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Our Mission & Vision

We are committed to providing
INnnovative and efficacious
products for the global self-care
market, for people who want

to lead a healthier life.

Our visionis to become

a key trusted global leader

In self-care products through
our knowledge, expertise
and capability.
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Chief Executive's Introduction

Organic growth
pluS earnings
ennancing
acquisition

(2(2

Dear Shareholder,

Our dual strategy of organic
and acquired growth has
again delivered robust
profitable growth in
challenging global

markets.

Jerry Randall
Chief Executive Officer
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Our Highlights

Financial discipline and proactive supply
chain management underpin continued
profitable and cash generative growth.

Group Revenue £m*

£44.0m

£32.8m
£26.7m

£188m £20.2m

2018 2019 2020 2021 2022

£44.0m
+34.2%

Gross Profit £m*

£17.7m

£130m

£10.7m

£80m
£7.3m

2018 2019 2020 2021 2022

£17.7m
+36.3%

Operating Profit £m*

(before exceptional items)
£3.5m

£2.7m

g15m E16M

£1.2m

2018 2019 2020 2021 2022

£3.5m
+29.7%

2018 2019 2020 2021 2022

£9.0m
+35.8%

Adjusted EBITDA £m** Net Cash Generation £m*° Profit Before Tax £m*
(from operating activities)
£0.0m £6.1m £14m
£1.2m
£6.6m
£09m
£0.7m £0.7m
£4.0m £26m
po7m  E30M £19m

£0.8m
£04m

2018 2019 2020 2021 2022

£6.1m
+218%

2018 2019 2020 2021 2022

£0.7m
-29.4%

*  Financial charts exclude one-off hand sanitiser gel sales impact in 2020.

+ Adjusted EBITDA is EBITDA before deduction of exceptional items and share based payments.
This term applies across the document (see note 31 of financial statements).

°  Net cash generation from operating activities excluding cash exceptionals.
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The Year in Review

Revenue &
Operating
Profit
Improvement

Read more on pages 46 to 49
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The Year in Review
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Read more on pages 34 to 39
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At a Glance

What we do

Venture Life develops, }
manufactures and
distributes regulated
products for the consumer
self-care market.
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At a Glance continued

Why we do it

A growing global population
living longer drives the
ever-increasing demand for
self-care and preventative

- wellness. Combined with
global healthcare budgets
being under pressure and
governments encouraging
consumers towards both
self-diagnosis and self-
medication, means the self-
care market is a continually
growing market space.

Venture Life Group plc 07
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At a Glance

Where we do'It

Within the UK and The Netherlands E
we have direct access to retail markets, '&4 ; =
Including key pharmacy and g s N
multiple retailers. This direCtrouteear
us hlgher re(;gwes per unit, and in

,_[etdmwe only invest money in UK
consumer marketing to Support

- the products |

VS

e _
Our internationalBusiness currently. ,; h
follows a B2B model.We partnerour
products around the world, focusmg ——
on key markets. Our partners have Iocal
market expertiseand they cover
all in- market costs, so we have no
exposure to funding sales, marketing
and distribution costs in these locations.

08 Venture Life Group plc
Annual Report & Accounts 2022



At a Glance continued

O UK Commercial and Head Office

QO The Netherlands Office

Q© ltalian Development and Manufacturing Facility
O Swedish Manufacturing Facility

-

@© Countries where products are soldor partnered
@ Countries where no products are sold or partnered

4

Operational locations
(2021:4)

153

Employees

(2021: 145) /

S,

15

VLG Brand Products
(2021:12)

216

Partners worldwide
(2021:215)

90+

Markets worldwide
(2021: 90+)

Venture Life Group plc

Annual Report & Accounts 2022

09

M3IAIBDAQ



Our Therapy Revenues

How our eight therapeutic areas of operation,

each providing innovative and efficacious products
for the global self-care market, contribute to

Group revenues.

© 0.7%
0 1.3%

\ |

Revenue by
therapy FY22
VLG Brands
value £23.1m

® 0.4%
@ 2.0%

Q'

14.4%

Revenue by
therapy FY22
Group value

Q £44.0m

® OralCare ® Oncology

® Dermatology Foot &Nail Care
® Women's Health ® Other

® Diabetes Management ® ENT

1 o Venture Life Group plc
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Our Therapy Revenues continued

VLG Brands Revenue Contribution

by Therapy Area (£'000s)

Diabetes / Energy
Management'

27.5%

£6,348

£5,153

g4145 F43%0
£3781

Oncology*

£3454
£3,237

£2594

12.5%

2905 2812

2018 2019 2020 2021 2022 2018 2019 2020 2021 2022
Women's Intimate 2 5 60/
Health? g (0
£5,909 £2,744
5122 £5221 £2467
£4,407 £4,611 £2129 £2151
£1,906
2018 2019 2020 2021 2022 2018 2019 2020 2021 2022
Oral Care?® 1 9 20/ Dermatology 4 80/
3 0 ! (4]
£5527  £5448 £1,100
£5,091
£4842 £4,568
£734
£623 £637 £590 —
&
\ie ¥ i
| it |
BB . |
I8 RS
E C H 124
L -
2018 2019 2020 2021 2022 2018 2019 2020 2021 2022
1 Diabetes and Energy Management portfolio acquired from BBl Healthcare June 2021.
2 Womens'Health portfolio acquired from BBI Healthcare Ltd June 2021.
3 Oral Care portfolio acquired 2016 (Ultradex®) and 2018 (Denty!®).
4 Helsinn Brands acquired from Helsinn Healthcare SA August 2021.
5 Footcare portfolio acquired from Pharmasource January 2020.
Venture Life Group plc
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Our Business Model and Strategy

We have multiple revenue growth opportunities,
both organically and through our acquisition strategy.

Our key activities

Based on a vertically integrated approach, we either acquire or develop self-care
products and brands. These products are then manufactured in-house and sold
direct to key retailers and online in the UK, the Netherlands and Italy, and through
a network of partners and online internationally.

Innovative Research
& Development

Expertise in product development
of medical devices and

regulated cosmetics

il Maritfacturing
Acquisitions : : :
5,500m? in-house manufacturing

Extensive expertise inacquiring and development facility in Italy
products/brands and anda2,600m?in-house /' |
integrating them manufacturing and development

faciity in Sweden // “

Venture

Lif

Distribution

; N _ Brands
Hybrid model with direct sales to retail
stores and online (UK, Netherlands, Strong experise in brand

[taly) and online-and distribution development
partners elsewhere

Our company

We are committed to providing innovative and efficacious products * Commercial operations in the UK, Italy, Sweden and The Netherlands
for the consumer self-care market. Key to our growth is our continued * 5,500m?in-house manufacturing and development facility in Italy
drive to be the "partner of choice” for self-care products. We also have * 2,600m?in-house manufacturing and development facility in Sweden

the agility to move fast and capitalise on growing consumer trends. » Expertise in product development, manufacturing and distribution
Our modelis supported by the following key components:  Expertise in medical devices (under MDD and MDR)

 Experience in acquiring products /brands and reinvigorating them
» Experienced management team * Fostering and nurturing partnerships

»  Committed and dynamic team of 153 people
* \ertically integrated business model
* Head office in the UK

1 2 Venture Life Group plc
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Our Business Model and Strategy continued

Our Resources

2022 has seen our strategy deliver another year of growth,
with the Group increasing both revenues and profit.

Our people

Our dedicated and talented team has

a "can-do” attitude, combined with the ability
to adapt to fast-changing environments.

Knowledge & expertise

Combined with an experienced management
team, our R&D team has been developing
healthcare products for nearly 40 years,
registered as Medical Devices and Cosmetics.

Our brands

Our concise range of self-care brands in areas
including oral health, diabetes management,
women's intimate health, oncology support,
footcare, dermatology and ENT (Ear, Nose &
Throat). Many of these brands have intellectual
property and clinical supporting studies.

R&D and manufacturing

Our manufacturing facilities differentiate us from
our peers. With a strong technical teamin place
with regulatory experience, flexible production
equipment and spare capacity, we are agile in
responding to market demand.

Acquisition success

We have a proven track record of identifying and
acquiring interesting products at sensible prices,
then quickly and effectively integrating them by
utilising our commercial and manufacturing
resources and invigorating acquired brands
through dynamic marketing and selling strategies.

Partnerships

Key to our growthis our continued drive to be the
“partner of choice” for self-care products by
fostering and nurturing strong partnerships all
over the world, and providing the highest levels of
service.

Revolving Credit Facility
Revolving Credit Facility of up to £30 milion
available for further selective earnings
enhancing acquisitions.

* Adjusted EBITDA is EBITDA before deduction of exceptional items and share based payments
(see note 31 of financial statements).

Fully integrated for growth

2022 has seen our strategy deliver another year of growth within
the Group across the key measures of revenue, gross profit and
Adjusted EBITDA*.

MB3IAIBDAQ

Investments

We invested significant capital over recent years to develop the
manufacturing capacity and capability of our Development and
Manufacturing facilities and have increased operational leverage

to exploit revenue growth.

* Investment totalled £0.9 million during the year (2021: £1.3 million)
* Daily production capacity 295,000 units per day

Acquisition

Our acquisitions illustrate how we can use our manufacturing capabilities

to manufacture in-house to improve service, working capital and margins,

develop new line-extensions, increase local distribution, improve marketing

and internationalise the brand in a short space of time.

* MR&A transactions have built a portfolio of leading brands & products

* Proventrack record in acquiring and integrating businesses and
reinvigorating brands

Consistent and Sustainable Growth

Since entering the public market in 2014, the Group has achieved
compound annual revenue growth of 2 5.4% (up to and including 2022),
which comes from a combination of organic and acquired growth.

In addition through its Sustainable Life project the Group is constantly
improving its sustainability and reducing its impact on the environment,
with the target to be net zero carbon emissions by 2030.

/\

Venture Life Group plc
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Chairman's Statement

Delivering
long-term
value

(45

Finishing 2022 strongly and
moving into 2023 with gooad
momentum, means that the
prospects for the year ahead
look favourable.

Paul McGreevy
Non-Executive Chair

1 4 Venture Life Group plc
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Chairman's Statement continued

I'm delighted for our investors and the team

at Venture Life that we have delivered results
ahead of market expectations. Difficulties in
supply chain, challenges of the Ukraine conflict,
spiralling energy costs and consumer
economic pressures have been proactively
managed to ensure security of supply and
delivery of the highest quality.

