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DRIVE VALUE 
FROM GEOGRAPHIC 

FOOTPRINT

FOCUS ON CORE 6 OWNED 
BRANDS 

Explore new 
product growth 

platforms

Move to strategic 
customer and supplier partnerships

S T R A T E G I C  E N A B L E R S

End to end capability and capacity -
supply chain, route to market and IT

Strong agency partners complement portfolio,  
scale and capability



At the beginning of 2019, we set our business priorities: 

❑ Grow in $13B Health, Wellness & Beauty categories 

❑ Accelerate MCP growth brands & agency 
partnerships 

❑ Deliver significant growth in Pharmacy and Grocery

❑ Ensure success of acquired brands – Grown A’kin & 
Dr. LeWinn’s

❑ Expand the export business model

❑ Re-align organizational capabilities to continue to 
deliver growth

❑ Strengthen financial position to invest in enhanced 
branded footprint and our “go to market” capacities

❑ Maintain strong new product pipeline 

At the end of 1H 19, I’m pleased to report on pcp: 

❑ 11% increase in owned brands sales revenue and 
14% growth in sales revenue of the core six brands 
vs 1H 2018 

❑ 80% growth in Dr.LeWinn’s sales revenue

❑ 11% growth in A’kin sales revenue

❑ 14% growth in Multix sales revenue

❑ $7.8million underlying PBT from continuing 
operations – excluding Coty Fine Fragrances  

❑ 108% growth in sales revenue from the China 
market, despite disrupted supply 

❑ Skincare supply continuity addressed via completed 
strategic alignment with Aware Group

❑ World’s first pure NZ deer milk based cosmetic range 
under ‘Kotia’ brand in development through JV with 
New Zealand Deer Cosmetics Ltd 
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103.8
Not Particularly Strong

Source: Westpac MI Consumer Sentiment Index Feb’19

+1.8%
Year Through to Dec ’18

Source: ABS, Dec 18

TRADING INDICES

MACRO INDICES

CONSUMER SENTIMENT CPI HOUSEHOLD DEBT

200%
HH Debt To Income

2X …last 20 Years

Source: ABS, Jan, ‘18

Pharmacy GROCERY COMMODITY PRESSURE

Ex. Tobacco

+2.1%

Source: IRI / Aztec , MAT Oct ‘18

Front of Store

+3.9%

Source: IRI / Aztec , MAT Oct ‘18

AUD/USD Weakness
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Owned brands: 1H19 $m 1H18 $m % change Comments

Skin, Hair and Body 15.1 9.9 55%
• Strong export and domestic sales of Dr. LeWinn's and export 

growth in A'kin

Essential Beauty 28.9 29.0 Flat
• Growth in Manicare and Lady Jayne offset by de-stocking in 

Swisspers

Household Essentials & others 34.1 31.6 8% • 14% growth in Multix brand, driven by new “Greener” range

Total Owned brands 78.1 70.3 11%

Agency Brands (excl Fine 
Fragrances)

12.8 13.3 (4%)

Private Label 15.6 11.8 33% • Increased supply to Grocery customers

Total sales from continuing 
operations (excl Fine 
Fragrances)

106.5 95.4 12%

Fine Fragrances - 10.8 NM
• The Coty Fine Fragrances distribution arrangement ceased 

with effect from 1 February 2018

Total sales from continuing 
operations

106.5 106.2 Flat
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Sales revenue from continuing operations increased by 12%, excluding Coty Fine FRAGRANCES 
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❑ Net debt has reduced from $30.4 to $19.5m over 
the last 12 months

❑ Divestment of Home Appliances 28 February 2018 
generated $28m

❑ Key investments in display fixtures ($3m) and Kotia
venture made over last 6 months

❑ Gearing modest at 17%
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❑ Low cash conversion of 22% due to necessary 
build in skincare inventory to support future 
growth in export sales and higher safety stock 
levels for Multix product to maximise sales 
opportunities

❑ Continued focus on working capital management

❑ Vastly improved 2H19 cash conversion is forecast
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❑ Interim ordinary dividend of 4.0 cents per share fully franked (1H18 6.0 cents per share)

❑ Special dividend of 2.0 cents per share fully franked

❑ Objective to increase the return of franking credits

❑ Interim dividends payable 21 March 2019

❑ Dividend reinvestment plan retained, 2.5% discount to VWAP re-introduced
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China middle-class 
population projected to 
exceed 600M by 2022

CHINA 
EXPORT

SUSTAINABLE SOLUTIONSDEMAND FOR NATURAL PROACTIVE CARE

Global Face Mask Market 
expected to reach $8.8B in 

2021

China represents 48% of 
market

Australia Face Mask Market 
+50% CAGR (2016-2018)

