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From the Founder 

Hi there and welcome. 

I’m Sophie, the co-founder and Managing Director 
of Ahhh Cosmetics.

Our journey so far has been both exciting and 
life changing. From new customers to little 
additions to my family, no two days are the 
same. With two little ones and a business to 
run, my escape at the end of the day was to 
relax in a hot bath with a bath bomb, a moment 
to relax, and some much needed “me time” As 
the business and product range grew, so did 
our passion for sustainability and teaching my 
children there are better plastic free options 
out there. As a child I grew up using soap bars, 
as did my parents and grandparents, and so will 
my children. 

It is these experiences that have put things 
into perspective and why I have the best job 
in the world. The team I lead are highly 
experienced and empowered to be creative, they 
break the traditional molds (literally speaking) 
in the current commoditized market. I love the 
fact that getting clean and hydrating your body 
does not have to be boring or harmful to the 
environment 

As a family orientated NZ business, we aim 
to provide consumers with an amazing sensory 
experience, while ensuring we do our part to 
protect the planet, we live on, for future 
generations. 

Sophie Cooper
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Investment Highlights

• A clear business strategy and vision that is aligned with 
a strong global consumer trend towards natural and 
sustainable products.

• A range of 52 products currently sold through 150 
supermarkets and pharmacies nationwide, with an 
average weekly rate of sale per store of 4.5 units.

• Consistently strong customer reviews, with growing 
social media following.

• Strong board and management team with significant 
industry and growth management experience.

• A NZ market opportunity experiencing 25% growth 
rates and conservativley estimated to be worth more 
than $334m by 2024.

• Strong projected domestic revenue growth from 
$1.4m in FY21 to $9.4m in FY24, representing 2.8% of 
the forecast total market value of $334m. 

• A Global market opportunity estimated to grow from 
$36bn in 2019 to $54bn by 2024.

• A clear export strategy into Australia with projected 
revenues of $22.5m in FY24.
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There is a Global trend that is 

reshaping the personal care 

product industry. This is driven 

by companies and consumers 

demanding natural health 

and beauty products that are 

sustainable and eco-friendly. 

The Ahhh brand was launched 

in 2018 by co-founder, Sophie 

Cooper, with a vibrant, fun and 

playful approach to natural and 

sustainable beauty products. 

Sophie uses the best of modern 

scientific knowledge and wisdom 

from generations of NZ beauty 

manufacturers to create a 

colourful, bold and bright natural 

product range.

The total value of the beauty and 

personal care products market in 

NZ was NZ$1.47bn in 2019, and 

is forecast to grow to NZ$1.6bn 

by 2024. The NZ market for 

natural personal care products 

was NZ$223m in 2019, and has 

recently been growing at an 

annual rate exceeding 25%. We 

expect the NZ market for natural 

personal care products will 

exceed $334m by 2024, based 

on conservative forecast global 

growth rates.

With a strategy focused on 

producing high quality natural 

products at affordable prices, 

Ahhh is strongly positioned to 

achieve significant growth from 

the growing demand for natural 

personal care products. Our 

range of 52 products are now 

sold in 150 supermarkets and 

pharmacies nationwide, with an 

average weekly rate of sale per 

store of 4.5 units. 

Ahhh is on target to achieve 

$1.4m revenue in FY21. With 

demand for our product range 

from other nationwide retail 

chains, Ahhh is seeking to raise 

$1m of capital to drive its 

short term growth 

strategy and 

to capture a larger share of 

this growing domestic market 

segment, before launching a 

$2m capital raise during FY22 to 

drive international growth. 

With additional working capital 

and investment in sales and 

marketing, we believe we can 

grow our domestic revenue to 

$9.4m by FY24, representing 

2.8% of the forecast total market 

value for this segment. 

We are pleased to invite investors 

to join us on our growth journey.

Introduction

Ahhh is a NZ wholly owned and operated manufacturer of 
sustainable personal care products. Its mission is to provide 
everyday people with affordable natural personal care products, 
without leaving a lasting impact on the environment.
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Key Team Members
Sophie Cooper 
Founder & Creative Director 

Sophie is the co-founder, CEO and creative director of Ahhh 

Cosmetics. As well as leading the business, Sophie is the creative brain 

responsible for all product development. Sophie is passionate about 

creating beautiful, natural and sustainable personal care products. 

Sophie has successfully transformed the business from a white label 

soap manufacturer to Ahhh Cosmetics, a business focused on creating 

a natural and sustainable personal care product range. Sophie is most 

proud of the core ranging of shampoo and conditioner bars in New 

World in 2019, making sustainable hair care more convenient for 

families.  

Aden Cooper

Founder, Sales & Business Development

Aden is the co-founder of Ahhh Cosmetics and has been involved in 

the development of the business strategy since inception. Aden will 

join the business early in 2021 to assume responsibility for driving 

sales, business development and international expansion. Aden is 

an experienced professional, with proven leadership across FMCG 

and retail having worked in some of the worlds largest blue chip 

organisations - Super Retail Group, Canon, Mondelez International, 

Kraft Heinz and most recently SC Johnson. Aden uses his cross 

functional experience (category, marketing, customer marketing, sales 

and project management) to provide strategic and category guidance 

for the business. 

