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Pental Team

Mark Hardgrave Charlie McLeish Fred Harrison John Etherington Jeff Miciulis
Non-Executive Managing Director Non-Executive Non-Executive Non-Executive
Chairman Independent Director Independent Director Independent Director

Alan Johnstone — 22.75 %
John Homewood — 14.83 %
Elevation Capital Management LTD — 5.68%

(1) Asat11 November 2020

o o 5 (2) Elevation capital management Itd. has a relevant interest in shares held by BNP Paribas
Charlie MclLeish Neil Godara noms (NZ) Ltd and BNP Paribas nominees pty Itd.

Managing Director CFO
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a &
Quality
Quality Control | N novation

¢ Immensely proud of our quality Embracing New Ideas

* Accountability forachieving
business objectives ¢ Dareto be different

¢ Agile, flexible and welcome change e Challenge the status quo

¢ Long-term focus and plan fora ¢ Encourage fresh ways of working
sustainable future e Maximise consumer insights

Customers

Heart Of OurBusiness

e Build trusted and recognised brands Co reva I U es

* Develop lasting relationships

* Responsive to their needs

e Provide outstandingvalue

* Pride in delivering the best e T
products on time |1

Vi Tl

WAk

Safety

#1 Priority

People

Trust & Development

e Compassion, honesty and consistency
e Empower, trust and support others

e Zero harm objective ¢ Encourage positive can-do attitudes

¢ Proactive in hazardidentification Work as one team, communication

N L—\a* ¢ Maintain clean andsafe ¢ Foster personal growth and career
w “\k equipment development, success
o
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Delivering on our strategy

Driving
Sales

Growth &
Demand

Key brand focus

Brand exposure

Strong customer

relationships

Value add
promotions

AUSTRALIAN MADE

Investor presentation 2020

Develop
New
Products
& Sales
Channels

Product
iInnovation

Driving market
share

Grow margin
contribution

Expand
Export
Markets
Grow New
Zealand

China strategy

Vietnam

Explore other
Asian markets

New
Projects

New products
New Brands

New Customers

Continuous
Manufacturing
Improvement
New technology

New product
capability

Drive down costs

Developing a
skilled workforce

(B e @ @ softy @ O A oumce [EE] NST Hagge



FY20: A Year of Growth for Pental

AUG 19 SEP 19 NOV 19 JAN - FEB 20 MAR 20 APR 20 MAY 20 JUN 20

New pack design Install New Liquid filling Social Media, Influencer, Outdoor Advertising & NEW Country Life New 3 White King Driving sales with the The “Thankyou” Campaign
Refreshed look across the line in Shepparton Online Consumer Sponsorships Anti Bacterial Hospital Grade Australian Made Australian v i S
core Bleach portfolio Promotions & Programatics White King & Country Life range g Disinfectant products Owned Platform Avideo series interviewing
21 Pental staff members
Supporting local about why they love their
e e . e = jobs in Victoria job and supporting local
 — 2T A L communities.
L AUSTRALIAN MADE

Mg 8 Hi

= =

Children’s Ground NT
Charitable donations

Product innovation
Bathroom Powergel
Mould & Soap Scum Remover

Supporting communities
East Timor

.
o

)
e B
e
==

NEW Ranged in Bunnings
White King 2L Bleach and
Tradie Soap

-

-

e Theimpact of the COVID-19 pandemic on Australia has
amplified Pental's local supply and brand advantages with
supermarkets (~75% of total sales).

* We anticipate Australian and New Zealand customers will
continue to prefer locally-made and pay for differentiated
household products in the post COVID-19 world.
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FY20: A Year of Growth for Pental

We have achieved a successful year driven by focussing on our
core brands, launching new products, driving efficiencies in
manufacturing and growing our business significantly.

