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THE EVOLUTION OF

GENOMMA LAB

Business Realignment

Changed Business

Model to OTC/PC

Founded as an
infomercial marketing
company

Acquisition of 2 packages of brands in
our international operations

Entrance to IPC Sustainability Index and MSCI Index

Acquisition of the brands: Fermodyl, Zan Zusi, Altiva,
Amara, Lariza, Bioskin and XL-3 in Mexico, Babysan and

Piecidex in Argentina and Dermaglds in Brazil 'T‘
‘1, Acquisition of Marzam
Acquisition of the brands Nasalub, Micotex, Ossart,
English Leather, Galaflex, Affair and Santé 'T‘
Acquisition of Tafirol in
Launch of Primer Nivel, Genomma Argentina, and Losec an(_:i
Lab’s Branded Generics Line package of OTC brands in

Expanded product portfolio
through development of new
products and line extensions

Expanded management
team

Organic growth through brand and
product development

|

W T Mexico

Acquisition of the brands Vanart,
Pomada de la Campana,
A Wildroot, Alert and Noérdiko

With the launch of operations in Brazil and
USA, Genomma has operations in 14
countries

Acquisitions of Medicinas y Medicamentos
Nacionales, Jockey Club, Flor de Naranja
Sanborns, Teatrical and Henna Egipcia

Performed its IPO in the Mexican Stock Market

Nexxus Capital invested 30% of Equity

Accelerated Expansion



PUBLIC COMPANY

@ INVESTING PUBLIC

O

* In 2008, Genomma Lab conducted its Initial
Public Offering in the Mexican Stock Exchange
(BMV).

* In 2010, it entered the Mexican Stock Index
(IPC) of the BMV.

* Genomma Lab is one of the most liquid
companies in the BMV.

* The Company is part of the MSCI EM LATAM
Mid Cap Index and MSCI Mexico Standard
Index.

* |t is also included in the BMV Sustainability
Index.



THE COMPANY

Genomma Lab (“Genomma”) is a leading Pharmaceutical and Personal Care
products (“PC”) company in Mexico with international operations in Latin America
and the United States. It is one of the fastest growing companies in the industry.

UNIQUE PRODUCT
DEVELOPMENT
AND INNOVATION

CAPABILITIES IN-HOUSE MARKETING &  ESTABLISHED
OIFFERENTIATED ADVERTISING PLATFORM  poRTFOLI0 OF

BUSINESS MODEL LEADING BRANDS FAST REACTION TO
/ CHANGES IN CONSUMER
o DEMANDS / TRENDS
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SUCCESSFUL BUSINESS
MODEL

Best formulation and

Our business model is focused on adapting
quickly to marketing dynamics.

Performance
Analysis
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Impressively short lead time
from an idea generation to new
product launches and line
extensions.

Pillars

Rapid and effective
reaction to competitive
challenges



PRODUCT LINES

GENOMMA OFFERS A BROAD SET OF HIGH SALES GROWTH PRODUCTS THROUGH THREE BUSINESS SEGMENTS:

PHARMACEUTICALS PERSONAL CARE
01C GENERICS
BUSINESS Offers branded OTC Offers over 100 Focuses on fopical
pharmaceuticals  in  SKU's under the dermatological, facial
DESCRIPTION variety of forms brand Primer Nivel and hair treatments
Por Tu Salud and other categories
- Inhibitors of gastric - Varicose vein
CORE secretions - Anti-rheumatics treatment
- Hemorrhoid - Anti-ulcer drugs - Scar removal
CATEGORIES treatment - Anti-histamines - Face and body
- Anti-flu - Anti-micotics lotions
- Anti-acne - Anti-fungals

KEY
PRODUCTS




DIVERSE PORTFOLIO OF
LEADING BRANDS

Genomma's core asset is its portfolio of market leading brands. As of September 2014, the Company
has a total of 91 brands. The following table shows the Company’s top 25 brands for the last twelve
months as of September 2014, which represented 82.1% of Total Sales.