Francis Coulter

COO

Francis will join the business in 2021. Francis will be responsible for 

driving the growth strategy, including refining the marketing strategy 

and streamlining the production process. Francis has extensive 

experience in marketing and strategy roles at a number of leading 

FMCG companies (Kelloggs, Kraft Heinz and Boots), as well as a key 

strategic role at a UK based personal products group during which the 

management team grew revenues from £1m to £21m over a 2 year 

period, leading to its sale. 

Stuart Campbell

National Sales Manager 

Stuart joined Ahhh on a full time basis in August 2019 and is 

responsible for managing national sales, working closely with 

Plum Agency. Stuart has proven solid experience in sales and 

merchandising, with a demonstrated ability to grow and establish 

strong customer relationships. Stuart’s previous roles were in sales and 

merchandising, including 10 years at a Mondelez International leading 

FMCG company.  
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Our Board of directors 

• Sophie Cooper – Co-founder, Executive Director

• Aden Cooper – Co-founder, Executive Director

• Steven Eldin – Investor, Non-Executive Director 
Steve comes from a high pressure process driven environment 
and provides valuable guidance across the business including best 
practice in relation to production efficiency and health and safety. 

Our Advisors

We are fortunate to have the support of advisers that provide 

valuable insight and guidance on the development of the business.

• Steve McClory – Virtual CFO 
Steve will join the business as the virtual CFO after the convertible 
raise. Steve will provide oversight on all aspects of the finance 
function, as well as providing strategic financial support including 
forecasting, budgeting and revenue management, Steve is an 
experienced commercial finance professional, formerly based in 
London and most recently with Icebreaker, who brings significant 
commercial acumen and operational experience. Steve provides 
wide-ranging support to a number of founder led early stage growth 
companies across NZ and in Australia.

• Patrick Cooper – Business Advisor 
Patrick has owned multiple successful technology based 
businesses in the UK, India and NZ. He is an experienced investor 
and provides us with business advice, market insights across UK, 
Europe and US and is currently a business mentor to Sophie.
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CRUELTY
FREE

NATURAL
INGREDIENTS

Sustainable

AFFORDABLE

Ahhh Cosmetics is defined 

by these shared values:
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The Problem

Sustainability 

Ecological impact from single use plastic containers.

8.3bn tonnes of plastic has been produced since it was first introduced 

in the 1950s, with around 50% produced since 2004. 79% of all that 

plastic is accumulated in landfills, with only 9% recycled and 12% 

incinerated. Unfortunately this issue is not slowing down, with non-

recycled plastic packaging expected to grow by 40%.

Personal care products are widely used in massive quantities and their 

frequent use has a significant impact on the environment. 

Harmful Ingredients

Impact from use of harsh sulphates and chemicals in 
commercially produced personal care products.

Consumers are becoming more aware of the ingredients in traditional 

commercially produced personal care products and the impact of 

those ingredients on their health. 

Commercially produced personal care products have traditionally 

used parabens as preservatives and surfactants, such as SLS and SLES, 

to provide foaming and lathering properties to cleansing products. 

Parabens are known to disrupt hormone function and SLS/SLES are 

known to cause skin irritation for some consumers. 

Convenience & Affordability

Consumers often gravitate toward convenient and 
affordable options at the expense of choices that may 
be better for them and the environment. 

Natural personal care products have traditionally been relatively 

expensive and not as widely distributed. The challenge and opportunity 

for the personal care industry is to provide consumers with a range of 

natural and sustainable products that are convenient and affordable. 
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80bn
Plastic hair-care 
bottles disposed 

of every year

8m
Tonnes of plastic 

end up in the 
ocean

450
Years to break 
down plastic 
organically

90%
Of all fish 

have ingested 
microplastics

Environmental impact 

from single use plastic:
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The Solution

Ahhh Cosmetics’ mission is to provide consumers 
with a range of personal care products that are:

• made from natural ingredients and free of harsh chemicals;

• environmentally friendly with biodegradable packaging; and 

• convenient and affordable.

We have spent the last few years handcrafting personal care products 

that are fun and align with our mission. We have eliminated the need 

for single use plastic and harsh chemicals by removing water from 

our products. This has enabled us to use natural ingredients without 

artificial preservatives and to supply our products in biodegradable 

paper packaging.

We have built our business with an operational cost structure that 

enables us to maintain an affordable price point, while targeting broad 

distribution in national retail channels that ensure our products are 

conveniently available.

“Ahhh’s shampoo bar is the first to be available in New 
World and Pak ‘n Save nationwide, making sustainable 
choices accessible to everyone.” 

— Euromonitor International: Beauty and Personal Care in New 
Zealand, July 2020

Our mission is to switch shoppers from the traditional personal care 

products supplied in single use plastic bottles to our natural bar range, 

thereby reducing the environmental impact of plastic.

We are proud of the environmental impact we have had already from 

the use of our products, resulting in 4 tons less plastic being produced.

The Brand

The brand Ahhh It’s all good was launched in 2018 and has been 

positioned to appeal to a wide range of consumers that are seeking 

a natural environmentally friendly alternative to traditional branded 

personal care products.

