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The consumer wants authentic product experiences delivered directly. Carlsquare

has assisted numerous entrepreneurs who – literally – capitalized on this trend.

The four of us have spent many years mining opportunities for our clients in this

particular sector ‘coalface’. We felt it would be instructive to share some

observations on the impact that operational and financial trends in the VMS and

beauty market have on transaction dynamics and valuations for businesses in this

particular industry.

The absence of brick and mortar allows for exponential growth rates and – as growth

is the key driver of valuation – entrepreneurs advised by Carlsquare have been able

to create phenomenal value. We hope this report provides you with an incentive to

reach out directly to anyone of us: we would always prefer to discuss our experience

in person.

Arnold.Holle@carlsquare.com Michael.Moritz@carlsquare.com Mark.Miller@carlsquare.com Nico.Schmidt@carlsquare.com
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Headline Deal – Tea-based nutrition and beauty products

5 Consumer Goods 2019

fitvia

Publicly listed Dermapharm SE (ETR:DMP) acquired 70% of the shares of fitvia GmbH, a

leading European digital native brand for healthy & functional nutrition in Germany.

Carlsquare acted as the exclusive advisor to fitvia’s shareholders.

Since its foundation in 2014, fitvia has become one of the best-known online brands in

healthy nutrition in Europe with access to an unrivaled social media reach based on very

strong influencer marketing and a track record of successful product development.

Markets currently served are Italy, Germany, Austria, Switzerland, France, Spain and

Poland. More than 400m+ potential customers are reached through fitvia’s influencer

network, including top influencers like Bianca Claßen (6.5m followers), Sarah Harrison

(1.8m followers) or Sarah Lombardi (1.1m followers).

fitvia’s strength to quickly adapt to newest trends has been proven once again with the

outstanding launch of its beauty line bellavia in December 2018. It achieved impressive

growth rates since then.

Over the past 28 years, Dermpaharm has positioned itself as a successful market player

for herbal medicine products. The acquisition of fitvia not only adds a new distribution

channel and additional products to its existing portfolio, Dermapharm will also

substiantally benefit from fitvia‘s marketing know-how.

E-Commerce meets brick and mortar

sold to



Headline Deal – Food Supplements

Natural Mojo

‘Healthy is Happy’. Natural Mojo is convinced that with a healthy body

comes a happy mind. All that is needed to achieve this is Natural Mojo’s

distinct selection of wholesome ingredients.

Having introduced a variety of food supplements, Natural Mojo built a

community made up of: yogis, nutritionists, fitness fans, athletes,

climbers, runners, world travelers, and all-around healthy, happy people.

Similar to their sister brand, HelloBody, the company identified and

attracted some of the most popular influencers within the European

market of functional foods. These brand ambassadors in turn helped

propel their sales and expand their social reach on a magnitude rarely

seen before in this space. Meticulous trend monitoring, product

development, geographical expansion, and the support of new

shareholders will continue to aid this extraordinary success story.

Carlsquare acted for the company in the second year of its existence and

concluded a transaction with an eight figure valuation before the

company’s two year anniversary.

Consumer Goods 2019

2-3x revenue growth YoY
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Headline Deal – Meal Kit Delivery

Middagsfrid

On May 31, 2017, publicly listed Axfood (AXFO.ST) acquired, through its

subsidiary Matse Holding AB, 100% of the shares of Middagsfrid AB, a

leading online food company focusing on home delivery of preplanned

grocery bags with recipes in Sweden.

Middagsfrid, established in 2007, was the first company in the world to

offer preplanned grocery bags with predefined recipes that could be

delivered directly to customers’ homes. The company is headquartered in

Stockholm and has around 20 employees to date. Middagsfrid is growing,

and currently delivers their product to customers at some 300 locations

throughout Sweden.

The seller and founder of Middagsfrid, Kicki Theander, will stay in the

organisation and will work as the head of business development and PR.

Acquired by Sweden’s 

second largest food retailer

7 Consumer Goods 2019
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Headline Deal – Fitness Brand

Bodylab

Carlsquare advised the leading fitness brand Bodylab on its sale to Vitafy.

Bodylab was founded by Loek Postma and Gert-Jan Taillie in the

Netherlands in 2004. In the following years, the company developed into

one of the leading suppliers for dietary supplements for athletes in

Benelux.

