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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

The intent of enhancing and restoring health 
via symptomatic treatment

Maintain the state of good health by pro -
actively seeking to prevent the onset or 

worsening of conditions

The subjective enhancement of physical 
perception for ones own satisfaction
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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 
( s e l e c t i v e l y )

8

Gain efficiencies and savings across 
Supply Chain infrastructure 

9

Revitalise our own McPherson’s 
brands

2

strategic business imperatives

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 and 
new ventures

10
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Cellular Radiance Booster Oil

A ’ K I N

1H 2020 
FINANCIAL 
RESULTS 
HIGHLIGHTS

M c p h e r s o n ’ s
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1H20 SALES REVENUE BREAKDOWN BY PRODUCT CATEGORY

Owned brands: 1H20 $m 1H19 $m % change Comments

Skin, Hair and Body 28.7 15.1 90%
• Strong export and domestic sales of Dr. LeWinn’s
• Domestic growth for A’kin

Essential Beauty 28.8 28.9 Flat
• Growth in Manicare offset by declines in Lady Jayne and Swisspers 

due to competition from Private Label products 

Household Essentials & others 30.4 34.2 (11%)
• Grocery range rationalisation of Multix category, leading to 

improved profit mix

Total Owned brands 87.9 78.2 13%

Agency Brands 7.0 12.7 (45%) • Termination of Trilogy and Karen Murrell agencies

Private Label 11.0 15.6 (30%) • Reduced volumes in Aldi

Total Sales 106.0 106.5 -

Less Terminated Agencies (0.3) (6.3)

Total Sales excluding 
Terminated Agencies

105.7 100.2 6%

Sales revenue from owned brands increased by 13%
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RAPID GROWTH IN DR. LEWINN’S CHINA REVENUE

1H18
$0.9m

2H18
$2.2m

1H19
$3.7m

2H19
$12.5m

1H20
$13.9m
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STRONG GROWTH IN DR. LEWINN’S domestic REVENUE

1H18
$5.1m

2H18
$11.2m

1H19
$7.5m

2H19
$16.8m

1H20
$11.2m
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17.5%

9.8%

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

20%

$m

$2m

$4m

$6m

$8m

$10m

$12m

$14m

$16m

$18m

1H18 2H18 1H19 2H19 1H20

DLW Domestic to Total Owned Brands Sales

DLW Domestic Sales % DLW to Owned Brands



9

BRIDGE OF 1H19 TO 1H20 SALES

1H19
$100.2m

1H20
$106.0m

Decrease in 
Multix
sales 

($3.5m)
Decrease in 

Private Label 
sales

($4.6m)

Others
($0.3m)

Trilogy & 
Karen Murrell

($6.3m)

Increase in 
Dr. LeWinn's 
sales to ABM

$10.2m

Increase in 
Dr. LeWinn's 

Domestic
sales
$3.7m

Increase in 
Manicare

sales
$0.3m
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BRIDGE OF 1H19 TO 1H20 PBT

1H19
$6.5m

1H20
$8.5m

Seed 
investment 

in Joint 
Ventures
($0.9m)

STI & LTI 
expense
($0.9m)

Singapore 
& NZ 

($0.6m)
Others
($0.6m)

Trilogy & 
Karen 

Murrell
($1.3m)

EBIT from 
DrLeWinn's 

growth
$4.5m

EBIT from 
Multix
$1.4m

New 
Leasing Std

$0.5m

Adverse 
AUD/USD 
impact (ex 

Multix)
($1.4m)
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BALANCE SHEET
❑ Net debt excluding lease liabilities has remained 

stable at $19.6m over the last 12 months

❑ Key additional investments in Aware ($3.0m), joint 
ventures ($1.8m) and display stands ($1.0m) made 
over last 6 months

❑ Gearing modest at 18%, excluding lease liabilities

* Excluding lease liabilities
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cashflow
❑ Seasonally low cash conversion of 47% due to:

i. High December 19 sales;
ii. Build in skincare inventory to support future 

growth in export sales; and
iii. General seasonal increase in stock ahead of 

Chinese new year shutdowns

❑ Vastly improved 2H20 cash conversion is forecast
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1H20 INTERIM ORDINARY