The brand has been trademarked in New Zealand, with trademarks. 

ending in Australia and USA.

A brand review is currently being conducted by award winning brand 

designer, Guy Pask. 

“...if all the plastic 
bottles collected 
during the 2016 
International 
Coastal Cleanup 
were stacked they 
would have stood 
372 times higher 
than Dubai’s 
towering Burj 
Khalifa.”

1 Shampoo Bar =  
2/3 Plastic Bottles 

1 Wash Bar =
1 Plastic Bottle 

1 Moisture Bar =
2-3 Plastic Bottles 

Based on avergae 

person’s weekly use:
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All our ingredients are ethically sourced with a strict no animal testing 

policy. We also use biodegradable packing on all our products. 

We use a mix of essential oils, natural fragrance oils and artificial fragrance 

oils to create our unique fragrances. We only use fragrance oils in our 

products that are safe and certified sulphate free, and all our products are 

between 95% and 100% natural, with some ingredients being classed as 

“nature identical”. This means it is produced in a lab but has the same make 

up as the natural version. We have chosen to use the “nature identical” 

version over the natural version due to unethical mining of these products 

using young children. 

We use coconut oil as the main ingredient in all our products, which 

along with being known for its hydrating qualities, has a number of other 

beneficial properties including: 

• A high concentration of antioxidants and vitamin E that aids in firming 

and healing skin;

• A natural moisturiser that gives soap a creamy lather; 

• Deep cleansing properties; and 

• Antibacterial and antifungal.

 

We are proud to say that all our products are free of parabens, sodium 

lauryl sulfate (SLS), sodium laureth sulfate (SLES) and Silicone. We use 

vitamin E as a natural “preservative” to prevent oxidation of the oils in our 

products. 

Our shampoo bars are pH balanced, ensuring that hair cuticles stay closed, 

preventing moisture loss, frizz and reducing static. It also prevents the scalp 

from producing too much oil after a shampoo. Using shampoo with a pH 

above 5.5 on colour-treated hair will open the cuticle and cause colour to 

fade much faster.

The majority of shampoo bars on the market are essentially just bars of cold 

processed soap, which have a pH around 9 – 10, way too alkaline for hair. A 

pH above 7 causes the cuticle (covering the hair shaft) to stick up, resulting 

in dry, coarse hair and loss of colour.

Our Products 
 
Ahhh creates hand-crafted solid personal care bars 

using only high quality natural ingredients to nourish 

the skin.

Vitamin E is technically 
an antioxidant rather 
than a preservative, 
meaning is ineffective in 
water based products.
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Product range 

Soaps

Our soaps are lovingly handcrafted with natural 

ingredients, to gently cleanse, moisturise and 

care for your skin. Our hydrating coconut oil 

also has antioxidant qualities. So relax… it’s all 

good!

Shampoos

Our shampoo bars are made with natural 

ingredients that are not only good for you, but 

good for the environment. With up to 70 washes 

per bar, that’s at least 2 plastic bottles worth.

Moisturiser

A solid moisturiser in home compostable 

packaging. Each moisturiser is equal to 2 x 

250ml lotions. Made with cocoa butter, coconut 

oil and vitamin C to soften and nourish your 

skin.

Scrubs

Our sugar scrub bars will cleanse and exfoliate 

your skin, the sugar will gently polish your 

skin and the coconut oil will leave it soft 

and nourished! This bar has added activated 

charcoal to draw out toxins.

Bath bombs

Imagine relaxing in a hot bath whilst our bath 

bomb fizzes away around you. Enjoy the floral 

aroma and let the hydrating coconut oil nourish 

your skin. Made with natural ingredients and no 

nasties like SLS, SLES or Parabens.

Shower steamers

Make shower time fun and fragrant with our 

shower steamers! The orange and grapefruit 

essential oils will fizz into the air leaving you 

feeling fresh and uplifted. Ahhh...
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Consumer Testimonials

“These shampoo and conditioner bars are by far 
the best I have ever tried. My hair is so clean and 
soft after using them. Better than normal shampoo 
even!” 
– Katie, Christchurch

“I discovered your shampoo and conditioner bars, soap and scrubs 
recently. I have tried other shampoo bars before, but I have very 
dry hair and it made my hair go into a bit matt of knots. Your 
products are FANTASTIC, I cant say enough about how happy I am 
with them. They leave my hair lovely and soft, and no knots at all, 
and smelling delicious!” 
– Natasha, Taurunga

“I want to thank you for having a solid shampoo 
and conditioner that is cardboard packaged and is 
available in a supermarket that actually suits my 
long fine hair. I have tried heaps of other brands 
with little success, so that I was about to give up... 
but your products have been game changing for 
me!” 
– Becky, Auckland
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Ahhh Cosmetics  
Current Channel Split

Operations

Supply Chain

We take pride in the source of our raw ingredients and follow fair trade 

best practices where possible. We currently source the majority of 

ingredients through two of New Zealand’s largest beauty suppliers, Pure 

Ingredients and Redox.

Coconut oil, our main ingredient, is predominantly sourced from the 

Philippines. 

