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This presentation has been prepared by Venture Life Group plc (the “Company”) and is general background information about the Company’s activities at the date of this presentation. The information in this presentation
is provided in summary form only and does not purport to be complete. This presentation does not contain all the information that is or may be material to investors or potential investors and should not be considered as
advice or a recommendation to investors or potential investors in respect of the holding, purchasing or selling of securities or other financial instruments and does not take into account any investor’s particular objectives,
financial situation or needs. By attending the presentation or by reading the presentation slides you agree to be bound as follows:

This presentation has been made to you solely for information purposes. This presentation may be amended and supplemented as the Company sees fit, may not be relied upon for the purpose of entering into any

transaction and should not be construed as, nor be relied on in connection with, any offer or invitation to purchase or subscribe for, underwrite or otherwise acquire, hold or dispose of any securities of the Company, and

shall not be regarded as a recommendation in relation to any such transaction whatsoever. The contents of this presentation should not be considered to be legal, tax, investment or other advice, and any investor or

prospective investor considering the purchase or disposal of any securities of the Company should consult with its own counsel and advisers as to all legal, tax, regulatory, financial and related matters concerning an

investment in or a disposal of such securities and as to their suitability for such investor or prospective investor.

This presentation and its contents are confidential and proprietary to the Company, and no part of it or its subject matter may be reproduced, redistributed, passed on, or the contents otherwise divulged, directly or

indirectly, to any other person (excluding the relevant person’s professional advisers) or published in whole or in part for any purpose without the prior written consent of the Company. If this presentation has been

received in error it must be returned immediately to the Company.

The communication of this presentation may be restricted by law; it is not intended for distribution to, or use by any person in, any jurisdiction where such distribution or use would be contrary to local law or regulation. This

presentation is not directed to or intended for distribution, or transfer, either directly or indirectly 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, transfer, publication, availability or use would be contrary to law or regulation or which would require any registration or licensing within such jurisdiction. In particular, neither this presentation nor

any copy hereof may be sent, or taken, transmitted or distributed, directly or indirectly, in or into Australia, Canada, Japan, or the United States (including its territories and dependencies, any state of the United States and

the District of Columbia) or to any resident of Australia, Canada or Japan. This presentation is only being provided to persons outside of the United States in reliance on exemptions from the US Securities Act of 1933, as

amended (the “Securities Act”). This presentation does not constitute or form a part of any offer or solicitation to purchase or subscribe for securities in the United States. The securities referred to herein or offered in

connection with this presentation have not been, and will not be, registered under the Securities Act. They may not be offered, sold, transferred, distributed or delivered, directly or indirectly within, into or in the United

States except pursuant to an exemption from, or in a transaction not subject to, the registration requirements of the Securities Act. No public offering of the securities will take place in the United States. Neither the US

Securities and Exchange Commission nor any securities regulatory authority of any state or other jurisdiction of the United States has approved or disapproved of an investment in the securities or passed on the accuracy

or adequacy of the contents of this presentation. Any representation to the contrary is a criminal offence in the United States.

This presentation is directed at (i) persons outside the United Kingdom, or, if this presentation is intended for distribution in the United Kingdom, (ii) solely to (a) persons who have professional experience in matters
relating to investments falling within Article 19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005, as amended (the “Order”); (b) members or creditors of a corporate body within the
meaning of article 43 of the order; (c) those persons falling within Article 49(2)(a) to (d) of the order; or (d) those persons to whom it can otherwise be distributed without contravention of Article 21 of the Financial Services
and Markets Act 2000 or to whom it may otherwise lawfully be distributed (each, a “relevant person”). This presentation must not be acted or relied upon by persons other than relevant persons. Any investment or
investment activity to which this communication relates is available only to (i) in the United Kingdom, relevant persons and, (ii) in any member state of the European Economic Area other than the United Kingdom,
“qualified investors” within the meaning of article 2(1)(e) of the Prospectus Directive (Directive 2003/71/EC), and will be engaged in only with such persons.

