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Presentation 
 
Janis Lai 
Good afternoon everyone. Welcome to L'Occitane International's interim results presentation 
for the six months ended 30 September 2019. With us here today beside me is Mr André 
Hoffmann, the Vice Chairman. Joining us via teleconference today is our Chairman and CEO, 
Mr Reinold Geiger, and also our Group CFO, Mr Thomas Levilion. As usual, Thomas will first 
walk us through the presentation before we open up for Q&A. For those joining us online, you 
may also submit a question by clicking the “ask a question” link on the right bottom-hand 
corner of the webcast page. With that, I would like to pass over to Thomas. Thank you. 
 
 
Thomas Levilion 
Thank you, Janis. Hello everyone. 
 
In the first half of FY2020, the Group recorded a decent set of results thanks to well-received 
key products and campaigns supported by targeted investments. Our net sales grew by 22% 
at reported rates and 19% at constant rates. The second quarter saw encouraging growth 
across all brands, in all key geographic areas and in major distribution channels. Profitability 
showed meaningful improvement, ending the first half with operating profit margin of 5.7%. 
That is 4.7 points higher than the same period last year. Our net profit reached €25.2 million 
or 3.5% of net sales or 2.6 points higher than in the same period last year. Note that the 
Company adopted the IFRS 16 lease accounting on 1 April 2019 without restating figures in 
the last financial year. If excluding the impact of IFRS 16, the net profit would have reached 
€29.3 million or 4% of net sales. 
 
I am sorry, but we will have a couple slides this time about these technical issues. I'll try to 
make that as clear as possible. First, we're talking about some accounting and comparability 
matters and then we'll go into some more details about the impacts of IFRS 16. 
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Of course, one of the key matters was this new norm but also the inclusion of ELEMIS, so I 
think it's important to clarify the accounting treatment of these matters and their 
corresponding impacts on cash flow, tax liabilities and then profitability. 
 
To begin with, the Group first implemented the new norm IFRS 16 for lease accounting from 
April 2019 onwards. Under this norm, leases are considered as assets called “right of use”, 
which are balanced by “lease liabilities” in the balance sheet. This will be commented on again 
in more details in the following slide, but it is important to note that the material accounting 
impacts have no effect on cash flows. 
 
The acquisition of ELEMIS resulted in reasonable one-off acquisition costs for less than €6 
million, which were essentially recorded in the P&L in the first half of FY20 as an expense. 
 
We are currently finalizing the allocation of ELEMIS' purchase price in the different types of 
assets, mainly intangible, of course. This will be finalized by March 2020. 
 
Among such assets, however, some customer relationship will be recognized as having a 
specific value - and that's notably the contract with One Spa World - and will be depreciated 
over the duration of the contracts. This will result in a depreciation charge, obviously non-
cash, of close to €6 million a year over the next 10 years. 
 
The goodwills are not depreciated under IFRS. Nevertheless, part of the ELEMIS and LimeLife 
goodwills will be depreciated locally for tax purposes over 15 years, generating tax savings of 
€9 million to €10 million a year. However, this will be neutralized in the accounting by deferred 
tax liabilities so that the effective tax rate will not reflect the actual related tax savings. 
 
Finally, the Swiss tax authorities recently aligned the different tax regimes in Switzerland. As 
a consequence, our tax rate in this country will increase to about 13.8%, which should impact 
our effective tax rate by 2 to 3 points in the future. 
 
Now a brief note on the financial impacts of IFRS 16 on the financial statements of the period. 
The highlighted two columns show the financials excluding IFRS 16 impacts and the 
corresponding growth rates as compared to the same period last year. The operating profit 
was impacted positively by €2 million due to the absence of leases representing €64 million, 
almost offset by the depreciation of the rights of use for €62 million. At the same time, the 
finance costs were hit by the notional financial costs calculated on the lease liabilities for 
almost €6.8 million. As a result, the net profit was negatively impacted by non-cash effects 
of €4.1 million. If excluding the IFRS 16 impacts, the net profit for the first half of FY2020 
would have further improved to €29.3 million. On the balance sheet side, the new norm 
resulted in an increase in total assets and net debt of more than €400 million as of 30 
September 2019. 
 
Now back to business but with a reminder that the operating margin is normally much higher 
in the second half of the financial year due to the high seasonality of our business. In the last 
financial year, for example, our first half net sales accounted for 42% of the full year sales 
and our first half operating profit represented only 4% of the whole year operating profit. In 
the second half, we should clearly benefit from a better operating leverage due to higher sales 
during the holiday season. Note that ELEMIS, which is running basically a wholesale business 
model at the moment, has a more even distribution of operating profit across the year. 
 