Production

Ahhh’s head office and factory is based in Takanini, Auckland, which 

includes 250sqm of manufacturing and warehousing space. All products 

are currently manufactured in our factory. 

The current premises has capacity to produce more than 2,500 units 

a day, which is sufficient to achieve our growth targets through FY21. 

Following this capital raise, we plan to acquire a hydraulic press and 

automatic equipment that will enable us to increase daily production to 

more than 8,000 units.

The lease for the current premises expires in July 2021, at which time 

we plan to relocate to larger premises that will, along with additional 

equipment, enable us to scale production to more than 35,000 units a day 

by FY24. 

We may initially use a third-party contract manufacturer to produce some 

new products, such as lip balms and deodorants.  

Distribution

Our products are mostly sold through supermarket and pharmacy 

channels, as well as directly to consumers through our website. We are 

now in more than 140 of New World and Pak’nSave stores nationwide and 

are also building our presence in pharmacy chains such as Greencross 

(Life Pharmacy), Chemist Warehouse and Bargain Chemist. 

We currently deliver our products directly to retailers in the North Island 

and use a distribution centre for deliveries to South Island retailers. We 

plan to use a third party logistics (3PL) partner to manage our distribution 

and fulfilment service requirements. 

Staff

We currently operate a flat management structure, with all staff reporting 

to Sophie. We currently have a team of 5 full-time employees (FTE), 

focused on all facets of the business and will be growing the team to 34 

FTE by the end of FY24.
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Our Consumers
Consumer behavior has changed significantly in recent 
decades, with environmental and health awareness 
having more influence on consumer decisions.

These factors are resulting in more demand for personal care products that 

are made with natural ingredients, supplied in sustainable packaging and 

are free from animal testing.

“On e-commerce site Etsy, there have been more than 44,000 
searches for ‘natural soap’ in the past six months, as well as 
a 110% rise in searches for ‘shampoo bars’, compared to the 
same time last year.” 

Environmental

Consumers are becoming more 

focused on the environmental 

impact of production and 

consumption, with a preference 

for products supplied in 

biodegradable or recyclable 

packaging. 

Consumers that are concerned 

with the negative environmental 

effects of personal care item 

production and disposal are 

increasingly opting for green 

items.1

 

1 IBISWorld: Global Cosmetics Manufacturing, September 2019

2 IBISWorld: Global Cosmetics Manufacturing, September 2019

3 IBISWorld: Pharmaceutical, Cosmetic and Toiletry Goods Retailing in New Zealand, June 2020

Health 

Consumers are becoming more 

concerned about health, with a 

recognition that natural products 

are safer and more effective. 

Research has linked certain 

cosmetic ingredients to long-

term health problems such as 

cancer, which has caused many 

consumers to shy away from 

traditional makeup. As a result, 

products featuring natural 

and organic components are 

increasingly gaining favor in the 

market.2

Social 

Consumers are becoming more 

aware of the culture and behavior 

of companies and value social 

responsibility. More consumers 

are avoiding products that are 

tested on animals.

Consumer attitudes towards 

animal testing, environmental 

concerns or the use of 

synthetic chemicals may also 

influence demand. Due to the 

rising popularity of ethical 

consumerism, more consumers 

have been favouring brands that 

are positioned on ethical and 

sustainable grounds.3

95%
Female

84%
18-44 years 

old

70%
Have 

children

54%
Buy for their 

family
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“The combined effect of 
environmental and health 
concerns has increased 
industry demand for 
ingredient-focused 
products, which tout the 
safe, effective, natural 
and often proprietary 
blend of ingredients they 
offer.”

New Zealand Market
The market for personal care products is large, as is the 
growth in natural product sales within the segment. 

The total sales of beauty and personal care products in NZ were NZ$1.47bn 

in 2019, and are forecast to grow to NZ$1.6bn by 2024, representing a 

CAGR of 1.7% over the forecast period. 

Consumer behavior has changed significantly in recent decades, with 

environmental and health awareness becoming more relevant in consumer 

decision making, leading to material growth in consumer preference for 

natural personal care products.

Consumers are demanding more personal care products that are made 

with natural ingredients and supplied in sustainable packaging. The NZ 

market for natural personal care products was approximately NZ$223m in 

2019, representing approximately 15.2% of all personal care product sales, 

and is growing at an annual rate exceeding 25% (Neilsen Scan Data).

Consumers are moving to solid beauty bars for a variety of environmental 

and health reasons. However, this move towards solid personal care 

products has been skewed toward middle to high income demographic, 

mainly due to the retail price point. The provision of quality products that 

are both convenient and affordable will enable us to target a broader 

demographic of consumers.

If the NZ market for natural personal care products grows at the same 

rate as forecast for the global market, the value of the NZ market will 

conservatively reach $334.5m in 2024. 

We believe we can grow our domestic revenue to $9.4m by FY24, 

representing 2.8% of the forecast market. We plan to achieve this by 

targeting new consumers to the growing natural personal care product 

market in NZ, while also attracting existing natural product consumers by 

offering a more affordable and convenient option.