External stresses have demonstrated the
robustness and resilience of our business,

the competence and professionalism of our
teams and the advantage of a vertically
integrated model. Agility in our manufacturing
centres and the support of our customers has
enabled a strong year for ourselves and our
partners, and | would like to take the opportunity
to thank the entire team at VLG for their
unwavering dedication, and our customers

for their significant support.

Customers ordered further ahead and enabled
effective purchasing in securing materials
during this challenging period. Whilst this
resulted in carrying higher levels of inventory,
this is against a secured order book and the
inventory will convert to revenue. Having
delivered like for like proforma’ revenue growth
of 17.1%in 2022, there is of course a natural
increase in working capital requirements on top
of this exceptional inventory investment.

+114%

Order Book
At 31 December 2022

*  Proforma basis i.e. if the acquisitions had been
in place for the whole of the prior year.

There are significant changes in Medical Device
Regulations (MDR) which have been effectively
managed, and have become a further
differentiator for the Group due to the strength
of our regulatory teams. We continue to invest
in automation with rising labour costs and also
to meet the increased demands of our
production efficiencies, with a significantly
enhanced focus on our ESG objectives.

The BBl and oncology support brands acquired
in 2021 are now fully integrated and showing
growth with substantial distribution agreements
at the end of the year. Similarly, we have
confidence in the growth potential of the Earol
brand acquisition in 2022 and the opportunities
for brand distribution and product development.

In the latter part of the year, we were joined

by Mark Adams as an Non-Executive Director.
Mark has extensive public company experience,
also in the areas of M&A and finance, and has
become Chair of the Audit Committee. Mark has
already demonstrated his value and experience
as part of the Board. Mark replaced Peter
Bream, who has been a Non-Executive Director
of the business for 7 years. The Board gives its
thanks to Peter for his time with the Group and
wishes him well for the future.

| would also like to take the opportunity to thank
our shareholders for their continuing support
of the business and the valuable insights and
constructive challenge they provide.

We enter 2023 with a strong order book

and good momentum. Our focus for 2023 will
be the organic growth of our Brands, where

| believe we have significant opportunity to
expand their presence and value.

This continued growth track is expected
toresultin stronger Adjusted EBITDA margins
and cash generation, which will drive down our
net debt and strengthen the balance sheet
further. The Board remains cautiously optimistic
about the outlook for the year ahead.

==

Paul McGreevy
Non-Executive Chair
3 April 2023

Highlights

Proforma Revenue

£44.0m

Growth £m
£37.6m
£328m
FY21 Actual ~ FY21Proforma  FY22 Actual

£44.0m
+17.1%

Revenue increased to £44.0m
(2021: £37.6m proforma)

Venture Life Group plc
Annual Report & Accounts 2022
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Chief Executive Officer's Statement

~ocused on
continued
growtn

(45

Full year effect of acquisitions
complemented organic
growth to drive revenues,
profitability and cash
generation.

Jerry Randall
Chief Executive Officer

1 6 Venture Life Group plc
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Chief Executive Officer's Statement continued

Highlights

57.4%

VLG Brands Revenue
Run-rate including HL Healthcare Ltd
(2021:55% as reported)

42.6%

@ Customer Brands
® VLGBrands

Operating review

from the full year impact of earnings enhancing
acquisitions made in 2021. This growth was
achieved against a backdrop of another twelve
months of challenging market conditions.

The challenges presented to our supply chain
were met with vigour and enthusiasm by the
whole team, demonstrating remarkable
resilience. The Group delivered better than
expected revenue growth of 34% over 2021

to £44.0 million (2021: £32.8 million), 17% on

a like for like proforma’ basis, and the business
saw growth in its own Venture Life Brands as
well as our Customer Brands. This growth in
revenue delivered strong growth in both gross
profit and Adjusted EBITDA.

Venture Life Brand revenues grew 29% to

£23.1 million (2021: £17.9 million) and, on a like
for like proforma’ basis, growth was 2% and
predominantly came from the products
acquiredin 2021. The oral care brands were
weaker than expected in 2022, mainly due to
lost revenue during the negotiation of customer
price increases in the UK in H1, although UK
revenues did pick up in the rest of the year but
not enough to offset the decrease.

Customer Brand revenues had exceptional
growth of 41% to £20.8 million (2021: £14.8
million). This growth was a combination of
increased consumer end-user demand, as well
as partners' increasing their stock levels back to
normal levels to ensure business continuity. We
think part of this growth was driven by re-stocking
that we would not expect to repeat in 2023.

Venture Life Brands represented 53% of the
overall Group revenues in the year (2021: 55%),
despite the 29% increase in revenues, due to
the 41% growth in Customer Brand revenues.
However, on a run-rate basis, reflecting the
impact of the Earol acquisition, Venture Life
Brands currently represent 57% of overall Group
revenues, and we expect this percentage

to grow through 2023.

The order book as at 31 December 2022 was
114% ahead of that at the same time in the prior
year. This increase reflects both growth in
underlying sell out of our customers'’ products,
but also our customers ordering further ahead
to ensure that they can receive their product.
Supply chain disruptions still persist, and we
continue to order our raw materials and
packaging further out than historically,

to both lock in prices and ensure supply.

*  Proforma basis i.e. if the acquisitions had been in place for
the whole of the prior year.

Acquisition of HL Healthcare Ltd
On 30 November 2022, we acquired the entire
issued share capital of HL, for a total consideration
of £13.0 million. This consideration comprised:

* £80milionincash on 30 November 2022,
funded by drawing down on the Group's RCF.

*  £2.0milionby way of a fully sub-ordinated loan
note, which is redeemable on the second
anniversary following completion and accrues
interest at SONIA plus 5.0%.

* Uptoafurther £3.0 milion based onthe
performance of the acquired business in the
year ending 31 March 2023.

Inthe year ended 31 March 2022, HL delivered
revenues of £4.5 million and EBITDA of £1.7 million.

HL was a small virtually run business with only 2
employees, owning assets related to three products:
e Earol—an olive oil based spray, which is used
to help remove excess and unwanted earwax.
» Earol Swim —an olive oil based spray also
containing Teatree oil, to help protect ears
from bacteria when swimming.
* Sterinase —a saline based spray to help
in the relief of nasal congestion.

The vast majority of revenues in the year ended
31 March 2022 (93%) relate to the sales of Earol
(also sold under the brand name Vaxol outside
of the UK, by certain customers to whom HL
distributes). The revenues of Earol Swim and
Sterinase represented 3% and 4%, respectively,
of Group sales in the year ended 31 March 2022.

Earolis registered as a Medical Device (originally
under the Medical Device Directive but now
under the new Medical Device Regulations); fitted
with a spray nozzle, the liquid mix is patented and
can be sprayed into the ear to dissolve or loosen
earwayx, either on a regular prophylactic basis orin
advance of ear wax removal by audiologists.

Sold in the UK, Scandinavia and a small number
of other territories, the Group expects to leverage
its operating and commercial position to increase
revenues and margins for the brand and
introduce product innovation through new
product development.

Currently Earolis sold in the UK through major
pharmacy and grocery retailers, but is receiving
increasing prominence inindependent
pharmacies where itis recommended by
pharmacists to patients for the removal of earwax.

The integration of HL into the Group has begun,
being substantially complete for commercial
operations. The integration into the technical and
manufacturing part of the business is ongoing.
The Group sees substantial upside opportunity for
international expansion into new territories, brand
revitalisation, expansion of listings in the UK and
new product development ideas.

Venture Life Group plc
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Chief Executive Officer's Statement continued

Highlights

+105%

Diabetes and Energy

Management Revenue
Diabetes and Energy Management
revenues increased to £6.3m

(2021: £3.1m)

+64%

Women's Health Revenue
Women's Health revenues increased
to £5.9m (2021: £3.6m)

BLUCOSE
CHEWS

1 8 Venture Life Group plc
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Venture Life Brands

The VLG Brand revenues grew 29% to £23.1 million (2021: £17.9 million) and, on a like-for-like

proforma basis, growth was 2%. Revenues from the VLG brands comprised:

Revenues by Brand
for 2022 v 2021
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Chief Executive Officer's Statement continued

Venture Life Brands continued

The ex-BBI brands, Balance Activ®, Lift™ and
Glucogel® all showed very strong growth in the
period of 83% to £11.9 million (2021: £6.5
million). On a like for like basis, growth of these
brands was 16%.

Gelclair and Pomi-T were relatively flat during
2022 due to order phasing, however, also during
this time the groundwork was being prepared

to license these acquired products out in key
territories such as Brazil and Canada; as a result,
we expect to see the positive revenue impact of
newly signed long-term agreements in 2023.

The oral care products had a more difficult time
in 2022, in particular Dentyl® in the UK, where
the imposition of price increases on 1 January
2022 on our customers caused a reduction

of orders while they ran inventories down and
resisted the price increases. However, as the
first quarter came to a close, they began to re-
order at the new price, but the lost Q1 sales
were not recovered in the year. Internationally,
the exposure of the oral care products is limited,
with partners in a handful of countries.

As our brands grow, the digital space is
becoming increasingly important, and in
particular, Amazon continues to be a very
significant customer for the Group. In 2022,

the Group launched Balance Activ® on the
Amazon platform in Germany, its first online
market in the EU. The launch is in a nascent
stage and the product is gaining good traction
as brand awareness grows and so too the
number of customer reviews. 2023 will further
see the roll out of Balance Activ® into other key
EU countries, eg. France, Spain and Italy and
once consolidated, we will look to build on this
expansion with other products. As well as using
Amazon as our main e-commerce platform,

all of our UK advertising and promotion is digital,
as this remains the most efficient way to reach
our target audience.

Footcare was lower than 2021 by 25% due to
the loss of a partner in 2022 in Germany, where
a change of ownership has caused a change in
direction and a movement away from our
product; as a result, we will look to replace this
partner in 2023. Procto-eze had a very strong
year with revenues of £0.9 million (2021: £0.5
million); this was mainly due to the continued
success our partner is having in Austria, as well
as other partners holding more inventory to
ensure continued supply in these difficult times.

New contracts in key markets are also improving
the international position for the Group,
capitalising on the acquired products and
confirming that our M&A strategy is working.

Balance Activ®
(Revenue £5.5 million, +63%, LFL 8%)

Revenues for Balance Activ® grew 63%
to £5.5 million (2021: £3.4 million)

on a reported basis, 8% on a like for like
proforma basis. The revenues in the UK
grew 53% to £2.2 million (2021:

£1.5 million) on a reported basis,

0.4% on a proforma like for like basis.

