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This presentation contains summary information about Elixinol Wellness Limited
(Elixinol Wellness) and its subsidiaries and their activities.
The information in this presentation does not purport to be complete. It should be read in conjunction with Elixinol Wellness’ other periodic and continuous disclosure announcements
lodged with the Australian Securities Exchange, which are available at www.asx.com.au.
The information contained in this presentation is not investment or financial product advice and has been prepared without taking into account the investment objectives, financial
situation or particular needs of any particular person. Before making an investment decision, investors should consider the appropriateness of the information having regard to their own
investment objectives, financial situation and needs and seek independent professional advice appropriate to their jurisdiction and circumstances.

To the maximum extent permitted by law, no responsibility for any loss arising in any way from anyone acting or refraining from acting as a result of this information is accepted by Elixinol
Wellness, any of its related bodies corporate or its directors, officers, employees, professional advisers and agents (Related Parties). No representation or warranty, express or implied, is
made by any person, including Elixinol Wellness and its Related Parties, as to the fairness, accuracy, completeness or correctness of the information, opinions and conclusions contained
in this presentation. An investment in Elixinol Wellness securities is subject to investment and other known and unknown risks, some of which are beyond the control of Elixinol Wellness or
its directors. Elixinol Wellness does not guarantee any particular rate of return or the performance of Elixinol Wellness securities. Past performance information given in this presentation is
given for illustrative purposes only and should not be relied upon as (and is not) an indication of future performance.
This presentation contains certain forward‐looking statements with respect to the financial condition, results of operations and business of Elixinol Wellness and associated entities
of Elixinol Wellness and certain plans and objectives of the management of Elixinol Wellness. Forward‐looking statements can be identified by the use of forward‐looking terminology,
including, the terms “believes”, “estimates”, “anticipates”, “expects”, “predicts”, “intends”, “plans”, “goals”, “targets”, “aims”, “outlook”, “guidance”, “forecasts”, “may” or “will”, and
similar expressions. These forward‐looking statements include all matters that are not historical facts. Such forward‐looking statements involve known and unknown risks, uncertainties and
other factors which because of their nature may cause the actual results or performance of Elixinol Wellness to be materially different from the results or performance expressed or implied
by such forward‐looking statements.
Such forward‐looking statements are based on numerous assumptions regarding Elixinol Wellness’ present and future business strategies and the political, regulatory and economic
environment in which Elixinol Wellness will operate in the future, which may not be reasonable, and are not guarantees or predictions of future performance. No representation or warranty
is made that any of these statements or forecasts (express or implied) will come to pass or that any forecast result will be achieved. Forward‐looking statements speak only as at the date
of this presentation and to the maximum extent permitted by law, Elixinol Wellness and its Related Parties disclaim any obligation or undertaking to release any updates or revisions to
information to reflect any change in any of the information contained in this presentation (including, any assumptions or expectations set out in this presentation).
All figures in this presentation are A$ unless stated otherwise and all market shares are estimates only. A number of figures, amounts, percentages, estimates, calculations of value
and fractions are subject to the effect of rounding. Accordingly, the actual calculations of these figures may differ from figures set out in this presentation.
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Business Overview
‘A global consumer wellness business build on the
goodness of hemp’

Summary
ASX listing (EXL)

2017

Share Price¹

A$0.105

Market Capitalisation¹

A$30m

Revenue H1 FY21

A$4.8m

Est. 2014

Board & Management

Chair

Helen Wiseman

Non Exec Director

Paul Benhaim

Global CEO

Oliver Horn

Global CFO

Ron Dufficy

Company Secretary

Teresa Cleary

Est. 1999

Quality &
Efficacy

One of the most established & trusted
US CBD brands. Human and pet
wellness products. Capital light
outsourced branded consumer goods
model based in Colorado, USA

Australia’s #1 hemp foods company.
Extensive range of foods, skincare and
supplements. Bulk and finished goods
provider with integrated manufacturing.
Based near Byron Bay, NSW, Australia.

True
Heritage

Natural &
Sustainable

¹As at close of trading, Froday, 12th November 2021
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Elixinol CBD Brand (Digestible & Topical products)

Vision
To create a healthier everyday
life through the power of hemp and
plant-based products

Ambition
Building a global, hemp-centric wellness
consumer products company
Hemp Foods Australia (Foods, Supplements & Skincare)

Purpose
Changing lives naturally!

