
PharmaSGP – Berenberg US Conference 2021

May 18th, 2021



Disclaimer

1

This document has been prepared by PharmaSGP Holding SE (the “Company“ and, together with its consolidated subsidiaries, the “Group”). All material contained in this document and the information presented is
for information purposes only and may not be relied upon for any purpose, and does not purport to be a full or complete description of the Company or the Group. This document does not, and is not intended to,
constitute or form part of, and should not be construed as, an offer to sell, or a solicitation of an offer to purchase, subscribe for or otherwise acquire, any securities of the Company, nor shall it or any part of it form
the basis of, or be relied upon in connection with or act as any inducement or recommendation to enter into, any contract or commitment or investment decision or other transaction whatsoever.
This document is not directed at, or intended for distribution to or use by, any person or entity that is a citizen or resident or located in any locality, state, country or other jurisdiction where such distribution,
publication, availability or use would be contrary to law or regulation or which would require any registration or licensing within such jurisdiction. Persons into whose possession this document comes should inform
themselves about and observe any such restrictions.
No representation, warranty or undertaking, express or implied, is made by the Company or any other entity of the Group as to, and no reliance should be placed on, the fairness, accuracy, completeness or
correctness of the information or the opinions contained herein, for any purpose whatsoever. No responsibility, obligation or liability is or will be accepted by the Company or any of its officers, directors, employees,
affiliates, agents or advisors in relation to any written or oral information provided in this document or in connection with it. All information contained in this document is subject to verification, correction, completion,
updating and change without notice. Neither the Company nor any other entity of the Group undertake any obligation to provide the recipient with access to any additional information or to update this document or
any information or to correct any inaccuracies therein.
A significant portion of the information contained in this document, including market data and trend information, is based on estimates or expectations of the Company, and there can be no assurance that these
estimates or expectations are or will prove accurate. Where any information and statistics are quoted from external sources, such information or statistics should not be interpreted as having been adopted or
endorsed by the Company or any other person as being accurate. All statements in this document attributable to third-party industry experts represent the Company’s interpretation of data, research opinion or
viewpoints published by such industry experts, and have not been reviewed by them. Each publication of such industry experts speaks as of its original publication date and not as of the date of this document.
This document contains forward-looking statements relating to the business, financial performance and results of the Company, the Group or the industry in which the Group operates. These statements may be
identified by words such as “expectation”, ”belief”, “estimate”, “plan”, “target” or “forecast” and similar expressions, or by their context. Forward-looking statements include statements regarding strategies, outlook and
growth prospects, future plans and potential for future growth, growth for products and services in new markets, industry trends and the impact of regulatory initiatives. These statements are made on the basis of
current knowledge and assumptions and involve risks and uncertainties. Various factors could cause actual future results, performance or events to differ materially from those described in these statements, and
neither the Company nor any other person accepts any responsibility for the accuracy of the opinions expressed in this document or the underlying assumptions. No obligation is assumed to update any forward-
looking statements.
Some sources of market data included in this document were prepared before the pandemic spread of COVID-19, a novel strain of the coronavirus, and have not been updated for the potential effects of this
pandemic. The Group is not able to determine whether the third parties who have prepared such sources will revise their estimates and projections due to the potential impact of COVID-19 on future market
developments.
This document contains certain financial measures that are not calculated in accordance with IFRS and are therefore considered “non-IFRS financial measures”. The management of the Company believes that these
non-IFRS financial measures used by the Company, when considered in conjunction with, but not in lieu of, other measures that are computed in accordance with IFRS, enhance an understanding of the Group’s
results of operations, financial position and cash flows. A number of these non-IFRS financial measures are also commonly used by securities analysts, credit rating agencies and investors to evaluate and compare
the periodic and future operating performance and value of other companies with which the Company competes. These non-IFRS financial measures should not be considered in isolation as a measure of the
Group’s profitability or liquidity, and should be considered in addition to, rather than as a substitute for, income data or cash flow data prepared in accordance with IFRS. In particular, there are material limitations
associated with the use of non-IFRS financial measures, including the limitations inherent in determination of each of the relevant adjustments. The non-IFRS financial measures used by the Company may differ
from, and not be comparable to, similarly-titled measures used by other companies.
Certain numerical data, financial information and market data, including percentages, in this document have been rounded according to established commercial standards. Furthermore, in tables and charts, these
rounded figures may not add up exactly to the totals contained in the respective tables and charts.
This document may not be published, distributed or transmitted in the United States, Canada, Australia or Japan. It does not constitute an offer of securities for sale or a solicitation of an offer to purchase securities
(the “Securities”) of the Company in the United States, Germany or any other jurisdiction. The Securities of the Company may not be offered or sold in the United States absent registration or an exemption from
registration under the U.S. Securities Act of 1933, as amended (the “Securities Act”). The Securities of the Company have not been, and will not be, registered under the Securities Act. Any sale in the United States
of the securities mentioned in this communication will be made solely to “qualified institutional buyers” as defined in, and in reliance on, Rule 144A under the Securities Act.
In the United Kingdom, this document is only made available to, and is only directed at, persons who (i) are investment professionals falling within Article 19(5) of the Financial Services and Markets Act 2000
(Financial Promotion) Order 2005, as amended (the “Order”), or (ii) are persons falling within Article 49(2)(a) to (d) of the Order (high net worth companies, unincorporated associations, etc.) (all such persons
together being referred to as “Relevant Persons”). This document is directed only at Relevant Persons and may not be acted on or relied on by persons who are not Relevant Persons.
This document is not a prospectus for the purposes of Regulation (EU) 2017/1129 of the European Parliament and of the Council of June 14, 2017, as amended, and as such does not constitute an offer to sell, or
the solicitation of an offer to purchase, shares of the Company.
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PHARMASGP IS A CONSUMER 