Net sales breakdown. As we mentioned during the second quarter update, sell-in sales further 
increased in percentage share to 34% from the historical 25%, mainly due to ELEMIS. The 
web sell-out channels grew by 41% and amounted to around 16% of total sell-out sales. Key 
contributors were China, Korea and ELEMIS. Excluding ELEMIS, the growth was still strong at 
17%. 
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L’OCCITANE en Provence remains our core brand with more than €554 million sales and 
accounted for 76% of the Group's overall sales. Sales growth accelerated in Q2, ending first 
half with 5.7% growth. ELEMIS is now the second largest brand with more than €84 million 
in sales and accounts for 12% of the Group sales. ELEMIS' growth also accelerated in Q2, 
driving year-to-date growth to 25%. LimeLife turned to growth in Q2 after a slow Q1, thanks 
to new product launches and the fading out from the high base impact from the rebranding 
exercise last year. The emerging brands together recorded a growth of around 8% year-to-
date. 
 
In terms of geographic areas, the US is the largest market, followed by Japan, the UK and 
China. 
 
Comparable stores grew 1.7%, contributed from both retail stores and our own e-commerce. 
Regarding non-comparable stores and others, sales increased by 20%, thanks to marketplace 
channels in China and Korea, as well as the e-commerce sales of ELEMIS in the US and the 
UK. Sell-in sales increased by 52%, mainly from ELEMIS, but the sell-in of L’OCCITANE en 
Provence was also dynamic with around 15% growth in Q2. Finally, stronger currency tailwind 
further pushed up the FX rate positive effect to 3.1% of the overall growth. 
 
In France, we ended the first half with 7% growth. The retail sales of L’OCCITANE en Provence 
remained strong with 7% same-store sales growth, thanks to the successful Verbena 
promotion and the relaunch of the Precious range. 
 
In the UK, the fantastic growth was mainly explained, of course, by ELEMIS, but the growth 
excluding Elemis was still strong at 10.8%. 
 
The US grew by 26% in the first half. This was again mainly contributed by ELEMIS. If 
excluding ELEMIS, the growth there was -5.1% in the first half, mainly affected by the closure 
of 12 L'Occitane stores and also the high base impact of LimeLife. 
 
Brazil slowed down after a dynamic Q1 and this was due to the sluggish economy. The 
weakness was partly offset by the dynamic sell-in channels of L’OCCITANE en Provence. Brazil 
finally ended the first half with 10% growth. 
 
In Russia, Erborian continued its exceptional growth, posted high double-digit growth. 
L’OCCITANE en Provence was also growing healthily. As a whole, Russia posted 15% growth 
in the first half. 
 
In the Asia Pacific region, China posted the highest growth with around 13%, mainly driven 
by strong sales in retail, marketplace and web-partner channels.  
 
Other geographic areas also posted encouraging growth with around 10%, mainly driven by 
Korea, Malaysia, Germany and Italy.  
 
In Japan, retail saw a slowdown in Q2 from a strong Q1, yet the overall growth in the first 
half remained healthy at a 4% growth.  
 
In Hong Kong, of course, the continued social unrest seriously affected traffic and 
consumption. On the other hand, the travel retail business remained dynamic and covered 
part of the loss in Hong Kong retail. Hong Kong in total saw a decline of 6% in the first half.  
 
Finally, Taiwan further improved and posted a healthy growth of 3% in the first half. 
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The overall same store sales grew at 1.7% in the first half, slightly decreased from the 
previous quarter. The sharp drop in same-store growth in Hong Kong was clearly one of the 
key reasons for the decline. Excluding Hong Kong, same-store sales growth was 2.4%. 
 
Now on to the profitability analysis. Our gross profit margin decreased by 1.2 points while the 
operating profit margin improved by 4.7 points. The improvement was mainly due to lower 
distribution and marketing expenses. We will explain, of course, in more details in the next 
few slides. 
 