❑ Interim ordinary dividend of 4.0 cents per share fully franked (1H19 
4.0 cents per share)

❑ Payout ratio of 74% of 1H20 Earnings per Share

❑ Interim dividend payable 19 March 2020

❑ Dividend reinvestment plan retained, 2.5% discount to VWAP re-
introduced
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CORONAVIRUS: CURRENT STATUS AND DILIGENT MANAGEMENT OF IMPACTS
1. Staff

▪ MCP Human Resources actively supporting staff, particularly those based in Hong Kong
▪ No incidence of staff infection with appropriate workplace and travel controls implemented

2. Product supply
▪ Majority of top 150 selling products > 12 weeks supply with minimum cover at 8 weeks supply
▪ Top 150 selling products and key suppliers are being closely monitored
▪ Hong Kong sourcing team  monitoring key suppliers – vast majority are operating following 

extended Chinese new year shutdown
▪ All relevant shipment ports are open with exception of Wuhan
▪ Maximum period of order delay is approximately 5 weeks
▪ Safety stocks on key lines to be increased by 4 weeks

3. Customers
▪ Formal weekly updates being provided to customers
▪ Some major customers are increasing safety stock levels by 2 – 4 weeks
▪ MCP’s relationship with customers strengthened by reliability of supply and clear information flow
▪ Some disruption to ABM’s internal supply chain and courier services
▪ Continual review of ABM’s supply chain to Chinese customers
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fy20: guidance maintained

❑ Solid 1H20 PBT outcome

❑ Good start to 2H20

❑ No material impact from Coronavirus at this stage –
monitoring situation closely

❑ Guidance of 10% increase in FY20 PBT vs FY19 maintained
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Australian Tea Tree Oil Detoxifying Mask

A ’ K I N

CORE BRANDS
M c p h e r s o n ’ s
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Portfolio of Leading Brands

#1 Australian 
cosmeceutical brand #1 beauty accessories #1 hair accessories

#1 cotton #1 bags,  wraps & foil #3 natural haircare
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Leveraging Macro Trends

– China middle-class 
population  projected to 
exceed 600M
by 2022

– Global Organic Personal 
Care  Market projected to 
reach $25B by 2025

– Here to stay

– Renew | Reuse | Recycle | 
Remove

– Consumers voting with  
their wallet

– Global Face Mask Market 
expected  to reach $8.8B 
in 2021

– China represents 48% of 
market

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

CHINA 
EXPORT

DEMAND FOR 
NATURAL

SUSTAINABLE 
SOLUTIONS

PROACTIVE 
SELF CARE

HOLISTIC 
WELNESS

– Beauty & wellness market in 
2017 was worth $14.5B in 
China

– The US saw a 61% increase in 
sales in beauty positioned 
supplements this past year
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Innovation driving sustainable growth

#1 Facial Skincare NPD in Pharmacy (MAT) 

Dr. LeWinn’s R4 Collagen Surge 

#1 Facial Skincare NPD in Pharmacy (QTR)
Dr. LeWinn’s LSC Boosting Essence 

#1 Hair Accessories Brush NPD in Pharmacy (MAT)
Lady Jayne Flexi Glide 

#1 Beauty Accessories NPD in Pharmacy (MAT)
Glam Magnetising Eyeliner & Lash System

#1 Sustainable Brand in Bags Wraps and Foils (MAT)
Multix Greener

10.4%

15.3%

20.5%

26.0%

FY17 FY18 FY19 FY20

MCP Core Brands NPD Accumulative Share %
Rolling 3FY
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Leading Sustainable Innovation with

MCPHERSON’S

FIRST TO MARKET 
GREENER COMPOSTABLE

GREENER 60% PLANT BASED

RE-USE ME & RECYCLED

80% Sustainable Market Share 
growing +70%

Multix
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Earth Kind Innovation with