HEALTH COMPANY WITH A BROAD 

PORTFOLIO OF LEADING OTC 

PHARMACEUTICALS IN THEIR 

CATEGORIES. 

WE HAVE CREATED A UNIQUE PAN-

EUROPEAN PLATFORM THAT ALLOWS 

US TO EASILY INTEGRATE AND GROW 

BRANDS ACROSS ALL MARKETS 

SUCCESSFULLY. 
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We are addressing a sizeable Continental European Non-Rx market 
of more than EUR 30bn

4
Note(s): (1) Continental European market includes Germany, France, Italy, Spain, Belgium, Austria (sell-out at PSP); (2) Top Non-Rx brands ≙ sell-out > EUR 5.0m in 2018 in Germany (sell-out at PSP) 

Source(s): Eurostat 2019, Sempora

Ageing population
>32%

60+ years in Europe in 2030E

~3%

growth in Continental European 

markets until 2024E(1)

Growing demand for 

chemical-free products

Self-medication

Risk averse

population / authorities

~6%

growth (2017-2018) of top chemical-

free 

Non-Rx brands(2)
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10.6

13.4

2018A 2024E

German self-medication market is huge and growing with a mid term 
growth estimate of 4%

5
Note(s): Sell-out at Pharmacy Selling Prices (PSP), approximation on European and Non-Rx markets

Source(s): Sempora

EUR 55.7bn
RX

81%

Non-Rx

19%

in EUR bn

German drug market (2018A) German Non-Rx market growth

+4.0%

Y-o-Y



Covid-19 still affects the growth of the total OTC Market in 2021

6
Note(s): Company information (based on database from Insight Health); based on revenues in Germany

German OTC market per quarter

Q1 2020 Q2 2020 Q3 2020 Q4 2020 Q1 2021

-16.6%

Y-o-Y Q1 2020 - Q1 2021



We have created a unique Pan-European platform that allows us to 
easily integrate and grow brands across all markets successfully. 
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Outstanding 

audience reach 

and commercial 
ratesHighly efficient 

and established 

operations

Highly diversified 
supply chain Unique DTC 

Marketing machine

Regulatory 

expertise and 
experience

2

3 4

51



Proven asset-light and scalable business model combined with 
highly efficient and established operations 
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Our international presence

1 HQ
6 operating

countries

xx Market entry

HQ Gräfelfing

near Munich
DE:2012

BE:2017

FR:2016

ES:2018

IT:2017

AT:2016

1



Highly diversified Pan-European supply chain 

9
Note(s): CMO = Contract manufacturing organisation

2

Full control via in-house PharmaSGP purchase and QS team

Longstanding partnerships with CMOs

CMOs are responsible for production and 

quality issues

Highest quality standards / suppliers are 

mainly GMP certified

Regional scalability through standardized 

processes

CMOs from large to small and secondary suppliers 

(e.g. testing, ingredient sourcing, packaging)
1

2

3

4

5

>50
third party

suppliers

https://www.google.de/url?sa=i&url=https://manuelbonilla.net/anexo-i-de-medicamentos-esteriles&psig=AOvVaw0Y3ruTbQmtYvPF6YUHsI2_&ust=1583440277152000&source=images&cd=vfe&ved=0CAIQjRxqFwoTCKDUhO3UgegCFQAAAAAdAAAAABAf