Gross profit margin still remained high at 81.2%. Yet as compared to the same period last 
year, it decreased by 1.2 points. The decrease is mainly explained by the brand mix with 
ELEMIS, being essentially a wholesale business at the moment, having lower gross margin 
than the Group's core brand, L’OCCITANE en Provence. ELEMIS and other brands altogether 
reduced the gross margin by 1.7 points. We have some increase in the use of mini products, 
pouches and boxes, which accounted for 0.2 points, and also a slight impact of the new factory 
in operation in Brazil for 0.1 points. The decrease was partly offset by exchange rate tailwinds 
for 0.4 points, lower production and freight costs for 0.2 points and also lower obsolescence 
for 0.1 and price increase and product mix for another 0.1 points. 
 
The distribution expenses improved by 4.6 points to 50.4% of net sales, was largely 
contributed by a favourable brand mix, of course notably related to ELEMIS, which contributed 
3.6 points. Moreover, favourable channel mix accounted for an improvement of 0.5 points 
and as a result of higher proportion of e-commerce, marketplace and sell-in channels. The 
retail channel also posted a lower distribution expenses percentage to sales as compared to 
the same period last year. In addition to leverage and efficiency, IFRS 16 lease accounting 
and also some phasing contributed 0.3 points each to the lower distribution expenses 
percentage. The improvement was partly net off by investment in LimeLife's distribution 
network for 0.3 points and unfavourable FX for 0.1 points. 
 
Marketing expenses reduced by 1.9 points to 12.7% of net sales. This was mainly due to more 
targeted and more controlled investments in advertising, in marketing events, promotion tools 
and CRM tools for a total reduction of 0.8 points. It is also a result of better resources 
allocation, such as concentration on China and travel retail with increases there in marketing 
spending, combined with savings in the central organization as well as some business units 
such as North America and Europe. We also had higher leverage and efficiency for 0.6 points, 
a reduction of 0.3 points in the first half, which was due to phasing, and also further 
improvement thanks to the brand mix for 0.3 points. 
 
General and administrative expenses increased by 0.4 points to 10.9% to net sales, mainly 
due to the one-off costs and fees incurred for the ELEMIS acquisition for a total of 0.7 points. 
Excluding this one-off item, the G&A expenses percentage to sales indeed posted a decrease. 
The investment in emerging brands, in IT projects and sustainability projects for 0.3 points 
and other one-off costs and litigation last year accounts for 0.1 points. The increase is partly 
offset by favourable brand mix for 0.5 points, exchange rates for 0.1 and other factors for 
another 0.1 points. 
 
That's a lot of points, so we give you a summary. Again the operating profit improved by 4.7 
points to 5.7% to net sales. The improvement is explained by, first of all, a favourable brand 
mix effect for 2.3 points. That's primarily from ELEMIS. Then we also had higher leverage and 
efficiency for 1.4 points, more targeted and controlled marketing spending for 1.2 points and 
also some smaller impacts like FX tailwinds, 0.5 points, phasing and channel mix for 0.4 points 
each. The improvement was partly net off by the ELEMIS acquisition costs for 0.9 points - 
that's a one-off - and also further investments in LimeLife, research and development, IT and 
HR for another 0.9 points. 
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Working capital. The cash cycle in days of net sales increased by three days, which is mainly 
a result of consolidating ELEMIS' numbers. Note that ELEMIS' general sales and credit terms 
are in line with Group's practice. For inventory turnover, the decrease of 16 days was also 
due to the inclusion of ELEMIS. 
 
Balance sheet ratios. The return on capital employed increased to 1.7% as compared to 1.3% 
in the same period last year. The increase is the combination of the increase in net operating 
profit after tax by 2.6 times combined with an increase of 1.7 times in capital employed. The 
rapid increase in capital employed was obviously the result of the ELEMIS acquisition as well 
as the impact of IFRS 16. The gearing ratio also increased to 39.6% after the financing for 
the ELEMIS acquisition and also liabilities on lease obligations under IFRS 16. If the IFRS 16 
impact was excluded, the gearing ratio would have been reduced to around 26%. 
 
Net cash used in capital expenditure was €39 million in the first half this year as compared to 
€45 million in the same period last year, representing a decrease of €6 million, mainly due to 
lower investment in store CapEx and deposits for €4.6 million and lower investment in the 
factories, in particular after the factory in Brazil was put into production. 
 
In the first half of FY2020, the Group saw clear progress with faster sales growth and improved 
profitability. This outcome was supported by the Pulse strategy, now in its second year. 
 
First off, we continued to build on the initial success of Immortelle Reset to strengthen our 
skincare positioning. We sold 500,000 units in the first half, on track obviously to exceed one 
million this year. We believe that the addition of ELEMIS, known for its anti-aging skincare, 
will also be positive for this development. 
 
