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Cautionary note concerning forward-looking statements

This presentation contains statements with respect to the financial condition, results of operations and business of RB (the q=&,1-r]Q

and certain of the plans and objectives of the Group that are forward-),,(%+#Q/0u0!*!+0/lQM,& /Q/1 $Qu/Qss%+0!+ /toQs0u&#!0/toQ,r the 

negative of these terms and other similar expressions of future performance or results, and their negatives, are intended to identify such forward-looking statements. In particular, 

all statements that express forecasts, expectations and projections with respect to future matters, including targets for netrevenue, operating margin and cost efficiency, are 

forward-looking statements. Such statements are not historical facts, nor are they guarantees of future performance. 

By their nature, forward-looking statements involve risk and uncertainty because they relate to events and depend on circumstances that 

~will occur in the future. There are a number of factors that could cause actual results and developments to differ materially from those expressed or implied by these forward-

),,(%+#Q/0u0!*!+0/oQ%+ )1 %+#Q*u+5Q"u 0,&/Q,10/% !Q0$!Q=&,1-t/Q ,+0&,)lQ7*,+#Q,0$!&Q&%/(/Qu+ Q1+ !&0u%+0%!/oQ0$!Q*u0!&%u)Q,&Qprincipal factors which could cause actual results to 

differ materially are: the general economic, business, political and social conditions in the key markets in which the Group operates; the ability of the Group to manage regulatory, 

0u4Qu+ Q)!#u)Q*u00!&/oQ%+ )1 %+#Q $u+#!/Q0$!&!0,nQ0$!Q&!)%u %)%05Q,"Q0$!Q=&,1-t/Q0! $+,),#% u)Q%+"&u/0&1 01&!Q,&Q0$u0Q,"Q0$%&d parties on which the 

=&,1-Q&!)%!/nQ%+0!&&1-0%,+/Q%+Q0$!Q=&,1-t/Q/1--)5Q $u%+Qu+ Q %/&1-0%,+/Q0,Q%0/Q-&, 1 0%,+Q"u %)%0%!/nQ0$!Q&!-10u0%,+Q,"Q0$!Q=rou-t/Q#), u)Q &u+ /nQ

and the recruitment and retention of key management.

These forward-looking statements speak only as of the date of this announcement. Except as required by any applicable law or regulation, the Group expressly disclaims any 

obligation or undertaking to release publicly any updates or revisions to any forward-looking statements contained herein to ref)! 0Qu+5Q $u+#!Q%+Q0$!Q=&,1-t/Q!4-! 0u0%,+/Q3%0$Q

regard thereto or any change in events, conditions or circumstances on which any such statement is based. 

Disclaimer



Laxman
Narasimhan
Chief Executive Officer



Agenda
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2019 Performance
Strategic
Review

Our Plan



2019 Highlights

*adjusted to exclude the impact of adjusting items 5

+0.8% Net Revenue (LFL) 

-50bps margin decline* with 
60bps increase in BEI

349p adjusted EPS, up 3%

+3.6% Net Revenue (LFL)

Balanced volume v price / mix

Consistent quarterly performance

+150bps margin growth

BEI expansion        

2019 in line with 
expectations set in October

Hygiene Home
stable and performing

Health
disappointing

-1.0% Net Revenue (LFL)

Volumes weak

KIQq/!))Q,10rQu$!u Q,"Qq/!))Q%+rQ

-180bps margin decline

BEI expansion



Mead Johnson Nutrition
Performance improved under RB but changed circumstances led to impairment
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Acquired in 2017 for $17bn

Net Revenue Growth pre and post acquisition

Acquisition 
announcement: 
10 Feb 2017

Good turn around under RB

Strengthens RBs position
in China and the US

Stronger digital, CRM
and scientific platforms

Strong innovation pipeline

-3%

-2%

-1%

0%

1%

2%

3%

4%

2015 2016 2017 2018 2019

China market changing
Å Birth rates decline 
Å Local competition intensifying

Longer recovery from 2018 
manufacturing disruption

Inconsistent performance
in smaller markets

China infant formula 
market share performance 
decline less than many 
multinationals