With a broad assortment for muscle growth, fitness and weight training,

the Bodylab range particularly addresses fitness-enthusiastic, male

targets between 16 and 49 years. Bodylab has a strong presence in social

media channels and cooperates with numerous fitness and nutrition

influencers in Germany and the Netherlands.

‘Vitafy and its in-store expertise and operational expertise in e-commerce

provides us with an ideal combination for future development, so we

believe that the Vitafy Group and Bodylab are the ideal combination. We

look forward to continuing our future development, where our

customers will benefit from the expansion of the range and even better

service,’ said Bodylab CEOs Jeffrey Dunant and Gerd Michael Bovelet.

Acquired by a nutrition and 

dietary supplements specialist

8 Consumer Goods 2019

sold to



HelloBody

‘Natural is Glamorous’, this claim says it all. HelloBody offers nature-inspired cosmetics,

providing customers with personal care products for skin, face & hair. As part of Invincible

Brands, the company’s management has created a rapidly growing e-commerce business

built around social media trends.

Since its inception, HelloBody has always had a specific target customer group, which are

females between the age of 18 and 30, striving to pursue and retain an attractive juvenile

appearance. This target customer group identifies easily with the product, and HelloBody’s

line of cosmetics, such as the mud detox mask (CoCo Clear), proved to suit their customers’

lifestyle perfectly. By focusing on high quality throughout the value chain and natural

ingredients to suppliers and manufacturers, HelloBody has managed to quickly build a loyal

customer base.

HelloBody encourages women to be confident and strong. Its products should help bring

out their natural beauty. Using social media platforms such as Instagram and Snapchat not

only helps deliver that message, but also enables the company to utilise a unique marketing

channel characterized by high margins and influencer-driven word of mouth.

Carlsquare acted for the company in the second year of its existence and concluded a

transaction with an eight figure valuation before the two year anniversary of the company.
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Headline Deal – Cosmetics

Baden Cosmetics Group

BCG Baden-Baden Cosmetics Group GmbH (BCG) is one of the leading

independent, medium-sized cosmetics companies in Germany and

covers the entire value chain, ranging from the concept of a product,

research and development, production and filling, all the way to

worldwide delivery across more than 60 countries.

German quality standards and more than 75 years of skincare

expertise makes BCG an expert in professional cosmetics, certified

natural cosmetics, and innovations for retail and private labels. After

going into administration in 2010, the business was acquired by a

group of private investors. Through relaunching the traditional brands

and the acquisition of the Dr. Scheller brand, the company quickly

returned to profitable growth and re-established its position as one of

the leading independent German producers of high-end cosmetics.

DYA Holding GmbH, Frankfurt am Main, Germany, a company

managed by the DY Affluent Fund, Hong Kong, acquired all shares in

BCG and its well-known brands, such as Sans Soucis, Biodroga and Dr.

Scheller in 2015. DYA, together with Carlsquare, continues to look for

outstanding beauty brands to add to its portfolio.

Consumer Goods 2019
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Rise of online retailers

As with the music industry, the overall absolute profits of the retail industry have

declined, as Amazon and other companies are able to – because of their scale –

deliver with a smaller margin. However, many of the players in this study are using

the internet to market products with a very healthy margin, mostly via innovative

distribution methods, through the use of influencers or leveraging the power of

social media.

One winner – in the short run – are the consumers, who have more choice in how

they order and accesses their purchase. In the long run, cities, towns, shopping

malls and high streets will change.

Another winner is the Carlsquare client – most often an entrepreneur – who has

identified and leveraged a trend in the health and beauty space to create a

phenomenal business and then let Carlsquare assist in the capitalization of this

success.

12

2014 2015 2016 2017 2018 2019

CVS Walgreens Rite Aid Amazon

At Carlsquare, we are privileged to assist in any transaction that turns insight, energy and hard 
work into financial liquidity

Share prices of major US drug stores vs. Amazon (indexed)