Outpacing category growth 
extending market leadership by +1.6 share points

MCPHERSON’S

FIRST TO LAUNCH
COTTON TIPS WITH 

SUSTAINABLY SOURCED PAPER 
STEMS

Swisspers
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Category Leadership Innovation with

CLINICALLY PROVEN

MASSTIGE 
INNOVATION

ACCESSIBLE & AVAILABLE

driving category growth 
extending market leadership by +1 share point

Manicare
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1st to Market Innovation with

MCPHERSON’S LAUNCHED

THE MOST 
INNOVATIVE 

LASH TECH

+15% mat GROWTH
PROPELLING GLAM TO THE #1 LASH BRAND

Glam
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Consumer driven  innovation with 

Flexi Glide #1 Brush NPD 
extending market leadership by +1 share point

5 STAR RATED 
DETANGLING INNOVATION

Lady Jayne
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Bio-degradable innovation with

Top 5 natural sheet mask in Priceline 
attracting 23% new users to the category

MADE FROM 

100% 
NATURAL EUCALYPTUS 

FIBRES

A’kin
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Powerfully effective innovation with

#1 NPD 
in last 

12 
Months

#1 NPD 
in latest  
Quarter

#1 value growth brand within facial skincare & fastest growing top 10 brand +41% gaining 1% share

Dr. LeWinn’s
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R&D INVESTMENT FUELLING GROWTH IN Sales and Marketing

H

Capability Process

Role Clarity
Portfolio 
balance

How do we do it?

Investment in Internal 
resources

Develop strong external 
partnerships

2 PhD degrees & 
4 Masters degrees in Science

Bachelor Degrees in Biochemistry, 
Chemistry, Chemical Engineering, Business Mgt 

& others

Quality Focus Regulatory 
Affairs
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R&D INVESTMENT FUELLING GROWTH IN Sales and Marketing

~ 60 products 
launched

~ 100 products 
launched

~ 200 products will be 
launched

6 team members

11 team members

Sustainable 
options

Natural Personal 
Care

Packaging 
refresh

Line 
Extensions 

Efficacious 
skincare

Expanded sustainable 
product portfolio

Leadership in new 
categories

13 team members

Clinically Proven 
Results

Product Renovations

Foreign market registrations 

Sustainability Pillar
Implementation

Accelerated Dr LeWinn’s
portfolio growth

New Eco offerings

New exciting categories

fy18
fy19

fy20
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2.1

0.0 0.0

0.8

8.7

11.6

9.2

16.3

-2.0

0.0
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Qtr to 03/03/19 Qtr to 02/06/19 Qtr to 01/09/19 Qtr to 01/12/19

Australia Pharmacy
Dollars Growth % YA

Total Defined Pharmacy Total McP Core brands

Outpacing pharmacy channel growth by 20x



NEW 
CLINICALLY PROVEN^

INNOVATION

Australian Bio-Active 
Marine Algae

ProRenew CLR™ 
Probiotic Complex*

Dermatologist Tested

2020 INNOVATION

^Results based on a 1 week clinical study of the Recoverëderm™ range as part of an independent laboratory study
* Applies  to Day Cream, Night Balm, Toning Mist only
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2020 natural INNOVATION

MIRACLE shine 
CONDITIONING HAIR MASK

With Australian Avocado Oil, 
Australian Jojoba Oil & Squalene

*Results based on independent laboratory testing



2020 INNOVATION
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EARTH KIND FACIAL WIPES

✓ Bio-Degradable

✓ 100% plant based

✓ Widget made from recycled plastic

2020 SUSTAINABLE INNOVATION
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Channel & 
customer

M c p h e r s o n ’ s
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Channel Landscape Overview

PHARMACY GROCERY P&C

RETAILER SHARE SHIFTS PRICING AND PROMOTIONS RATIONALISATION

DIFFERENTIATION SUSTAINABILITY ONLINE

Market & Retailer 
Dynamics

Channel
Performance

Source: IRI Grocery National Panel – Shopper Panel  MAT to 05.01.20
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MCP bucking the Retail Macro trend

