

Revenue growth 5.6% -7.3% 4.5%

Underlying EBIT growth1 17.3% 19.9% 17.6%

Underlying EBIT margin1 11.3% 18.8% 11.9%

Strong margins
Providing scope for McPherson’s to 

invest to grow the business

Incremental sales and 
earnings growth

Whilst maintaining a prudent capital 
structure

Meaningful
Revenue and operational synergies 

identified over medium term

EPS Accretive
Acquisition is expected to be mid 
single digit EPS accretive on a pro 
forma FY21 basis before expected 
transaction costs and synergies4

Pro forma FY20 revenue mix

28.7%

25.8%

29.0%

16.5%

MCP revenue standalone: 
$222.2 million

Pro forma revenue including 
Global Therapeutics: 
$241.6 million

26.4%

23.7%26.7%

15.2%

8.1%

Skin, Hair and Body

Essential Beauty

Household Essentials
& others

Agency Brands and
Private Labels

Health and Wellness

Notes:
1. Revenue is recognised as gross sales net of discounts and rebates. 2. Underlying EBIT includes the favourable impact of AASB 16 Leases. 3. Adjusted to reflect pro forma impact of incremental operating cost structure under McPherson’s ownership includ ing warehousing and identified 
additional regulatory and support resources. 4. On a pro forma basis assuming the Acquisition was completed on 1 July 2020 and including the proportion of Equity Raising proceeds required to fund the Acquisition. Excludes transaction costs and all potential synergies.

BO
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Line Smoothing Complex S8

D r l e w i n n ’ s

fy 2020 
EXPORT
RESULTS 
HIGHLIGHTS

M c p h e r s o n ’ s

DF



Livia Wang

Chief Brand Officer

LW



Access Corporate Group

Historical Projected

329

1180

2744

2018 2019 2020

YoY Growth233%

YoY Growth359%

ACG 2018-2020 GMV GROWTH (A$M)

LW



New Zealand

Australia

China

North America

Spain

Germany

Access Corporate Group

Global offices: Sydney, 

Melbourne, Auckland, Hangzhou

New offices coming soon:  

Los Angeles, Frankfurt

Employees: 2,000+

GLOBAL CONNECTIONS

LW



We engage 5,000 +

Taobao sellers, Little Redbook KOLs, and 
individual retail store owners

We connect

100 + international brands

Our owned and invested brands operate

300 +  brick-and-mortar 

stores worldwide

Our logistics network covers 

25 countries

In a single year we ship 

1,500containers of products 

Together with50,000 resellers worldwide,  we serve 10 million consumers across the globe

VTN app social engagements 

100 million

Access Corporate Group
OUR FACTS

LW



S T R A T E G Y

ACCESS & DR. LEWINN’S
Access Corporate Group
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DOUBLE 6 SHOPPING 
FESTIVAL (6.6)

SUPER BRAND DAY DOUBLE 11 
SHOPPING FESTIVAL 

(11.11)

2019 2020

YoY 135%

Growth 
Partnership

Integrated 
Marketing

Smart Supply 
Chain

Global
Expansion

NPD

SALES GROWTH
by Campaign (GMV in RMB)

YoY 228% YoY 151%

LW



We served

100,000+ consumers across the globe

We delivered Dr. LeWinn’s products to

9+ countries            879+ cities   

Triple Action Defence SOLD

85,000 units

High Potency Treatment Mask SOLD 

66,000 units

Access Corporate Group

Ultra R4 Collagen Surge Plumping Gel SOLD

60,000 units

HA Eye Mask SOLD

45,000 units

Ageless Trinity Pack SOLD

21,000 units

HA Boosting Essence SOLD

13,000 units

Access Corporate GroupDOUBLE 6 PERFORMANCE - Dr. LeWinn’s

LW



PRODUCT – Line Smoothing
Complex Triple Action Day Defence

PRODUCTS – Clinically proven, 
tried  and tested.