Source: Thomson Eikon, Carlsquare Research

…this is less marked in food retail than in book 

retail, but certainly visible in health & beauty retail

The rise of online retailers has affected not only the profitability, 

but also the valuations of traditional retailers…
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The rise of social media directly affects consumer purchase 

journeys in VMS

The new worldThe old world

Brand Discovery Brand Interactions Purchase Drivers

Word of mouth recommendations 32%

In-store product displays or promotions 21%

Follow brand on social media 37%

Clicked on an online ad 14%

Coupons and discounts 46%

Loyalty points 30%

The new worldThe old world

Source: GobalWebIndex (base of approx. 100,000 internet users aged 16 to 64)
13
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The increase in Rx-to-OTC switches has a major impact on the 

global OTC market

Source: German Medicines Manufacturers’ Association, Renew Bariatrics, OECD, Carlsquare Research, CB Insights, eMarketer Consumer Goods 2019
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Self-medication in GermanyThe attitude towards health is changing. An increasing share of the

population is convinced that being healthy means more than the mere

absence of disease. Self-medication has therefore become an important

building block of one’s self-determined wellbeing.

Still, the go-to destinations for receiving prescription-free medication are

pharmacies. While these account for 84% of the steadily increasing

German self-medication market, mail-order providers exhibit the strongest

YoY growth, with +11% compared to 1% in the pharmacy segment.

D2C (direct to consumer) brands challenge traditional companies as they

ship their products directly to the consumer. This allows much better

control over production, marketing and distribution and lowers costs by

cutting out the middlemen. Categories disrupted encompass not only

VMS, but also beauty, apparel and F&B.

Customer demand is further shifting from specialist distributors and

outlets to mainline online suppliers and general outlets, such as Tesco and

Aldi. In terms of OTC, the (anticipated) market entry of Amazon will further

change the market landscape for years to come and will put increased

pressure on global pharma companies.

Governments of countries like the UK, Germany or the US have been

striving to decrease health care costs, which indicates high growth

potential in the OTC market. This is in line with the increasing number of

Rx-to-OTC switches, more prescription-free products supporting self-

medication, pressure on government health care expenditures. In

addition, consumer lifestyle demands change, such as the requirement for

continued youth, being fit and living healthy.

The increasing rate of obesity boosts the sales potential for weight loss

products. In fact, the top 10 countries make up half of all the world’s

obesity cases.

The rise of D2C brands 
and the proliferation 
of distribution 
channels

Health care expenditures (per capita)

Increase in Rx-to-OTC 
switches

United States Germany United Kingdom

Changing lifestyle 
demands and the 
increase in traditional 
health care 
expenditures impacts 
OTC growth

Role of increasing 
obesity 
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Increasingly natural and healthy lifestyle drives market growth 

in selected verticals (in EURbn)

Source: BCC Research, Research and Markets, Transparency Market Research, Market Data Forecast, Nicholas Hall Consumer Goods 2019

Vitamins, Minerals and Supplements

The global VMS market is defined as an aggregate of functional food (incl. meal

replacements, herbs, protein powder, weight loss products), functional beverages

and specialty dietary supplements. Key drivers include:

• Growing consumer interest in naturally-made and sourced products with

potential health benefits

• Products now appeals to a broader audience (not only to a small core of “die-

hard” fitness enthusiasts)

• E-commerce proved that it can be a mass-market distribution channel for

former niche products

Global OTC industry by market segments

10% 12% 14% 14% 21% 30%

Lifestyle 
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Midsona develops and sells products that help people

to a healthier life. The group is one of the Nordic

leaders in organic foods, healthfoods and personal care.

• Sales: 210.8 EURm – Growth YoY 24.6%

• EBITDA: 18.7 EURm – Growth YoY 37.5%

• Employees: 386

Nellson operates as a third-party manufacturer and

provider of nutrition bars, nutritional powders and

healthy snacks.

• Sales: 123.6 EURm

• Employees: approx. 700

Glanbia operates as a nutrition company worldwide

and offers vitamins, supplements, dietary ingredients,

food and beverages.

• Sales: 2,387 EURm

• EBITDA: 645 EURm

• Employees: approx. 6,600

Products until now:

• Health food

• Organic food

• Personal care products

Business model until now:

• Manufacturing

Segments until now:

• Glanbia Performance Nutrition

• Glanbia Nutritionals

• Joint Ventures & Associates

Bringwell develops, manufactures and wholesales

natural medicines, vitamins, minerals and skin care

products.

Genysis helps brands of all sizes in the sports nutrition

category imagine, develop and produce their next

amazing product.

Slimfast produces food products such as snack bars,

protein meal bars or shakes for weight management

and health improvement.

Transaction comment:

Bringwell is a strategically important investment as it

significantly strengthens the company’s position within

personal care products.