Quality &
Efficacy

True
Heritage

Natural &
Sustainable
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Why hemp? Sustainability & health benefits.
The hemp plant is nature’s powerhouse. Highly sustainable, 100% usage and with powerful health &
wellbeing benefits as a food or in nutraceutical products.

One plant – can use seeds, flower, fibre, shiv and leaves for multiple uses
Fast growing – matures in 90 days
Carbon capture – captures approx. 10x more CO2 than pine
trees (which take 20yrs to mature)
Sustainable – pest, weed & drought resistant and doesn’t require
pesticides / herbicides
A superfood – contains protein, dietary fibre, contain the highest amount of PUFAs
(Polyunsaturated Fatty Acids) like Omega 3 and 6
Source of CBD – naturally low THC, declared as save by WHO, UN removes
cannabis from Schedule IV of 1961 Convention on Narcotic drugs
A new food – legalized for food in 2017 in Australia
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Hemp, an answer to the growing
trend for plant-based nutrition.
The rise in dietary trends such as vegan / vegetarian and flexitarian has seen consumers turn to plant-based foods, with increasing
numbers of people turning their backs on meat. This mindset has paved the way for superfoods and eating trends around the globe.
In Australia, millions are reducing their meat intake and interest in plant-based alternatives is gaining considerable momentum.
Top 3 consumer reasons…

Key health benefits:

1. Improve health &
nutrition
2. Weight management
3. Better for environment

• Complete and highly
digestible protein (30%)
• Seeds contain more
protein than flax or chia
• Contains all 9 essential
amino acids
• Plant based source of
omega 3, 6 & 9
• Rich in minerals, vitamins
and anti-oxidants
• Edible source of GLA not
found in fish, soy, flax or
chia
• Naturally low in carbs,
sugar and salt
• Free from GMO, dairy,
soy, gluten

• 1 in 3 Australians are
consciously limiting their
meat consumption
• 67% of consumers are
most likely to try plantbased cuisine in a home
environment.
• 43% of meat-reduces are
baby boomers.
• 57% of Vegans and 61%
of Vegetarians are
Millennials

Top Reasons for wanting to incorporate more Plant-Based Foods

31%
28%

44%

Improve overall health and nutrition

44%

Weight Management

Better for the Environment
Help manage health conditions

23%

Don’t like eating animals treated with hormones

23%

Animal Welfare

Source: “What you Need to Know About the Meteoric Rise in Flexitarian Eating.” Mattson. August 2017

20%

Australians
defined by
Flexitarian has
increased by

of meat eaters
have reduced
their meat
consumption

20%
Meat Eaters

12% Meat- Reducer

An additional

10%

20%
Flexitarian

are entirely
meat free
10% Vegan &
Vegetarian
Source: Hungry for plant-based Australian consumer insights, Oct 2019.
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What is hemp CBD?
CBD is generally derived from the hemp plant which contains high levels of CBD and low levels of THC. Cannabinoids, such as CBD,
interact with the body’s natural endocannabinoid system and can help relief pain and have shown promise as a treatment for
depression, anxiety, PTSD, insomnia and epilepsy.

CBD is the acronym used for
cannabidiol, one of the 100+ different
cannabinoids found in the Cannabis
sativa plant.
Cannabinoids are naturally occurring
chemicals found in the cannabis plant. You
might have heard of CBD and THC. While
they are the often the most well-known,
they are just two types of over 100 other
cannabinoids that exist in the cannabis
plant. Cannabinoids can also be found
naturally in the body. These particular
types of cannabinoids are part of the
endocannabinoid system and act as
messengers sending signals to the brain,
gut or other parts to help regulate
basic bodily functions.

The difference between CBD/THC
CBD and THC are both naturally occurring
cannabinoids found in the cannabis plant. While
they both affect the body by communicating
with the endocannabinoid system, they each
play different roles. THC (tetrahydrocannabinol)
is the psychoactive chemical responsible for
creating the ‘high’. CBD is non-psychoactive.
CBD is responsible for more calming, relaxed
feelings and whena cting with THC can counter
some of those effects.
Hemp plants generally contain more
CBD and cannabis plants
contain more THC.

Endocannabinoid System and You
Cannabinoids are not only found in the
cannabis plant–they're also naturally
occurring chemicals found in the body. The
cannabinoids created in the body are part of
the endocannabinoid system, and they act as
messengers sending signals to the brain, gut
or other parts of the body to help regulate
basic bodily functions. When you consume
cannabinoids, they affect the body talking to
the endocannabinoid system.