* Netsalesrevenue +26% to $126.5min FY20, driven by
growth across all sales channels

* Underlying NPAT +45% to $5.0m

e Total Dividends +45% to 2.9 cents per share (including 0.7¢c
special dividend)

» The impact of the COVID-19 pandemic has
accelerated the favorable growth trends that Pental

I has developed across its business

12-month share price performance and volume

0.45
0.40

0.35

0.30

Share price +40% (year-on-year to 11/11/20)

Feb Mar Apr May Jun Jul Aug Sep Oct Nov

3.0m
25
2.0
1.5
1.0
0.5

BT I S T ....|||I..|.||..||...|.|I|...|..||||I ||..|.I|‘|u|.".I||..|.|I|I|||m||...|I||.||.|I.||I.|||..I.I||||....I| ‘I|||I|||||..I|..|||.||||"I|IIII..I|.I.||.|I|.|.|.I|II||.|II|.||.|.I|...|.| 0

Pental Ltd is the only major vertically integrated supplier of
trusted personal, household and commercial cleaning brands with
Australian manufacturing and Australasian distribution.

Our vision is to be a leading supplier of shelf stable products to
our chosen markets, built around a reputation of delivering
quality, innovation and sustainability to the satisfaction of

customer needs whilst enhancing shareholder value.



Financial highlights

Sales Revenue up

$26.01

mil

Inventory
well managed

(increased by only 2.8%
despite revenueincreasing
by 25.9%)

Revenue growth

in all channels and territories

Investor presentation 2020

Underlying EBIT
Increased by

47.51%

Dividend Up

45%

Brands in
healthy position

supported by strong revenue

Increased Advertising
Spend by

31%

(compared to previous year)

Targeted
promotions
And strong focus on ROI
(return on investment)

(B wever @ @ softy g ) amm ovmcer ) NS dagge
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Financial performance

$’000 FY 20 FY 19 Change %
Gross Sales (GSV) 188,994 153,986 35,008 +22.73%
Trade Spend & Rebates (62,534) (53,540) (8,994) +16.80%
e Gross sales up 22.73% & Net sales revenueup
Net Sales 126,460 100,446 26,014 +25.90%0
25.90%
Trade Spend & Rebates to GSV 33.1% 34.8% -1.7% . . .
Driven by strength of core brandsWhite King
Underlying EBITDA 11,972 8,330 3,642 +43.72% and Country Life.
Underlying EBITDA excluding impact 11.423 8.330 3,093 +37.13% Growth across all sales channelsinFY20
O ’ ’ , 5
) dertoine EBITOA o Net Sal 0 000 o 200 . Production ramped up in second half to
nderlying to Net Sales . . +0.7%
’ ’ ’ address demand generated due toCOVID 1g9.
Depreciation (4,576) (3,316) (1,260) SO
New products created and launched within6
Underlying EBIT 7,396 5,014 2,382 +47.51% weeks in response to market demand.
Underlying EBIT to Net Sales 5.8% 5.0% +0.9% Significant investment made into marketing
Underlying Net Profit After Tax 5,019 3,451 1,568 +45.44% SUppOI"t fOI’ core brands In Second half
.. . 0
Statutory Profit After Tax 5,019 1,921 3,098 +161.23% FYZO fU” ye_ar dIVIdend paYOUt ratio 787 A)
on Net profit after tax
_Underlying basic earnings per share 3.68 253 115 +45.44%
In cents
Reported basic earnings per share in 368 1.41 227  +160.97%
cents ’ : : ’ *
Total dividend per share in cents 2.90 2.00 0.90 +45.00%

Investor presentation 2020 % velvet m @ softly noa | O pEME> DURACELL KNGHTS e,
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Financial performance

$'000 Jun-20 Jun-19 Change

ASSETS

Cash 3,668 246 3,422

Trade and other receivables 20,133 17,617 2,516

Inventories 23,419 22,777 642

Property, plant and equipment 20,634 22,588 (1,954) Cash movement —referto Cas_h flow analySIS'
Pental remains debt free and in a healthycash

Goodwill and other intangible assets 12,508 12,501 7 position to pay strong dividend

Leased Assets 1,170 = 1,170 , . . ———
Working capital higher by $1.835 millionimpacted

Pther 641 268 e by timing of year end cut-off on 28th June.