This presentation contains forward‐looking statements. These statements may include the words “believe”, “expect”, “anticipate”, “intend”, “plan”, “estimate”, “project”, “will”, “may”, “targeting” and similar expressions as
well as statements other than statements of historical facts including, without limitation, those regarding the financial position, business strategy, plans, targets and objectives of the management of the Company for future
operations (including development plans and objectives). Such forward‐looking statements involve known and unknown risks, uncertainties and other important factors which may affect the Company's ability to implement
and achieve the economic and monetary policies, budgetary plans, fiscal guidelines and other development benchmarks set out in such forward‐looking statements and which may cause actual results, performance or
achievements to be materially different from future results, performance or achievements expressed or implied by such forward‐looking statements. Such forward‐looking statements are based on numerous assumptions
regarding the Company’s present and future policies and plans and the environment in which the Company will operate in the future. Furthermore, certain forward‐looking statements are based on assumptions or future
events which may not prove to be accurate, and no reliance whatsoever should be placed on any forward-looking statements in this presentation. The forward‐looking statements in this presentation speak only as of the
date of this presentation, and the Company expressly disclaims to the fullest extent permitted by law any obligation or undertaking to disseminate any updates or revisions to any forward‐looking statements contained
herein to reflect any change in expectations with regard thereto or any change in events, conditions or circumstances on which any such statements are based. Nothing in the foregoing is intended to or shall exclude any
liability for, or remedy in respect of, fraudulent misrepresentation.

The information in this presentation has not been independently verified. No representation or warranty, express or implied, is made as to the fairness, accuracy or completeness of the presentation and the information
contained herein and no reliance should be placed on it. Information in this presentation (including market data and statistical information) has been obtained from various sources (including third party sources) and the
Company does not guarantee the accuracy or completeness of such information. All projections, valuations and statistical analyses are provided for information purposes only. They may be based on subjective
assessments and assumptions and may use one among alternative methodologies that produce different results and to the extent they are based on historical information, any they should not be relied upon as an
accurate prediction of future performance.

Any financial data in this presentation are solely for your information, as background to the Company and may not be relied upon for the purpose of entering into any transaction whatsoever. The financial information set
out in this presentation is based on certain important assumptions and adjustments and does not purport to represent what our results of operations are on an audited basis or actually will be in any future periods.
Furthermore, no representation is made as to the reasonableness of the assumptions made in this presentation or the accuracy or completeness of any modelling, scenario analysis or back‐testing. The information in this
presentation is not intended to predict actual results and no assurances are given with respect thereto. None of the Company, its advisers, connected persons or any other person accepts any liability whatsoever for any
loss howsoever arising, directly or indirectly, from this presentation or its contents. All information, opinions and estimates contained herein are given as of the date hereof and are subject to change without notice.
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Introducing Venture Life

• The market opportunity

• Our current products

• Operational leverage to sales success

• Financial Results

• News flow

• Summary
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Introducing Venture Life Group
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UK Sales & Marketing Office - Berkshire

Development & manufacturing – Milan, Italy



The ageing population opportunity
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World population of persons 60+ ('000)1

• Set to double over next 35 years

• Higher aspirations than previous generations

• Concerns over self image

• Concerns over impaired function

Source : 

1. United Nations, Department of Economic and Social Affairs, Population Division (2011). World Population Prospects: The 2010 Revision.
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1. www.atkearney.com/en_GB/health/ideas-insights/article/-/asset_publisher/LCcgOeS4t85g/content/winning-the-battle-for-consumer-healthcare-mobilizing-for-action/10192 - FIGURE 4
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Human bodies deteriorate over time
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• 40% of adult population have elevated cholesterol 

• 50% of adults globally suffer from age-related memory loss

• Diabetes affects 285 million worldwide

• Half a billion adults worldwide are estimated to be obese

• 50% of US population will suffer from haemorrhoids in their lifetime

And..

