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We are an entrepreneurial Australian Health, Wellness and Beauty company, enhancing 
the lives of our consumers, with an assurance of quality, value and innovation.

With over 30 years of Heritage, our Brands are enjoyed across continents of Australia, 
New Zealand and Asia. 

About Heritage Brands

Our Strategy is defined by our core of Wellness, Skincare, Suncare and Colour Cosmetics categories
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FY24 Strategy Reset and Highlights
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A year of transformation with new and highly experienced management team and refreshed strategy now being executed. 
Improvement in sales trajectory in the last 8 weeks of FY24 supported by changes in brand and customer priorities.   

FY24 Key Changes

• Significant capability improvement across Leadership team and senior roles, experience in turnaround 
businesses, health and wellness, brand elevation and in the trade across both Grocery and Pharmacy 
channels.

New Leadership Team

• Reset investment priorities to high growth categories of Aromatherapy, Suncare and 
Skincare with unprofitable volume exited impacting 2024 revenue.

• Renewed relationship momentum with priority customers, transformation in progress. 
• By strategically narrowing our focus on retailers that purchase products within our categories,

we aim to achieve strong and sustainable growth.  Distribution wins achieved in Q4 2024.

Customer First Focus

OMNI Channel 

Momentum

Supplier 

Transformation

• Investment in website refresh for Oil Garden and In Essence.
• Transformed digital marketing leading to enhanced OMNI channel outcomes, pointing shoppers into 

store.

• Supplier transformation strategy has seen the appointment of new manufacturers to improve gross 
margin with reduced prices for goods and improved first to market innovation.

Strategy Reset
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Highly committed and experienced management team, ready to accelerate our iconic brands in the lucrative Health, Wellness, Skincare and Beauty sector. 

Leadership Team

Heritagebrands.com.au/meet-our-team

JIM FILIS

CEO/MANAGING
DIRECTOR

DONNA RICHARDSON

CHIEF FINANCIAL OFFICER

BLAIR MINTER

GENERAL MANAGER
OF SALES

DI TIMLIN

HEAD OF MARKETING
AND ECOMMERCE

JANE SCHINCK

HEAD OF PRODUCT

HELEN SAHINIDS

PEOPLE AND CULTURE
MANAGER
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Our three-year strategy will see brands elevated by 
delighting our consumers and collaborating relentlessly 
with our customers. 

O M N I  C H A N N E L



**Source IQVIA: Masks + Serums, ANZ Grocery Pharmacy Value MAT to 21/09/2024
***Source IQVIA: Suncare, ANZ Grocery Pharmacy Value MAT to 21/09/2024
 

Wellness: Pure 

Essential Oils

Skincare: Suncare, 

Self Tanning and Treatment
Beauty: Colour Cosmetics and 

Nails

Heritage brands competes in highly attractive growth categories that will continue to grow strongly.

*https://www.grandviewresearch.com/horizon/outlook/aromatherapy-market/australia

• Double sales in the next three years

• Total Addressable Market(TAM) Aromatherapy of 

$123m in 2023* 

• Continue to outperform the category • Grow faster than category (masks) accelerate in 

serums, enter other formats. 

• Self Tanning : Leading Tanning Brand

• Suncare : Double sales in the next three years.

• TAM Masks & Serums of $210.1m**

• TAM Market Suncare $209.2m ***

Beauty: Colour Cosmetics & Nails

Mass & Luxury

Local and new markets

Leading sheet masks with expansion plans 
into treatment offering

Innovate first to market NPD 
(suncare, tanning)

Innovation & 1st to market NPD 

Launch new markets
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Renewed relationships has created momentum and opportunities with priority customers with transformation in progress. 