MCp H&B growth 5 X retail  
performance Latest Qtr

2

1

Driving category growth

HIGH BRAND Relevance in  market3

Source: MCP Ex-Factory sales  - YTD July - December 2020
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Core brand growth

Delivering Sustainable Growth 

expansion execution

• HW&B growth core 1 .7  t imes the 
category FYTD 

• HW&B Ex  Factory +12%

• RANGE OPTIMISATION DEL Ivering
profit improvements

• +1% share points MAT IN  Swisspers
Cotton,  Manicare ,  Lady Jayne and 
Dr.L ewinn’s

• + 6968 Distribution po ints 
expansion in  Coles L ady Jayne ,  
Manicare &  Eylure

• L owes d istribution 65 New Doors 

• New retailer distribution multix

• NEW ONLINE Retailers  in  beauty 

• +32K total   Incremental  
d istribution po ints 

• +3% improvement in  CORE  RANGE 
d istribution in  market Qtr on Qtr

• Category captaincy 

• INNOVATION and ACTIVATIOn
success in  Market

Source: MCP ex-factory – July to December 2019;  IRI Data Mat 19/01/20
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Performance

#1
NPD Launched in facial skincare latest 
Qtr - Dr. Lewinn’s LSC Ampules

#4 Mask Brand in Priceline – Akin  Skin  

#1 Brush NPD – Lady Jayne detangle

#1 Treatment NPD In CWH last 39 weeks –
miracle shine mask

INNOVATION fuelling In Market 

Data sourced from IRI MarketEdge based on data definitions provided by McPherson’s Consumer Products. Australian Pharmacy & MAT 05/01/2020 & MAT 19/01/20
38
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Pharmacy

DRL $3.3M RSV
DRL 14.1% share during promotional period 

$0.85M RSV 
DRL 9% Share during promotional Period 

Beauty break Goody bag Promotion

Activations Driving Growth

Source:  IRI Market Measurement – Scan, Data during promotional period
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Category Solution

Continued investment in

Gondola Ends Launch Off locationsOff Location Stands

Real Estate

Drive the core Support innovation
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85,000 units sold in one week $0.32M RSV during promotion 

Activations Driving Growth in 

ALDI SPECIAL BUYS manicare catalogue/Aisle Fin 

Grocery

Source:  IRI Market Measurement – Scan, Data during promotional period/MCP Ex Factory 
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2 SKUs
$0.73M RSV

Continued investment in

+10% vs 
Category

SwisspersMultix Greener Brand presence

Real Estate

Drive the core Support innovation

Source:  IRI Market Measurement – Scan, Data during promotional period/MCP Ex Factory 
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25.5M chemist warehouse ad Impressions

9%
increase Ex factory sales to chemist 
warehouse online yTD v LY

154%
increase Ex factory sales to priceline
online yTD v LY

28.4%
Total recycled range Multix sales in 
woolworths, in 4 day cyber sale

Upweighted ONLINE PRESENCE Customer Partnerships 1

Source: CWH ad server  data 1/7/19 – 31/12/19 
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Core brand growth

NEW ZEALAND Stable and poised for Growth 

Expansion Partnering

• +12%  growth versus l ast year Ex  
agency 

• +140.5% Growth on l ast year Dr.  
L eWinn’s

• Strong and Highly rel evant 
portfol io

• +600  Distribution po ints in  Mul tix
and swisspers

• +7 CWH stores (totalling 12)

• ONLINE ex pansion with retail ers 

• Joint Business Planning with Key 
Retailers – Pharmacy &  Grocery 

.
• #1 Ranked Beauty Supplier at 

Key Accounts for Pharmacy 
market.