Total Assets 82,173 75,997 6,176 c
Key Brand Values sustained due to strong

LIABILITIES marketing Investment e.g. White King

Trade and other payables 18,340 17,017 (1,323) Focus on inventory management. Inventory
marginally higher despite 25.9% increase in

Current tax payable 1,362 336 (1,026)
revenue.

Employee and other provisions 2,605 2,116 (489)

Lease liabilities 1,202 = 1,202

Deferred Tax Liabilities 2,865 3,344 479

Total Liabilities 26,374 22,813 (3,561)

NET ASSETS 55,799 53,184 2,615

Investor presentation 2020 @ velvet m @ softly noa | O pEME> DURACELL KNGHTS e,
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Financial performance

$'000
Profit after Tax

Add non cash items (impairment,
depreciation, amortisation and
employee share options expense)

Change in net working capital
Other balance sheet movements

Net Cash provided by / (used in)
Operating Activities
Capital Expenditure

Dividend Paid
Net increase/(decrease) in cash

Net cash position at the
beginning of the period

Net cash position at the
end of the period

Investor presentation 2020

FY 20

5,019

4,642

(1,835)
679

8,505

(2,079)
(3,004)

3,422

246

3,668

FY19

1,921

5,431

(9,374)
(408)

(2,430)

(2,189)
(2,180)

(6,799)

7,045

246

Change

3,098

(789)

7,539
1,087

10,935

110
(824)

10,221

(6,799)

3,422

Operating Cash Flow up $10.935 million.

Working capital up $1.835 million due totiming
of year end on 28th June meaning debtors due
at 3oth June to be collected inFY21.

Continuous focus on working capital
management.

The Company remains debtfree.
Dividend payout ratio at 78.7% of NPAT.

% _i.@ﬁj(j:‘.’z m @ Sqﬂ@y mﬂ [¥e ”\‘\;I\“T AIM)> DURACELL '%HES “".:‘J'
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Financial performance

Cents per hare

Interim dividend

Special dividend

Final dividend

Total Dividend

Total dividend excluding special dividend

Opening share Price as at start of financial
year¥

Franking

Pre-franking dividend yield

Dividend yield with franking
credits

*Source: Commwealth Securities trade history
Investor presentation 2020

FY 20 FYa19 Change
0.70 0.70 -
=0e " +100.00% Dividend payout ratio at 78.7% of NPAT.
0,
e 130 +15.38% A special fully franked dividend of 0.7 cents per share paid
2.90 2.00  +45.00% to shareholders on 7 August 2020.
2.20 2.00  +10.00% Final fully franked dividend of 1.5 cents per share t paid to
30.50 58.00 +2.50 shareholders on 25 September 2020 with record date of
7September 2020.
100% 100% ; A strong dividend return of 13.58% based on opening
9.51% 7.14% +2.37% share price for the financial year.
13.58% 10.20% +3.38%

% _i.@ﬁj(j:‘.’z m @ Sqﬂ@y mﬂ [¥e ”\‘\;I\“T AIM)> DURACELL '%HES “".:‘J'
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FY20 - sales scorecard by channel (owned brands)

Channels by Region

' AUSTRALIA P17

ALDI

COLES
COMMERCIAL
COSTCO
DISTRIBUTORS
METCASH GROUP
PHARMACY

RETAIL DISCOUNTERS

WOOLWORTHS
GROUP

) Export—Rest of the world 21%

EXPORTOTHER

' New Zealand 19%

FOODSTUFFS GROUP
NZ ROUTE

PROGRESSIVE

GrandTotal

Investor presentation 2020

Net Sales
FY20vsFY19

100%
19%
42%
17%

118%
32%

104%
36%

12%

21%

22%
46%
6%

24%

Indicator

J C S CC KKK

\y <

L € KX

140%

120%

100%

80%

60%

40%

20%

0

X

Net Sales - FY20 vs FY19

Net sales
118% growth%

104%
100%
46%
42%
36%
32%
22%
19% 17% 21%
12%
6%

o e & R & &
Rl (,0” &O & 0«0 & v gx 9 & ang ® &
¢ Q KO & S Q& O« W& S
© RN S X P q
SN
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Sales achievements