Customer First

D I S T R I B U T O R S
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First to Market Innovation - #1 Rosemary Oil Brand*

*Source: IQVIA, Total Rosemary Oil Products 
ANZ Grocery Pharmacy, Value, MAT to 21/09/2024

I have been using this oil for over a year and 
my hair has never been so healthy. I also use it 
on my partners scalp as he has psoriasis and it 
helps to reduce redness and encourages hair 

growth plus it smells amazing so you really 
can't go wrong”

Brianna M.
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FY24 Financials
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$ million 2024 2023

Revenue 40.6 45.5

Gross Margin 15.1 17.6

Gross Margin% 37.2% 38.8%

Marketing (3.3) (4.0)

Employee Costs (7.6) (8.2)

Other (5.2) (5.2)

EBITDA (1.0) 0.2

One-offs (0.4) (0.3)

D&A (0.8) (0.8)

Finance Expenses (0.9) (1.1)

Income tax benefit 0.9 0.6

Loss on sale of Trade-Marks (0.8)

Impairment of Intangible Assets (4.1)

Profit (loss) (7.1) (1.3)

Net Revenue of $40.6 million for the year down 10.6% against the prior corresponding period, reflecting 
the challenging trading conditions and cost of living pressures faced by consumers and a focus away from 
non – strategic brands.  Exiting unprofitable volume has also impacted 2024 Revenue.

EBITDA -$1.2 million compared to 2023. 

Le Tan Suncare which is a key priority brand achieved growth of +39.1% in 2024.

Internet Sales growth, +5.2% after a renewed focus on OMNI-Channel and the re-platforming
of the Oil Garden and In Essence websites.

Gross Margin % lower due to FX impact of AUD vs USD and clearance of excess inventory in alternate 
channels at a lower margin %.

Sale of Innoxa Marks.

Financial Summary 2024

Right sizing cost to support sustainable and long -term growth.
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FY25 Priorities and back to profitability
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2024 reset has shown good early signs with 2025 to accelerate the momentum gained in Q4 2024.

Customer Collaboration 
and Net Distribution gains 
of our core and NPD into 
existing and new channels.

Optimisation of 
investments and Inventory 
review to reduce 
complexity and improve 
free cash flow.

Accelaration of 
Omnichannel 
initiatives leading 
more consumers online 
and into our customers 
stores. 

Expansion into 
international markets 
with China a key focus for 
our flagship brands 
including Le Tan 
and In Essence.

Build awareness and 
grow market share of 
our core brands 
Le Tan, Oil Garden, 
In Essence, Australis and 
Skin Republic.

Strategic Priorities
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Back to profitability

Growth in attractive categories and margin improvement initiatives will see 
improvement in profit in 2025.

• Cost of goods improvement initiatives

• Winding back unprofitable promotions
Gross Margin

Portfolio 

Optimisation

Channel Mix

• Cut tail and low margin products

• Aligning brand investment behind 
most profitable portfolio

• Grow more profitable channels faster



This presentation has been prepared by Heritage Brands Ltd (HB) ACN 081 149 635 is in summary form and is not necessarily complete. It should be read together with the 
Company’s other announcements lodged with the National Securities Exchange(NSX). 

This presentation contains information that is based on projected expectations, assumptions or outcomes. Forward looking statements are subject to a range of risk factors. 

The Company cautions against reliance on any forward-looking statements, particularly in light of the current economic climate, the need for approvals from relevant regulators, 
changes in consumer shopping behavior and demand in the China market, as well as the costs and implications of any potential litigation. 

While the Company has prepared this information based on its current knowledge and understanding and in good faith, there are risks, uncertainties and factors beyond the 
Company’s control which could cause results to differ from projections. The Company will not be liable for the correctness and/or accuracy of the information, nor any 
differences between the information provided and actual outcomes and reserves the right to change its projections from time to time. 

The Company undertakes no obligation to update any forward-looking statement to reflect events or circumstances after the date of this presentation, subject to disclosure 
obligations under applicable law and NSX listing rules. 

This presentation is for information purposes only and is not a product disclosure statement or prospectus, financial product or investment advice or a recommendation to 
acquire securities. The Company’s results are reported under International Financial Reporting Standards (IFRS). However, this presentation contains non-IFRS financial measures 
to provide a more comprehensive understanding of the Company’s performance. Non-IFRS measures are unaudited. All currency referred to in this document is in Australian 
dollars, unless otherwise stated. 

Disclaimer



Thank you
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