Projected Market Size (2024)

$1.6bn
Total Addressable Market

$334m
Servicible Available Market

$9.4m
Servicible  

Obtainable  
Market

“...cruelty-free cosmetics and 
products made with green 
formulations and biodiverse 
ingredients are likely to gain 
traction as the shift towards 
green consumerism continues 
to gain momentum.”



 INVESTMENT SUMMARY
Ahhh... 17

The Global Market
The global natural personal care products market was 
estimated to be worth US$36bn in 2019, and is expected 
to grow to US$54bn by 2024. 

The Global Personal Hygiene Market, consisting of antiperspirants and 

deodorants, bath and shower products, and soap, had total revenues of 

US$56.2bn in 2019 and grew at a CAGR of 3.7% from 2015 to 2019. 

Taking into account the impact of Covid-19, the market is expected to grow 

to US$66.2bn by 2024. (Ref: MarketLine Industry Profile: Global Personal 

Hygiene, June 2020)

The Global Skincare Market, consisting of facial care, body care, depilatories, 

and make-up remover products, had total revenues of US$130.3bn in 2019 

and grew at a CAGR of 4.6% between 2015 to 2019. Taking into account the 

impact of Covid-19, the market value is expected to grow to US$140.1bn by 

2024. (Ref: MarketLine Industry Profile: Global Skincare, May 2020)

The global transition to natural personal care products is more mature than 

NZ, which has experienced growth rates exceeding 25% over recent years. 

Notwithstanding the slower global growth rates, the global growth in the 

natural personal care products market presents an enormous opportunity for 

Ahhh Cosmetics to expand its distribution internationally and leverage NZ’s 

clean green image.

“Eco-friendly, sustainable and naturally derived beauty and 
cosmetic items have made strides over the five years to 2019, 
and are expected to continue driving growth within these 
developed markets during the outlook period as well. Recent 
research has tied certain chemicals, such as parabens, which 
are traditionally used as preservatives in both cosmetics 
and hair care products absorbed through the skin, to serious 
health issues such as cancer. Consumers have reacted to this 
news by increasingly shying away from synthetic formulas and 
toward naturally derived versions of personal care products, a 
trend that IBISWorld expects will continue over the five years 
to 2024.”

– IBISWorld: Global Cosmetics Manufacturing, September 2019

We believe we can build an international revenue stream to $24.1m by FY24. 

We plan to achieve this by expanding first into Australia through key grocery 

channels, specifically Woolworths and Coles, followed by the UK, through 

the likes of Boots and other large grocery channels, and then Europe.
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The FMCG market is highly competitive and the growth in 
e-commerce has supported new entrants by lowering the 
barriers to entry and distribution. 

This has enabled new entrants with access to natural ingredients to 

directly reach consumers, resulting in an increasingly fragmented market. 

With empowered consumers having easy access to information, such as 

social media that lowers the barriers to direct consumer marketing and 

communication, the personal care industry is expected to continue to be 

disrupted with new entrants that can offer high quality natural products. 

Competition Natural Sustainability Affordability

Ethique (NZ) All ingredients naturally 

derived

All products sold in 

biodegradable packaging

High price

Lush (UK) Uses synthetics and 

preservatives

Uses biodegradable 

packaging

High price

The Body Shop (UK) Uses synthetics and 

preservatives

Most products sold in 

plastic.

High price

Commercial Brands 

(eg: Dove)

Uses synthetics and 

preservatives

Most products sold in 

plastic.

Low price

Mainstream Eco Brands 

(Essano, Eco Store, 

Earthwise)

Some ingredients 

naturally derived

Most products sold in 

plastic.

Low to medium price

Ahhh Cosmetics (NZ) All ingredients naturally 

derived

All products sold in 

biodegradable packaging

Medium price

 
 
Point of Difference

Our strategy is to create a differential advantage by producing high quality 

natural products at an affordable price. Our pricing and distribution strategy 

will ensure that our products are affordable and convenient for everyday 

consumers, especially when compared to other artisan brands in the market. 

We believe we can maintain this pricing advantage over other artisan brands 

by not replicating the cost structures inherent in those brands.

Our focus is on creating a trusted brand that is recognised for its 

dependable high quality sustainable products and ethical business practice. 

We believe our future success is, in part, dependent on building a trusted 

brand across all the main personal care product categories.

We intend to leverage the key benefits of being NZ made and have a long 

term goal of expanding our range to cater for all occasions. 

Competitive Landscape
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Growth StraTegy
 
Ahhh has targeted the strong trending growth for natural 
environmentally friendly products within the personal 
care products industry. 

We have built a strong reputation in NZ for producing high quality natural 

products at affordable prices, thereby solidifying ourselves as an early 

entrant in the market. Consumer feedback and demand has validated our 

product development approach.

The biggest challenge for the business has been insufficient working 

capital, which has prevented us from capturing existing demand from new 

distribution channels, both domestically and internationally. 

Our growth strategy aligns with our mission to produce natural personal 

care products that are high quality, affordable and sustainable. Our plan 

comprises a two stage approach, including a short term strategy focused 

on developing the brand and capturing NZ demand, followed by a medium 

term strategy focused on international expansion.

