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CAUTIONARY NOTE REGARDING FORWARD-LOOKING STATEMENTS
This presentation contains certain forward-looking statements relating to expected or anticipated results, performance or events. Such 
statements are subject to normal risks associated with the uncertainties in our business, supply chain and consumer demand, along with risks 
associated with macroeconomic, political  and social factors in the markets in which we operate. Whilst we believe that the expectations 
reflected herein are reasonable based on the information we have as of the date of this presentation, actual outcomes may vary significantly 
owing to factors outside the control  of the PZ Cussons Group, such as cost of materials or demand for our products, or within our control  such as 
our investment decisions, allocation of resources or changes to our plans or strategy. The PZ Cussons Group expressly disclaims any obligation 
to revise forward-looking statements made in this or other announcements to reflect changes in our expectations or circumstances. 
No reliance may be placed on the forward-looking statements contained within this presentation.
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01 THE NEXT CHAPTER FOR PZ CUSSONS  (Jonathan Myers) 14:00 ʣ 14:10

02 FOCUSING WHERE WE HAVE A RIGHT TO WIN  (Jonathan Myers) 14:10 ʣ 14:30

03 BUILDING LOCALLY-LOVED BRANDS (Paul Yocum and Sharon Goodall) 14:30 ʣ 14:55

BREAK 14:55 ʣ 15:10

04 WINNING WITH DISCIPLINE IN NIGERIA  (Oghale Elueni) 15:10 ʣ 15:50

05 DELIVERING SUSTAINABLE SHAREHOLDER RETURNS  (Jonathan Myers) 15:50 ʣ 16:00

06 Q&A 16:00 ʣ 16:40

ENGAGEMENT WITH PRODUCTS 16:40+



THE NEXT 
CHAPTER FOR 
PZ CUSSONS
JONATHAN MYERS
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Oghale Elueni
Managing Director т 

Africa Consumer Business

4 years

Å Responsible for leading 
P&L delivery, market share 
and business growth

Å 20+ years of consumer 
experience in Sub-Saharan 
Africa, with additional US / 
Walmart experience at P&G

Sharon Goodall
Global Director - R&D 

and Sustainability

1 year

Å Responsible for driving R&D 
transformation to deliver 
sustainable innovation

Å 20+ years of experience 
in developing 
consumer-centric products

EXPERIENCE AT
PZ CUSSONS:

Paul Yocum
Chief Growth 

and Marketing Officer

OVERVIEW:

PREVIOUS 
EXPERIENCE:

5 years 4 years

Å Responsible for leading our 
brand-building, innovation and 
brand planning capabilities to 
deliver multi-year growth

Å 25 years in leadership 
positions at P&G

Å Board member and Executive 
Director at PZ Cussons, leading 
the strategic transformation of 
the Group

Å Experienced FMCG executive 
with 30+ years experience

Jonathan Myers
Chief Executive

 Officer
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ECONOMIC 
BACKDROP

PORTFOLIO 
QUALITY

CORE 
BUSINESS
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JOURNEY TO DATE

ÅNaira devaluation

ÅCovid and cost inflation

ÅSale of non-core assets

ÅAcquisition of Childs Farm

ÅStrategic review, consuming time 
and effort

TODAY
ÅNaira stable over last 12 months
ÅMitigating actions to reduce future risk
ÅCost outlook more settled

ÅFocus on stronger brands 
in growing categories

ÅSuccessful integration of Childs Farm
ÅRenewed St.Tropez strategy

ÅStronger innovation pipeline
ÅMulti -year growth plans
ÅStronger balance sheet

ʏąKʵ ÙKʵ®¶ąʵąK¤¤-PLACED TO DELIVER SUSTAINABLE SHAREHOLDER VALUE

ÅStrengthening brand-ĤƨŔũĬŔŰŊШћůƨƚĦũĲќ

ÅInvestment in functional capabilities
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OUR INVESTMENT CASE

WE ARE NOW A MORE FOCUSED AND RESILIENT BUSINESS, 
TARGETING DOUBLE-DIGIT TSR THROUGH THE CYCLE

ÅBuilding winning 
portfolios of 
locally-loved 
brands across four 
lead markets