In the UK, sales were impacted due to

an issue with the Amazon Buy Box listing,
which caused loss of sales to competitors
for some weeks, but this was rectified by
H2 and sales picked up back to normal
levels. Distribution of the Balance Activ®
pessary was extended in two key grocery
retailers, giving the product further reach
inthese key stores.In Q4 2022, new
products were developed (Balance Activ®
Gel 14 pack, Thrush Cream and an
Intimate Daily Foaming Wash) and
launched in key UK retailers, and we also
launched the entire Balance Activ® range
in Ireland via our existing partner. We will
see the fullimpact of these in 2023.

Internationally, the revenues for Balance
Activ® (under both the Balance Activ®
brand and our partners' brands) grew 71%
to £3.3 million (2021: £1.9 million), 14% on
a like for like proforma basis. This growth
benefited from new market launches,
including Brazil.

In Q1 2022, we decided to withdraw
availability of the product to our partner

in the Russian and Belarussian marketsas
a result of the Ukraine conflict. This took
approximately £0.5 million of revenues out
of our expected 2022 numbers; without
this unexpected reduction, the brand
internationally would have grown 32%

on a like for like basis.

Outside of the UK, the product is mostly
sold through a number of distribution
partners. During H2 2022, Balance Activ®
was also launched on Amazonin
Germany, and 2023 will see the launch
roll out into France, Spain and Italy via the
Amazon platform.

Innovation remains a key part of this
product portfolio and further new product
development is underway with intended
launches in H2 2023 and H1 2024.

FAST ACTING MOESTURISER
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Lift™
(Revenues £4.2 million, +147%, LFL 36%)

Revenues of Lift™ grew 147% to £4.2
million (2021: £1.7 million), 36% on a like
for like proforma basis. £4.0 million of the
revenues for this brand were generated in
the UK and Ireland (2021: £1.6 million; £2.9
million on a like for like proforma basis).

The increased revenues of £1.1 million over
the like for like proforma revenues for 2021
were due to a number of reasons:

1) increasing level of sales within the
independent pharmacy channel, due
to the recommendation by health care
practitioners to diabetic patients post-
COVID;

2) the rebound of sales on the High Street
and in Grocery Retailers post-COVID as
more usage 0ccasions present
themselves; and

3) the launch in Ireland with a new
distribution partner —this 5 year
agreement has minimum contractual
obligations over this 5 year period.

This momentum has continued into 2023,
which will seenew products into the Lift™
portfolio, as well as expansion into new
related areas.

Venture Life Group plc 1 9
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Chief Executive Officer's Statement continued

Venture Life Brands continued

Earol, Earol Swim, Sterinase
(Revenue £0.2 million, 2021 £nil)

Following the acquisition, these products
only contributed one months revenue of
£0.2 million to the overall Group revenues
for the year. In the year ended 31March
2022, total revenues for these brands
comprised £4.2 million, £0.1 million and
£0.2 million respectively and comprised
£2.2 million (50.1%) in the UK and £2.3
million (57.1%) outside of the UK.

Integration into the Venture Life Group has
begun, and new marketing initiatives and
new product development ideas are
currently being explored.

20 Venture Life Group plc
Annual Report & Accounts 2022

Gelclair, Xonrid & Pomi-T
(Revenue £2.8 million, LFL-3%)

These three oncology support products
were acquired from Helsinn SA in August
2021, and all of these products are sold
solely through distribution partners into
the Hospital and Pharmacy channels.

In 2022, good progress was made and

a number of new long-term distribution
agreements were signed, including Gelclair
in Brazil, Canada and Vietnam and Pomi-T
in Germany.A positive revenue impact is
expected to be feltin 2023.

Some significant markets remain empty
for these products, including the USA and
some key European markets, as well as the
Far East, and the business development
team continues to progress discussions
with potential new partners. The return to
pre-COVID levels of oncology treatments
is also expected to increase revenues for
these brands in 2023.
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Other VLG Brands

(Revenue £10.4 million)

The revenues from the other VLG brands during
the year were level overall, but there were two
significant movements within the portfolio.
Procto-eze did exceptionally well and delivered
growth of 86% to £0.9 million, as a result of
some partners increasing inventory levels to
ensure business continuity during the supply
chain disruption; whilst we don't expect this
same level to be repeated in 2023, it will
normalise in 2024. Against this, we lost ground
on the fungal nail product revenues, where our
main European partner in Germany stopped
selling the product —we are in the process of
identifying a new partner for this product in
Germany as well as other markets.

In addition, there were 12 new distribution
agreements signed in 2022. In general, there
remains a good level of interest in our products
and brands and we remain confident that further
long-term licensing agreements can be delivered
in 2023 and beyond.

Customer Brands
(Revenue £20.8 million, +41% LFL)

Customer Brands delivered an exceptional year
of 41% growth in revenues, delivered by a
combination of both existing and new
customers. In 2021, we had seen an element
of de-stocking: in 2020 customers generally
continued buying product from us at their pre-
COVID levels, despite falling consumer demand
due to COVID, concerned that the supply chain
would be disrupted and they did not want to be
out of stock. This resulted in higher levels of
inventory with our customers at the end of
2020, which resulted in the de-stocking in 2021.
In 2022, customers have returned to their
normal levels of purchasing and inventory, and
in addition we have seen growth in orders from
anumber of customers due to good sell outin
their relevant markets We did see some
increasing of inventories in the customer base
which is reflected in the 2022 revenues, which
will not repeat in 2023, but even without this the
Customer Brands saw growth of over 30% in
the year over 2021.



Chief Executive Officer's Statement continued

Customer Brands continued

The business development team in the
Customer Brands business continue to
generate new leads and interest in our
offering to these type of customers where we
can provide the service from concept, through
innovation, development and registration, to full
scale production of products, registered as
either Medical Devices or cosmetics. This full-
service offering continues to attract interest
from both new and existing customers, and
during 2022 we began to see more enquiries
from such customers where existing contract
manufacturing suppliers have not been able
to manage the supply chain as well as us,

and therefore they want to move to a more
reliable supplier.

Inaddition to this revenue growth, we have seen
a substantial increase on the order book. This
applies to both Customer Brands and VLG
Brands. The overall order book at 31 December
2022 was 114% higher than at 31 December
2021This increased order book has arisen from
both growth in revenues from increasing
customer demand, as well as customers
ordering further ahead than in previous years,
at our request, to ensure that we can obtain raw
materials and packaging in time and also lock

in the price of components. Whilst the supply
chain is improving, with some costs starting

to falland some availability improving, it still has
along way to go to be anywhere near the pre-
COVID position, and we will continue to monitor
the situation and be proactive Customers
ordering further ahead does not accelerate the
timing of the revenues, but it does give us much

greater visibility than before over future revenues.

Operating leverage and capacity

In 2022, we saw a significant increase in
production volumes to 33 million pieces (2021:
29 million) which drove our growth in revenues.
Despite this, we still have capacity for growth at
both of our facilities. Our development and
manufacturing expertise and capacity is
fundamental to the operation and growth

of the business.

The development team have circa 10-15 active
projects running at any one time, from full
development of a completely new Medical
Device to flavour/colour/component changes
to existing formulations. The development
knowledge has also been invaluable over the
last two years in supporting the procurement
team to identify alternative sources of materials
and packaging where existing supply has been
unavailable or rapidly increasing in price. In
conjunction with price increases to customers,
this support has enabled us to minimise the
impact of supply chain disruption on our input
prices and move rapidly when needed on this.

Our factory in Italy, Biokosmes SRL,
manufactures 69% of our products, operating
with 6 turbo mixers and 13 filling lines. There is
plenty of bulk mixing capacity, less so on the
filling lines, but we have capacity at Biokosmes to
insert more filling lines as needed, with modest
capital investment. The machines at Biokosmes
are mainly semi-automatic, and in the coming
years we will look to automate this equipment
more to combat rising labour costs. Currently,
we use a significant number of external contract
labourers to manage peaks and troughs in
production within the facility, but it is expected
with increasing automation, we will require
increasingly less of this expensive resource.

Our site at Gnesta near Stockholm, Rolf Kullgren
AB, manufactures products for the Women's
Intimate Health portfolio — Balance Active.

This facility has a fully automated filling line that
can fill tubes at 2-3 times the speed of our lines
in Biokosmes, but at the moment is running only
at 20% of its available capacity. This level of
volume will grow as the Balance Activ® brands
grow, but we are also actively searching for
additional new products to manufacture at this
facility and have active projects in discussion.

INn 2022, we also invested in our financial team
by increasing resource and implementing new
processes, and this has enhanced the quality
and value of the reporting within the business.
This enhanced function now has the capability
to identify many more opportunities for value
re-engineering and energy/cost saving
initiatives across the Group, vital at a times

of high inflation and input prices.

Outlook

2022 has been a very rewarding year of growth
for VLG. The full year effect of the acquisitions
made in 2021 has contributed very positively
to the overall growth of the Group, with those
acquired assets also being in growth
themselves.

The supply chain has continued to be one of the
largest areas of challenge for the Group, where
the impact of the Ukraine conflict at the start of
2022 compounded the already very difficult
supply chain environment as a result of COVID.
The first half of 2022 saw the most difficult part
of the year for supply chain, with issues in terms
of both availability and price arising on a daily
basis, combined with the impact of rapidly
increasing energy prices. The second half of the
year saw the start of an improving situation for
supply chain which has continued into 2023,
where we are now seeing some downward
movement in price and improving availability.
Similarly, energy prices seem not to have risen
as high as expected 6 months ago.
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This all sets a backdrop for a period where we
expect to see margins under less pressure, and
where we expect that customers will still
maintain their long look-forward on ordering.

We have started the year with an order book
more than double the size of that at the same
time last year, which reflects the continued
growth and much greater visibility of forward
revenues. 2023 is expected to see a year of
continued organic growth, with many initiatives
in terms of market penetration and new product
development. Increasing volumes, easing
supply chain pressures and the full year impact
of the Earol acquisition are expected to improve
gross margin again in 2023, despite the cost
pressures that remain. The business remains
focussed on the dual objective of profitable
organic growth, hand in hand with improved
sustainability, and the Board looks forward with
confidence to the year ahead.

Hude]

Jerry Randall
Chief Executive Officer
3 April 2023
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Case Study

Women's Health

Balance Activ®

UK's Number 1 Bacterial Vaginosis (BV) Treatment*

Balance Activ® provides an
effective yet discreet product
offering within the Women's
Intimate Health category. Clinically
proven, it provides effective relief,
helping thousands of women
globally.