Our brand mix is expected to further diversify from L’OCCITANE en Provence as each brand 
continues to grow. In particular, ELEMIS is well on track with new markets expansion as it 
leverages on the Group's expertise and network. 
 
Meanwhile we continued to invest in engaging with customers through highly visible 
marketing campaigns, such as the Balloon Journey brand event, and memorable omni-
channel experiences, such as partnering with the EL&N café at the Regent Street flagship 
store in London. 
 
These investments are well-measured and well-targeted. In the first half, close to half of our 
marketing spend supported key campaigns, key products and channels. 
 
Last but not least, sustainability is prioritized at every step. We recently expanded the 
agreement with Loop Industries who will enable us to meet our goal of 100% sustainable PET 
plastic bottles earlier than expected. 
 
Looking forward, the Pulse strategy will continue to guide our plans and actions. 
Notwithstanding unforeseen circumstances, we expect enhanced profitability for the full year 
and beyond. With six brands under our portfolio, we will continue to foster each brand while 
maintaining their autonomy. We are heading into the key holiday season with confidence in 
our drive to deliver long-term value for our shareholders. This concludes my presentation and 
now I suggest to start the Q&A session. Thank you very much for your attention. 
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Questions And Answers 
 
Janis Lai 
Before we move on to any questions online, for those who are joining us online via the webcast, 
again you can press the ask a question link on the bottom right-hand corner of the page. Now 
we'll first take questions from people here in the live audience. Tiffany in the front. 
 
 
Tiffany Feng 
Thank you, management. Congratulations to the good results. Three questions from me. First 
one is can you give us some colour about the October and November sales performance in 
the key markets? Second question is the gross margin and OP margin of ELEMIS and LimeLife 
respectively. Can you give us some rough idea about the margin level? Number 3 question is 
regarding the acquisition of ELEMIS, the amortization and depreciation regarding to the 
acquisition, so how much will be recognized for the full year? Thank you. 
 
 
André Hoffmann  
Thomas, do you want to deal with those? 
 
 
Thomas Levilion 
Yes, I will do my best. Hello, Tiffany. 
 
Sales in October and November, well, of course, the situation has been a bit difficult in Hong 
Kong, but this has been largely offset by strong performance in other regions, notably Asia 
Pacific but also Europe. As a whole, I would say that October was one of our strongest months, 
not only for ELEMIS and the new brands but also for L’OCCITANE en Provence. We are very 
happy with the results in October. It's a bit more difficult in November for the time being, but 
we are not yet at the level at the moment of the Black Friday. We don't have these impacts 
yet. However, I would say that we were very successful in November in China with the Double 
Eleven. I think we grew our sales for that, by more than 80%, so a really great performance. 
This will certainly contribute to again offsetting the uncertain situation in some other markets 
like Hong Kong. The US is a bit soft also. 
 
All in all, a strong October, a little softer in November notwithstanding the very strong 
performance in China for the Double Eleven. 
 
In terms of your second question, Tiffany, about the gross margin and OP margin of ELEMIS 
and LimeLife. In terms of gross margin, of course they are quite different to the others and 
different from L’OCCITANE [en Provence]. ELEMIS is a sell-in business, so they have a margin 
that's a bit lower than the retail and the sell-out operating and gross margins of L’OCCITANE 
[en Provence]. That's why we have this decrease in the gross margin, the brand mix effect. 
It's maybe five to 10 points below L’OCCITANE [en Provence]. LimeLife is closer to 
L’OCCITANE [en Provence] obviously, because it's a sell-out business. 
 
In terms of operating margin, we confirmed the high level of margin of ELEMIS - more than 
20%. LimeLife is still slightly negative but improving quite significantly. We expect LimeLife 
to break even in FY21. We are not only growing our sales, but also this improvement will 
come from improving the cost of goods, improving all the elements of the P&L actually, 
including the sales commissions. They are doing very interesting efforts to improve overall 
profitability. Finally, they remain on the target of reaching the 15% profitability when they 
have achieved all these improvements and also grown their sales. 
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The last point was about the acquisition. Costs, so the acquisition costs again were a little 
less than €6 million recorded essentially in the first half of this year. There will be very limited 
costs in the second half, so that is really a one-off in the first half. There will be no depreciation. 
This goes directly to the P&L. 
 
I hope this answers your questions, Tiffany. 
 
 
Janis Lai 
We will now take our next question from the live audience here. 
 