ÅSimplified footprint
ÅBalanced between 

developed and 
emerging markets

ÅPlans in place to 
mitigate future risk 
in Nigeria 

ÅGo-to-market 
capabilities in our 
four lead markets

ÅManufacturing scale

ÅStrengthened 
balance sheet

ÅProgressive dividend 
ÅDeveloped

market M&A

ÅTargeting mid-
single-digit % 
average LFL 
revenue growth

ÅContinued 
productivity gains

01
BRANDS

02
CAPABILITIES

03
PORTFOLIO

04
CAPITAL 
ALLOCATION

05
GROWTH
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LEAD MARKETS
(~85% OF REVENUE)

PRIMARY ROLE 
IN PORTFOLIO Consistent cash generation Profit growth

REVENUE TARGET 
(LFL) Low- to mid-single-digit % Low- to mid-single-digit % above inflation
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OUR PORTFOLIO WILL TARGET MID-SINGLE-DIGIT % 
LIKE-FOR-LIKE REVENUE GROWTH

Source: Global Data; Represents 2026-2029 CAGR for category size in value. UK includes Shower, Bar Soap, and Liquid Soap Categories. Australia includes 
Laundry category; Nigeria includes Bar Soap, Liquid Soap, and Manual Dish categories. Indonesia includes Liquid Bath and Shower products categories.

~60% OF GROUP REVENUE <50% OF GROWTH

DEVELOPED 
~40% OF GROUP REVENUE >50% OF GROWTH

EMERGING

3 CORE CATEGORIES OF PERSONAL, HOME AND BABY CARE

MID-SINGLE-DIGIT % LIKE-FOR-LIKE REVENUE GROWTH THROUGH THE CYCLE
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SUMMARY VALUE CREATION FRAMEWORK 
THROUGH THE CYCLE

MID-SINGLE-
DIGIT %

LFL revenue 
growth

High-single-digit 
EPS growth at 
reported FX

Progressive 
dividend 
payment

DOUBLE-DIGIT 
TOTAL 

SHAREHOLDER 
RETURN THROUGH 

THE CYCLE

Note: Excludes assumptions related to valuation multiple increase



FOCUSING 
WHERE WE HAVE 
A RIGHT TO WIN
JONATHAN MYERS
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FY25 REVENUE £175M £89M £106M7 £59M

MARKET 
POSITION

#2 in Washing 
and Bathing2

~90% of revenue from 
brands with top 3 positions4

~70% of revenue from 
brands with #1 position8

#1 in Baby 
personal care10

IN-HOUSE 
MANUFACTURING

DISTRIBUTION1 98%2 100%5 83%8 70%11

HOUSEHOLD 
PENETRATION 55%3 54%6 47%9 44%9
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WE HAVE SCALE IN EACH OF OUR LEAD MARKETS

~60% OF GROUP REVENUE <50% OF GROWTH

DEVELOPED 
~40% OF GROUP REVENUE >50% OF GROWTH

EMERGING

UK AUSTRALIA NIGERIA INDONESIA

1. Represents weighted distribution for UK, Australia, and Nigeria, and numeric distribution for Indonesia
2. Circana Outlets, 52 w/e 06/12/25
3. Numerator Worldpanel, 52 w/e 02/11/25
4. NIQ, Homepanel (total Australia, total outlets), 52 w/e 30/11/25
5. Refers to Grocery Scan
6. Refers to total PZ penetration for Australia, MAT 26/01/26

7. Of which £59M from Nigeria Family Care and £47M from Electricals
8. Nielsen
9. Kantar Retail
10. Numerator panel data. Includes 5 baby categories (liquid wash, cream + lotion, 
cologne, shampoo, and hair lotion); excluding telon. 
11. Based on Nielsen and PZC management estimates

MID-SINGLE-DIGIT % LIKE-FOR-LIKE REVENUE GROWTH THROUGH THE CYCLE
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OUR COMPETITIVE ADVANTAGE

THREE 
DRIVERS

OF OUR SUSTAINABLE, 
COMPETITIVE ADVANTAGE 

IN EACH OF OUR FOUR 
LEAD MARKETS

THERE ARE
LOCALLY-LOVED BRANDS

GO-TO-MARKET CAPABILITIES

MANUFACTURING SCALE

02
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OUR COMPETITIVE ADVANTAGE

LOCALLY-LOVED 
BRANDS

SIGNIFICANT  
AND CULTURAL 
RELEVANCE IN 
HOME MARKET

NEW PRODUCT 
DEVELOPMENT 
BASED ON LOCAL 
INSIGHTS

BRANDS CAN 
TRAVEL, BUT DO 
NOT NEED TO

CAPITAL MARKETS EVENT
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LOCAL INSIGHTS HELP DRIVE INNOVATION TO BUILD 
LOCALLY-LOVED BRANDS
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LOCAL INSIGHTS HELP DRIVE INNOVATION TO BUILD 
LOCALLY-LOVED BRANDS
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INNOVATION PIPELINE TO DRIVE FURTHER GROWTH
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OUR COMPETITIVE ADVANTAGE