WINNER Prevention Magazine  
Beauty Innovation Award

AWARDS + RECOGNITIONS

LW



CHINA INTERNATIONAL IMPORT EXPO
Shanghai, 5th~10th November

The Gateway to the huge Chinese market, rapid 
growth of consumption and import

150,000+ global professional purchasers

Participants from 100+ countries

$10 Trillion potential import market in the future

Access Corporate Group

LW



TARGET RMB GMV 

154 Million

BRAND DAY

4th November

DOUBLE 11 FORECAST

LW



T H A N K  Y O U

LW
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FY21
$48m
+30%
6 hero 
products

FY19
$16m
+413%
3 hero 
products

FY20
$37m
+133%
5 hero 
products

FY18
$3.1m
+529%
2 hero 
products

FY17
$500k
1 hero 
product

Year on Year 

DF
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DR. LEWINN’S 
RETAINS A TOP 3

POSITION IN THE 
ABM PORTFOLIO

SKU MIX IS DE-
RISKED AS HERO 
PRODUCT SCOPE 
GROWS STRONGER

Wechat search 
history shows 
building 
awareness in 
china

Top Performer in China

DF
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China Innovation

New product innovation
• Led by china insights 
• Expanding into new 

formats
• Driving growth through 

innovation

Launching 
March 
2021

Launching 
August 2021

DF
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Aware manufactures 
over 25% of all 
dr. lewinn’s products

IN FY20 MCP PROGRESSIVELY 
INCREASED THEIR EQUITY 

STAKE IN THE AWARE GROUP 
TO 10%

Over 50 skus 
HAVE Successfully 
undergone a tech 
transfer 

IN May 2020 
Aware produced the 

1 millionth unit of 
dr. lewinn’s 

The Aware Group

DF
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Natural Australian Skincare

A ’ K i n

M c p h e r s o n ’ s

SUMMARY AND 
OUTLOOK

LM
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Following +20% in FY20 UNDERLYING PBT, Q1 UNDERLYING PBT +84%1

Core brands +8% on pcp2

DR. LEWINN’S Q1 +19% in export channel3

4

6

Growth through M&A is a strategic priority – Global therapeutics first 
initiative to establish a new health division at mcpherson’s

5

7

Strong underlying trading and financial position despite non -recurring 
provision for excess hand sanitiser

Extremely healthy balance sheet / Low gearing ( 9%) ,  dividend intent to 
apply a minimum 60% of underlying profit after tax

Management guidance of +5 to +10% underlying PBT vs prior year

Current trading & outlook for FY21

LM
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THE ONGOING WELLBEING AND SUPPORT OF OUR EMPLOYEES 
CONTINUES TO BE OUR HIGHEST PRIORITY

People First
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Formal resolutions
M c p h e r s o n ’ s

GC
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Agenda item 1 – financial statements / other reports

to consider the financial statements and reports for y/e 30 June 2020

Shareholders are not required to vote or formally approve or adopt the financial
reports.

Shareholders can, however, submit questions regarding the financial reports and
the company

GC
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To adopt the Remuneration Report for the financial year ended 30 June 2020

In accordance with the Corporations Act 2001 (Cth) (Corporations Act), this

resolution is advisory only and does not bind the Company or the directors of

the Company. The Directors will consider the outcome of the vote and comments

made by shareholders on the remuneration report at the meeting when

reviewing the Company’s remuneration policies.

Agenda item 2 – remuneration report

GC
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Agenda item 3 – re-election of a director –
Ms. Jane mCkellar

To pass the following resolution as an ordinary resolution:

“To re-elect, as a director of the Company, Ms. Jane McKellar, who retires
by rotation as a director in accordance with the Company's Constitution
and the ASX Listing Rules and offers herself for re-election.”

GC
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Agenda item 4 – amendment of constitution

to consider and, if thought fit, to pass the following resolution as a special
resolution:

“That, for the purposes of section 136(2) of the Corporations Act, the Company's
Constitution is amended by the inclusion of those provisions set out in the
Explanatory Notes to this Notice of Annual General Meeting which refer to this
resolution.”

GC
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Resolutions – proxy votes

Proxy Votes Received (millions)

Resolution For For Against Against Open Open

No. % No. % No. %

2 Remuneration Report 57.5 97.3% 0.9 1.6% 0.7 1.1%

3 Re-elect Jane McKellar 58.4 98.9% 0.0 0.1% 0.6 1.0%

4 Amend Constitution 58.1 98.3% 0.3 0.6% 0.7 1.1%

GC
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Q & A

GC



Thank 
you

GC


