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Forward Looking Statements
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This Presentation may include forward -looking statements. Forward-looking statements are statements

regarding or based upon our managementõscurrent intentions, beliefs or expectations relating to,

among other things, Ontexõsfuture results of operations, financial condition, liquidity, prospects,

growth, strategies or developments in the industry in which we operate. By their nature, forward -

looking statements are subject to risks, uncertainties and assumptions that could cause actual results or

future events to differ materially from those expressed or implied thereby. These risks, uncertainties

and assumptions could adversely affect the outcome and financial effects of the plans and events

described herein.

Forward-looking statements contained in this Presentation regarding trends or current activities should

not be taken as a representation that such trends or activities will continue in the future . We undertake

no obligation to update or revise any forward -looking statements, whether as a result of new

information, future events or otherwise. You should not place undue reliance on any such forward -

looking statements, which speak only as of the date of this Presentation.

The information contained in this Presentation is subject to change without notice . No representation or

warranty, express or implied, is made as to the fairness, accuracy, reasonablenessor completeness of

the information contained herein and no reliance should be placed on it .



Agenda
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1. Key Achievements & Strategy Update

2. Financial Review

3. Outlook & Closing Remarks



Key Achievements & Strategy Update
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Solid Financial Performance Delivered in 

2013
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Â Reported Group sales at û1,491.9 million in FY 2013

Â +8.1% at constant currency and excluding Serenity (û1,414.5 million)

Â Fourth quarter sales rise 15.6% year-on-year

Â Strong year for Babycare products with sales up 11.4% at constant currency

14.0 % increase in Sales

Â Adjusted EBITDA reached û175.0 million (including û19.3 million of adverse currency impact)

Â Adjusted EBITDA margin improved by 26 bps to 11.7%

Â Adjusted EBITDA margin of 12.1% in the fourth quarter

16.6 % increase in Adjusted EBITDA

Â FCF generation was û103.8 million as of Dec 31, 2013 and û51.8 million in the fourth quarter

Â Improving working capital management

Â û61.3 million of cash and cash equivalent as of Dec 31, 2013

Â Net Debt at û849.3 million as of Dec 31, 2013

Â RCF fully repaid as of Dec 31, 2013

74.2% increase in FCF



Macro Drivers: K -C European Volumes Redistributed In 

Market, Currency Fluctuations Impact Trading 

Environment  
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Â Adverse currency 

movements in 

particular from the 

GBP, TRY, AUD

Â Mitigated by 

fluctuations of USD 

against EUR

Â Hedging mechanisms 

implemented in Q4 

2013

Â Kimberly Clark (K-C) 

volumes mostly  

redistributed 

amongst Ontex and 

peers, following    

K-Cõs exit from the 

diaper category 

(Huggies and private 

label) in Western 

Europe in late 

2012/early 2013

Â Retailers remained 
focused on price of 
products , but 
management 
believes that 
attention to quality 
and innovation is 
growing, in 
particular in 
Western Europe

Â Pricing in line with 
expectations 
throughout 2013

Â Temporary 
inventory surplus 
build up at the end 
of 2012 has been 
resolved 

Operational focus on maximising the Retailer brands opportunity created by K -Cõs announcement 

Continuous and rigorous monitoring of other key macro variables

Currencies Retailers/Client base
Raw Materials/ 

Sourcing
Competitors



Successful Execution on 2013 Key Priorities
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Strengthened position in 