Short Term Strategy

Our short term strategy is focused on domestic growth and is based 

on investing capital from this convertible note round into branding and 

marketing, people, sales and distribution, small production improvements 

and product innovation. We plan to target new consumers to the growing 

natural personal care product market in NZ, while also attracting existing 

natural product consumers by offering a more affordable and convenient 

option.

Branding and Marketing

We plan to invest in branding and marketing to build a strong brand that 

resonates with consumers as a leading producer of sustainable and natural 

personal care products. We plan to achieve this by:

• Conducting a brand review to ensure our brand appeals to our target 

audience;

• Recruiting an experienced marketing manager to lead the marketing 

functions; and

• Investing in marketing, with the goal of increasing social media 

presence, in-store sampling, trade shows and Ad spend. We will 

increase the number of our brand ambassadors and invest in paid 

influencer marketing, including sponsored posts and promotions with 

brand ambassadors managed by our PR firm MediaJam.

A key aspect of the marketing strategy will be to focus on educating 

consumers on the environmental benefits of using personal care bars. 
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People

We plan to recruit a (senior role) to drive and execute the growth strategy.

Aden Cooper, co-founder, will join the business in early 2021 to lead sales 

and business development, with a focus on developing a strong sales team, 

expanding into new product categories and driving international expansion.

Francis Coulter will join the business in 2021. Francis’ primary focus will be 

on marketing, sales and operations, including streamlining our production 

processes and supporting Sophie in refining the marketing strategy. 

Steve McClory will join the business on a part time basis as virtual CFO. Steve 

will be responsible for all aspects of the finance function and will provide 

commercial support to enable the sustainable growth of the business.

Sales and Distribution

We plan to focus on domestic sales and distribution by initially targeting 

existing demand from nationwide supermarket sales channels. A material use 

of the funds raised from the convertible note will be used as working capital in 

order to satisfy initial product supply requirements. 

Our sales team will focus on head office negotiations, forecasting, trade spend 

management and providing guidance to our third party partners.

We will appoint a third party logistics (3PL) partner to manage our distribution 

and fulfilment service requirements. 

Production Improvements

We plan to invest up to $80k in a hydraulic press, automated cutting machine 

and other production equipment in order to improve our production efficiency 

and margins. 

• Hydraulic Press – The hydraulic press will enable us to scale production of 

our shampoo bars and bath bombs, which are currently pressed into the 

molds by hand. 

• Automated Cutting Machine – The cutting machine will automatically cut 

our soap and scrub bars into the desired shape. These are currently cut by 

hand.

We also plan to relocate the business in 2021 to larger premises that will 

facilitate increased production and finished product storage. This will enable us 

to fulfill larger orders without facing capacity constraints. 

Product Innovation

We will continue to invest in market research and product development in 

order to increase our product range and appeal to a wider audience. The 

growing interest in personal care products is creating a willingness from 

retailers to offer a wider range of new products to the category for consumers. 

We will be launching 10 new products in 2021 including, face care products, lip 

balm and new bath products, which we will initially test through e-commerce.  
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Medium Term Strategy

Our medium term strategy will focus on growing non-grocery domestic 

sales channels and international expansion. Following a $2m capital raise to 

be conducted during FY22. The additional capital will be used for:

• investment in sales, marketing and operations staff to support the 

growth strategy;

• additional investment in marketing; 

• additional working capital to facilitate growth; and

• investment in additional key leadership and governance roles.

We will continue to invest in growing our people, improving their lives and 

bringing in experts to help drive the business in the right direction. We will 

do this by hiring great people, investing in development programs, paying 

above the living wage and driving positive culture initiatives.

We will remain commercially sustainable by driving profitability and 

targeting an average of 60% gross margin. We will continue to grow in our 

current markets while expanding into new international markets. 

We will target reducing plastic bottle consumption in order to protect our 

natural environment. Our aim is to become BCorp certified by 2023 and 

support local organisations with positive environmental initiatives.

We will revise the details of our medium term strategy based on the 

execution of the short term strategy.  

Dividend Policy

We have no plans to pay dividends to shareholders. Our plan is to reinvest 

all profit into further growth and expansion in order to support capturing 

larger value in the future.

Exit Strategy

The company plans to deploy a strong growth strategy over the next 4-6 

years to position it for a trade sale. We believe our strategy and approach 

will provide excellent returns for all investors.
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Growth Timeline and kpi’s 

FY18–20

• Ahhh Cosmetics launched in 

2018.

• Launched into New World, 

Pak’n’Save and other non-

grocery stores.

• Increased product range to 52 

products.FY21 

• Close $1m capital raise.

• Aden Cooper joins as Business 

Development Manager.

• Conduct brand review. 

• Investment in production 

equipment ($80k).

• Launch into Coles with core 

hair product range.

Ahhh...

FY22

• Conduct $2m capital raise.

• Francis Coulter joins the 

business. 

• Relocate to bigger premises.

• Investment in IT ($64k), new 

premises fitout ($160k), and 

production equipment ($86k). 

• Launch into Woolworths with 

core hair and skin product range.

FY23 

• Launch skin care product 

range into Coles.

• Launch into Woolworths with 

wash and bath product range.

FY24

• Grow domestic revenues to 

$9.4m and Australian revenues 

to $22.5m.

• Grow production team to 34 

FTEs. 