Performance since acquisition Changed circumstances



New places New adjacent spaces

Mead Johnson Nutrition
Strong prospects to grow in new areas
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Enfamil in India Neuriva Ageing population across the world

0B

1B

2B

3B

4B

5B

25 to 59

24 and 
younger

60 and
older

20502000 2015 2030

Projected



Adrian
Hennah 
Chief Financial Officer



£m
H2 FY

2019 2018* 2019 2018*

Net Revenue 6,606 6,459 12,846 12,597

Adjusted operating profit** 1,892 1,916 3,367 3,369

Adjusting items (5,252) (149) (5,321) (311)

Operating (loss)/profit (3,360) 1,767 (1,954) 3,058

Net finance expense (9) (158) (153) (338)

(Loss)/Profit before taxation (3,369) 1,609 (2,107) 2,720

Taxation (394) (304) (665) (536)

Tax Rate iAdjusted 21% 19% 22% 21%

Non-controlling Interest (1) (8) (13) (20)

Continuing net (loss)/income (3,764) 1,297 (2,785) 2,164

Discontinued net income (31) 2 (898) (5)

Total net (loss)/income (3,795) 1,299 (3,683) 2,159

Adjusted net income** 1,441 1,417 2,473 2,408

Diluted EPS (519.7p) 304.5p

Adjusted diluted EPS 349.0p 339.6p

FY 2019 results
Income statement (reported)

*  Restated for the adoption of IFRS 16: Leases
** Adjusted to exclude the impact of adjusting items
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£m

FY

2019

Goodwill & Intangible Impairment 5,116

MJN Synergies / RB 2.0 124

MJN Amortisation 81

Adjusting Items Total 5,321

Discontinued Net Income 898

FY 2019 results
Impairment and Other adjusting items
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Reduced China market growth

Increased China competition

Slower ASEAN market growth

Increased investment in supply network

Slower than expected integration

No product or geographic white space included in valuation

Drivers of MJN impairment: 

Discontinued Net Income relates
to the settlement with DoJ



FY 2019 results
Sources of earnings growth
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H2 19 FY 19

Net revenue 1% 1%

Adjusted operating margin impact -4% -3%

Net Finance Expense 5% 4%

Taxation -2% -1%

Total adjusted net income at Constant FX - 1%

FX 2% 2%

Total adjusted net income at Actual FX 1.7% 2.7%



£m
H1 H2 FY

2019 2018* 2019 2018* 2019 2018*

Revenue 6,240 6,138 6,606 6,459 12,846 12,597

LFL% 1% 3% 0.9% 3% 0.8% 3%

Gross Margin 3,757 3,710 4,021 3,925 7,778 7,635

Gross Margin % 60.2% 60.4% 60.9% 60.8% 60.5% 60.6%

BEI % 15.4% 15.3% 13.5% 12.2% 14.4% 13.8%

SG&A % 21.2% 21.4% 18.7% 18.9% 19.9% 20.1%

Adjusted Operating Profit** 1,475 1,453 1,892 1,916 3,367 3,369

Adjusted Operating Profit % 23.6% 23.7% 28.6% 29.7% 26.2% 26.7%

FY 2019 results
Group Margins 

*  Restated for the adoption of IFRS 16: Leases
** Adjusted to exclude the impact of adjusting items

12



2018 2019 Total NR FY 19

Q1* Q2* Q3 Q4 FY Q1 Q2 Q3 Q4 FY at +
% 

total

Infant Nutrition 6% 9% -6% 5% 3% 5% - 7% -1.1% 2.6% 3.0 38%

OTC 5% 8% 6% 2% 5% -9% 1% -7% -2.2% -4.4% 1.9 25%

Other -2% - 2% 4% 1% - -3% -3% -3.3% -2.2% 2.9 37%

Health 3% 5% - 4% 3% - -1% - -2.2% -1.0% 7.8 100%

FY 2019 results
Health iNet Revenue by Category 

Proforma growth rates for Infant Nutrition and RB Health 13



% Volume Price / Mix Total

Reported

FY 19 -4% 3% -1%

Q4 19 -5% 3% -2%

Q3 19 -3% 3% 0%

Q2 19 -5% 4% -1%

Q1 19 -4% 4% -

FY 18 1% 2% 3%

Q4 18 1% 3% 4%

Q3 18 -1% 1% -

Q2 18* 2% 3% 5%

Q1 18* 1% 2% 3%

FY 2019 results
Health Price / Mix and Volumes

Proforma growth rates 14



0.7%

1.3%

(3.0%)