GO-TO-MARKET 
CAPABILITIES

QUALITY AND 
BREADTH 
OF RETAIL 
RELATIONSHIPS

BRAND CAMPAIGN 
ACTIVATION

ABILITY TO REACH 
CONSUMERS 
WHEREVER THEY 
SHOP
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OUR COMPETITIVE ADVANTAGE

MANUFACTURING 
SCALE

COST ADVANTAGE 
FROM IN-HOUSE 
MANUFACTURING

LOCAL R&D 
CENTRES WITH 
OPEN INNOVATION

SPEED-TO-MARKET 
ADVANTAGE
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OUR COMPETITIVE ADVANTAGE

WE HAVE A RIGHT TO WIN AGAINST BOTH LOCAL AND GLOBAL PLAYERS IN OUR LEAD MARKETS

FOCUS 
ĬƖŔƻĲƚШћŸŰШƣƖĲŰĬќШ
brands with local 

insights and 
know-how

SCALE 
provides significant 

firepower, with 
strong distribution 

and cost advantages

In our four lead markets we have the:

LOCALLY-LOVED 
BRANDS

GO-TO-MARKET 
CAPABILITIES

MANUFACTURING
SCALE

Local players Global players

SCALE 
of a global player

FOCUS 
of a local player



BUILDING 
LOCALLY-LOVED 
BRANDS

03
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PAUL 
YOCUM

CHIEF GROWTH AND 
MARKETING OFFICER

SHARON 
GOODALL

GLOBAL DIRECTOR ʣ R&D 
AND SUSTAINABILITY
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BUILDING LOCALLY-LOVED BRANDS

01

02

03

WE HAVE INCREASED 
CONFIDENCE IN OUR 
MEDIUM-TERM 
INNOVATION 
PIPELINE GIVEN 
WORK TO DATE

Locally-loved brand-building flywheel

Faster and better insights

Increased R&D investment
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OUR LOCALLY-LOVED BRAND-BUILDING FLYWHEEL

CONSUMER
PROVEN EFFECTIVE 

BRILLIANT 
Shopping Execution 

BRILLIANT 
Brand and Business 
Fundamentals

BRILLIANT 
Product Marketing 
and Innovation

BRILLIANT 
Audience
First Content 
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OUR LOCALLY-LOVED BRAND-BUILDING FLYWHEEL

NPD and claims tailored to 
local market needs and tastes

Locally -born brands with 
in-market management 
and accountability

Translating local insights 
into relevant content

LOCALLY-LOVED

Local proximity to retailers 
yielding competitive advantage

CONSUMER
PROVEN EFFECTIVE 

BRILLIANT 
Shopping Execution 

BRILLIANT 
Brand and Business 
Fundamentals

BRILLIANT 
Product Marketing 
and Innovation

BRILLIANT 
Audience
First Content 
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UPCOMING RESTAGE OF CORE BRAND 
                AND NEW INNOVATION

Local category first:

Same core grease cutting 
power т now just easier

Easy-squeeze technology cap 

Refillable

New strengthened claim: 

Evolved visual identity

PREMIUM INNOVATION THAT WILL ELEVATE 
CURRENT MANUAL DISH RANGE

AMPLIFY OUR EFFICACY LEADERSHIP 
WITH A NEW BOLD CLAIM
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NEW EQUITY 
                CAMPAIGN

Objective:  

Reinforce Morning Fresh as the 
powerful dishwashing brand of choice 
for the sink and dishwasher

Creative scope: 

Leveraging the Morning Fresh Jingle 
which is rapidly becoming a distinctive 
and memorable asset for the brand

RE- ßßKÙèʵ¬¶Ù®o®cʵaÙKßkʬßʵßîÕKÙo¶ÙʵÕKÙa¶Ù¬ ®<Kʵ ®Bʵ¤¶®c-STANDING BRAND TRUST 
IN A NEW WAY THAT STILL FEELS MODERN AND EMOTIONALLY RELEVANT
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BRILLIANT IN-STORE 
                EXECUTION