• 75% of financial assets in the US are held by the over 50s
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NHS strategy
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• NHS recent strategy

• Directing patients to self care and pharmacy BEFORE going to GP



Our products

• We seek to occupy the middle ground between prescription pharmaceutical 

products and unregulated health foods

• That is the regulated OTC environment

• Sold through the pharmacy with pharmacists recommendation

• Medical devices, food supplements, dermo-cosmetics

• Regulated health claims – cause and effect relationship

• Manufactured to GMP, ISO 13485
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LDL cholesterol reduction
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• Approx. 40% of adults globally have high cholesterol1

• Benecol brand – est. €200m

• Contains patented ingredient, one of the world’s top 10 nutritional 

innovations2

• Clinically proven – 70 published clinical studies

• Venture Life granted exclusive rights to develop and sell 

Benecol food supplements in certain EU & other markets

• Convenient, portable, two year shelf life

• Currently developing liquid sachet version
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Source : 

1. World Health Organisation 2008

2. www.ncbi.nlm.nih.gov/pubmed/17928804



Brain function and memory

Page 10

• Global food supplement market (cognitive health) is valued at 

$1.39bn (2012) – 23% growth from 2007

• More than 50% of adults over 60 years globally suffer from Age 

Related Memory Loss

• Cognitive decline is already evident by middle age (45-49 years) 

– British Medical Journal, 2012

• Developed in conjunction with our scientific advisor 

and wholly owned by Venture Life

• Six double blind, placebo controlled results show 

statistically significant improvement

• Licensed in nine countries already, targeting 30+
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Skin care

• Lissio range – for skin ageing: hyper pigmentation, fine lines, sensitive skin

• Lubatti – luxury skincare brand, with history and heritage

• Original Bioscalin – for the treatment of hair loss, hair thinning

• ZipClear – for the treatment of herpes simplex (known as cold sores)
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Pain management
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• Procto-eze – for the relief of symptoms associated with haemorrhoids

• Guma-eze – for the relief of gum inflammation

• Ox-eze – for the management and relief of muscular aches and joint pain
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Leverage to sales success
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EU MENA USA LATAM FAR EAST

NeuroAge ✓✓✓✓✓✓✓ ✓✓

Benecol ✓ ✓

Lubatti/Lissio ✓✓✓ ✓✓

Procto-eze ✓✓✓✓✓✓

Hair loss ✓ ✓

Vonalei

Others…

• NPD strategy - new products (developed/acquired)
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Prospects for 2015

• Launch of 4-6 new products developed in Women’s Health including:

– Vaginal atrophy

– Bacterial vaginosis

– Candida

– Intimate cleansing wash

• Complete development of Benecol sachet

• Other new products in development for a variety of customers
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Leverage to sales success
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Manufacturing scalability
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• Under utilised development and 

manufacturing facility in Italy

• Currently running at less than 50% 

capacity

• Incremental margin circa 45%

• Significant profitability upside from 

increased revenues

• GMP, ISO 13485 grade facility
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Impact of higher sales - illustrative
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2014

Future
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Financial highlights

• Successful fund-raisings totalling £8.2m (net of expenses) and admission to AIM

• Acquisition of Biokosmes, an Italian development and manufacturing business

• Revenues of £7.2m (2013: £0.49m)

• Pro forma revenues of £8.9m (2013: £10.5m)

• EBITDA loss of £0.4m (2013: loss of £0.8m)

• Pro forma EBITDA loss of £0.2m (2013: profit of £1.26m)

• Loss before exceptional costs, amortisation and tax reduced to £0.59m (2013: loss of 

£0.96m)

• Cash at 31 December 2014 of £4.9m (31 December 2013: £0.5m)
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Reported Group Income Statement
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All amounts expressed

as £’000 under IFRS

Year ended 

31 December 2014 

Year ended 

31 December 2013

Revenue 7,189 486

Cost of sales (4,535) (301)

Gross profit 2,654 185

Gross margin 37% 38%

Administrative expenses (3,373) (1,122)

Amortisation of intangibles (508) (56)

Other income 58 -

Exceptional items (449) (105)

Operating loss (1,618) (1,098)

Net finance income/(costs) 75 (24)

Loss before tax (1,543) (1,122)

Tax (27) 41

Loss for the year (1,570) (1,081)