• Launch into UK market.

$9.4M
Domestic revenue by 

the end of FY24 

60%
Gross Margin 

90%
Nationwide coverage 

in Foodstuffs and 
Woolworths by FY22

10 
Tonnes of less plastic 
packaging in landfills 

by FY22 

Certified
Carbon Neutral by 

the end of FY22

Key Performance 
Indicators:
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Impact of Covid

The board and management of Ahhh have considered the impact of the global pandemic 

on its growth strategy and forecasts. At this stage there are no indications of any major 

disruptions with suppliers, other than potential shipping delays. 

We have assumed in our growth strategy and forecasts that our international expansion will 

not commence until the second half of 2021. We have also developed a business continuity 

plan and have implemented suggested procedures from the Ministry of Primary Industries 

to ensure we can operate safely as an ‘essential service’ at all alert levels.

Despite the expected economic uncertainty and rising unemployment in the wake 
of the COVID-19 pandemic, beauty and personal care is expected to record further 
growth in value sales terms at constant 2019 prices over the forecast period, 
on a par with the growth seen over the review period. Bath and shower should 
experience the strongest performance, with ongoing hygiene concerns and more 
frequent handwashing following the COVID-19 pandemic continuing to benefit 
future sales. Feel-good/pampering products, including bath additives, should also 
perform well due to consumers’ desire to enhance overall wellbeing. 

– Euromonitor International:  
Beauty and Personal Care in New Zealand, July 2020

Risks & mitigations

Risk Level Mitigation

High percentage of 
businesses fail to 
execute strategy

High The business has successfully developed its business with 

limited funds. With additional capital, we will recruit senior 

staff with relevant expertise as well as appoint industry 

specialists at a governance and executive level to guide the 

execution of the strategy.

Working capital 
shortage

High We have prepared this capital raise to introduce sufficient 

working capital to capture short term domestic demand and 

distribution opportunities.

Distribution 
challenges

Medium More regular reviews with our distributor and agreed reporting 

cycle/content.

Economic downturn Medium Build strong brand loyalty, maintain affordable product 

pricing, scale production cautiously and maintain a nimble 

cost structure.

Competitor risks Medium We will focus on building a brand and reputation for high 

quality products at affordable prices. We will keep innovating 

and retain a cost structure that enables us to maintain 

affordable prices

Failure to recruit and 
retain personnel

Low We maintain a values culture, connection with the community 

and active retention policies including a commitment 

to Living Wage. We will provide equity incentives for key 

management roles.
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Financial Information 
All financial projections contained in this document are based on our best 

assessment of future financial performance and assume that we successfully 

raise $1m of new capital this year, followed by a further $2m during FY22. 

The assumptions on which the projections were prepared may prove 

incorrect and actual results may vary significantly.

Financial Performance Forecast

FY21 FY22 FY23 FY24

NZD ‘000 FORECAST FORECAST FORECAST FORECAST

Sales

Domestic - Wholesale 1,238 5,262 7,013 9,117

Domestic - Ecommerce 145 191 244 313

Export - Australia - 5,810 18,393 22,523

Export - Other Countries - - - 1,597

Total Gross Sales 1,383 11,263 25,650 33,550

Net Sales 1,169 7,684 15,980 21,035

COGS 508 2,902 6,238 8,426

Gross Margin 661 4,782 9,742 12,609

Gross Margin (%) 56.5% 62.2% 61.0% 59.9%

Selling and Distribution Costs 63 841 2,226 3,004

Gross Profit 598 3,941 7,516 9,605

Operating Expenses

Branding & Marketing 172 1,058 1,992 2,499

Finance 41 150 384 424

Premises 44 31 27 28

Operations and Management 242 693 765 808

Total Operating Expenses 499 1,932 3,168 3,759

EBITDA 99 2,010 4,348 5,846

Depreciation 23 93 147 291

EBIT 76 1,917 4,201 5,555
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Key Assumptions

Domestic growth assumptions 

Our domestic growth is based on continuing to build 

our brand awareness, maintaining our strong rate of 

sales and increasing the number of stores stocking 

our product across NZ.  Specifically, we will focus on 

expanding our key grocery channel, as well as other 

large non-grocery retail channels. Our New Zealand 

distribution is a long way from being saturated and 

given the strong gains through New World and 

Pak’n’Save, we believe we can achieve similar growth 

through Countdown, although with the benefit of a 

larger number of nationwide stores.

We have assumed 34% of our product range is 

stocked in 180 Countdown stores from March 

2021, and that we will increase our average product 

ranging across all retail channels from 27% to 90% 

over the next few years. 

We will also continue to increase our product range 

through new product development.

Export growth assumptions

Our export growth is based on initially expanding 

into Australia through key grocery channels. Our 

forecast revenues are based on our hair care product 

range being stocked in Coles stores from September 

2021, with skin care products from September 2022. 

We have assumed our hair and skin care range is 

stocked in Woolworths stores from March 2022. 

Woolworths is Australia’s largest retailer with over 

1,400 stores. 

We have been in discussion with both Coles and 

Woolworths over the last year.

We have assumed we enter the UK market in 2023.