Global Organic Personal Care 
Market projected to reach 

$25B by 2025

Here to stay

Renew | Reuse | Recycle 
Remove

Consumers voting with 
their wallet

Source:  IRI Market Edge; Euromonitor International; Grand View Research, Inc.,



HEALTH & WELLNESS

13 Source:  IRI Market Moves 2018
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Australia Grocery 
Dollars Growth % YA

Total Grocery excl. Tobacco Mcphersons Cons Prod

Growth driven by Multix  
Greener launch, 

incremental ranging and 
Ban the Bag

Source:  IRI Grocery Scan Qtr to 30.09.18
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Growth driven by share 
gains across core brand 

NPD and leveraging  
retailer media assets  

Source:  IRI Pharmacy Scan Qtr to 30.12.18



Source:  IRI Market Measurement – Scan, Data to: FYTD Value To 06/01/19 Australian Pharmacy

Accelerating Growth +18% (outpacing the category)

Core Rejuvenation
Reversaderm range

Sales 8x versus prior relaunch

Unique Innovation
Vitamin Enriched Private Formula 

range +20% growth

Virtuous Cycle
Line Smoothing Complex range 

+33% growth
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Source:  IRI Market Measurement – Scan, Data to: FYTD Value To 06/01/19 Australian Pharmacy

Innovating in High Growth Segment

2016 CAGR To 2021

Global Face Mask  Market $5.7B +9.1%

China Face Mask Market $2.7B +11.7%
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Dollars $000
Australia Pharmacy

Total Treatments Masks Dr LeWinn's

Ranked 
top 10 of 

all Anti-aging 
Masks
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Source:  IRI Market Measurement – Scan, Data to: MAT Value To 06/01/19 Australian Pharmacy

Outpacing Category Growth

NATURAL HAIRCARE
A’kin +17% growth

Ranked #2 in pharmacy

NATURAL SKINCARE
A’kin +30% growth

Award Winning Products

DISTRIBUTION EXPANSION
Additional shelf in Priceline

9 international markets
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Source:  IRI Market Measurement – Scan, Data to: FYTD Value To 20/01/19

#1 BEAUTY ACCESSORIES
+$1.5M retail sales growth

Extending market leadership to 29.0%

#2 BEAUTY ACCESSORIES
#1 Lash Brand during Party Season

+$750K incremental retail sales

#1 HAIR ACCESSORIES
Extending Pharmacy leadership to 31.4%

+4915 distribution points
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Source:  IRI Market Measurement – Scan, Data to: FYTD Value To 20/01/19 Australian Grocery

MULTIX #1 BAGS, WRAPS & FOIL
33.3% market share, up +2.5 share points

+14% Multix brand growth

SWISSPERS #1 COTTON
54% Market Share

+4.2 share point gain in Woolworth Cotton Tips
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Source:  IRI Market Measurement – Scan, Data in target stores pre & post merchandising implementation

CATEGORY LEADERSHIP MERCHANDISING

• 335 high impact merchandising stands in 

130 stores

• Front of store high traffic areas

• Ease of shopper shelf navigation

• Fuelling the path to purchase with 

interactive screens

• Accelerating sales growth to +16%
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Source:  IRI Market Measurement – Scan, Data during promotional period

#1 AUSTRALIAN BEAUTY SUPPLIER IN PHARMACY 

PRICELINE/MANICARE SPRING BEAUTY

+2.0 share points

Top 5 NPD (out of 250 products)

CHEMIST WAREHOUSE DR. LEWINN’S

+1.7 share points

R4 range grew +166%

MULTIX XMAS ACTIVATION

+2.9 share points gain

+15% sales growth

Fresh 
reaching 

3.1M 
consumers

Off 
location 
in 360 
stores
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Expanding Digital Footprint 

• 1.5M video views 

• 26M ad impressions 

• 2.5M consumers reached via influencer activity 

• 10M consumers reached on owned social media 

Customer Partnership Success 

• 15M ad impressions

• MCP online sales over +70% 

• MCP brand hubs in Priceline 200k visits

• Sonic Mini Social Campaign 75K views

Digital Tracking FY19 H1
23



Superior Innovation

NEW

NATURAL ROLL ON DEODORANT

24 HOUR Clinical Protection

2H
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Category Growth Innovation

NEW CONSUMER SEGMENT SALON INSPIRED INNOVATION FASHION COLLABORATION

2H
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INCREASE ACCESSIBILITY          LAUNCH NEW FORMATS          INVESTIGATE NEW MATERIALS