RAPID SYMPTOM RELIEF
EASY-TO-USE PESSARIES

FAST ACTING MOISTURISER

P 2 EASY-TO-USE PESSARIES
=) BALANCE i &
{| ACTIV" |
> BALANCE :
SR ATy B
e \ Dl &
BV Treatment :

Moisture Plus
estores your body's
NATURAL BALANCE m
Treats & Relieves RAPID and SOOTHING relief ]

from vaginal dryness, atrophy
and discomfort

R

—u Womens' Health Revenue
PROVEy P—I
v VYoo e ] Q FREEFROM
Women's Health share of
VLG Brand Revenue
(2021: 20%)
*  Source: Nielsen, All Outlets, 52 week ending period 14 Januar y 2023,
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Case Study continued

oday oibajens

Dr Shazia Malik, MBChB (Honours), MRCOG, Medicine and Surgery at the prestigious Subspecialists in Reproductive Medicine offering

is a highly experienced and esteemed University College Hospital in London (UCH), private Gynaecological and Obstetric Care.
consultant Obstetrician and Gynaecologist, at which she still remains an Honorary
who is regularly quoted in the media. She Consultant. She has also worked as a Dr Shazia provides supportas a PR
gained her medical degree with Honours and Consultant Obstetrician and Gynaecologist as a spokesperson and lead gynaecological expert
the Gold Medal in Obstetrics and Gynaecology  part of the Recurrent Miscarriage team located on behalf of Balance Activ®, providing quotes
in 1991. Since then, she has trained in at St. Mary's Hospital in Paddington and also as and comments to the media, undertaking
Obstetrics in some of the largest tertiary level a Consultant in IVF at CRGH, well known as one interviews and providing content for press
units in the country. She undertook her of the country’s leading IVF units. releases and articles.
specialist training in Cambridge where she was
also a research fellow funded by the MRC Whilst gaining her subspecialty, she continued In 2023, she will provide strategic guidance
working with a world famous team looking at her interest in Gynaecological Ultrasound at for the launch a ground-breaking piece of
abnormal vessel function in women with Kings College Hospital and set up the Early research into vaginal health, essential counsel
excessively heavy periods or endometriosis. Pregnancy and Emergency Gynaecology unit on new product development, brand

at Barnet Hospital in North London. She is part positioning and media strategy.
She went on to successfully complete her of a busy NHS team working in both Obstetrics

subspecialty accreditation in Reproductive and Gynaecology, as well as one of only a few
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Case Study continued

Oncology Support

Gelclair, Pomi-T & Xonrid

Within the Venture-Life portfolio,
Gelclair is a key oncological
support product, helping to
Improve a person's quality of life
during cancer treatment.

Sgelclair’ -
Gel Oral Concentrado 3 g e| C I 3 | r@
gcsh::z?dﬂ:;ﬂsng Gel Oral Concentrado
oche o dose e

£2.8m

Oncology Support
Revenue

12%

Oncolegy Support share of
VLG Brand Revenue
2021:12%)
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Case Study continued

The Helsinn Integrative Care Portfolio (HICP)
including Gelclair, Pomi-T and Xonrid, was
acquired on 6 August 2021. This provided a
profitable portfolio of products in the area of
oncology support. These oncology market
support products provide symptomatic relief
for some of the side effects associated with
cancer or its treatment. The revenues from
these products were affected during the
COVID pandemic, when cancer treatments
were reduced, but now have significant

potential for growth, coming out of that period.

Gelclair offers treatment for Oral Mucositis,
which is a particularly painful condition that
causes inflammation and ulceration which
occurs in the mucous membranes of the
mouth and a common side effect of radio and
chemotherapy of head and neck treatments.

During 2022, we have seen Gelclair partnered
in Brazil, Canada and other countries. Blau
Farmaceutica is the exclusive long-term
distributor in Brazil. Blau is the number one
pharmaceutical company in the non-retail
market in Brazil, with more than 1,500
employees and revenue of c£270 million.

Actively present in the Institutional & Specialty
Care segments, Blau has more than 35 years'
experience and has a well-established
footprint in the main LATAM markets, including
Argentina, Colombia, Chile, Ecuador, Peru and
Uruguay. Blau's expertise and complete line of
Chemotherapy and Oncology Support
products offer an established platform to
successfully market Gelclair in Brazil, in order
to reach patients suffering from chemotherapy
or radiotherapy induced Oral Mucositis.

Venture Life Group plc 2 5
Annual Report & Accounts 2022
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Case Study continued

Diabetes / Energy

Management
Lift™

Lift™ is an OTC product for

the treatment of hypoglycaemia
and energy management;

the brand has a multi-channel
route to market in the UK.

GLUCOSE
CHEWS

GLUCOSE
CHEWS

Diabetes / Energy
Management revenue

28%

Diabetes / Energy
Management share of
VLG Brand Revenue
(2021:17%)
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Case Study continued

Lift™, fast-acting glucose range of products
can give your body that extra boost when you
need it most. If you are managing diabetes,
Lift™ Juice Shots or Tablets can be used as
an immediate treatment for hypoglycaemia
and to help prevent hypos. Lift's™ ready to
drink Juice Shots and Chewable Tablets come
in convenient packaging, making them easy to
carry around, on hand and ready to consume.

It can also help you get the most out of
training, unlock that extra 5% in a big race,
amatch or simply help you get through
those long days or night shifts.

Lift™ comes in a variety of tasty flavours and
most importantly in a measured dose, simply
drink the full 60ml juice shot or 3 chewable
tablets and wait 15 minutes before retesting
your blood glucose levels or taking on that
extramile.

‘I now always keep a Lift™ Glucose Shot on
my bedside table at night. | have found this to
be very helpful if | have a low overnight hypo
due to its speed of action in raising my blood
sugar levels and the certainty of dosage.”

Michael Robertson Type 1 diabetic for 29 years.

Available in key retailers across
the UK and Amazon.

Venture Life Group plc
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Our Investment Case

We create value for shareholders
by acquiring or developing,
manufacturing and commercialising Profitable and cash
products/brands for the self-care senerstive
market globally.

£9.0m

£6.6m

£6.1m

£4.0m

£0.4m
£30m
£2.6m
£0.8m
£19m

2018 2018 2018 2018 2022

@ Adusted EBITDA' of £9.0 milion, +36% over 2021

Net cash generated from operating activities
excluding cash exceptional items

1 Adjusted EBITDA is EBITDA before deduction
of exceptional items and share based payments
(see note 31 of financial statements)

Recognised expertise

» Experienced leadership team

* Expertise in product development,
manufacturing and distribution of
medical devices

* Nearly 40 years in developing and
manufacturing healthcare products

* Strong in-house technical team with
regulatory expertise

» Experienced commercial team
inhome and international markets

40 ..

developing and manufacturing
healthcare products

28 Venture Life Group plc
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Our Investment Case continued

Proven track record
in acquisitions

brands, including UltraDEX® (2016), Denty!®
(2018), PharmaSource (2020), BBI (2021),
Helsinn (2021) and HL Healthcare (2022).

* The Group focuses on post-acquisition
organic revenue growth as a key measure

» MR&Atransactions to build a portfolio of leading

« Organic growth from existing and
new distribution partners globally

« Growth from developing innovative
products and line extensions

» Additional growth from further
acquisitions

Manufacturing Capacity

Our development and manufacturing
capability is a key revenue driver for the
Group. With our strong growth to date and
strategic ambition, we have invested
significantly in recent years to increase
the manufacturing capacity.

business model

* Strategy of building a strong portfolio of
market-leading brands through market
penetration and international expansion

» Establishingitself as a key partner in the
development and manufacturing of
consumer self-care products

» Supported by a vertically integrated
model that brings operational leverage
opportunity with growing volumes —
Venture Life innovates, develops,
manufactures, and markets self-care
products globally

* Capacity of 65 million units per annum,
current utilisation of 35 million units (54%)

 Significant capacity for growth and the
ability to accommodate both organic
and acquired growth

of success. * Revenue and profit growth through
increased manufacturing throughput
; 5 5 m units
Production Capacity
Corporate acquisitions (Italy)
1 1 1 Om units
Production Capacity
Key Brands (Sweden)
Dentyl® e UltraDEX® * Balance Activ® ¢
Glucogel® e Lift™ « Gelclair® « Pomi-T ¢
Xonrid « Earol « Earol Swim ¢ Sterinase
Clear strategy and proven Operational Leverage Global Coverage

Our products are sold in over 90 countries
globally, which reflects the appeal of our
offering, the manufacturing expertise and
validation by many regulatory authorities
and the extent of our commercial reach.

656m

Capacity of units per annum

35m

Current Utilisation

90+

Markets Worldwide

Venture Life Group plc 29
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Key Performance Indicators

Our KPIs measure our progress,
aligning with our strategic framework
and our road map for developing our
business in the coming years.

These will enable investors and

other stakeholders to measure
our progress.

30 Venture Life Group plc
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Group Revenue £m*

£44.0m

£32.8m
£267m

c188m £20.2m

2018 2019 2020 2021 2022

£44.0m
+34.2%

Definition
The total amount of income generated
by the sale of goods and services.

Why we measure
Consistent and sustainable growth
is a key part of our business model.

Revenue Mix %

64.7%
669%
57.7%
452%
47.4%
426%

2018 2019 2020 2021 2022 Run-rate

@ VLGBrands
Customer Brands

Definition
The proportion of revenues derived from our
VLG Brands versus our Customers' Brands.

Why we measure
Growth of the higher margin VLG Brands
is a key strategic objective.




Key Performance Indicators continued

Gross Profit £m*

£17.7m

£130m

£10.7m

£80m
£7.3m

2018 2019 2020 2021 2022

£17.7m
+36.3%

Definition
The difference between a company's total
revenue and its total cost of goods sold.

Why we measure

To ensure that our revenue is delivering
adirectly proportionalincrease in gross
profitability.

Adjusted EBITDA £m**

£9.0m

£6.6m

£4.0m

go7m  E30M

2018 2019 2020 2021 2022

£9.0m
+35.8%

Definition

Earnings before interest, tax, depreciation and
amortisation (EBITDA) before deduction of
exceptional items and share based payments.

Why we measure
Consistent and sustainable profitability
is akey part of our business model.