I m Anti-scar, Anti-wrinkle 16. M Sex%?:hzrr?é(;ﬁ:ig:t and

2 Asepxia Anti-acne 15. QRGS] Colitis Treatment

3 JOICOECHE/ Spider Vein Treatment 16. Osteoarthritis Treatment
4, N Hair Care 17. Athlete’s Foot Treatment
. GB-. Baldness Treatment 18 Tukolp Cough Syrup

6 ) (E Anti-flu 19. Tafirol Analgesic

7 Anti-micotic 20. Genoprazol Gastritis Treatment

8 NEXT™ Anti-flu 21. VacvEsEl  Weight Control Treatment
9 Anti-dandruff Shampoo 22. BENGUE Pain Relief

10. Vitamins 23. Shampoo

11. Shampoo 24, Headache Treatment
12. Hemorrhoid Treatment 25. Hair Care

13. Cervical Infections

Treatment
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MARKETING AND BRANDING RESULTS Genomma Lab

ORIENTED METRICS ~ e

Demand for our products is mainly generated
through advertising. We have a directed
advertising strategy, based on metric analyses of
our clients and the market. We monitor such
information weekly, which allows us to have a
quick response to changes in competition and
consumer’s preferences.
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MARKET LEADERSHIP

As of today, Genomma Lab is the

and in
2012 it also became the

Also it
holds one of the main spots in the personal care
market in Mexico.

0TC MARKET SHARE IN MEXICO

(For the last twelve months, as of September 2014)

Genomma Lab

Bayer

Boehringer

Sanofi Aventis

Shering Plough

Pisa

Reckitt Benckiser

Novartis

Wyeth

Johnson Johnson

13.2%



LEADlNG BRAN DS In Mexico, the Company has a portfolio of 91 brands,

many of which have reached leading positions in

|N MEXlCO their categories.

Position Market share in category % Sales in Mexico
Cicatricure [ ) 78%
Medicasp | ) 74%
Sistema GB |
Nikzon |
Genoprazol |
#1IN Asepxia | ] 45%
|
|
|
l

) 64%
] 58%
] 56%

CATEGORY Unesia 1 25%
Goicotabs

Dalay
Bengue
L [ — |7

] 32% 53.7%
) 26%
) 24%

Next 0 14%
X-Ray | ] 30%
Loseca | ) 28% 6.9%
Nasalub =0 14%
Alliviax = 12%

#2IN
CATEGORY

LomecanV | 1 17%
Pomada de la Campana | ] 18%
#3IN Silka Medic [ ] 16% 6.2%
CATEGORY Lakesia ) 12% '
NasalubMax ——— 11%
Unigastrozol 1 11%




LEADING BRANDS IN THE
INTERNATIONAL OPERATIONS

COUNTRY OR
REGION

CENTRAL AMERICA

ARGENTINA

ECUADOR

PERU

COLOMBIA

BRAZIL

TOP
BRANDS

17

10

TOTAL
BRANDS

25

16

13

13

12

By replicating its business model in other countries,
Genomma Lab has succesfully positioned its brand as
leaders in their categories in these markets. The following
table shows the brands that are positioned in the

in their categories in their respective countries.

BRANDS

Asepxia SOICOECHEA 20T JAGSEE NSNS o723\ |
Slet40 (edigagp omeconkl P8 Dojfiis GOICOTABS Nk

. m i Piecidex— 50OICOECHEA
Aserla TaferI Elimina los h ngos muy @
BENGUE ,J Ointis EINEES NEX"

Asepxia ﬂ@,ﬁafﬁm m%l)d&\/

Nikzonhemee Sty
S/U ZL4O NASHO
PR aseonia Dalay Glgt4q woes lomecanll

Asepria PR Dalay (Wedicasp
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3014 LTM SEGMENTATION

@ MEXICO 58%

#1IN THE OTC
MARKET IN MEXICO*

OTC - Over the Counter TOP
Pharma — OTC and Generics INTERNATIONAL
PC — Personal Care COUNTRIES

Brazil
Argentina
USA
Colombia
Chile
Peru
Ecuador

NoghkrwhE

@ PHARMA 62% @)
O PC 38% O

*According to IMS.



