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*  After the fair valuation of the acquisition of ELEMIS had been finalised in FY2020, the ELEMIS goodwill, together with 
certain assets, reserves and liabilities of FY2019, was then restated.

**    The Group adopted IFRS 16 from 1 April 2019 but has not restated comparatives for the prior year’s reporting period.

FY2019 FY2020 Change FY2020

restated * reported
excl. IFRS 16 

impact**

Net sales (million €) 1,426.9 1,644.1 +15.2% 1,644.1 

Operating profit margin 10.6% 11.4% +0.8 pp 10.9%

Net profit margin 8.2% 7.0% -1.2 pp 7.4%

Earnings per share (€ per share) 0.081 0.080 -1.2% 0.083 

Dividend per share (€ per share) 0.02970 0.02228 -25.0% 0.02228 

Dividend payout ratio 36.7% 27.9% -8.8 pp 26.8%

Net debt (million €) (433.5) (730.3) +68.5% (314.7)

Free cash flow (million €) 82.4 302.7 +267.4% 168.2 



Accounting and comparability matters in FY2020
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Impact on 
FY2020

net profit

Cash / 
non-cash

Recurring / 
one-off

ELEMIS acquisition costs through P&L -€5.3 mil Cash One-off

Lease accounting under IFRS 16 -€5.6 mil Non-cash Recurring

ELEMIS amortization of customer relationships -€3.6 mil Non-cash Recurring

Accounting treatment of fiscal amortization of 
goodwill on LimeLife and ELEMIS

-€6.7 mil Non-cash Recurring

Swiss tax rate hike -€1.8 mil Cash Recurring



IFRS 16 Impact on Net Profit & Balance Sheet

*    After the fair valuation of the acquisition of ELEMIS had been finalised in FY2020, the ELEMIS goodwill, together with 
certain assets, reserves and liabilities of FY2019, was then restated.

** Assuming the same effective tax rate as in the reported profit for FY2020.
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FY2019 FY2020 FY2020 Growth % Growth %

restated reported IFRS 16 
impacts

excluding 
IFRS 16 
impacts

reported excluding 
IFRS 16 
impacts

€ mil € mil € mil € mil

Net Sales 1,427 1,644 1,644 15.2% 15.2%

Cost of sales (240) (303) (303)

Gross profit 1,187 1,341 1,341 13.0% 13.0%

Operating profit 151 187 8 180 24.2% 19.2%

Finance costs, net (4) (22) (14) (8)

Foreign currency gains / (losses) 1 (5) (1) (3)

Profit before income tax 148 161 (8) 168 8.3% 13.6%

Income tax expense (31) (45) 2 (48)** 47.8% 55.0%

Net profit 118 115 (6) 121 -2.0% 2.8%

Total assets* 2,005 2,408 388 2,020 20.1% 0.7%

Net debt 433 730 415 315 68.5% -27.3%
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12M Net Sales Breakdown
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*  Others include emerging brands Melvita, Erborian and L'Occitane au Brésil.

*
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Sell-
out

69.2%

Sell-in
30.8%
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(1) Excluding foreign currency translation effects.
(2) Excluding ELEMIS, growth in the UK was +1.5% at constant rates.
(3) Excluding ELEMIS, growth in the US was -5.5% at constant rates.

12M sales growth by geography – Americas and Europe
(at constant rates)

(2)

(3)
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12M sales growth by geography – Asia and others
(at constant rates)

(1) Excluding foreign currency translation effects.
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COVID-19 – Store closure overview

Week / 
Geographic 
area

27-
Jan

3-
Feb

10-
Feb

17-
Feb

24-
Feb

2-
Mar

9-
Mar

16-
Mar

23-
Mar

30-
Mar

6-
Apr

13-
Apr

20-
Apr

27-
Apr

4-
May

11-
May

18-
May

25-
May

1-
Jun

Japan

Hong Kong

China

Taiwan

Europe

North 
America

Brazil

Russia

Global % of 
stores 
closed 3% 3% 3% 3% 3% 3% 2% 35% 64% 74% 74% 75% 75% 74% 74% 70% 52% 48% 39%

most/all stores closed

some stores closed

shorter opening hours

all stores open



Profitability analysis
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% of net sales

FY2019 FY2020 Change

Gross profit margin 83.2 81.6 (1.6)

Distribution expenses (49.1) (46.6) 2.5 

Marketing expenses (13.0) (12.6) 0.4 

Research & development expenses (1.3) (1.3) 0.0 

General & administrative expenses (9.3) (9.7) (0.4)

Other gains 0.0 (0.0) 0.0 

Operating profit margin 10.6 11.4 0.8 



Distribution expenses (as % of net sales)
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Operating profit margin by brand
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*    Excluding the one-off acquisition costs and the amortization of contractual customer relationship, ELEMIS’ operating 
margin would be 22.9%.