Gross Margin

Gross margin improves from 56% to 61% between 

FY21 and FY23 as we achieve benefits from scale 

production with the introduction of Countdown (NZ), 

Coles (AU) and Woolworths (AU).  We anticipate a 

slight reduction in margin in FY24 as the product mix 

moves towards lower margin products.  We expect 

long term margins to improve as new channels begin 

to adopt the full range and we continue to gain 

efficiencies of scale, particularly in bulk purchasing 

(ingredients and packaging), which have not been 

fully factored into the forecasts. 

Cost Assumptions

The majority of the increase in overheads relate to 

investment in sales and marketing and people, as we 

build sales and a stronger team to drive growth.

Conservatism of assumptions

The forecast set out in this section and the 

assumptions upon which they are based reflect a 

position that the Board believe to be reasonably 

achievable. These do not reflect stretched goals, 

but they are also not highly conservative. It follows 

the Board’s best estimate of future performance 

and is based on current market opportunities (both 

domestic and international) and in line with our 

4-year sales forecast and 3-year strategic plan. The 

strategic plan is based on the sales growth strategy 

outlined in this IM of broader distribution across 

the NZ market through our key grocery channels, 

along with focusing resources into the current 

opportunities within our key target Australian market.

We believe we can capture 2.8% of the projected 

market value for natural personal care goods and 

thereby achieve domestic sales of $9.4m in FY24. We 

also believe we can leverage our success through 

NZ grocery channels to generate sales of $22.5m 

in FY24 from Australian grocery channels, which 

we believe is reasonable for a market that is 6 times 

bigger. 

There will be an upside to these forecasts if another 

export market (outside of our core focus) presents 

itself as a significant opportunity and if we secure 

faster distribution within Australia.

We have good control over costs to ensure there 

is no overspending versus our plan. We also have 

robust tracking/reporting of results versus budget, 

which the board will review quarterly with any 

variances acted upon.
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Balance Sheet Forecast 
 

FY21 FY22 FY23 FY24

NZD ‘000 FORECAST FORECAST FORECAST FORECAST

Bank Account  339  1,345  3,518  5,530 

Debtors  390  2,446  3,487  4,791 

Inventory  235  1,058  1,568  2,167 

Current Assets  964  4,848  8,573  12,488 

Creditors  96  335  653  863 

Other Current Liabilities  108  731  1,070  942 

Current Liabilities  204  1,067  1,723  1,805 

Working Capital  760  3,781  6,850  10,683 

Intangible Assets  209  209  209  209 

Fixed Assets  124  343  299  466 

Total Fixed Assets  333  552  508  675 

Long Term Liabilities  21  -    -    -   

Net Assets  1,072  4,333  7,358  11,357 

Shareholder Funds

Equity  1,181  3,031  3,031  3,031 

Retained Earnings  (109)  1,302  4,327  8,326 

Total Shareholder Funds  1,072  4,333  7,358  11,357 

KeY ASSUMPTIONS

• Receivables and accounts payable increase in line with sales 

growth, and take into account anticipated collection and 

payment days.

• Inventories increase in line with sales growth, and take into 

account advanced production requirements.

• The company received the SME Government Cashflow loan 

of $20.8k. It is assumed this will be repaid in March 2022. 

• Tangible fixed assets increase in line with forecast CAPEX, less 

depreciation.
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Cashflow Statement Forecast

FY21 FY22 FY23 FY24

NZD ‘000 FORECAST FORECAST FORECAST FORECAST

Opening Cash Balance  57  339  1,345  3,518 

EBITDA  99  2,010  4,348  5,846 

Interest  (1)  -    -    -   

Working Capital  (420)  (2,521)  (1,213)  (1,730)

CAPEX  (80)  (311)  (103)  (458)

Loan Advances / (Repayments)  -    (21)  -    -   

Taxation  -    -    (860)  (1,646)

New Equity*  685  1,850  -    -   

Closing Cash Balance  339  1,345  3,518  5,530 

Monthly Cash Balance (FY21-FY22)

 
KEY ASSUMPTIONS

• New equity is shown net of capital raising costs.

• Working Capital is based on historical ratios and reflects projected 

increasing inventories and receivables.

• CAPEX reflects investment in additional equipment and fitting out 

expanded leased premises.

• Month end cash balance is forecast to drop to $225k in August 2021 at 

the lowest point post the capital raise.

• The $2m capital raise will provide the working capital neccessary to 

support growth.
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Use of equity

The following table summarises the projected sources and uses of 

equity, based on us successfully raising $1m of new capital. Key uses 

of equity and cash include:

• Investment in additional sales, brand development, marketing and 

operations staff to support the growth strategy;

• Working capital to to support increased inventory and accounts 

recievables relating to forecast sales growth; and

• Capital expenditure on production equipment and fitout of new 

premises.

Source $000’s Use $000’s

New Equity 1,000 Branding & Marketing 240

Working Capital 550

CAPEX 135

Capital Raising Costs 75

Total 1,000 Total 1,000

Contact Details

David Curtis

Director, Snowball Effect

david@snowballeffect.co.nz

021 945 553

Paul Beale

Associate, Snowball Effect

paul@snowballeffect.co.nz

021 023 81309