Strong regulatory know-how and expertise
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Note(s): (1) Summary of product characteristics; (2) Refers to full application unlike generics, well estbalished use and traditional use

Source(s): German federal institute for drugs and medical devices; European Medicines Agency
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Big 
Pharma(2)

Drug 
dis-

covery

Marketing 
claims 

ApprovalSmPC(1)

✓

✓

other scientific evidence
(e.g. monographs)

OR

Clinical trials
• Disease 

alleviation

• Disease 
elimination 

• Disease 
prevention

• Disease 
alleviation

• Disease 
elimination 

• Disease 
prevention

Faster time to 
market✓

Cost efficient 
process✓

Superior success 
predictability✓

Lengthy approval 
process

Costly validation 
phase

High risk of 
failure

Approved 
medicine✓

Approved 
medicine✓

Clinical trials

Validation 
via

Proof of 

Quality, 
Safety, 

Efficacy

✓

✓

✓

✓

✓

✓

~2-3
years

~5-10
years

67
Marketing

authorizations 

& applications in 
the pipeline



Strong DTC marketing machine and proven track record in 
building leading consumer brands
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Note(s): Company information (based on database from Insight Health); based on revenues in Germany (Revenues as of MAT (moving annual total) 12/2020), in each case excluding OTC and other healthcare products 

that consumers may administer for such indications, but where the specific indication is not covered in the marketing authorization: Market definition: Restaxil – systemic chemical-free OTC remedies for nerve pain; 

RubaXX – systemic chemical-free OTC remedies for rheumatic pain; RubaXX Cannabis – pharmacy-exclusive hemp products; Neradin/Deseo - systemic chemical-free OTC remedies for sexual weakness; Taumea -

systemic chemical-free OTC remedies for vertigo symptoms
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6
Leading 

category 

brands

Cannabis

in market for 
vertigo

treatment

#2

in market 
for sexual 
weakness

#1

in market
for sexual 
weakness

#2

in market for 
Non-RX

hemp products

#1

in market for 
nociceptive pain

#1

in market for 
neuralgic pain

#1

Neuralgic 
pain

Cannabis
Cardio-
vascular

Urology
Nociceptive 

pain 
Urology



High target audience reach combined with exceptional 

commercial rates 
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5

Print

Print 
share

TV 
share

TV

111m
consumer 

reach/

month

https://www.prisma.de/
https://www.rtv.de/


Strong,

profitable 

growth

Capex and 

working capital 

light

Highly

cash generative 

business model

Lean balance 

sheet
Debt free

Industry leading 
EBIT margin

Strong financial profile provides significant room for internal and 
external financing
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40.0

53.1

60.6
62.6 63.2

2016 2017 2018 2019 2020

Strong y-o-y top-line growth impacted by Covid-19 in 2020
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Note(s): Combined audited financials 2017 – 2019 and consolidated unaudited financials 2020; (1) Pursuant to IFRS 15, cost recharges to FUTRUE are recognized as revenues. Product-related revenues – disregarding 

cost recharges – have increased by 2.0%

Revenues 2017 – 2020

+14%

yoy

+3%

yoy

Double

digit

+1%

yoy

Product-

related(1)

+2%

in EUR m



Strong performance driven by our Health Brands and increasing 
international footprint

Revenue development Beauty Brands

15
Note(s): Combined audited financials 2017 – 2019 and consolidated unaudited financials 2020; (1) Other European countries comprises Italy, France, Belgium, and Spain

40.3 40.9 42.6
46.0

1.8
5.2

6.4

8.8

42.1

46.1
49.0

54.8

2017 2018 2019 2020

9.3 9.2
6.9

4.2

1.3

4.6

6.1

4.2

10.6

13.8
13.0

8.4

2017 2018 2019 2020

-6%

yoy

-35%
yoy

Fulminan effect

Health Brands (Other EU) Health Brands (DACH)(1) Beauty Brands (Other EU) Beauty Brands (DACH)(1)

in EUR m in EUR m

Revenue development Health Brands

+10%
yoy

+12%
yoy+6%

yoy

+30%
yoy



We steer our business to constantly achieve a high EBIT margin

Group adjusted EBIT development 2017 – 2020
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15.3

19.5

22.4

16.5

2017 2018 2019 2020

Adjusted
EBIT

margin

(in EURm)