White King Products
Ranged in

Bunnings
& Aldi

Developed 3 New

Hospital Grade
Disinfectant

Products

to help protect
against Coronavirus

Investor presentation 2020

We experienced

very positive
growth

in all sales channels

Increased Country Life
Sales revenue by

52%

New White King disinfectants

permanent ranging
in Woolworths

¢

Y

woolworths

ponta)

Increased Advertising
spend by

31%

compared to previous year

Strong year on year growth

with Duracell
revenue up

44%

Janolain New Zealand
experienced good

26% growth

over previous year

" Janola’

COUNTRY . 443)
O mame puracere [lzad NS uggie
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FY20 — export scorecard

Territory Total Var% vsLY

New Zealand Growth (AUS$) 19%
Export — Rest of the world (AUS$) 21%

§ Export — Rest of the world @

» Strong Pental growth in Whilst budget was slightly down, versus LY growth
New Zealand, up +19% versus LY was very strong at +21%

Janola up +26% versus LY Continue New Product Development for market
demands and sustainable growth

Sunlight up +8% versus LY

Attended different exhibitions and established
Successful launch of new Janola awareness of Pental brands inChina

Toilet Range, achieved incremental

ranging & distribution across Foodstuffs Maintain existing sales channels and build more
South Island & Woolworths NZ for wider coverage and growth.

Keep exploring new international opportunities,
such as Vietnam, Singapore, etc.

Continue work with major distributors inChina
—Jiangsu, TEG, Silverstone - to increase demand

Investor presentation 2020 % velvet m @ Sqmy nola | O mampy oumace [IEER NGHIS e
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FY20 — Duracell salesperformance bental

e TheAustralian and NZ battery category size is approx.
AUD $201 million in annual retail sales.

* Predominantly an alkaline market making up
75% with Zinc11%.

e Key Duracell customers are Coles, Metcash,
Bunnings, and battery specialties.

e Coles represents the majority of the total Duracell
business with very strong growth versus LY (increased
share and range)

e Bunnings represents a significant share of the total
Duracellbusiness with very strong growth versus LY
(newranging)

e The Australian and New Zealand Supermarket channel
is one of the most concentrated in the world with 2
major retailers making up 80% of business.

* New business in Westfarmers (ColesExpress)

yiLin |

vaLIn
A13dWING
YHLIN .
TdVING
VNG
vaLin
Tadwina
TDdWING

e NZ Duracell business whilst small achieved growth
+125% versus LY

Investor presentation 2020
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FY20 marketing performance

Core Pental Brands experienced significant
Retail Sales Value (RSV) growth in FY20:

White King growth vs YA
Country Life growth vs YA
Velvet growth vsYA

Jiffy Firelighter growth vsYA
JanolaToilet growth vsYA

Sunlight +3.6% growth vsYA

High frequency, mass reach marketing campaigns heavily
supported Pental’s core brands throughout H2

New Marketing Channels entered to reach our target
audience including: Pay-per-click, Influencer, Programmatic
display, Outdoor and muchmore

Branded entered New Channels
for the first time including & ‘
Coles Express, Bunnings, Aldi ==

Focus on creating innovative NPD that addressesconsumer
needs and growth our Branded presence across the market:

1. White King/Janola Disinfectant cleaners

2. Country Life Antibacterial Liquid and Bar Soap range
3. Velvet ‘for beautiful skin’ personal carerange

4. Sunlight Dish Foamrange

5. Jiffy Scented Firelighters

A unique to Bunnings range of White King Cleaners

Core brandsWhite King and Country Life have launched
into the growing Sanitiser segment with Retail and
Commercial offers