DIVERSIFIED DISTRIBUTION
PLATFORM

DISTRIBUTION IN MEXICO:

Genomma’s balanced and broad distribution platform is unique.
Through a combination of mass merchandisers, pharmacy chains,
and wholesalers, Genomma’s products reach over 44,000 points of
sale in Mexico, including 10,600 of 0XX0, and more than 125,000 in
the international operations.

0 CONVENIENCEAND  f5ze] _ 2 Wl Livercool &2, 7

&% DEPARTMENT STORES San OO0 ltacio e s

18% PHARMACY CHAINS /A V4harro @% W sciisvides
WAL*MART Comeraal | 7 =i

399, RETAILERS mexicana Ak
@50“":'”“_ CHEDRAUI
_ B3 ad

WHOLESALERS NADRO . id_

*As of September 2014 (LTM)
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INTERNATIONAL

REST OF LATAM*
PRESENCE Bolivia
USA Chile
Brands: 19 Costa Rica
Dominican Republic
[ N Ecuador
N El Salvador
MEXICO Iil Guatemala
Brands: 91 .o HEEE  CcOLOMBIA Eﬁ:r::;éiz
T Brands: 13 Panama
— L Paraguay
PRESENCE IN 17 COUNTRIES * Peru
outside of Mexico — Uruguay
REST OF LATAM* I I
Brands: 26 . a BRAZIL
MORE THAN 125,000 POS I Brands: 12
A POPULATION OVER — A
600 MILLION —
E ARGENTINA
Brands: 25
As of September 2014,
42% OF OUR TOTAL SALES

come from International
Operations



GROWTH STRATEGY
MODEL

ORGANIC

GROWTH

Innovation & Development
Broad Distribution

Line Extensions

Brand Development
International Expansion

The growth strategy of the Company focuses on generating and
acquiring new brands and products to increase its market share as
well as entering new markets.

ATTRACTIVE
ACQUISITIONS

ADDED GROWTH &
PROFITABILITY

Entrance to new segments
Formula Improvement

Revitalize Acquired Brands
Implement Marketing Capabilities



SUSTAINED ORGANIC
GROWTH

The Company’s growth is based on
innovation and development, and
acquisitions help to accelerate it.

*CAGR from 2008 to 2013

2009
2010

@ ACQUISITIONS

2011

2012

2013

3Q14 LTM




ORGANIC GROWTH THROUGH INNOVATION

AND DEVELOPMENT

INTERNALLY
DEVELOPED BRANDS

L \asalLiD

Nasal Hygiene

Vitamins

LINE EXTENSIONS

Our product launch strategy is based on
Innovation and Development of new
brands and products, as well as on the
launch of Line Extensions to strengthen
our existing brands.

Energetic beverage
with vitamins

Vitamins for
children



GROWTH THROUGH
LINE EXTENSIONS

XRAY

Osteoarthritis
treatment

Joint pain

We constantly launch line extensions
under existing brands in order to
strengthen them and maintain their
sustained growth.

X-Ray with added
Calcium and

Vitamin D
Osteoarthritis

treatment for diabetics
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PERFORMANCE




NET SALES

(MILLION PESOS)
A
YoY Growth:
9.5%

2,629 3,067

S 3 3l 9 S

AN AN (q\ ] ]
Mexico 1,339.0 675.6 2.014.6 1,197.7 819.4 2,017.1 -0.1%
International 379.0 966.0 1,344.9 240.2 809.4 1,049.6 28.1%

TOTAL 1,718.0 1,641.5 3,359.5 1,437.9 1,628.8 3,066.8 9.5%



EBITDA

(MILLION PESOS)

26.6%

YoY Growth:
6.8%

26.0%  25.3%
—

L,

-

2008
2009
2010
2011
2012
2013

3Q13

3Q14

@ e8ITDA [ EBITDA MARGIN



CASH CONVERSION CYCLE

SINCE 1012 (pavs)
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NET INCOME

(MILLION PESOS)

15.9%

X 16.4%

17.5% m
1,406
17.5%

YoY Growth:
1.3%

15.7%  14.5%

2008

—
(@)} o — (Q\| ™
N N AN N N A 3

B NETINCOME [ AS % OF REVENUE
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