*



Effective tax rate

(20.7%)
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-1.4

-1.4
-0.7
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FY2019 one-off
tax rate
increase others FX FY2020
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Working capital ratios
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Inventory turnover days

273

-39
+9 +2

245

FY2019 ELEMIS Existing
brands

FX FY2020

as at: FY2019 FY2020 Change

Inventory turnover days (based on cost of sales) 273 245 -28

Trade receivables turnover days (based on net sales) 32 31 -1

Trade payables turnover days (based on cost of sales) 203 173 -30

Cash Cycle (days of net sales) 44 44 0



Cash flow
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(a) (b) (c) (c) vs (a)

Excl. IFRS 16 
impacts

(million €) FY2019 FY2020 FY2020 Change

Profit before tax, adj. for non-cash items 219.8 385.8 255.2 35.4 

Changes in working capital (33.9) 18.0 14.2 48.1 

Income tax paid (17.2) (34.3) (34.3) (17.1)

Net cash flow from operations 168.7 369.5 235.0 66.3 

Cash outflow from CAPEX (86.3) (66.8) (66.8) 19.5 

Free cash flow 82.4 302.7 168.2 85.8 

Invest in new ventures and financial assets (814.2) (4.8) (4.8) 809.4 

Cash flow from financing 501.5 (275.4) (141.8) (643.3)

Effect of the exchange rate changes (10.9) (0.6) 0.3 11.2 

Net change in cash and cash equivalents (241.3) 21.9 21.9 263.2



(1) Net Operating Profit After Tax # / Capital Employed
(2) Net profit attributable to equity owners / shareholders' equity excluding minority interest
(3) Current assets / current liabilities
(4) Current assets - stocks / current liabilities
(5) Total debt / total assets
(6) Net debt / (total assets - total liabilities) * 100%
(7) After the fair valuation of the acquisition of ELEMIS had been finalised in FY2020, the ELEMIS goodwill, together 

with certain assets, reserves and liabilities of FY2019, was then restated.

# NOPAT = (Operating Profit + foreign currency net gains or losses) x (1 - effective tax rate)
Capital Employed =  Non-current assets - (deferred tax liabilities + other financial liabilities + other non-current 
liabilities) + working capital

Balance sheet ratios
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Restated
(7) Excl. IFRS 16 

impacts
Reported

FY2019 FY2020 FY2020

Profitability

Return on Capital Employed (ROCE)(1) 11.6% 8.5% 6.9%

Return on equity (ROE)(2) 11.5% 11.0% 10.6%

Liquidity

Current ratio (times)(3) 2.2 1.5 1.2

Quick ratio (times)(4) 1.4 0.9 0.7

Capital adequacy

Gearing ratio(5) 28.8% 23.8% 37.2%

Debt to equity ratio(6) 39.5% 26.6% 62.1%



Capital expenditures 
(excl. acquisitions of subsidiaries and financial investments)
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41.8

18.6
24.4

1.5

86.3

25.7

15.1
23.2

2.8

66.8

stores Info.
Tech.

factories
R&D

others Total

million €

FY2019 FY2020
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Strategic review

Hero Skincare Products Omni-channel Experiences

Iconic Body care Products Targeted Investments 

Multi-brand Strategy Social Responsibility

- Reached target of selling 1 
million bottles Immortelle 
Reset serum

- Recent launch of Immortelle 
Reset eye serum should help  
sustain momentum 

- ELEMIS will further bolster 
the skincare segment 

- COVID-19 has shed new light 
on the importance of 
hygiene and self-care

- Iconic body and hand care 
segments saw increase in 
sales mix 

- Launched hand purifying gel 
to complement the portfolio

- Further diversification of 
brand mix is expected 

- ELEMIS was a key growth 
and profitability driver

- Each brand encouraged to 
be autonomous while 
identifying synergies

- Aim to provide a seamless 
omni-channel experience, 
especially as COVID-19 
resulted in widespread store 
closures

- Digital selling will become 
even more relevant  

- Operating margin improved 
by 0.8 points, despite the 
setback towards the end of 
the year

- Investments are targeted on 
major campaigns, products 
and channels 

- Actively supported the fight 
against COVID-19 through 
donations to healthcare 
workers 

- Put in place initiatives to 
support our natural 
ingredients producers
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Outlook

Financial Flexibility Multi-brand Group Pulse Strategy

- As the Group navigates 
through the COVID-19 
crisis, several initiatives are 
already put in place to 
achieve cost savings and 
increase financial 
flexibility

- Operate as multi-brand 
group where unique brand 
identities are celebrated 
and common values 
shared

- Brands stay autonomous 
and agile while seeking 
synergies 

- Although COVID-19 may 
impact consumer 
sentiment for some time, 
the Group will continue to 
execute the “Pulse” 
strategy to build trust, 
achieve sustainable growth 
and enhance profitability

The Group remains confident of its resilience backed by 
the inherent strength of its brands, products and effective web-based activities, 

as well as its careful management and passion
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This document is for information purposes only without any binding effect; in case
of any inaccuracies, incompleteness or inconsistency with other documents, only
the Company’s latest issued annual or interim report for detailed financials shall
prevail and shall be deemed to be the only official document.

The financial information and certain other information presented in a number of
tables have been rounded to the nearest whole number or the nearest decimal.
Therefore, the sum of the numbers in a column may not conform exactly to the
total figure given for that column. In addition, certain percentages presented in the
tables reflect calculations based upon the underlying information prior to rounding
and, accordingly, may not conform exactly to the percentages that would be
derived if the relevant calculations were based upon the rounded numbers.

Disclaimer