Variable Pay2018 % NR

(0.8%)

BEIMJN Synergies 
& RB 2.0

Other Trading 2019 % NR

28.5%

26.7%

FY 2019 results
Health FY margin analysis  

*Restated for the adoption of IFRS 16: Leases 15

Adjusted Operating profit bridge

-180bps



2018 2019
Total 
NR

Q1 Q2 Q3 Q4 FY Q1 Q2 Q3 Q4 FY at +

RB Hygiene Home 4% 4% 4% 4% 4% 3% 3% 4% 4.3% 3.6% 5.0

FY 2019 results
Hygiene Home

16



% Volume Price / Mix Total

Reported

FY 19 1% 3% 4%

Q4 19 3% 1% 4%

Q3 19 1% 3% 4%

Q2 19 -1% 4% 3%

Q1 19 -1% 4% 3%

FY 18 3% 1% 4%

Q4 18 1% 3% 4%

Q3 18 2% 2% 4%

Q2 18 5% -1% 4%

Q1 18 5% -1% 4%

FY 2019 results
Hygiene Home Price / Mix and Volumes

17



2.2%

2019 % NRBEI

25.4%

2018 % NR

(0.2%)

Other TradingRB 2.0

(0.5%)

23.9%

FY 2019 results
Hygiene Home HY margin analysis

18

+150bps

Adjusted Operating profit bridge



£m FY 19 FY 18

Inventory
% to last 12 month revenue

1,314
10%

1,276
10%

Receivables
% to last 12 month revenue

2,079
16%

2,097
17%

Payables
% to last 12 month revenue

(4,820)
-38%

(4,811)
-38%

Net working capital
% to last 12 month revenue

(1,427)
-11%

(1,438)
-11%

FY 2019 results 
Net Working Capital

19



£m H2 2019 H2 2018* FY 2019 FY 2018*

Adjusted Operating Profit** 1,892 1,916 3,367 3,369

Share based payment (17) (24) 18 14

Depreciation and amortisation 183 173 357 331

Net capital expenditure (244) (254) (396) (420)

Movement in net working capital (41) (104) (83) (26)

Movement in provisions and other creditors (36) (41) (57) (50)

Trading cashflow 1,737 1,666 3,206 3,218

Exceptional cashflow (98) (139) (204) (231)

Operating Cashflow 1,639 1,527 3,002 2,987

Net interest paid (81) (146) (210) (321)

Taxation paid (342) (236) (647) (567)

Free Cashflow 1,216 1,145 2,145 2,099

Free Cashflow as % of Adjusted Continuing Net Income 84% 81% 87% 87%

Closing net debt (10,749) (10,746) (10,749) (10,746)

FY 2019 results 
Free cash flow

20*  Restated for the adoption of IFRS 16: Leases
** Adjusted to exclude the impact of adjusting items



Net Debt Dec 2019

Gross debt ($15.7bn) £12.2bn

Cash (£1.5bn)

Net debt £10.7bn

Gross debt components

Commercial paper* -bTlR +Q_Q`SlZ + $4.0bn

USD C Term Loans $1.1bn

USD Bonds $10.6bn

Gross Debt - maturity profile 

FY 2019 results
Analysis of Net Debt

21

5+ years Bonds

364 days - CP

364 days - Bond

2 - 5 years TL & Bonds

*  Backed by undrawn committed bank facilities totaling £5.5bn and maturing in 2-5 years



FY 2019 results
Reconciliation

2019 Exit rate Explanation

Operating margin 26.2% c. 25% Variable pay c.100bps lower than expected

Adjusted EPS 349p c.325p
Unusual factors leading to a lower net finance 
cost and a lower tax rate than expected

22



Laxman
Narasimhan
Chief Executive Officer



Strategy developed using
multiple sources of input

Board reviewed the strategy

Framing our board strategy review
Review and strategy developed from multiple sources of input