Softy’s ‘love you clothes’ platform has opened opportunities
to target high growth sub-segments such as Baby,
Activewear, Sensitive and Eco specialty detergents

ARTERACTERIAL
HAND WASH B o ‘_.:
A % velvet (@) @D softly ygEER % mamp oueacew [ KNGS Huggie
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FY20 marketing activities

Pental

Feel o

antal thanks to a shice of Country Life soap

Our sweet-smelling sosps are enriched with natural molsturisers and
ofs, leaving your family's skin soft and gently cleansed

A must-buy from the Pental collection. Avallable at your nearest
supermarket

—=
Australian

made,
Australian
loved.
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FY20 marketing activities

7,115,948

Total Reach:
1,816,096

Investor presentation 2020

COUNIRY
LIFE/

Antibacterial
protection with
essential oils that are
good for your skin

23



FY20 marketing activities

- —

WhiteKing  WhiteKing  White King

i :

i
0
-_ A
!
i

B owned&
= Made /)
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FY20 new products

O i o A
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¢ @W RN OWNED  AUSTRALIAN MADE  AUSTRALIN OWED &

P

ALIAN OWNED  AUSTRALIAN MADE  AUSTRALIAN O ;

e —

e —

sofly g ;% mamp ouracer [ NS joge

investor presentation 2020 % velvel m @
_— : P % e — 26_

] . — e e - = '..—._-;‘_.: e = ——— g =5 < 1 = 3
e e . = O g = ol : e i T e e P = X



FY20 new products

Country Life has re-positioned itself asthe
antibacterial for hand, body and bath

[ IR
I,‘. / -‘ - - LIFT
.. LJ_'L:K_-‘ i b e
'- i ANTIBACTERIAL
COUNTRY COUNTRY -
IFE (i 30DY WASH
ANTIBACTERIAL ANTIBACTERIAL

HAND WASH HAND WASH

rET d
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FY21 New Products

Leverage our Channel specific
Brands to launch into instant
hand sanitisers

&

COUNTRY
LIFEY
ANTIBACTERIAL
AlM)> HAND
HAND SANITISE
SANITISER
ANTIBACTERIAL -
MOISTURISING GEL
KILLS 99.9% OF GERMS
| CTRUSFRESH |
(Pharmacy and Convenience) (Major Retail) (B2B)

Investor presentation 2020 E@ Vvelvel m @ softly pr@E O mam puracewe [flizag  KNGHTS ol
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FY20 — supply chainscorecard pental

Supply Planning Warehouse
98% Reduced product 100%
. changeovers by o
supplied in full 0 Picking accuracy
and on time 17 Yo warehouse controls
Optimum transport Highly trained Air-conditioned
utilisation with additional and experienced Warehouse for
Duracell volumes people Battery Range

Investor presentation 2020 % Vvelvel m @ softly anola | O g ouracew: PZAR KNGHTS s
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FY20 — operationsscorecard

Staff
Retention

Warehouse
Utilisation

97%

Focus on
Innovation,

automation and
plant flexibility.

Investor presentation 2020

Safety Focus
Risk Reduction

Plant risk assessments

Efficiency gains

through Engineering inventory
and stores management

Overall Equipment
Effectiveness

OEE metric’s used to appraise
performance and improvement
opportunities

Plant
Performance

Transition to Best practice Asset
care and life cycle management

Major focus on

waste
reduction

Plant
performance

Expand our Planned and proactive
Preventive maintenance systems

(B vve @ @ softy ppma 7 amn oveacee [ RS Hagde
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FY21 Growth Strategies

Distribution
Partnerships

e Ongoing Growth

e Extend Partnership
¢ New SalesChannels
e NewCustomers

e New Distributors

Investor presentation 2020

Continuing
Innovation
Pipelines

Expand into
new product
segments

Focus on quality
and convenience
Satisfy consumer
needs

Be quickand

Export
Partners

Enhancing our
export & Asian
footprint:

1. NewZealand
2. China

3. Vietnam

4. Thailand

% 1._@(52; m @ ng@y !mﬂ [well IT“\;I\“T AIM)> DURACELL %‘s l:'."::.’_j'.