Digital Progress
VLG Brands Revenue

100% Bricks & Mortar

130%

42% 50% 60% 85% m

2018 2019 2020 2021 2022

13%
+4.5%

Definition
The value of VLG Brands revenue generated
through online selling.

Why we measure

The digital space is becoming increasingly
important and remains the most efficient way
toreach our target audience.

UK Distribution Points

49477 49335 90757

44915
405583

2018 2019 2020 2021 2022

50,757
+2.9%

Definition

Total number of product listings of VLG Brands
across high street, pharmacy and grocery
channels inthe UK.

Why we measure
Strong distributionis critical to the success
ofthe VLG Brands so that consumers have

access to our products.

Adjusted EBITDA Margin %

201% 204%

1449% 148% 151%

2018 2019 2020 2021 2022

20.4%
+0.3%

Definition
The percentage of our Adjusted EBITDA
as a proportion of revenue.

Why we measure
To measure the impact of increasing
operational leverage.

Net Cash Generation £m*°

(from operating activities)
£6.1m

£26m

£19m

£0.8m
£0.4m

2018 2019 2020 2021 2022

£6.1m
+218%

Definition
The net cash generated from operating
activities excluding cash exceptional items.

Why we measure
Our investment case sets out our goal
to be both profitable and cash generative.

*  Financial charts exclude one-off hand sanitiser gel sales impact in 2020.

+ Adjusted EBITDA is EBITDA before deduction of exceptional items and share based payments (see note 31 of financial statements).

Net cash generation from operating activities excluding cash exceptionals.

Venture Life Group plc 3 1
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Development and Manufacturing

Our manufacturing facilities in Italy (5,500m?)
and Sweden (2,600m?) are key differentiating

factors from our peers.

Investment for growth

Our 5,500m? facility is located in northern Italy, near Milan. This facility
manufactures both our wholly owned Venture Life Brands and
Customer Brands, which are sold under the customers' brand names.

Our 2,600m? Swedish facility is in Gnesta, south of Stockholm,

and manufactures the bacterial vaginosis and moisture gel under our
own brand of Balance Activ®, but also under customer brand names.

It contains a state of the art fully automated filling line that can produce
270 long neck tubes per minute.

We have over 40 years of experience in developing consumer
healthcare products (registered as Medical Devices or Cosmetics),
and a strong technical team in place with regulatory expertise.

This in-house ability to develop and manufacture allows us to be
agile in responding to market demand.

Our development and manufacturing capability is a key revenue driver
for the Group. With our strong growth to date and strategic ambition,

we have invested significantly over the last couple of years to increase
the manufacturing capacity.

55m..

Production capacity (Italy)

10m..

Production capacity (Sweden)

&

Increased factory space to
increase production

The Group now has significant capacity for growth, which will
accommodate both organic and acquired growth. There is also

the opportunity to expand the current factory footprint still further,

in addition to being able to lease nearby buildings to continue current
expansion should it be required.

Italy

6

Bulk mixing turbo-mixers

13

Filing lines

250,000

Daily unit capacity per day

Sweden

1

Bulk mixing turbo-mixers

1

Filling line

45,000

Daily unit capacity per day

32 Venture Life Group plc
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Development and Manufacturing continued

Operational leverage

The manufacturing and development facility has plenty of scope
for additional revenue generation, with an estimated spare capacity
of 55% at the end of 2022.

Our development and manufacturing facility services both VLG
and Customer Brands.

Italy and Sweden

Primary production facility for
all Group revenues*
* Excludes Pomi-T, Lift™ & Glucogel®

Estimated spare capacity at
the end of 2022 is 55%

O :

VLG Brands

Dentyl =  wltraDEX

Pomi_T® ci)—gelclair

Customer Brands

Our manufacturing scalability

The Group has significant capacity for growth, which will
accommodate both organic and acquired growth. There is also the
opportunity to expand the current factory footprint further, in addition
to being able to lease nearby buildings to continue current expansion
should it be required.

120

100

75

60 55 — | | I

Units per year (million)

40

20

Units Existing Capacity with  Capacity with

produced Capacity +£4m GBP +£8m GBP

(LT™M) investment investment
B Gnesta Biokosmes
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Our ESG Strategy

ESGIs
central to

our growth &
development

(2(2

| am passionate about the
development of our ESG
strategy and so too are my
colleagues, our customers
and our shareholders.

3 4 Venture Life Group plc
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Our ESG Strategy continued

Q&A with our Head of ESG Strategy

Ennio Schiro.

How long have you been at VLG and
what has been your journey so far?

| started working at Biokosmes in 2007 and in
2014 for the Venture Life Group through their
acquisition of Biokosmes. Initially my role had
me working in production before | moved over
to Quality Control followed by a move into
Quality Assurance. Throughout all my roles

I have always maintained my interest in the
development of our ESG strategy.

What role do you play in the
company's ESG strategy?

The core ESG comprises of a cross functional
team —within the team my remit has me working
on the objective setting and ensuring we have a
planin place to reach these objectives, led by
Jerry Randall as CEO who drives the Board's
direction in ESG.

The activities of the wider team include
developing our program towards the aims

of the Sustainable Development Goals (SDGs),
the continuation of the certification process
according to various standards and the
coordination with all the teams and our
colleagues across the Venture Life Group.

How important is ESG to you
personally and working for a
company that firmly has it
embedded in their business?
Working ina company that is committed

to an ESG agenda is incredibly important

for me, mostly because these objectives we set
as a company make a huge difference not only
to the company but all of the employees within
the group — something we are all incredibly
proud of. Being able to participate personally
and actively in these development activities
makes me personally feel very fulfiled in my role,
as the changes and initiatives we put in place
now are an important basis for our future.

What is the Group's ESG strategy?
ESG s central to the development and growth
of the business in the future, and this is why
we have initiated our Sustainable Life program
in 2022. The Board and whole Group is fully
committed to creating a sustainable business
for all our stakeholders. We have been
undertaking many initiatives across the

Group for many years, in particular at our
manufacturing sites, to drive towards a more
sustainable business, but now we are
communicating this much more.

We want to include ESG in all areas of the
business, at all levels and all tasks — creating a
new mindset across the group. The basic
principles to be applied to the entire group in daily
activities, from product design to distribution.

We are developing a programme of activities
designed to support the achievement of the
objectives determined by the UN through the
publication of the SDGs, particularly our 7 priority
SDGs. Also, common with the UN principles we
are targeting net zero by 2030 and designing a
program to achieve this. The Board has designed
a precise and constant reporting of activities for
the monitoring of the progress of projects.

How do you build an ESG
framework that is future-proofed
for tomorrow's economic realities?
By continuing to apply the principles of
sustainability at all levels of the group will ensure
the achievement of the group objectives.

In terms of general program and achievement
of more specific objectives such as the LCA Life
cycle assessment, Carbon footprint, B Corp and
so on, will allow us to align ourselves with the
accreditations that today people see as the
most recognised.

How do you develop a global
approach to ESG?

The key principles for us of a good global
development approach include:

Sharing of objectives:

The strong presence of the Group Management
ensures that there is a clear identification

of medium and long-term objectives; this allows
an organisation of activities for the achievement
of objectives and involvement of all business
functions.

Formation:

Training of all the staff involved within the ESG
team has been carried out since our first year
of creation of the team itself. This activity is
constantly revisited and further built on within
the team.
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Identification of SDGs to be developed:
Our training allows us to identify daily how

and where we can bring a further benefit

to the organisation by programming with the
development of the activities that result

in bringing a tangible outcome in terms of
environmental benefit, social and governance.

Proselytism:

Always involving all business functions

to ensure an ESG approach across all
departments and all levels of the business.

Reporting:

Continually reviewing and reporting of the
activities underway, which allows us to inform
all stakeholders of the developments and
progress achieved by the organisation.

How would you view this year's
progress against your ESG
objectives?

| think we achieved a great result during 2022,
shown by our results that confirmed a growth
trend in the development of our ESG projects.
Several projects under different aspects such as
structure, formulations, packaging, human
resources, shipment of goods and
communication have also been developed.

By the end of the year, we confirmed the Group's
ability to respond to the growing and diversified
demands of the market and its stakeholders,
confirming VLG as a competent and timely
partner towards compliance with the SDGs.

Venture Life Group plc
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Our ESG Strategy continued

During 2022 we launched our Sustainable Life project,
our Group wide initiative to become a more trusted,
responsible and sustainable business.

Our Priority SDGs

for our sustainable development

GOOD HEALTH
AND WELL-BEING

s

SDG 3
Good health and
wellbeing

Supporting our colleagues and
consumers to lead healthier lives.

INDUSTRY, INNOVATION
AND INFRASTRUGTURE

o

SDG9
Industry innovation and
infrastructure

Investing in innovation and technology to
further support our drive to sustainability.
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SDG7
Affordable & clean
energy

Progressing towards sourcing more
of our energy from renewable resources.

12 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

QO

SDG 12
Responsible consumption
& production

Ambition to reduce waste and increase
recycling and recyclability of of products.

DECENT WORK AND
ECONOMIC GROWTH

i

SDG8
Decent work and
economic growth

Helping our colleagues to succeed
by providing support, flexibility and
rewards to help them grow.

13 homon

3 2

SDG 13
Climate action

Reduce our carbon emmissions.