24

Met with customers, consumers, 
employees, alumni and investors 

Comprehensive diagnostic of 
performance and capabilities

Developed go-forward strategy, 
designed to deliver superior value

Laser like focus on 
shareholder value

All options on the table



|Comments from Q3 Actions underway

Framing our review
What I said in October 2019 

25

Execution imperative

Did too much in too little time

Ran hot in a few places

Pause activities
that distracted us

Focus on execution

Good house in a great neighbourhood

Moving at pace to 
unlock RB potential



Good house, great neighbourhood, potential to be a great house

Sustainable, long-term value while engaging with purpose

Investment plan and productivity to deliver growth

Clear strategy to rejuvenate growth

Rejuvenating RB
Key messages

26

Leading and inspiring the people of RB to succeed



Medium term2019

Our strategy
Rejuvenating sustainable growth

Revenue Growth

Investment

+0.8% Mid-single digits

27

Earnings Growth +2.8% +7-9% pa

£2bn
over 3 years

ÅP&L investment of £200m pa

Å£1.3bn enhanced productivity program

ÅTransformation costs £250m, spread over 2 years

ÅTwo years of capex at 4% of net revenue



Good house, great neighbourhood, potential to be a great house

Sustainable, long-term value, while engaging with purpose

Investment plan and productivity to deliver growth

Clear strategy to rejuvenate growth

Rejuvenating RB
Key messages

Leading and inspiring the people of RB to succeed

28



Good house
Strong heritage over 200 years

29



Good house
Long standing, trusted brands

30

1
8

1
9

Mucinex
launched
2002

Clearsil
launched
1959

Finish
launched
1953

Harpic
launched
1923

Dettol
launched
1932

Mortein 
launched
1880

Scholl
launched
1904

Nurofen
launched
1983

Strepsils
launched
1958

Air Wick
launched
1943

Gaviscon
launched
1965

Vanish
launched
1983

Enfamil
launched
1959

Woolite
launched
1951

Nutramigen 
launched
1942

Lysol 
launched
1889

Veet
launched
1922

Calgon
launched
1956

Durex
launched
1929

Cillit Bang
launched
2004

Neuriva
launched
2019

Enfinitas
launched
2016

Botanica 
launched
2020



Entrepreneurs Owners Top employer

Good house
People

31

Freedom To Succeed
program

Distinctive employee share 
ownership program

Various employer
awards



Good house
I0&,+#Q!4! 10%,+Q#!+!Qu+ QuQq u+Q ,rQ 1)01&!

32

Durex Invisible XL launch Large public education and behaviour campaigns

sF!&"! 0QI0,&!tQ%+Q?+ %uResponse to COVID-19 in China

Launched in first markets 3 
months ahead of schedule

Launching in 28 global markets 
throughout 2020



We have 32 
direct -to -consumer sites

Delivery in under an hour
in 15 countries

Good house
Strong growth in digital and eCommerce

>10%
group
revenues >2x

eCommerce revenue 
in last three years>40 countries with

eCommerce ops

33

Current record delivery time: 
900 seconds

Goal delivery time:
600 seconds



Good house
Global network

34

Scale strengthened by Mead Johnson

Continent

Manufacturing facilities

Countries served

Employees



Air Wick Essential Mist 
Bluetooth

Good house
Strong Science and Innovation

35

B!u %+#Q-,/%0%,+/Q%+Q*1)0%-)!Qu&!u/¢¢0u(%+#Q%++,2u0%,+Q0,Q*u&(!0

Veo Active Probiotics 
Surface Cleaner

Nutramigen grass fed
Mead Johnson 
Pediatric 
Institute

Locations in ~
4 countries

Enfamil   
Neuro Pro A2

Dettol Biodegradable 
Multi Surface Wipes

MFGM 
+ 

DHA A2 

protein 

formula

9 R&D Global 
Centres of 
Excellence

c. 2,000 
employees 

Lysol Laundry Sanitizer



LFL growth since RB2.0

Good house
Opportunities: lack of focus in Rest of Health since RB2.0
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Hygiene 
Home c. 4%

Rest of 
Health c. 0%

IFCN
c. 3%

Integration synergies delivered

More investment in IFCN than expected

Focus shifted away from Rest of Health

Important innovations missed

Some pricing decisions backfired



Good house
Opportunities: margins allow for investment with opportunities in middle of P&L 