SHOWCASING OUR DISTINCTIVE WALL OF WHITE 
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BRAND RESTAGE TO ESTABLISH 
              STRONGER FOUNDATION AND 
              NEW INNOVATION CUDDLE CALM RANGE 

NEW BRAND EQUITY
Protect and prepare the baby, so parents 
can present them with pride and joy

ELEVATED VISUAL IDENTITY
Refreshed look and feel to 
attract new Gen Z mothers

IMPACTFUL PRESENCE
Shelf presence creates 
impact and is easy to 
navigate

INSIGHT DRIVEN PROPOSITION
The solution to the causes of unhappy babies

NEW INNOVATION
Powder cornstarch т first non-talcum powder 
from Cussons Baby

STRONG DIFFERENTIATOR
Infused with relaxing 
aromatherapy to
promote better sleep
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DRIVE RELEVANCE THROUGH 
              BRILLIANT CONTENT

RELEVANT CONTENTS
Targeted content based upon 
audience interests

RELEVANT TOUCH POINTS
Drive engagement through 
ƚŸĦŔċũШůĲĬŔċШċŰĬШћ~ŸůŉũƨĲŰĦĲƖƚќ
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BRILLIANT EXECUTION FOR BRILLIANT
              CUSTOMER EXPERIENCE

BRINGING BRAND EXPERIENCE THROUGH ONLINE AND OFFLINE SHOPPING
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ACCELERATING REVENUE GROWTH THROUGH A HEALTHY 
BALANCE BETWEEN INNOVATION AND RENOVATION

Previously FY27+Today

PROTECT THROUGH 
RENOVATION

GROW THROUGH 
INNOVATION

Product cost optimisation

Regulatory changes

Seasonal products / 
exclusives

Pack changes

New consumer benefits

New sub-categories

Meet consumer needs 
in new ways

Overlooked and 
underserved segments

90%+ 
of pipeline was 
historically 
ƖĲŰŸƻċƣŔŸŰвЮ

<ʋɾɹʘɾɹʏʵ
split in future

R&D SPEND DOUBLING VS FY25

Note: Chart represents Europe / ANZ / Asia as a proxy of the Group
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WE ARE GENERATING FASTER AND BETTER 
INSIGHTS TO BUILD OUR NPD PIPELINE

вĲŰċĤũĲĬШĤǃШ
third -party, 
digital expertise.

Dedicated team 
undertaking 
comprehensive 
ћƓċƣőШƣŸШƓƨƖĦőċƚĲќШ
ċŰċũǃƚŔƚв

~ĲŰќƚШ
post -workout 
example

Digital AI qualitative 
research

Product and concept 
validation

Advertising testing Panel platform

HIGH-QUALITY INSIGHTS 
FREQUENTLY DELIVERED 
WITHIN HOURS 

Example partners

SHOPPER INSIGHT 

Purchase in gyms, 
sports retail and online

Cooling and relaxation feel on skin 
and muscles is key to believability

MARKET INSIGHT CONSUMER INSIGHT 

Growing trends of 
exercise and wellness
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BRINGING THIS TO LIFE THROUGH PRODUCT, PACK, 
CLAIMS AND CONTENT WITH LOCALLY-LOVED BRANDS
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FUELLING OUR 3-YEAR PIPELINE WITH LOCALLY 
RELEVANT RESEARCH

PERFORMANCE TAILORED 
FOR AFRICAN HAIR TYPES

PROTECTING AND 
SUPPORTING YOUNG SKIN

STRONGER CLEANING 
PERFORMANCE IN HOME CARE

Pre-biotic Pro-biotic Post-biotic
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WE HAVE INCREASED CONFIDENCE IN OUR MEDIUM-TERM 
INNOVATION PIPELINE

100% 
of Innovations now 
based on consumer 

need-states or 
customer requests

50%
of FY26 pipeline 

projects were rejected 
based on increased 

returns thresholds and 
our fail-fast approach

x2
FY27 revenue 

contribution expected 
to be more than 

double that of FY25
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WINNING WITH 
DISCIPLINE 
IN NIGERIA
OGHALE ELUENI 

04
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MANAGING DIRECTOR ʣ AFRICA CONSUMER BUSINESS
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KEY MESSAGES

We have a right to win given our unique heritage, 
leading brands and strong capabilities

Africa is a large market with significant 
long-term opportunity 

We will win with a clear growth strategy through 
core, category, and pan -Africa expansion
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WINNING WITH 
DISCIPLINE IN NIGERIA

OUR 
BUSINESS 
TODAY

04