Our ESG Strategy continued

@) TAINABLE ™ &'
@ gg\SIELOPMENT ‘::‘ALS

Sustainable Life Key activities during 2023 for the Sustainable
During 2022, we launched our Sustainable Life Life team will be numerous. The initial focus
é"" project, our Group wide initiative to become a will be at our Biokosmes site, where by far the
= = more trusted, responsible and sustainable largest part of our operations site. The work will
'(“‘~ business. Whilst we were already undertaking then roll out to our other locations in
many initiatives separately around this Group, subsequent years:
!ygﬁ!;ggﬁ!;ggﬁmlﬁ we have now united the Group efforts to co- * Undertaking the life cycle analysis
ordinate this project on a Group wide basis. ona number of our key brand products
* Assessing the carbon footprint of the
Sustainable 0OWe have built our own internal team for this Bioskosmes plant. The assessment of
Development Goals project, led by one of our long-term employees Gnesta and the rest of the Group will be %)
The 2030 Agenda for Sustainable Ennio Schiro, based in our Biokosmes facility. undertaken in the subsequent year. 8
Development, was adopted by all Ennio is an experienced member of our Quality * Undertaking the process to become B Corp S
United Nations Member States in 2015, Assurance team, and has a passion to certified at Biokosmes, and then also to roll 2
and provides a shared blueprint for peace continually improve the sustainability this out across the Group in subsequent years. K
and prosperity for people and the planet, of our business. Ennio is supported by various * Undertake the Ecovadis certification process 9
now and in the future. members round the Group in building out and again at Biokosmes—in 2021 we were =~
developing the initiatives across the business. awarded bronze accreditation.
We believe the 17 Sustainable
Development Goals (SGDs) are a clear In 2022, we undertook stakeholder research We have an exceptional team of people
framework for creating an effective ESG to identify our 6 priority Sustainable within the Group, who have performedto an
strategy and our commitments will Development Goals. outstanding level in 2022. Our team continues
therefore be aligned against the to grow, and setting the right culture as well as
relevant SDGs. In common with the United Nations directives identifying and developing our values
on sustainability, it is our target as a Group to is becoming more and more important
Quote from Jerry Randall (CEO) achieve net zero carbon emissions by 2030, to our business. We commenced a number
“As the world continues to recover and in 2023 we will be working to establish our of initiatives in the second half of the year with
following the COVID-19 pandemic carbon footprintand, in consultation with expert ~ our people to assess and understand the
and manage the impact of the Ukraine advisers, design our net zero plan, which will culture of the business and identify areas of
conflict it's vital that we continue to deliver form the basis of our progression to net zero improvement. This will be a continuing theme
on our ESG responsibility and ongoing by 2030. into 2023 and beyond, as part of our
commitments. Our goal is to be a trusted Sustainable Life project, as well as establishing
responsible and sustainable business, To date, we have already achieved some with the team the values that the Group
focusing on Our Planet, Our Business tremendous steps on this journey: subscribe to in our path forward.
and Our Community”. * Areduction of carbon emissions on

transportation of product from the factory
by 77% in 2022 compared to 2021,
principally by significantly increasing

the use of rail transport.

* Areduction of the amount of heating and
power in Q3 2022 of 23% compared to the
same period in 2021, through a reduction in
factory temperature by 1 degree Celsius.

* 50% of staff in Italy registered on the
Government sponsored Work Health
promotion project.

Venture Life Group plc 37
Annual Report & Accounts 2022



Our ESG Strategy continued

To be atrusted global leader in the self-care
market, we must behave in an environmentally
and socially responsible manner.

AN

) SUSTAINABLE ™ &
@ DEVELOPMENT ‘:.:‘ALS

Our ESG Strategy: The 5 step approach we are taking...

F8 A4

~—~~
ESG Leadership Team Stakeholder Consultation Priority Goals
Our leadership team will be formed from We will consult with our stakeholders Learning from our stakeholders' views
a diverse and accurate representation to understand the expectations of us, and expectations, identify our priority goals
of our stakeholders in being a trusted, responsible, and ensure alignment to the SDGs

and sustainable business

o R

Measurement method Reporting
The key to our ESG success will be creating Regular reporting and transparency
a clear and transparent measure of of progress to our stakeholders

progress against each of the goals set
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Our ESG Strategy continued

A snapshot of what we are already doing

Our People

Healthy nutrition

* Aleadership team member attended a
nutrition and wellbeing course at Milano
University; the learnings were rolled out
promoting a healthy lifestyle whilst at the
place of work.

Fitness

= Afully funded online fitness coach
provided to all 31 production workers
to help protect against repetitive injuries
and increase overall wellbeing whilst
being in a COVID-19 safe environment.

* At our Sweden facility, all employees are
supported with a wellbeing program with
individual funding for a choice of wellness
activities including gym memberships
amongst others.

Recognition

* Across the Group we reward our people
for their hard work above and beyond
normal levels staff receive benefits such
as additional bonus or annual leave.

Diversity

» We are committed to providing equal
opportunities in employment. All job
applicants and employees receive equal
treatment regardless of sex, race, colour,
age, nationality or ethnic origin.
We employ 31% more women than men.

Workplace safety

» We continue to prioritise the safety of our
people in everyday work situations — from
using mechanical equipment to staying
safe throughout the pandemic.

Our Business

Resource efficiency

¢ 2021 we setupateam of 10individuals
inthe business focusing onlean
improvements and opportunities to increase
resource efficiencies.

* Theteamhave analysed our critical production
activities, culminating in approximately 1,030
hours additional production capacity.

Resource efficiency

¢ QOurEcoHead Office provides cross
ventilation during summer nights, cooling
the heavy structure to provide comfortable
working conditions throughout the year
minimising overall energy consumption.

Water consumption

¢ In2021 weinvestedin our osmotic plant; this
closed-cycle has created significant water
savings of between 30%-40%. Further to this,
new technology implementationin ourresin
filtering we have reduced water consumption
for this process by 77%.

Energy consumption

* We have maximised the use of rail transport
rather than road transport for our products
between the UK and ltaly, culminatingina 77%
reductionin carbon emissions, andwe
continue to measure this with organisationsin
ourfield.

* Photovoltaic plant—In 2011 we installed solar
panels to our production facility, over the last
12 yearsthe solar energy captured has been
onaverage 20% of our total usage.

N 2020 our manufacturing facility in Sweden
invested inan increased efficiency air system
which has reduced overall energy
consumption on the site by 8%.

Waste management

* Theteam have focused on optimising the use
of materials and reducing overall waste, since
2020 we have reduced our overallwaste
by 35%.

 Continue to work with our suppliers to reduce
plastic packaging ahead of UK tax changes.

Our Community

Responsible Consumption
* Educating our customers and
community in sustainable behaviours
through:
- Social media - providing examples of
how to make our products last longer
- Product packaging — promoting
sustainable educational messages
on our products
- Learning and developing ESG
solutions with our customers and
partners
- Through collaboration, we have
been maximising the use of recycled
packaging in customers own brand
products

Our community update

In 2022 Venture Life entered a collaboration
with Solidarieta NGO, based in Lecco,
Lombardy, Italy. Formed in 1986, Solidarieta
NGO assists and supports people with
physical, mental and cognitive disabilities
with finding employment.

The collaboration with Venture Life Group
has made it possible to create social added
value for 12 people, of which 9 have a
socio-employment disadvantage and

3 people have disabilities.

In the same period, 5 training courses were
also activated for people with mental
fragility. The beneficiaries of these
integration paths have been able to
increase their professional skills and
achieve economic independence which
was not previously present. A strong
improvement in psycho-physical well-being
and an expansion of the network of
personal relationships was also assessed.
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Principal Risks and Uncertainties

Creating quality outcomes
by managing risk.

Non-financial risks

Risk Summary of impact
Reduction in demand for The Group's product distribution agreements generally give market exclusivity to its distribution
products partners for a period of five or ten years. While such agreements impose minimum annual

purchase obligations, if any of the Group's partners fails to meet its minimum purchase obligations,
the Group's expected revenues and profits could be negatively affected. Such negative impact
would continue until either the partner is able to meet its minimum purchase obligations or until the
Group is able to find an alternative commercial partner for that market.

In order to help mitigate this risk, the Group has continued to diversity its product portfolio over the
Risk decreased in 2022 years by expanding into other therapy areas as seen through our M&A strategy and most recently
the HL Healthcare Ltd acquisition on 30 November 2022.

Customer-specific risk A significant proportion of our revenues are derived from a relatively small number of customers.
The percentage of total revenue generated by the Group's top five customers in the year ended
31 December 2022 was 39.8% (2021: 36.7%). The loss of any customer or group of customers
which represents a significant proportion of revenue could have a negative impact on the Group's
operating results and cash flow.

As part of the Group's strategy we aim to mitigate this risk by diversifying our customer portfolio,
No change in risk 2022 which is achieved through the ongoing internationalisation of our brands as well as our M&A

strategy. On a proforma’ basis, treating the HL Healthcare Ltd acquisition as though it had been

in place for all of 2022, the percentage of total revenue from the Group's top five customers would

have been 37.9%).

As was seen during 2022, there remains uncertainty around when the Chinese economy will
recover back to the levels that existed prior to the COVID-19 pandemic. This uncertainty directly
impacts our distribution partner for oral care products in this market. We are continuing to apply
caution against the speed of recovery and this approach is reflected within our assessment of
future performance for the Denty!® brand.

1 Proforma basis i.e. if the acquisition of HL Healthcare Ltd had been in place for all of 2022.

De|ay in regulatory The Group's products are primarily approved for use as medical devices, functional cosmetics and
a roval food supplements that, in certain regions including Europe, require pre-market notification but not
PP pre-market authorisation or approval by the relevant authorities.

In other regions of the world where the Group either has distribution agreements in place
oris actively seeking to establish them, the procedure for registering and having products
authorised may differ from that in Europe. Other jurisdictions may require more lengthy registration
and authorisation processes and the Group will be relying on its distribution partners to carry out
o this work in a timely manner. This in turn may lead to delays in product launches in certain territories
No change in risk 2022 but the Group works closely with its partners to support them through the process.
During 2022 the Group has ensured that the necessary steps be taken to comply with changes
required to meet the new Medical Device Regulations (MDR).

e No changeinrisk 6 Increase inrisk @ Decrease inrisk
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Principal Risks and Uncertainties continued

Non-financial risks continued 2
®

Q

a . (7]
Risk Summary of impact »
B

Supp|y chainrisk The Group relies extensively on third parties for many of its activities, including raw material supply, -

logistics, distribution and sales of its products. The Group is therefore at risk of under-performance
by third parties, exploitation by third parties of the Group's commercial dependence and by
unforeseen interruptions to third parties’ businesses. These risks were increased during the
pandemic and due to the conflict in Ukraine, however the scale of issues seen for much of 2021
have plateaued during 2022.

Risk decreased in 2022 To mitigate this risk, the Group works with a variety of vendors and aims not to be over-reliant
on any one particular vendor. In addition, we have built inventory levels to ensure ability to supply
our customers' demand. Our customers have supported the Group's ability to do this by placing
orders further out than has been seen historically.

The Group is reliant on its Development and Manufacturing business for supply of products
and there is arisk of supply chain interruption as a consequence of events such as fire, flooding
or energy outages. The Group mitigates this risk by observing its own health and safety policies,
as well as by taking practical measures such as the installation and maintenance of a fire alert
and fire prevention system in its factories.