 
Unidentified Participant  
Hi. Thank you. Just a quick question regarding the travel retail business. You mentioned last 
time on the call the Korean travel retail, the China travel retail was very good for the last 
quarter. You also mentioned the current trend for the overall data in October and November 
so just trying to get a little bit colour regarding the travel retail distribution channel specifically. 
Any trend or any colour? Any trend would be great. 
 
 
André Hoffmann  
Excuse me. You said for China travel retail? 
 
 
Janis Lai 
China and Korea. 
 
 
André Hoffmann  
Oh. Yes. Both experienced very strong growth in Q2. Korea exceptionally strong and China 
picked up very strongly. I think that a lot of purchases that would have been made in Hong 
Kong Airport or in Hong Kong downtown gallerias were done in those two markets. We did 
see some trends there. But overall the growth is strong double-digit for both markets year-
to-date. 
 
 
Janis Lai 
Now we'll take the next question from Liwei. 
 
 
Liwei Hou 
Hi. This is Liwei from CICC. I have three questions. The first one is, as we can see from the 
first half '20, the growth is mainly driven by UK and US, growth by the ELEMIS acquisition. 
As we are expected to have more presence in China in FY2021, would there be any ballpark 
estimates of how large the China market will be for ELEMIS and also in terms of the margin? 
For Taobao [i.e. Tmall] and Jindong [i.e. JD.com] maybe, what would be the classification? 
Sell-in or sell-out? And the margin profile?  
 
The second question is we can see that the store opening has slowed down this year. What 
will be the trend going forward? Also, the third question is we have seen that sell-in has 
increased from 25% to 33%. What will be the estimate for the sell-in contribution when 
ELEMIS and LimeLife has fully ramped up? Thank you very much. 
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André Hoffmann  
Thomas, do you want to... 
 
 
Thomas Levilion  
Well, maybe you would be more accurate than I can be for the first question, which is the 
potential impact of ELEMIS in China? 
 
 
André Hoffmann  
Okay. Just for ELEMIS in China, we're in the process of registering the products. Our current 
plan is to launch on the domestic market in China in the middle of next calendar year, meaning 
May or June 2020. We have more or less finalized a distribution agreement with a key retail 
partner. We already have entered Tmall Global. That's not their domestic business but their 
overseas business. That business, we have not finalized all the plans yet, but we have a lot 
of confidence that come May or June, we'll have a very detailed plan that we can share. But 
we're obviously very ambitious for China, because we know that premium face care products 
are one of the key drivers in the beauty category today. Other brands in that category are 
doing exceptionally well in China today. It's a little bit early, but plans are moving forward for 
the China market. 
 
In terms of store opening trends, we are opening less stores, but we're also closing some 
underperforming stores. We've talked in the past about closing stores in the US. We have had 
a few store closures in other markets but not to the same extent. But the simple reality, with 
the growth of our e-commerce business - not only in the US but also China - we don't need 
to have the same number of stores. We believe that our store distribution network today is 
still an asset, because the customers need to try the product. They need to sample the 
products. Having that physical store is really an asset, so we want to continue to develop that. 
It's a profitable business for us. 
 
Your third point was concerning... 
 
 
Janis Lai 
About the sell-in. 
 
 
Thomas Levilion 
The share of sell-in sales in the future when ELEMIS and LimeLife have reached full speed. 
Actually, it's a bit difficult to say, because those brands can really become big. But the more 
realistic assumption would be that the 34% that we have today in sell-in in this first half will 
be lower on the full year, because the retail and e-commerce for L’OCCITANE [en Provence] 
brand and some other brands will be stronger in the second half. Then of course, LimeLife will 
remain essentially sell-out. ELEMIS, it will depend on the share of the sell-in or sell-out model 
in China notably, in Asia. All in all, I would say that we should get closer to 30% longer term 
than the 34% that we have today, so still more sell-in than the 25% we had in the past. 
 
 
Janis Lai 
Do we have any more questions from our live audience here? I think we can now move on to 
any online questions? Sure. I think we can make one final reminder that if you want to ask 
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any online questions, you can click the “ask a question” link. We'll just paused for a few 
moments. I don't think we have any online questions.  
 
Do we have any final questions from our live audience here? If not, I think the management 
has been quite clear in presenting our results today. Thank you for joining us here and also 
online. I announce the end of the presentation today. Thank you everyone for joining. 
 
 
André Hoffmann  
Thank you. 
 
 
Thomas Levilion 
Thank you very much. Bye. 
 
 

-End- 