• I ncremental Distribution 
Partnership  opportunit ies

Source:  MCP NZ Ex Factory – July-December 2019 \ Coalface Survey 
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ANZ business Growth Pillars Outlook

Innovation

Equity 
Expansion

Range and 
Investment 
Optimisation

New Retailers new channels

Greater  exposure IN STORE

Leveraging  Online retail

HIGH CALIBRE TEAM

Drive growth from Innovation

LEAD in category 

Lead in sustainability 

Rationalise the core 

Diligent Promotional effectiveness 

Continue to Gain Efficiencies
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Line Smoothing Complex S8

D r l e w i n n ’ s

export
M c p h e r s o n ’ s
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EXPANDING ACROSS ASIA strategy
C o n t i n u e  t o  e x p a n d  o u r  p r e s e n c e  g e o g r a p h i c a ll y  w i t h  a  f o c u s  o n  A s i a

people Global coverage innovationCapabilities

channels In market expansion

B r a n d  A u s t r a l i a / n e w  Z e a l a n d  demographic expertise

Execution

Opportunities

30
Dedicated Headcount for MCP
Southeast Asian expansion Strong partnerships

Driven by health, 
wellness & beauty

TARGETING GROWTH CHANNELS

100+
Merchandising Units 

Across Southeast Asia
Building depth of portfolio 

on Asian markets 

66%
Share of global Middle Class 
represented in Asia by 2030

Winning
In Beauty and 
expanding into 
health & wellness

npd
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Virtuous ABM CHINA Cycle 良性循环

Trusted Partnerships

Agreed Business Model

Appropriate Pricing Corridors

Continuity Of Supply

Speed To Market

Flexibil ity To React To Change

Rigorous Processes

Adaptable To Market Dynamics

AUSTRALIA

China



49

DR. LEWINN’S – DRIVING A VIRTUOUS CYCLE

-0.9%

36.5%

100.9%

MAT To 07/01/18 MAT To 06/01/19 MAT To 05/01/20

AUSTRALIA PHARMACY
DR. LEWINN’S LINE SMOOTHING COMPLEX

VALUE GROWTH % VS YA

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

FY 2017 FY 2018 FY 2019 FY 2020

DR. LEWINN'S EXFACTORY SALES 
DOMESTIC VS EXPORT

Total Domestic Total Export
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ABM & dr. lewinn’s Joint Venture

HK based jv representing greater china (PRC)

Abm target: AUD$35 Mill annual purchases, AUD$82.5 
over 3 yrs

2

Secures earnings from the china market3

Significant upside opportunity for dr. lewinn’s4

ABM & MCP exploring future potential acquisitions via jv5

1
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ABM’s Accelerating Growth Journey

AUSTRALIA
澳大利亚

China
中国

Rapid Growth
750+ Employees

+

Executed 500+ 
Events in 2019

3 Million+ ABM’ers

Reach: 20+ 
Countries

2019 Revenue:  
AUD $1.2 Bill

3 global offices



Celebrating Success
52
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ABM / Dr. LeWinn’s Sales Update

Total December Sales 

rmb 38,970,000
(AUD 7,794,000)

5th Dec
Launch of cny gift boxes

30th Dec
2nd release of cny gift boxes

Total sales in one day

Rmb 9,699,000
(aud 1,939,800)

Total sales in one day 

Rmb 9,454,000
(AUD 1,890,800)
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ABM Dr. LeWinn’s Sales Update

10,000
CNY gift boxes sold 

out in 5 days 

15,000
CNY gift boxes sold 

out early jan

3X 
No. visitors on abm

app (Dec ’19)

117%
Total sales increase

compared with 
December 2018



5555

VENTURES
M c p h e r s o n ’ s
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Office sampling
• 50 Offices
• 5 weeks
• 5000+ target reach
• Bounce back offer

The brand

Distribution

FY2020 key marketing activations

FY2020 Upcoming 
activation342 

doors
148 

doors

ATL 
Campaign

50,000
Goody Bags

Premium deer milk skincare

2020 incremental distribution opportunities 

INDEPENDENT 
PHARMACY 200+

Major E-commerce 
platforms

sampling

saw base 
sales rise 
by 50%

Awards

Research undertaken shows brand potential…

Cross Border 
E-Commerce
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AUSTRALIAN b r and 
awar eness at  5 % &  

growing

INSIGHTS
& in China

Anti -ageing key to  suc c ess 
in  ch ina with consumers 

engaged in  anti - age ing 
sk incare 21+  y/o 

In  ch ina deer mil k  seen as 
Sourc e of deep 

nourishm ent & unique in  
skinc are

Key target of 30 -45 y/0 
w om an were most engaged 

by Kotia in  ch ina

Domestically

3 out of  5  consumers open 
to buying deer mil k  

sk incare 

Purc hase intent at 
70%+ w ith consumers 

intending to  buy 
mul tipl e  products

Research undertaken shows brand potential…

Sources : Tgarage, January 2020; China proprietary 
research, 2019
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The brand