Transaction comment:

The acquisition of Genysis helps Nellson further

increase their service offerings, from manufacturing to

imagining and developing nutritional products.

Transaction comment:

Slimfast will perform as an adjacency to the Glanbia

Performance Nutrition portfolio and will complement

their existing offering targeting lifestyle consumers.

For multiple companies ‘widening the product portfolio’ was the 

key reason for acquiring other companies

Source: Capital IQ, Carlsquare Research, Figures are last available financials as at mid-February 2019 Consumer Goods 2018Consumer Goods 201916

Selected deals:

acquired acquired acquired



Glanbia operates as a nutrition company worldwide

and offers vitamins, supplements, dietary ingredients,

food and beverages.

• Sales: 2,387 EURm

• EBITDA: 645 EURm

• Employees: approx. 6,600

Direct Digital is a leading company in the areas of

product development and marketing within the health

and wellness space.

• Sales: 32 EURm

• Employees: approx. 180

Jamieson is Canada’s leading branded manufacturer,

distributor and marketer of high quality natural health

products with the whole range of VMS products.

• Sales: 199 EURm

• EBITDA: 35 EURm

• Employees: approx. 800

Distribution channels until now:

• (Specialty) retail

• Online

• Food, drug, mass and club channel

Distribution channels until now:

• (Specialty) retail

• Direct to consumer

Distribution channels until now:

• (Specialty) retail

• Online

• Food, drug, mass and club channel

Body & Fit is a platform for sports nutrition, dietary

supplements, diet products and a healthy lifestyle. It

sells various brands through its platform.

Healthy Directions is a leading provider of premier

doctor-formulated nutritional supplements, health

products and expert natural health guidance sold

directly to consumers.

Body Plus Nutritional Products manufactures and

markets natural health and sports nutrition

supplements in Canada.

Transaction comment:

Body & Fit is a successful direct to consumer online

brand and will significantly strengthen Glanbias’

position in the e-commerce business of VMS.

Transaction comment:

Healthy Directions’ marketing platform will strengthen

Direct Digital’s omni-channel strategy.

Transaction comment:

The acquisition of Body Plus will further accelerate

Jamieson’s already-strong growth by expanding their

reach into specialty retail channels.

‘Developing new distribution channels’ was an essential acquisition 

strategy for these companies

Source: Capital IQ, Carlsquare Research, Figures are last available financials as at mid-February 2019 Consumer Goods 2018Consumer Goods 201917

Selected deals:

acquired acquired acquired



Increasing number of Rx-to-OTC conversions attract many private 

equity firms to buy into the VMS and OTC market

Source: Capital IQ, Carlsquare Research Consumer Goods 2018Consumer Goods 2019
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Private equity companies seek investments in VMS and
OTC market

• The increasing number of Rx-to-OTC switches is a promising trend, as it

significantly increases the growth potential of the market

• Ten Rx-to-OTC switches were conducted within the last four years in Germany

alone, and in contrast, only one re-switch took place outside of Germany

• When nicotine replacement therapies went OTC, there was a 150 to 200

percent increase in their purchase and use in the first year after the switch

• Many private equity firms cite the potential for growth as their reason to buy

into the global VMS and OTC markets and benefit from these developments

• Hence, in 2018 at least seven private equity investment companies invested in

the VMS market globally

18

L1 Retail acquired Holland & Barret Retail for 2.0 EURbn TSG Consumer acquired LuckyVitamin for 6.1 EURm HGGC acquired Nutraceuticals for 380.0 EURm

Transaction comment:

Holland & Barret is well positioned and will benefit from

the structural growth in the health and wellness

market. The company has multiple levers for growth

and value creation.

Transaction comment:

TSG wants to strengthen LuckyVitamin’s position in the

marketplace and help drive its next phase of growth to

deliver a more premium experience to natural product

consumers around the world.

Transaction comment:

HGGC is confident that Nutraceuticals International will

continue to build on its strong market position and

experience significant growth.

Selected deals:
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Source: shiseidogroup.com, coty.com, pg.com, jnj.com, elcompanies.com, loreal.com, unilever.com Consumer Goods 201920

Seven companies control nearly all beauty brands in the world



say feeling comfortable is better than looking 

perfect

75% of female consumers

Personal values and individual needs define the future beauty market

Source: Mintel Beauty & Personal Care Global Trends 2018, Carlsquare Research Consumer Goods 2019

Increasing demand of 
personalised beauty

The way beauty is defined is changing. Until now, it was defined by

consumers’ age, gender, sex, skin/hair/body types and other criteria.