+2648 Incremental Distribution Next Generation+2400 Distribution PointsNew Formats

Expanding our Sustainable Footprint

2H
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Real Estate Investment

MASK DESTINATION

NEW PRODUCT LAUNCHES
High impact in high traffic areas

CHEMIST WAREHOUSE PHASE 2:
255 Stand in 165 Stores

REAL ESTATE OPTIMISATION
Assist shopper navigation

2H

+45% INVESTMENT IN REAL ESTATE, ROI IN 12 MONTHS
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• Top to top 

meetings 

• Joint Business 

Planning

• New Trading 

Terms to increase 

customer 

participation

• Strategic 

investment plans

• Strategic 

customer 

partnerships

STRATEGIC CUSTOMER PARTNERSHIP
+65% increased participation +28,000 incremental distribution points in 2H    +Category Captaincy

INNOVATION 

PARTNERSHIPS 

2H
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Health & Beauty

+$105M

45 

24 

15 

9 

4 

Dietary Supps

Skincare

Cough & Cold

Analgesics

Frangrances

16 

4 

3 

2 

2 

Infant Formula

Skincare

Analgesics

Digestive

Soaps & Wash

$M Growth Actual vs YA $M Growth Actual vs YA

Skincare 2nd largest 

growth category in both 

Grocery and Pharmacy 

Infant Formula

Skincare

Analgesics

Digestion

Soaps & Wash

Vitamins

Cough & Cold

Analgesics

Fragrances

Skincare

PHARMACY GROCERY 
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• Health, Wellness 
Beauty categories 
focus

• Environmentally 
sustainable

• Socially responsible

Alignment 
with strategic 
direction

• Emerging growth 
categories within sector

• Strong innovation 
pipeline

• Broad potential 
customer base

• Scope to expand into 
export markets

Growth 
Potential

• Aligned with key 
customers & channels

• Strong brand portfolio 
fit

• Minimal structural 
change to salesforce

• Strong Warehousing, 
manufacturing and 
logistics efficiencies

Distribution 
Synergies

• Uniqueness of brand 
proposition

• Opportunity to become 
category leader

• Market dominance and 
rivalry with the 
category segment

Brand Potential

• High category margins 

• Low levels of discounting  
within category

• Minimal category 
advertising & 
promotional spend 
requirements

• Return on Funds 
Employed (20% ROFE – 3 
Years)

Financial Reward

• Regulatory challenges

• Strong IP ownership 
and low ability to 
replicate

• Minimal Resources and 
cashflow requirements

• Complexity of 
arrangement

• Low Legal and 
consumers risks

Project Risk

THE PROCESS

THE CRITERIA
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Day 1:

Majority Owned

Win Domestically

Trusted Partner

New Venture Co. Pre-Agreed Buyout

Unique

Export (China) Facing
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70+
MEDIA, KOL’S & CUSTOMERS

LAUNCH EVENT NZ LAUNCH – MARCH ‘19 AUSTRALIAN LAUNCH – APR ‘19

EXCLUSIVE

WINNING WITH CUSTOMERS

• Launch 100 Doors 

(Unichem/Life) – Target 350

• Launch 20 Doors (Farmers) –

Target 50

• Catalogue Support

• Off Location Displays

EARNED MEDIA ANNUAL INVESTMENT

Target 

+$4.0 Mill 

DRIVING LIKES SHARES COMMENTS STRONG IN STORE ACTIVATION WINNING WITH PRICELINE

• 350 Doors 

• 360O Activation – May ‘19

• Focused Daigou (15 stores)

• Off Location Displays



AUSTRALIA

NEW ZEALAND

SOUTH-EAST ASIA

UNITED KINGDOM

CHINA

CURRENT FOCUS

MEDIUM TERM: 
<3 YEARS

NORTH  ASIA

DRIVE VALUE 
FROM GEOGRAPHIC 

FOOTPRINT
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CHINA

NORTH & 
SOUTH 

ASIA
UK

MIDDLE 
EAST

• Middle class to grow by more than 
850M by 2030

• MCP sales $1M in FY17, $6M in 
FY18 and expected $11M FY19

• More than 650 thousand ABM 
resellers

• Mandarin speakers in MCP export 
team

• Expand distribution
• Product innovation
• Launch new brands

• Expand regional coverage 
for existing brands

• Introduce new brands

• Establish distribution and 
demand in new launch 
markets

• Capture new export 
markets in the region

• Leverage Singapore hub
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AUSTRALIA