Adverse foreign exchange The Group's revenues are denominated predominantly in euros and sterling. However, the Group's
- presentational currency is sterling and therefore the reported revenues will depend on exchange
movements affeCtmg rates prevailing during the relevant financial period.

profitability
The majority of the Group's cost of sales are denominated in euros and 67% of the Group's
revenues are denominated in euros. The Group is therefore not unduly exposed to adverse
movements in the euro/sterling exchange rate in relation to its gross profit. The Group's
administrative expenses arising in Italy represent a material component of overall Group
administrative expenses. These expenses are denominated in euros and when reported
on a consolidated basis, they will be reported in the Group's presentational currency of

Riskincreased in 2022 sterling. Consequently, there may be variability in the presented expenses caused by
variability in the sterling/euro exchange rate.

The Group actively monitors the principal foreign exchange rates and has begun to explore
additional hedging strategies which will be implemented in 2023.
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Principal Risks and Uncertainties continued

Creating quality outcomes
by managing risk.

Financial risks

Risk Summary of impact

Financial risk The Group seeks to minimise its exposure to financial risk through issue of its own equity
instruments and debt to fund operating and investing activities. Where it is necessary to utilise
debt funding, the terms of the financing are reviewed against future cash flow expectations
to ensure that there are sufficient resources for the Group to meet its obligations under the
financing arrangements. Further details relating to the Group's exposure to financial instrument
risks are provided in Note 3.14.

No change inrisk 2022 The Group's activities expose it to a variety of financial risks: market risk, credit risk and liquidity
risk. The Group's overall risk management programme focuses on the unpredictability of financial
markets and to minimise potential adverse effects on the Group's financial performance.

Risk management is carried out by management under policies approved by the Directors.
Management identifies and evaluates financial risks in close cooperation with the Group's
operating segments. The Directors provide principles for overall risk management, as well as
policies covering specific areas, such as interest rate risk, non-derivative financial instruments
and investment of excess liquidity.

Market risk Market risk is the risk of loss that may arise from changes in market factors such as interest rates
and foreign exchange rates. The Group monitors market risk factors and regularly reviews business
forecasts to assess the impact of changes in market conditions.

No change inrisk 2022

No changeinrisk e Increase inrisk e Decrease inrisk
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Principal Risks and Uncertainties continued

Financial risks continued

Risk

Summary of impact

Credit risk

No change in risk 2022

Creditrisk is the financial loss to the Group if a customer or counterparty to a financial instrument
fails to meet its contractual obligation. Credit risk arises from the Group's cash and cash
equivalents and receivables balances. The Group mitigates this risk by requiring upfront payments
from new orders with new customers and monitoring the composition of the Group's monthly
debtor book.

Liquidity risk

No change inrisk 2022

Liquidity risk is the risk that the Group will not be able to meet its financial obligations as they fall
due. This risk relates to the Group's prudent liquidity risk management and implies maintaining
sufficient cash reserves. Management monitors rolling forecasts of the Group's liquidity and cash
and cash equivalents on the basis of expected cash flow.

Capital risk management

No change inrisk 2022

The Group's capital structure is comprised of shareholders' equity and a £30 million revolving
credit facility which is secured against the company’s entities.

The Group's objective when managing capital is to maintain adequate financial flexibility
to preserve its ability to meet financial obligations, both current and long-term. The capital
structure of the Group is managed and adjusted to reflect changes in economic conditions.

The Group funds its expenditures on commitments from existing cash and cash equivalent
balances, these are supported by the revolving credit facility.

Financing decisions are made by the Directors based on forecasts of the expected timing
and level of capital and operating expenditure required to meet the Group's commitments
and development plans.
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Our Section 172(1) Statement

Our key stakeholders

The table below highlights our key stakeholders, and why

and how we engage with them.

Our key stakeholders

The Company's key stakeholders

include the following parties:

* Our many Shareholders

* QOur dedicated workforce of 153

» The sell-side analysts of the market
in which we are listed

* Our many dedicated Suppliers of
raw materials, packaging, other
products and services

* Qur portfolio of Customers across
the world

* The local communities in territories
in which we operate

* The environment

* The national and international
regulators applicable to our products

* Our NOMAD brokers, auditors, legal
counsel and other professional
advisors

4 4 Venture Life Group plc
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Their importance to our
long-term success

Key Stakeholders play a major role
in the continuing operation of the
business in many forms:

Strategic decision making, including
providing input and advice in relation to
prospective activities which caninclude
fundraising, M&A activities, allocation of
cash across business segments and
other activities.

Operational matters, aimed at ensuring
the business operates with maximum
efficiency as well as adopting a pragmatic
approach to planning, forecasting and
prioritisation.

Compliance, ensuring the company
complies fully with regulatory, legal and
other legislative requirements.

The methods we use to
engage and understand
and their issues

Our CEO leads the interactions with
shareholders, NOMAD brokers, and
other professional advisors, supported
by other Executives and the
Non-Executive Chair.

Individual executives operate openly

with their teams to ensure a united and
coordinated effort by the workforce to
meet Group objectives. These executives
plus their teams of Directors and Managers
also interact with the portfolio of Customers
and Suppliers to maximise the achievement
of company operating performance.

Our CFO leads the interactions with
sell-side market analysts to ensure forward
looking market forecasts are appropriate.

The interaction with national and
international regulatory bodies is lead
from our Head of R&D & Technical in
consultation with the Executives.

All Executives are experienced, qualified
individuals and act with skill and integrity.
Board papers are prepared with diligence
and are issued ahead of each Board
meeting to enable attendees to
thoroughly pre-read. Training is
undertaken as required in specific

areas to supplement skills and
experience.



Our Section 172(1) Statement continued

Our principal decisions
We describe below how the Directors had regard to key stakeholders
when making principal decisions during the year.

Principal decisions The Group's strategic More information @
included: drivers include: &
2.
)
2
a) The decision to focus on increasing a) Sustainable consistent growth The acquisition in the year are addressed =
revenue through the business from all in revenues, profit and cash generation; inthe CEO report and also in Note 14
sources to maximise the operational b) Revenue growth through a combination Business Combinations.
leverage we have and hence maximise of organic and acquired growth,
profitand cash flow; employing a buy and build strategy
b) The decision to progress and ultimately in which Directors are continually
acquire HL Healthcare Ltd (completed exploring business targets that fit
30 November 2022) following a due against a number of set criteria;
diligence exercise. In making this c) Growth in equity value by leveraging
decision, the Directors carefully growing revenues through our operating
considered the impact on Group structure to deliver increasing profitability;
leverage; d) Optimising automation and efficiency in
¢) The decision to build inventory to above our production facilities to improve cost
normalised levels in light of the difficult of goods and manage against rising input
supply chain environment, and to and labour costs, and
encourage customers to order further e) Become a trusted, responsible and
in advance to ensure the Group can lock sustainable business through our
in supply prices and ensure availability. Sustainable Life project, driving towards

net carbon zero by 2030 and focusing on
the delivery of improvements against our
priority Sustainable Development Goals:
a. Good health and wellbeing (SDG 3)
b. Affordable and clean energy (SDG 7)
c. Decent work and economic
growth (SDG 8)
d. Industry innovation and
linfrastructure (SDG 9)
e. Responsible consumption &
production (SDG 12)
f. Climate action (SDG 13).
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Financial Review

Resllient _
performance In
theface of
difficult trading
conditions

(45

The Group delivered
strong improvements -
across allthe key measures 4 8 i
of revenue, gross profit, i 3
adjusted EBITDA and
cash generation.

Daniel Wells
Chief Financial Officer
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Financial Review continued

Highlights

+34.2%

Revenue Growth
Revenue increased to £44.0m
(2021: £32.8m)

+36.3%

Gross Profit Growth

Gross Profitincreased to £17.7m
(2021: £13.0m)

+35.8%

Adjusted EBITDA Growth
Adjusted EBITDA increased to £9.0m
(2021: £6.6m)

Statement of

Comprehensive Income

The Group reported 2022 revenues of
£44.0 million, anincrease of 34% over the
£32.8 million reported in 2021. The Group
comprises of two segments: Venture Life
Brands and Customer Brands.

The Venture Life Brands business reported
growth of 28.8% to £23.1 million (2021: £17.9
million) which was driven by the full-year impact
of the acquisitions made in the previous year.
The Venture Life brands part of the business
includes brands which are owned by Venture Life,
including the HL Healthcare business acquired
on 30 November 2022 which delivered revenue
of £0.2 million for the period post-acquisition.

The Customer Brands business reported
revenues of £20.8 million, an improvement of
40.7% versus 2021. As well as developing and
manufacturing the majority of the Venture Life
brands, this part of the business is also focused
on the development and manufacture of
products on behalf of third parties, sold under
their brands.

Results for the year

2022 2021 Change

£'000 £'000 %
Revenue 43,980 32,762 34.2%
Gross profit 17,665 12,958 36.3%
Gross profit margin 40.2% 39.6% -
Amortisation (3,564) (2,287) -
Otherincome 151 338 -
Operating profit before exceptional items 3,505 2,702 29.7%
Operating profit margin 8.0% 8.2% - (2]
Exceptional costs (1,278) (1,331) - 8
Operating profit 2,227 1,371 62.4% Qa
Net Finance expense (1,521) (425) - %
Profit before tax 706 946 (25.4%) =
Tax (186) 1,456 - ]
Profit for the year 520 2,402 (78.4%) =

2022 2021 Change

£'000 £'000 %
Operating profit before exceptional items 3,505 2,702 29.7%
Depreciation 1,821 1,415 -
Amortisation 3,564 2,287 -
Share-based payments charge 72 196 -
Adjusted EBITDA 8,962 6,600 35.8%

Gross profit for the year of £17.7 million increased
36.3% versus the previous year (2021: £13.0
million) and achieved a slight improvement in the
gross margin percentage to 40.2% (2021: 39.6%).
The gross profitimprovement was driven by higher
revenues and whilst the overall revenue growth
was pleasing to see, the mix was skewed more
than expected towards the Customer Brands
business due to an exceptional performance
during the year. This resulted in a slightly lower
gross margin percentage than expected at 40.2%
(2021: 39.6%). Pressure continued on gross
margin throughout 2022, as the supply chain
continued to be very challenging, in terms of

both price and availability. Lockdowns in China
particularly impacted the supply of certain raw
materials and packaging into Europe,

as production ceased and also shipping

channels were brought to a standstill.