Note(s): Combined audited financials 2017 – 2019 and consolidated unaudited financials 2020

29% 32% 36% 26%

Main drivers for EBIT development in 2020:

• Covid-19-Lockdown in PharmaSGP’s target 

markets with impact on Q4 revenues

• Non-cancellable marketing expenses in Q4 

for unsuccessful new launches

EBIT adjustments:

corporate and organizational 

restructuring of the Group
1.3

legal fees for planned acquisitions 0.6

other adjustments 0.4

Total adjustments 2.3



Q1 2021: PharmaSGP revenues in line with Natural OTC market
development…
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Note(s): Company information (based on database from Insight Health); based on revenues in Germany (top natural OTC players); consolidated unaudited financials Q1 2021

German OTC market

Q1 2020 Q1 2021

-16.6%

yoy

German natural

OTC market

Q1 2020 Q1 2021

-25.3%

yoy

Q1 2020 Q1 2021

-26.2%

yoy

PharmaSGP revenues

thereof:

Health 

Brands

-20.1%



…and in line with forecast – EBIT managed based on reduced 
marketing and cost discipline
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Note(s): Consolidated interim financials 2020 and unaudited consolidated interim financials 2021

in EUR m

16.7

12.4

Q1 2020 Q1 2021

-26%

yoy

4.4

2.0

Q1 2020 Q1 2021

16%

26%

Revenue development Adjusted EBIT development

Effects on EBIT development:
• Revenues: -4.3
• Marketing: +2.1
• COGS: +0.1
• Other costs (incl. personnel,  

other SG&A and listing
costs): -0.3

Revenues and adjusted EBIT development Q1 2020 vs. Q1 2021



Today

We have a clear growth strategy focusing on leveraging our unique 
platform in Europe!
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Future

Regional 
expansion

Platform growth
Structural  

growth

Capitalise on 
structural 
drivers in 
existing 
markets

Grow existing 
strong health 

brands

International 
expansion

1 2 3

Acquisition and 

integration of 

established brands

https://www.pharma-iq.com/informatics/articles/everything-your-need-to-know-about-lean-lab-practices


Brand/portfolio characteristics
• Focus: Chronic indications
• Extension of existing and new indications
• D2C responsiveness
• Focus: „health“ – „beauty“ also allowed

Financial profile
• At least 5-year commercialization
• Overall sales potential: up to 50m EUR

Acquisition profile: We have clear investment criteria

20

Established brands/product portfolios
• Stand-alone
• Incorporated in a target company

Acquisition type
• Share deal
• Asset deal

Target markets
• All European markets
• Mid-/long-term: markets outside Europe

Acquisition profile



Objective:

Closing of

acquisitions 

in 2021

M&A status – high activity along the funnel
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Deal aspiration

• Dedicated team 

established

• Structured and continuous 

process with highest 

management attention

• Targeting via

– investment network 

(investment banks, 

pharma consultancies) 

established for all EU 

markets

– Direct targeting via 

business networks

>250

>100

>50

TBD

Targets/portfolios identified

Targets/portfolios analyzed

Initial communication

In-depth process



Value creation based on sales and margin optimization
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Value to 
pharma 

competitor

Production 
cost 

improvement

Improving 
marketing mix 
with focus on 
TV and print

Marketing cost 
optimization

Streamlining 
target 

audience 
focus

Value to 
PharmaSGP

Operations 
cost 

improvement

Active
pricing

strategy

Increasing sales by strong
marketing with higher target 

audience reach
Increasing EBITDA through margin adjustment,

lean cost structure and pricing potentials

Benefits from 

diversified and 

broad CMO 

portfolio

Integration in 

European-wide 

operations and 

supply chain 

structures

Exploiting 

exceptional 

media rates

Benefits from know-how

of one of European

largest consumer health 

advertisers 



Forecast 2021
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Key performance indicators

• Total revenue between EUR 56 million and EUR 60 million

- stable to slightly positive development of Health category

- decline in Beauty category

• Adjusted EBIT margin 27-30%

Key assumptions

• No further Covid-19 disruption in the second half-year 2021

• Not taken into account: possible acquisitions



“OUR GOAL AS A TRUSTED PARTNER FOR CONSUMERS WITH 
CHRONIC CONDITIONS: LEADING COMPANY IN EUROPE

WITH THE BROADEST PORTFOLIO OF LEADING OTC

BRANDS IN THEIR CATEGORY.”
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