The cannabinoids created in the body are
part of the endocannabinoid system, and
they act as messengers sending signals to the
brain, gut or other parts of the body to help
regulate basic bodily functions.
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Elixinol Wellness is well positioned to
benefit from the wellness macro trend.
Today’s consumer views wellness across six dimensions. “79% of the consumers say they believe that
wellness is important, and 42% consider it a top priority. Consumers in every researched market
reported a substantial increase in the prioritization of wellness over the past two to three years.”
McKinsey ‘Feeling Good’ 8th April 2021

Chris Hemsworth buying HFA hemp seeds
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Global Regulatory Outlook & Market Dynamics
Sustained growth outlook as consumers are adopting CBD at a rapid rate but legislation is progressing only slowly.

+28% CAGR

Brightfield US (US$ 'm)

US regulatory framework progressing slowly:

• Market remains fragmented and highly competitive, but cannabis reform continues to build momentum under
$14,129

$12,076

Democratic government. Congress passes SAFE Banking Act on 20th April. Multiple Congressional bills in process
to accelerate FDA approval.

•
•

$10,063
$7,862
$5,312

H.R. 841: Hemp and Hemp-Derived CBD Consumer Protection and Market Stabilization Act (February 2021)

Cannabis Administration and Opportunity Act (CAOA) (July 2021)

• Consumer Brands Association (CBA), representing over 2000 brands incl. Coca Cola, Pepsico, lobbies US
regulators to set CBD rules.

• It is widely expected that the FDA will regulate CBD as a dietary supplement within 18 months.
2021

2022

2023

2024

Brightfield UK (US$ 'm)

2025

+32% CAGR
$1,271

$997

$414

Source: Brightfield July’2021

2023

the Court of Justice of the European Union (CJEU), the European Commission decided that cannabidiol (CBD)
will not be regulated as a drug and can be qualified as food.
submit an application for Novel Foods to keep products on shelves beyond March 2021. EXL, under its European
Industrial Hemp Association (EIHA) Novel Food consortium membership, successfully submitted its Novel Food
Application allowing products to remain in distribution whilst the UK Food Safety Authority (FSA) processes
applications. Despite industry expectations, the FSA has not been able to process Novel Food Application
submissions leaving brands and retail customers uncertain which products will be able to remain in distribution.

$561

2022

• No new regulatory progress in EU since December 2020 when it was announced that, following the ruling of
• UK Food Standards Agency (FSA) required that those looking to market ingestible CBD products will have to

$752

2021

EU market no progress on Novel Foods regulation while UK market awaits clarification from FSA.

2024

2025
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Operational
Highlights
Despite a highly challenging business and
regulatory environment, Elixinol Wellness
continued to deliver on its strategy to
become a consumer centric, high margin
branded consumer goods company.
As a result of enterprise-wide
transformation initiatives, the Company is
now in a strong position to capitalise on
the improving US economic outlook with
Hemp Foods Australia providing a robust
baseline.

Large scale business
transformation largely
completed
and further optimisation
initiatives being implemented.

All business units showed
significantly improved EBITDA
contributing to an overall cost
reduction of $7.7m vs H1 FY20

Achieved 52% average
gross margin
up from 37% H1 FY20 following
strategy to focus on high
margin channels with branded
consumer goods.

HFA performing strongly
up +19%
in Q2 vs Q1 FY21 and benefitting
from higher margin optimised
business model

US returning to +4% growth
In Q2 vs Q1 FY21 helped
by new bricks & mortar
distribution

Crucial new leadership
capability build
New US and EU leadership
and new Global R&D /
Innovation Director role in place
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Financial Highlights
Elixinol is in the best EBITDA and cash position it has been over recent periods, on track for a strong turnaround.

Adjusted EBITDA by Half
A$ million, 31 December year end
H1 FY19

H2 FY19

H1 FY20

H2 FY20

H1 FY21

-1
-6
(8.0)
-11

(7.1)

(10.3)

44%
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Cost base reduction

8

Operational and corporate cost
reduction initiatives have significantly
reduced operating expenses H1 FY21
compared with H1 FY20.
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Revenue by Channel
A$ million, half year ending 30 June
7.9
7.0m
(89%)

4.6m
(97%)

4.8

4
2

(14.2)

-16

(15.3)

Corporate

Australia

0
Europe

H1 FY20
Hemp Foods Australia

Americas

Adjusted EBITDA*
Improved significantly between H1 FY21 and H1 FY20,
despite lower revenues with a reduced cost
base supporting a simplified strategy.
Cost reduction program and higher margin business
driving performance improvements.