Across the year we saw a reduction of 2.2ppts

in our gross margin due to the impact of cost
increases. We were able to mitigate the majority

of this through the application of price increases
to our customers, which recovered 1.7ppts of the
costimpact that was seen. Increasing energy
prices during the year caused a reduction of
0.5ppts in our gross margin, increases that we have
not been able to pass onto customers as there
was strong resistance. However, we are already
seeing energy prices fallin Q1 2023, not back to
anywhere near pre-2020 levels, but to lower than
we had anticipated. We continue to explore
alternative and green energy sources to improve
margin and our carbon footprint. The full year
impact of previous year acquisitions had a positive
effect of 3.2ppts on the gross margin percentage

as these products (Balance Activ®, Lift™,
Glucogel®, Gelclairand Pomi-T) generate a higher
margin than Venture Life's more established
portfolio but this was offset by the higher than
expected mix element from the lower margin
customer brands which diluted the gross margin
by a further 1.6ppts, resulting in an overall gross
margin of 40.2%, an improvement of 0.6ppts over
the previous year.

The Euro strengthened against Sterling by 0.8%
during 2022 (based on average FX rates), which
had an overall positive impact on the reported
revenue and operating profit of the Group as
most of the Group's gross margins continue

to be Euro denominated.

Administrative expenses increased in the period
to £14.3 milion from £10.6 millionin 2021,
anincrease of £3.7 million comprising higher
non-cash costs of amortisation £71.3 million and
depreciation £0.4 million as well as £0.7 million

of additional administrative costs arising from the
full year impact of the previous year acquisitions.
The balance of other cost increases amounting
to £1.3 milion reflected increased marketing
expenditure of £0.5 million and an investment

of £0.8 million in general administration costs to
further strengthen our teams across the functions
of commercial, finance and supply chain.

Tight control of our cost base ensured that the
additional gross margin passed through the P&L
and we were able to deliver an adjusted EBITDA
slightly ahead of market expectations at £9.0 million,
anincrease of 35.8% over the prior year (2021: £6.6
million) at a margin of 20.4% (2021: 20.1%).
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Financial Review continued

Highlights

+29.7%

Operating Profit before

Operating Profit Progress £m

Exceptional Costs B
Increased to £3.5m (2021: £2.7m) ©
Ia?
E
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i Adjusted Depn& Operating Profit Exceptional Operating Net Finance Profit Before
Net ca§h gener_atlon from EB#DDA Amortn rbe‘fore . ) Itemls Profil Ccl)sts ' |Ta>< ‘
Operatlng aCtIVItIeS Exceptionals
Increased to £6.1m (2021: £1.9m) ® 2022
2021
O Statement of Financial Position
69.0%
£'000 £'000
. Intangible assets 78,694 65,079
Cash Conversion Property, plant and equipment 10,090 9,737
Adjusted EBITDA to cash generation Deferred Tax 2,443 2349
from operating activities increased Non-Current Assets 91,227 77,165
0 69% (2021: 29%). Inventories 11,998 9,019
Trade and other receivables 16,433 12,212
Cash and cash equivalents 5,631 5235
Current Assets 34,062 26,466
Results for the year continued Tradq and other payables 11,725 9,717
) - Taxation 891 188
Exceptional costs of £1.3 million (2021: ) )
S o . . Interest-bearing borrowings 3,867 620
£1.3 million) were in line with the previous L
. Current Liabilities 16,483 10,525
year and reflected legal and professional fees - .
. . I Interest-bearing borrowings 22,979 12,109
associated with the acquisition of HL Healthcare .
. . . . Statutory employment provision 1,461 1,236
as well as integration costs incurred during the .
ear in relation to the previous year acquisitions Deferred tax liability 8,707 6.597
yIus the acquisition o? HL Heal’zlhoare gn Non-Current Liabilities 33147 19942
P 9 Net Assets / (Liabilities) 75,659 73,164

30 November 2022.

Operating profit was £2.2 million (2021:

£1.4 million) with the profit before tax for

the Group of £0.7 million (2021: £0.9 million).
The delta between operating profit and profit
before tax is attributable to finance costs which
increased to £1.5 million (2021: £0.4 million).
The increased finance costs of £1.1 million
includes an increase of £0.4 million comprising
additional interest payable on the Group's
revolving credit facility which accrues at SONIA
+2.5%, plus £0.3 million of non-cash cost
arising from balance sheet timing due

to effective interest
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rate adjustments and £0.4 million of FXimpact
attributable to EUR borrowings. The Group
reported profit after tax of £0.5 million (2021:
£2.4 million) which translated into adjusted
earnings per share’ of 4.30 pence

(2021: 4.94 pence).

Non-current assets including goodwiill,
increased by £14.1 million during the year

to £91.2 million (2021: £77.2 million) which was
driven by the acquisition of HL Healthcare Ltd
on 30 November 2022 for a consideration

of £13.0 million.

Inventory increased by 33.0% to £12.0 million
versus 2021, reflecting the Group's continued
focus on ensuring supply of input materials and
thus maintaining production at our facilities. The
inventory build also reflected the strength of the
Group's order book which ended the year 114%
ahead of the same point in the previous year.

Trade and other receivables increased by 34.5%
to £16.4 million (2021: £12.2 million) and Trade
and other payables grew 20.6% to £11.7 million,
with the movements being reflective of the
growth of the business.

1 Adjusted earnings per share is profit after tax excluding
amortisation, exceptional items and share-based payments.



Financial Review continued

Cash and net debt

Net cash from operating activities increased to
£5.6 million (2021: £0.6 million) which included
outflows for cash exceptional items amounting
to £0.5 million. Adding back these cash
exceptional items increases the underlying

net cash generated from operating activities
to £6.1 million.

Operating cash conversion, calculated as net
cash from operating activities excluding cash
exceptional items as a proportion of Adjusted
EBITDA, increased to 69.0% (2021: 29.6%).

During the year, there was a negative working
capital outflow of £1.4 million (2021: £3.2 million
negative) reflecting the growth of the business,
timing of revenues and a significant inventory
build of £3.0 million. Inventory build out was a
vital investment protecting against rising input
prices and ensuring supply and hence delivery
of customer orders.

Cash used in investing activities amounted

to £11.7 million (2021: £39.6 million) and
comprised outflows of £9.9 million for the
acqusiiton of subsidiaries of HL Healthcare Ltd
on 30 November 2022 and the final payment for
the Helsinn brands acquired in the previous year,
plus £0.9 million of capital investment into the
manufacturing facilities in Italy and Sweden, plus
£0.9 million of intangibles development costs.

Net cash from financing activities amounted to
£6.9 million (2021: £1.5 million) and comprised
£8.3 million of net drawdown on interest bearing
borrowings from the Group's revolving credit
facility, plus proceeds raised from share issuance
of £0.2 million, less leasing obligation repayments
of £0.9 million and associated interest thereon.

Cash flow and net cash

Net debt, excluding finance lease obligations
was £16.6 million at 31 December 2022 (2021:
Net debt £3.2 million on the same basis).

The increase in the net debt position derived
principally from the payments made for
acquisitions during 2022; the second and final
instalment of the consideration for the acquisition
of Gelclair, Pomi-T and Xonrid from Helsinn SAin
2021 of £2.2 million; and the payment of the first
part of the consideration for the acquisition of
HL Healthcare Ltd ("HL") (including the Earol
products) of £10.0 million which includes £2.0
million of loan notes. Also included in net debtis
deferred contingent consideration of upto a
maximum of £3.0 million for the acquisition of HL,
which is dependent on the trading results of HL
for the year ended 31 March 2023 and would
become payable during 2023.

This net debt figure of £16.6 million represents
an adjusted EBITDA (including the last 12 months
for HL) to net debt (excluding IFRS 16 finance
leases) leverage of 1.4x at 31 December 2022.
Cash generation during 2023 is expected to
reduce this to 1.0x or lower by the end of 2023.
With an overall available RCF facility of £30 million
(plus £20 million accordion), including an adjusted
EBITDA to gross debt leverage limit of 2.5x, the
Group retains access to meaningful funding.

The Group is financed by a revolving credit facility;
secured against the assets and profits of most
subsidiaries within the Group and with expiry in
June 2024This facility was established during
2021 in the committed sum of £30.0 million of
which £17.3 million had been drawn at 31

December 2022The revolving credit facility bears

interest at a fixed rate of 2.5% plus SONIA on
drawn funds as well as a commitment fee at the
rate of 1.0% on the balance of undrawn funds
up to the facility limit.

remains the appropriate basis upon which ]

to prepare the Group's financial statements. §
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Daniel Wells =
Chief Financial Officer

3 April 2023

2022 2021

£'000 £'000
Operating cash flow before movements in working capital 7,544 5135
Change in working capital (1.357) (3.179)
Cash generated from operations 6,187 1,956
Income taxes paid (621) (1,355)
Net cash from operating activities 5,566 601
Cash outflow from investing activities —acquisitions (9,860) (35917)
Cash outflow from investing activities —additions (1,828) (3,262)
Cash inflow from financing activities — equity raise 224 -
Cash inflow from financing activities — other financing 6,698 1,502
Increase in cash and cash equivalents 800 (37,076)
Cash and cash equivalents at beginning of year 5,235 42,095
Effect of foreign exchange rates (404) 216
Cash and cash equivalents at end of year 5,631 5,235

The Directors have prepared detailed
forecasts looking beyond 12 months from the
date of these financial statements which have
been stress tested and show that the Group
can continue to operate profitably inthe
foreseeable future with positive cashflow
generation and stay within the existing lending
facilities as set out in the going concern note
of the annual report. The Directors therefore
conclude that the Going Concern basis
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Board of Directors

Non-Executive Chair

Chief Executive Officer

Chief Commercial Officer

Chief Manufacturing Officer

May 2022

March 2010

March 2010

March 2014

Pauljoined Venture Life as
Non-Executive Chairin May 2022.
Paul currently holds several
Non-Executive roles in healthcare,
retail, and manufacturing. Over the
past 30+ years Paul has held
numerous Senior Executive
position across FMCG and retail,
enabling a broad perspective
across the business. Having had
a successful strategic consulting
career across diverse sectors,

an advisor to various PE, and
extended experience of M&A, Paul
brings a wealth of experience to
the board. Paul chairs the Group's
Nomination Committee and is a
member of the Audit and Risk

and Remuneration Committees.

Committee memberships

Paul chairs the Group's Nomination
Committee and is a member of the
Audit and Remuneration
Committees.
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Jerry co-founded Venture Life

in 2010. From 2000 to 2009,

Jerry was CFO and co-founder

of Sinclair Pharma plc, an AIM
listed international specialty
pharma business, now listed on
the AIM market in London. Sinclair
was founded in August 2000 when
Jerry completed the management
buy-in. Jerry w