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This presentation contains certain forward looking statements with respect to InNature Berhad’s (“InNature”) financial condition, results of

operations and business, and management’s strategy, plans and objectives for InNature. These statements include, without limitation, those that

express forecasts, expectations and projections such as forecasts, expectations and projections in relation to new products and services, revenue,

profit, cash flow, operational metrics etc.

These statements (and all other forward looking statements contained in this document) are not guarantees of future performance and are subject to

risks, uncertainties and other factors, some of which are beyond InNature’s control, are difficult to predict and could cause actual results to differ

materially from those expressed or implied or forecast in the forward looking statements.

All forward looking statements in this presentation are based on information known to InNature on the date hereof. InNature undertakes no

obligation publicly to update or revise any forward looking statements, whether as a result of new information, future events or otherwise.

This presentation has been prepared by InNature. The information in this presentation, including forward looking statements, has not been

independently verified. Without limiting any of the foregoing in this disclaimer, no representation or warranty, express or implied, is made as to, and

no reliance should be placed on, the fairness, accuracy or completeness of such information. InNature and its subsidiaries, affiliates, representatives

and advisers shall have no liability whatsoever (whether in negligence or otherwise) for any loss, damage, costs or expenses howsoever arising out of

or in connection with this presentation.



CORE PROFIT AFTER TAX

RM3.7m    63.9% y-o-y

GROSS PROFIT 

RM25.6m    22.0% y-o-y
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1Q2020 Financial Highlights

Margin: 68.6%  (1Q2019: 68.9%)

Margin: 10.0%  (1Q2019: 21.7%)

Note:
(1) Gross profit is computed as revenue less changes in inventories.
(2) Core profit after tax (“PAT”) excludes listing expenses of RM1.0 million in 1Q2020 (1Q2019: RM0.4 million).

REVENUE

RM37.4m    21.5% y-o-y

REPORTED PROFIT AFTER TAX

RM2.7m    72.2% y-o-y

Margin: 7.4% (1Q2019: 20.8%)

Still profitable despite Covid-19 + closure of all stores in Malaysia during MCO + gloomy 
economic outlook impacted performance. 

Online sales of RM1.8m     75.4% y-o-y

Includes new business gestational loss  
of RM0.8m

Includes new business gestational loss  
of RM0.8m + listing exp of RM1.0m
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1Q2020 Financial Highlights

Note:
(1) Adjusted net cash from operations is computed as net cash generated from operations less MFRS 16 adjustments (repayment of lease liabilities and interest 

paid on lease liabilities).
(2) Net gearing ratio is computed as net borrowings (total bank borrowings less cash and cash equivalents and other investments) divided by total equity. 

Negative net gearing ratio denotes a net cash position.

ADJUSTED NET CASH FROM OPERATIONS

RM3.0m  

Group continues to be cash generative with healthy balance sheet and 
net cash position as at 31 March 2020 

SHAREHOLDERS’ EQUITY

RM129.5m  

WORKING CAPITAL

RM45.3m  

CASH + OTHER INVESTMENTS

RM48.3m  

NET GEARING RATIO 

Net Cash  



1Q2020 Overview: Revenue and Gross Profits

1Q2019 1Q2020

Natura 0.0% 0.8%

TBS Cam 0.0% 1.8%

TBS Vn 13.6% 19.7%

TBS Msia 86.4% 77.7%
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Revenue

47,609 37,38721.5%
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Natura 0.0% 0.8%

TBS Cam 0.0% 1.6%

TBS Vn 13.9% 19.8%

TBS Msia 86.1% 77.7%
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Gross Profits

32,821 25,61422.0%
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1Q2020 Overview: PAT Analysis



Store Network as at 31 March 2020
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Work-from-home (“WFH”) arrangement

• WFH arrangements for staff were made with IT equipment and access to systems 

• Communication amongst team members and agencies/business partners was facilitated 
via various forms of technology including e-meetings

• Online availability was inherently established as a WFH culture 

• Retail staff engaged in daily Zoom training conducted by Trainers

• Redeployed HQ and retail staff to support e-commerce operations and customer service
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Business Continuity Plan (“BCP”)
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Business Continuity Plan (“BCP”)

Pivot Marketing Initiatives for Ecommerce during 
CMCO
To capitalise on opportunity created by the restriction of travel 
and lack of choices for consumers:
• Stay at Home Pamper Kits to meet new needs
• Free Delivery during non-Sale periods to encourage 

transactions
• Multi-buy promotions to encourage volume purchase
• Mother’s Day gifts with free delivery
• Ramadhan gifts with free delivery
• E-kirim kasih (e-gift voucher)
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Business Continuity Plan (“BCP”)

Post-MCO re-opening measures 

• All our stores are now open except Genting 
and KLIA – this has been publicised via our social 
media platforms

• Implement SOP for safety measures at HQ 
and Stores
• Temperature screening, hand-sanitising etc

• Provide personal protective equipment to staff

• Social-distancing

• Encourage contactless transaction at retail stores

• e-wallet payment

• e-receipts
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Business Continuity Plan (“BCP”)

Premium service for personal consultation &

fast delivery

• To address customer’s hesitation to visit the malls
• Teleorder

• Drive-thru

• Click N Collect
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Business Continuity Plan (“BCP”)

Frugal cost and careful cash flow management

• Variable expenses reduced following store closure

• Suspended hiring of new headcounts

• Engaged landlords and suppliers for rental waiver, rebates, discounts or 
extension of credit terms 

• Pursued various applicable government assistance measures

• Closely monitoring the effects of Covid-19 on the performance of each store
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Capital Investment 

Cautious store expansion plan

• The Body Shop - 5 new openings (4 in Vietnam, 1 in Cambodia)

• Natura - 1 new opening (Malaysia)

Continue to invest in

• Enhancing and accelerating our omnichannel capabilities

• Developing our Natura social selling channel
- To capitalise on opportunities presented by the “new normal” in consumer behaviour
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Prospects

• 2Q2020 performance will continue to be significantly impacted by MCO

• Consumers remain cautious beyond MCO period, social-distancing become 
the new normal

• Our omnichannel readiness is expected to benefit e-commerce and social 
selling channels 

• Assuming that consumer sentiment to recover gradually by the final quarter 
of the year, our Group is expected to remain profitable for the financial year 
ending 31 December 2020
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Dividend Payment

Payment of 2019 special dividend of 1 sen per share 
(total of RM7.0 million) on 30 April 2020



Thank You