Marketing
Support

Outdoor Media
Digital
communication
Maximising shelf
presence

Driving sales with
Australian Made
AustralianOwned
platform

Strategic
Acquisitions

e Profitable
Growth

e Shareholder
Value

* Increasing
Scale

e Minimising risk
e Achieving best
practice

33



FY21 Outlook

e Pental is maintaining strong momentum in FY21.

*  Pental are embarking on developing a new brand and range of products to be sold exclusively in the
E-commerce channel.

* We have a large range of new products to present to all major retailers in FY21.

* We are investing in our own trusted brands such as White King, Janola, Country Life and Softly with
strong above the line social media and outdoor advertising.

*  We are developing new products, similar to the successful launch of the White King disinfectants and
Country Life antibacterial handwash. Product innovation is the key to Pental’s long term success.

Successfully negotiated an agreement to make Duracell the major battery brand in Coles.

» Building on the success of our strategic distribution partnership with Duracell, we are actively
exploring additional partnership opportunities.

* Our strong financial and operating performance, coupled with a strong balance sheet, positions
Pental well to identify and evaluate potential acquisitions to fit within our business.

34



Important Notice and Disclaimer

This presentation has been prepared by Pental Limited ACN 091 035 353 (Company). This presentation contains summary information about the Company, its subsidiaries and the entities, businesses and
assets they own and operate (Group) and their activities current as at 24 February 2020 unless otherwise stated and the information remains subject to change without notice. This presentation contains
general background information and does not purport to be complete. It has been prepared by the Company with due care but no representation or warranty, express or implied, is provided in relation to
the accuracy, reliability, fairness or completeness of the information, opinions or conclusions in this presentation.

Not an offer or financial product advice: The Company is not licensed to provide financial product advice. This presentation is not and should not be considered, and does not contain or purport to contain,
an offer or an invitation to sell, or a solicitation of an offer to buy, directly or indirectly, in any member of the Group or any other financial products (Securities). This presentation is for information
purposes only.

Financial data: All dollar values are in Australian dollars ($ or AS). Any financial data in this presentation is unaudited.

Effect of rounding: A number of figures, amounts, percentages, estimates, calculations of value and fractions in this presentation are subject to the effect of rounding. Accordingly, the actual calculation of
these figures may differ from the figures set out in this presentation.

Underlying financial information: Any reference to underlying financial information in this presentation is a result of excluding impact of non-recurring income and expenditure based on the Company’s
judgement. A reconciliation between the Underlying financial information and Pental’s statutory financial information is included within the Financial Report. The statutory results in this Report are based
on the Final Financial Report which has been audited by the Group’s auditors.

Past performance: The operating and historical financial information given in this presentation is given for illustrative purposes only and should not be relied upon as (and is not) an indication of the
Company's views on its future performance or condition.

Actual results could differ materially from those referred to in this presentation. You should note that past performance of the Group is not and cannot be relied upon as an indicator of (and provides no
guidance as to) future Group performance.

Future performance: This presentation contains certain "forward-looking statements". The words "expect", "anticipate", "estimate", "intend", "believe", "guidance", “propose”, “goals”, “targets”, “aims”,
“outlook”, “forecasts”, "should", "could", “would”, "may", "will", "predict", "plan" and other similar expressions are intended to identify forward-looking statements. Any indications of, and guidance on,
future operating performance, earnings and financial position and performance are also forward-looking statements. Forward-looking statements in this presentation include statements regarding the
Company’s future financial performance, growth options, strategies and new products . Forward-looking statements, opinions and estimates provided in this presentation are based on assumptions and
contingencies which are subject to change without notice, as are statements about market and industry trends, which are based on interpretations of current market conditions.