Nutrition solutions

Innovative Formats

Authentic brand story

Australian ingredients

Evidence based

Digestive remedies Growth

Laxatives Natural wellness

Active ageing Immunity

By 2050, 330 million 
Chinese will be over age 65

China Opportunity

16.7b
CNY

+44.9% 
CAGR

2018-23

384m
CNY

Immune health 
accounts for 23.3% of 

all dietary 
supplement sales in 

china

$70bn 
China’s emerging health and wellness 
market will climb to nearly $70bn by 

2020.

Sources : Euromonitor digestive remedies in china, 2019; Nutraceutical business review, key to immune health products in asia, july 2019;
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Product

Millennial consumer 

OPPORTUNITY

2BN Globally

72%
$350M+
+14.7% projected 
growth to year 2023 

THE BRAND

followers

115k
followers

5k

want NaturaL, 
ETHICAL Beauty 
Products

$26.8BN
E-COMMErce

Industry in AUS

1 In 10 items will be bought online in 2020 

79% shop online but also in 
store to ‘touch & Feel’ 

$100M+
15-34 Target audience

Specialty retail

Millennial skin treatments & Tanning

Beauty e-commerce

Sources : Accenture’s Global Consumer Shopping Survey 2017; MINTEL Generation Z 2019; EurOmonitor retailing in Australia, 2019



606060

New
Business
development

M c p h e r s o n ’ s
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MCPherson’s MERGERS & ACQUISITIONS ACTIVITY
• Business continues to review opportunities

Overview of Current opportunities being reviewed

H e a l t h W e l l n e s s B e a u t y

# of live 
projects 5 3 5

# of projects 
reviewed 25 49 41
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MCPherson’s MERGERS & ACQUISITIONS ACTIVITY

• M&A remains a strategic priority for MCP

• +100 new business opportunities reviewed

• Business being prudent on opportunities due to high valuations in categories

H e a l t h W e l l n e s s B e a u t y

Overview of Opportunities Taken to Due Diligence 

1
Revenue 
$20-$100m 1
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Natural Australian Skincare

A ’ K i n

M c p h e r s o n ’ s

SUMMARY AND 
OUTLOOK
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3 year strategy

T o g r o w i n

Health Wellness & Beauty

Focus on
core 6

Owned brands

Explore new
product growth

platforms

Move to strategic
Customer and supplier

partnerships

Drive value
From geographic

footprint

E n d  t o  e n d  c a p a b i l i t y  a n d  c a p a c i t y  
– s u p p l y  c h a i n ,  r o u t e  t o  m a r k e t  a n d  I T

Strategic enablers S t r o n g  a g e n c y p a r t n e r s  c o m p l e m e n t
P o r t f o l i o ,  s c a l e  a n d  c a p a b i l i t y
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SUMMARY AND OUTLOOK

STrONG brand and channel MIX –OWNED brands +13% vs 1h191

Exceptional demand for Dr.  LeWinn’s in domestic / export channels 107%2
Strategic JV with ABM secures china growth. 
Aware investment supporting supply chain

3

4

6

Growth through M&A is a strategic priority –experienced new business team   
and laser focussed on h,w & b targets

5

stated guidance maintained:  FY20 growth in profit before tax ~ 10% vs FY197

Investments in key capabilities supporting innovation agenda

Extremely healthy balance sheet / Low gearing ( 18%) ,  facilitating dividend 
payout ratio of 74%

Management Closely monitoring coronavirus situation8
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Q & A