37

Gross margin
% FY18

Gross margin less operating margin
% sales FY18

61%

59%

57%

55%

48%

44%

44%

44%

Competitors1

BEI
% sales FY18

4%

9%

10%

11%

12%

14%

14%

21%

1. Set of 7 competitors from consumer goods peers, same set across all charts
Source: Robey Warshaw, Consumer Goods Benchmarking, February 2020

43%

39%

35%

34%

28%

25%

25%

25%



Good house
Opportunities: In depth analytic assessment highlights opportunities

38

RB performance quartile vs peers 2019 (1st is best)Area

RB position

BEI effectiveness/ 
efficiency 4 3 12

Manufacturing 
efficiency 4 3 12

Supply 
Planning 4 3 12

Indirect 
procurement 4 3 12

Direct 
procurement 4 3 12



Good house
Opportunities: commercial execution

39



Mega-trends underpin our strategy
Clear global trends are driving growth and purpose

40

Growing and 
ageing population

Growing demand
for Self Care

Urbanisation and 
global warming

Sexual 
health crisis

Dense populations drive 
need for good hygiene 

as the foundation of 
health

Government pressures 
on healthcare costs 
creating opportunity 

in Self Care

Increased need for 
prevention and fun 

driving opportunities
in Sexual Well Being

Demand for adult 
nutrition creating 

opportunities

NutritionHealthHygiene

Solutions must be sustainable for the planet and society

Digital transforming 
what people buy and 

how they buy it

Digital and 
eCommerce

Technology 
proliferation



Good house
Scale matters to win sustainably

41

Trusted brands Market presence Capabilities: eCommerce



Microbiology / Microbiome eCommerce

Good house
Strong science, digital and eCommerce

Hygiene Health Nutrition

Montvale, NJ microbiome lab creates
products with a foundation in biology

42



Good house
And yet, focus matters

43

Hygiene Health Nutrition

Enabled by: TechnologyeCommerce Safety & QualitySupply



Good house to great house 
Conclusions from our review

44

Better and stronger together

Took on a lot of change, but without sufficient stability or focus

Leaving growth and profit opportunities on the table

Need more and new muscles, and do it at scale 

Greater efficiencies can help us invest where it matters



Good house, great neighbourhood, potential to be a great house

Sustainable, long-term value, while engaging with purpose

Investment plan and productivity to deliver growth

Clear strategy to rejuvenate growth

Rejuvenating RB
Key messages

Leading and inspiring the people of RB to succeed

45



Contribute to the fight 
against STIs and foster 

family planning

Raise awareness that 
1 in 3 around the world 

do not have a toilet

Ease the burden of 
dishwashing and 
conserve water 

Help babies with specific 
nutritional needs get 
the best start to life

Help families fight 
germs and bacteria

46

Our commitment to social causes and sustainability

Investment 
recognition



To protect, heal and nurture 
in the relentless pursuit of 
a cleaner, healthier world

Our purpose



Making access to the
highest quality hygiene, 
wellness, and nourishment a 
right, not a privilege

Our fight



Our strategy
Three spaces ibetter and stronger together

Hygiene Health Nutrition

10%

Percent of Global 
GDP spent

on healthcare

£4.8bn £250+bn

2019 RB 
Revenue

Market 
size*

£5.0bn £70bn

Largest players 
u ,1+0Q",&¢

2019 RB 
Revenue

Market 
size*

50% $2,000 £3.0bn £55bn

Customer 
lifetime value: 

2019 RB 
Revenue

Market 
size*

49

*Estimated size of the larger market including potential white space areas for RB



Penetration Market share optimisation

New places: channels New spaces & adjacencies

Our strategy
Growth drivers

50

Average

Product
Region

1 2

43



Our strategy
>5#%!+!t/Q&,u *u-Q",&Q#&,30$
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Medium term growth +3 -5% pa

Penetration
Harpic India

New spaces & adjacencies
Air Wick Aromatherapy & Botanica

New places
From 40 to 50 Power CMUs

201620142010 2012 2018

Urban

Rural

Top 40 Next 10 Remaining

Avg

100 bps

>600bps increase in 
penetration in 2019