Forward-looking statements, including projections, guidance on future operations, earnings and estimates (if any), are provided as a general guide only and should not be relied upon as an indication or
guarantee of future performance. No representation is given that the assumptions upon which forward looking statements may be based are reasonable. This presentation contains statements that are
subject to risk factors associated with the Group's industry. These forward-looking statements may be affected by a range of variables which could cause actual results or trends to differ materially,
including but not limited to earnings, capital expenditure, cash flow and capital structure risks and general business risks. No representation, warranty or assurance (express or implied) is given or made in
relation to any forward-looking statement by any person (including the Company). In particular, but without limitation, no representation, warranty or assurance (express or implied) is given that the
occurrence of the events expressed or implied in any forward-looking statements in this presentation will actually occur. Actual operations, results, performance or achievement may vary materially from
any projections and forward-looking statements and the assumptions on which those statements are based. Any forward-looking statements in this presentation speak only as of the date of this
presentation. Subject to any continuing obligations under applicable law, the Company disclaims any obligation or undertaking to provide any updates or revisions to any forward-looking statements in this
presentation to reflect any change in expectations in relation to any forward-looking statements or any change in events, conditions or circumstances on which any such statement is based. Nothing in this
presentation will under any circumstances create an implication that there has been no change in the affairs of the Group since the date of this presentation.

Non-IFRS terms: This presentation contains certain financial data that has not been prepared in accordance with a definition prescribed by Australian Accounting Standards or International Financial
Reporting Standards, including the following measures: EBITDA, EBITDA margin, EBIT, maintenance capital expenditure and growth capital expenditure or performance improvement capital expenditure.
Because these measures lack a prescribed definition, they may not be comparable to similarly titled measures presented by other companies, and nor should they be considered as an alternative to
financial measures calculated in accordance with Australian Accounting Standards and International Financial Reporting Standards. Although the Company believes that these non-IFRS terms provide useful
information to recipients in measuring the financial performance and the condition of the business, recipients are cautioned not to place undue reliance on such measures.

No liability: The Company has prepared this presentation based on information available to it at the time of preparation, from sources believed to be reliable and subject to the qualifications in this
document. To the maximum extent permitted by law, the Company and its affiliates, related bodies corporate (as that term is defined in the Corporations Act), shareholders, directors, employees, officers,
representatives, agents, partners, consultants and advisers accept no responsibility or liability for the contents of this presentation and make no recommendations or warranties. No representation or
warranty, express or implied, is made as to the fairness, accuracy, adequacy, validity, correctness or completeness of the information, opinions and conclusions contained in this presentation. To the
maximum extent permitted by law, the Group does not accept any responsibility or liability including, without limitation, any liability arising from fault or negligence on the part of any person, for any loss
whatever arising from the use of the information in this presentation or its contents or otherwise arising in connection with it.

Investor presentation 2020 % velvet m @ softly nola 0N mEMI DURACELL RNGHTS e

35






	FY20 AGM
	Slide Number 2
	contents
	overview
	Quality
	Delivering on our strategy
	Slide Number 7
	FY20
	Slide Number 9
	Financial highlights
	Financial performance
	Financial performance
	Financial performance
	Financial performance
	FY20
	FY20 – sales scorecard by channel (owned brands)
	Sales achievements
	FY20 – export  scorecard
	FY20 – Duracell sales performance
	FY20
	FY20 marketing performance
	FY20 marketing activities
	Slide Number 23
	Slide Number 24
	Corporate social responsibility
	Slide Number 26
	FY20 new products
	FY21 New Products
	FY20
	FY20 – supply chain scorecard
	FY20 – operations scorecard
	FY21
	FY21 Growth Strategies
	Slide Number 34
	Important Notice and Disclaimer
	Thank You