Western & Eastern Europe

Enhanced value proposition in 

Healthcare and Incontinence

Continued to expand in 

Emerging Markets

Optimised manufacturing 

footprint , identified 

additional efficiencies

X

Á Volume opportunity offered by K -C withdrawal captured, 

in line with Management expectations

Á Strong volumes gained from K-Cõs former Huggies 

contracts

ÁMarket share growth, in particular in Poland and the UK, 

underpinned by growing sales to existing customer base

X

Á Successful integration of Serenity, with financial and 

operational synergies being delivered in line with 

expectations

Á Product and client portfolio rationalisation in Healthcare 

completed in most markets, allowing for improved margin

X

ÁEncouraging demographic prospects

ÁContinued to experience strong growth, in particular, in 

Algeria and Morocco 

ÁPlant in Pakistan opened in Q4 2013 

ÁSales outside Turkey now representing over 50% of MEA  

division

X

ÁRecklinghausen facility closed and machines redeployed 

to other sites. Timing and financial considerations in line 

with original assumptions

ÁFurther focus on manufacturing, procurement and R&D 

led to additional efficiencies and cost savings in 2013



Greater Revenue Diversification Across the 

Entire Business Support Growth Profile
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Sales split by product category

Babycare 

59%
Femcare  

16%

Adult 

Inco

24%

Other
1%

Babycare 

55%
Femcare  

14%

Adult 

Inco

29%

Other
2%

FY 2011 FY 2012

Babycare 

53%
Femcare  

13%

Adult 

Inco

33%

Other
1%

FY 2013

Sales split by type of product

FY 2011 FY 2012

Retailer

Brand

77%

Branded

23%

Retailer

Brand

66%

Branded

34%

FY 2013

Retailer

Brand

62%

Branded

38%

Increase in contribution 

from Adult Incontinence 

on the back of Serenity 

and Lille HC acquisitions, 

and with increasing 

proportion of sales 

coming from Home 

Delivery

Rebalancing in 

proportion of revenues 

generated by branded 

products as a result of 

Serenity and Lille HC  

acquisitions and growth 

in MEA regions

(*) Based on reported FY 2013 figures



Retail: Increasing Volumes and Value 

Proposition 
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ûmillion FY 2013 FY 2012 % 

Revenues 933.8 878.5 6.3%

Revenues at constant currency 950.9 878.5 8.2%

Markets and Key Events

Á Retail markets remain competitive with A -brand promotional activity returning to 

normal levels

Á Strong momentum post K-C withdrawal

Á Good traction in key Western Europe markets such as the UK, with retailer brands 

increasing market share in Babycare segment

Á In response to market trends, new, thinner diapers developed and introduced in the 

UK with rollout to other markets ongoing

Á Supercore II baby diaper launched in the UK in Q4 2013

Á Residual impact of K-C withdrawal expected in Q1 2014
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20% thinner core

Á Weight stability

Á Soft core

Á Excellent absorption levels 

Á Excellent rewet levels 

Á No irritation by SAP outside

core

Á Soft elastic ears 

Á Soft cuffs

Á Soft 3D clothlike backsheet

Á Soft topsheet with additives

Premium 

Softness

Á Soft touch (in & outside )

Á No hard particles by SAP 

outside core

Technical composition Benefits 

New type of 
SAP 

New core

shape

òSandwichó 
corewrap

Unique 

core forming

Successful launch in the UK in 2013 
and roll -out in 2014 

Supercore II Diaper: Supporting Commercial Strategy 

Through Innovation and Technological Product Expertise



Healthcare: Driving Portfolio Optimisation
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Markets and Key Events

Á Increase in Home Delivery segment continues

Á Serenity now fully integrated and delivering on plan

Á Product and Client portfolio rationalisation introduced earlier in 2013 completed in 

most markets

Á Focus on high margin products and clients

Á iD brand successfully re-launched

ûmillion FY 2013 FY 2012 % 

Revenues 379.7 269.9 40.7%

Revenues at constant currency 383.1 269.9 41.9%

Revenuesat constant currency 

excluding Serenity
275.5 269.9 2.1%



Healthcare Rebranding Case Study
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No difference in brand perception, 

recognition, communication and 

promotional activity

Creation of umbrella brand with two 

personalities

Euron and iD brands previously 

addressed similar target groups

Institutional

Medical Shop 

Mutuals              

E-commerce