澳大利亚

CHINA

中国

Flexibility to react to change

Speed to market

Rigorous processes

Adaptable to market dynamicsContinuity of supply

Appropriate pricing corridors

Trusted partnerships

Agreed business model



Source: IRI Market Measurement – Pharmacy Scan, Data to: MAT Value To 06/01/19;
MAT= Moving Annual Total; Qtr= Quarter;  YA= Year Ago

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2016 2017 2018 2018

Dr. LeWinn's Growth Ex Factory

Total Domestic Total Export
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-1%

36%

-30%

-20%
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40%

MAT To 08/01/17 MAT To 07/01/18 MAT To 06/01/19

Total Pharmacy 
Total Dr. LeWinn's Line Smoothing Complex Growth % YA
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+40%
SIGNIFICNAT HEADROOM

5,000+
1,600 Australian Postcodes

-40%
Last 2 Years

EFFICIENCY

ADAPTABLE & 

FLEXIBLE

AVAILABLE CAPACITY DAILY DELIVERIES STAFF RETENTION

80+
Tenure > 18 Years

SUPPLY CHAIN COSTS HARD SAVINGS WORKING CAPITAL

$7.5 Mill-56%

20%
CAPEX – SUPPLY CHAIN ERP

FUTURE 

PROOFING
TRUSTED PARTNERS ADAPTING ANNUAL INVESTMENT

8
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❑ 11% increase in owned brands sales revenue and 14% growth in sales revenue of the core six brands vs 1H 2018 
▪ 80% growth in Dr.LeWinn’s sales revenue

▪ 11% growth in A’kin sales revenue

▪ 14% growth in Multix sales revenue

❑ Strong financial position leveraged to make strategic investments in partnership with key customers 

▪ Targeted in-store customer growth campaigns via installation of 780 merchandising display units in partnerships with Key Accounts

❑ Export channels, business model and relationships gaining momentum

▪ Ongoing geographic expansion in 11 new countries

▪ China business model successfully implemented with sales growth of 108% on pcp despite supply disruption 

❑ Completion of the world’s first pure NZ deer milk based cosmetic range under the ‘Kotia’ brand 

▪ Expected to be earnings accretive from FY20 

▪ Set new trend in “incubation” growth ventures in the $13 billion Health, Wellness and Beauty market 

❑ Enhanced supply chain through stronger supplier partnerships

▪ Dr. LeWinn’s supply disruption issue resolved through strategic alignment deal with The Aware Group, to meet anticipated rapid growth in 

skincare requirements in China

❑ An established Board and leadership team with deep sectorial expertise,  capabilities & values
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❑ BRANDS: 

▪ Innovation - Masks Expansion, Dr. LeWinn's Pearl Technology NPD, Next Phase Sustainability & Manicare Sonic range 

extensions

▪ Real Estate - merchandising investment, in-store activation, incremental ranging

❑ CUSTOMERS:

▪ Strategic partnerships - Optimised investment strategy, 360 launch and promotional activities, in store real estate solutions

❑ EXPORT:

▪ Continue driving growth

• Fostering Growth trajectory for  DRL (leveraging LSC growth via activations)

• Continued Brand Penetration (for  Akin and Karen Murrell)

• Successful Launch of Kotia

❑ SUPPLY CHAIN: 

▪ Savings:  Continued focus on Supply chain efficiency & opportunities to maintain savings profile

▪ Agencies & Acquisitions IN. (Kotia, soulful etc): Ensure the transition of new brands & new agencies into MCP portfolio 

▪ Keep the tail under control

❑ AGENCY

▪ Trilogy Agreement expiry, providing greater focus on MCP brands and financially offset by identified OPEX savings

❑ NEW BUSINESS VENTURES: 

▪ Kotia Deer Milk Skincare range launched in Queenstown, New Zealand – Saturday 16th February 2019

▪ Second new Venture (Health & Wellness focused) – 90% Complete.  Due Diligence underway

▪ Third new venture (Millennial Skincare) – 50% complete.  Heads of agreement complete

42
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9th May 2019
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• Non-IFRS measures 
The non-IFRS measures used by the Company are relevant because they are consistent with 
measures used internally by management to assess the operating performance of the 
business. The non-IFRS measures have not been subject to audit or review. 

• Disclaimer 
Statements contained in this presentation, particularly those regarding possible or assumed 
future performance, estimated company earnings, potential growth of the company, industry 
growth or other trend projections are or may be forward looking statements. Such 
statements relate to future events and expectations and therefore involve risks and 
uncertainties. Actual results may differ materially from those expressed or implied by these 
forward looking statements. 