EBITDA (392) (822)
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Segmental contribution
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Year ended 31 

December 2014 

£’000 

Brands Manufacturing

(after i/co 

elimination)

Consolidated

Revenue 675 6,514 7,189

Cost of sales (338) (4,197) (4,535)

Gross profit 337 2,303 2,654

Gross margin 50% 35% 37%
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Pro forma Group Income Statement - 2014
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£’000
2014

Revenue 8,938

Cost of sales (5,834)

Gross profit 3,104

Gross margin 35%

Administrative expenses (4,226)

Other income 73

Operating loss before exceptionals (1,049)

Exceptional items (449)

Net finance costs 71

Loss before tax (1,427)

Tax (46)

Loss for the year (1,473)

EBITDA (221)



2014 final results – income statement
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Headline

• Revenue increased to £7.2m (2013: £0.49m)

• Gross profit increased to £2.7m (2013: £0.19m)

• Gross margin achieved of 37% (2013: 39%)

• EBITDA loss of £0.4m (2013: loss of £0.8m)                        

Pro forma 

• Revenue of £8.9m (2013: £10.5m)

• Gross profit of £3.1m (2013: £3.6m)

• Gross margin of 35% (2013: 35%)

• EBITDA loss of £0.2m (2013: profit of £1.2m)

Comment

Brands growth of 38%, plus Biokosmes acquisition

As above, plus improved Brands margin

Impact of Manufacturing margins

Effect of Brands revenue growth and acquisition

Comment

Direct invoicing; FX; product mix

Biokosmes acquisition, plus improved Brands margin

Improved Brands margin offsetting Manufacturing reduction

Reduced GP and increased UK corporate costs 
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Reported Group balance sheet 
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£’000 31 December 2014 31 December 2013

Fixed assets Intangibles 12,982 457

Property, plant & equipment 975 10

AFS assets - 31

Fixed assets - total 13,957 498

Current assets Inventories 1,856 174

Trade and other receivables 3,257 874

Other debtors 52 -

Cash and cash equivalents 4,933 453

Current assets - total 10,098 1,501

Total assets 24,055 1,999

Shareholders’ funds Share capital & premium 11,910 2,719

Reserves 7,908 427

Profit and loss (4,171) (2,589)

Shareholders’ funds - total 15,647 557

Current liabilities 3,962 1,109

Long term liabilities 4,446 333

Total liabilities 8,408 1,442

Total equity and liabilities 24,055 1,999
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2014 final results – balance sheet 

Balance sheet

• Cash at 31 December 2014: £4.9m (31 December 2013: £0.5m)

• Total debt at year end of £3.9m (2013: £0.3m; £1.8m on pro forma basis) 

– Acquisition-related convertible loan notes of £1.6m issued

– Biokosmes debt of £2.3m 

• Net assets of £15.6m at year end (2013: £0.6m)

Cash 

• £8.2m (net) raised in two fund-raisings

• £3.3m cash element of Biokosmes purchase

• Year end cash of £4.9m (2013: £0.5m)
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Developments since September 2014

• 30 year exclusive license deal in China for Lubatti – minimum purchase 

obligations of £5.7m in first five years

• Recent manufacturing agreement and trademark sale

• Two additional new partner deals signed across the range

• 10 new product registrations and eight new product launches

• Five new sales personnel joining across the Group
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Summary
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• Ageing population with deteriorating health

• We offer a series of scientifically validated products 

• Under-utilised manufacturing capacity gives substantial earnings leverage

• Strong balance sheet after recent equity raise

• Significant recent deals giving momentum into 2015
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Management team
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Jerry Randall

Chief Executive Officer

jrandall@venture-life.com

Gianluca Braguti 

Manufacturing Director

gbraguti@venture-life.com

Sharon Collins

Commercial Director

scollins@venture-life.com

James Hunter 

Chief Financial Officer

jhunter@venture-life.com

Venture Life Group plc

Venture House, 2 Arlington Square, Bracknell, Berkshire RG12 1WA  UK

T: +44 (0) 1344 742 870

www.venture-life.com 