Elixinol e-commerce

H1 FY21
Elixinol retail

Well funded**

Revenue by channel

With improving cash flow,
more than six quarters of
operating cash on hand
based on latest quarter.

Divested low margin business to focus on
higher margin Elixinol branded products.

$19.0m
vs $27.7m in FY20

* Excluding non-cash impairments and share-based payments. ** Cash and cash equivalents at the end of the reporting period.

>6 qtrs

Elixinol other

Driving margin improvement as business mix
shifts towards e-commerce and branded
consumer goods channels.
Key markets impacted by COVID-19 through
the period.

12

FY21 Financial Summary
Focus on higher margin branded products and e-commerce, and tight cost controls driving significant profit improvement.

A$’m

H1 FY21

H1 FY20

Revenue

4.8

7.9

Cost of goods sold

(2.3)

(4.9)

Gross profit

2.5

3.0

GP%

52%

37%

Operating expenses

(10.0)

(17.7)

0.4

(0.5)

AdjustedEBITDA

(7.1)

(15.2)

Depreciation and amortisation

(0.8)

(2.0)

products and e-commerce channels

Impairment of assets

(2.6)

(69.0)

Share-based payments

(0.3)

0.5

driving significant margin

Interest income/(costs)

(0.1)

0.1

Profit/(loss) before tax

(10.9)

(85.6)

0.1

(4.6)

(10.8)

(90.3)

Non-operating (expenses)/income

Tax benefit/(expense)
Profit/(loss) after tax

• Strategy to focus on Elixinol branded

improvement from 37% to 52%

• Business optimisation and tight cost
control driving a reduction in
operating expenses by 44% vs pcp
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Global Strategy & Initiatives
Vision: To create a healthier everyday life through the power of hemp & plant-based products

Goals

Regional Priorities: As we re-build profitability, we will focus our investments on our most established markets in the US and Australia
where we have a strong competitive position whilst maintaining a watching brief in the EU/UK depending on regulatory progress.

Accelerate e-commerce growth

Initiatives

• Increase traffic through paid
social, influencers and pay-per-click
investment

• Improve user experience and site
speed
• Drive mobile optimisation
• Launch loyalty schemes

Foundations

• Open Amazon stores

Sustainability

Broaden national retail
distribution in all regions

Innovate in functional foods
& CBD nutraceuticals

Improve profits through
business optimisation

• US: appoint new national
distribution partner

• US: New CBD ranges to
targeting THC free, pet
wellness, look better, move
better, and fast absorption

• Complete US supply chain
outsourcing by Q1 FY22

• Europe: Bespoke new UK CBD
product range

• Further margin accretion
through shift towards high
margin e-commerce and
high margin NPD

• Australia: Woolworths, Coles
and pharmacy chains
distribution drive
• Europe: UK national chains
distribution drive with bespoke
products & activation of
Superdrug

Internal Wellness Culture

• Australia: Functional foods &
food as medicine

Quality & Compliance

• Continued cost reduction

Customer & Consumer Insights
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New Product Development Initiatives
Extensive market research in the US, AU and UK has informed a 12-month new product
development pipeline grounded in the latest consumer trends and scientific research.

• Pet wellness

• Zero THC consumer

• New UK specific range
• Beauty wellness
• Mental wellness

Elixinol will enter new consumer
occasions and recruit new consumers
with science-led combination products.

• Mobility & movement
• Immune health
• Fast absorption tech

H2 FY21

H1 FY22

• Masterbrand rebranding
• In development…

Re-launch HFA brand and create
functional food products supported
by health claims. Food as medicine.

• Launch functional food ranges…
• Immunity

• Legal CBD alternatives

• Digestive health

• Nutritional supplements

• Movement

• New protein range
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Business transformation
has improved
and will further strengthen
fundamentals

Well positioned in global
consumer wellness trend

Summary

Improved outlook

for natural and plant-based food
and nutraceuticals

due to a better economic
environment and rejuvenated
regional leadership

E-commerce shows
momentum and will further

New product development
pipeline will drive entry into new

benefit from new optimisation
initiatives

product categories and drive
incremental growth

Strong balance sheet
with $19m of cash
and virtually debt free
(as of 30th June 2021)
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Thank you
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