Consumers no longer want products clustered that way. The products

should instead reflect the consumers’ personal lifestyles and meet

their very own character traits. An influx of information online has

educated consumers and they believe they know their skin/hair/body

best. Consequently, people want products that meet their individual

needs.

Many consumers, especially the younger generations, choose their

beauty products by considering their personal values. They care

about the corporate image of a company as much as the quality of

the product itself. Brands need to impress their customers with an

‘authentic’ personality and a brand marketing that aligns with

consumers’ own beliefs and values. People want to feel like they are

buying an attitude and lifestyle, not just a product.

The future role of digital technology is one of the most challenging

but also one of the most promising factors in the current beauty

market. Technology will be used to canvas for products (note

Neutrogena’s 3D-printed face masks), likes and dislikes from

customers are tracked and apps will become a digital personal

assistant. These apps will use consumers’ biometric data to create a

real-time set of recommendations. In addition, shoppable social

media posts are a growth potential for the beauty market.

Consumers want to fight against climate change and they consider

this when buying beauty products. 50% of UK consumers who buy

beauty products look for products made out of natural ingredients

and 29% of Australian consumers look for locally made/grown

products when shopping for everyday items.

Impact of digital 
technology

Importance of 
personality and purpose

Increasing role of 
sustainability and 
naturality

have stopped buying products from a brand/retailer 

they believe they are unethical

56% of US consumers

are interested in trying a mobile app that can 

recommend beauty products based on their needs

35% of Chinese beauty buyers aged between 20-49

do so because they believe the products are better 

for the environment

25% of German consumers buying natural products
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Increasing demand for nature-based cosmetics supports market 

growth for beauty products (in EURbn)

Source: Allied Market Research, IBISWorld Consumer Goods 2019

Beauty (Natural Cosmetics)

While the conventional cosmetics market is already saturated and exhibits only

minor growth in developed countries, a more dynamic growing market is

expected for nature-based cosmetics. Key drivers include:

• Former preferences for synthetic ingredients (‘everything is possible’) are

being replaced by natural ingredients. This can be attributed to the

awareness of the health benefits of ingredients from natural sources,

coupled with recent formulation innovations within the space of natural

cosmetics

• A holistic, ethical lifestyle means that a growing base of consumers is

avoiding cosmetics based on animal trials

Global beauty industry by market segments

13% 17% 23% 35% 12%

Fragrances Hair care Makeup Skin care Other

22

The global market for natural cosmectics



Landmark deal – L’Oréal acquires German natural beauty company 

Logocos Naturkosmetik AG

Source: Capital IQ, Carlsquare Research

Logocos Financials

0%

2%

4%

6%

8%

10%

12%

0 €m

10 €m

20 €m

30 €m

40 €m

50 €m

60 €m

2012 2013 2014 2015 2016

Revenues EBITDA marginFeatured Brands

Transaction Features

• L’Oréal closed the transaction on October 17th, 2018. The acquisition of Logocos

strengthens the position of L’Oréal in the German and European natural beauty

segment with authentic and certified natural brands

• Logocos was chosen because in Germany and Europe the demand for organic

cosmetics are among the highest in Western Europe

• From the Logocos viewpoint, the transaction expands the sales of the brands in

new markets through the distribution network of L’Oréal

Logocos Naturkosmetik AG

• Founded in 1978 by a “natural health” professional, Logocos Naturkosmetik is

based in Hannover (Germany) with around 340 employees

• The company was one of the pioneers in the natural beauty segment and

specialises in completely natural, plant-based beauty products, such as hair care,

skin care and makeup

• Products are offered on the German and European market at premium and

affordable prices

• Logocos’ product portfolio includes more than 2,800 products and 60 used

extracts

23 Consumer Goods 2019



Trimax provides mobile apps and web development

solutions. It offers application development, technology

consulting, cloud services, e-commerce, business

intelligence and analytics. The company is also involved

in production of olives and organic farming, provision of

coffee, real estate development and tourism activities.

GRI Group is a holding company which through its

subsidiaries engages in the segment of chemical

ingredients for personal care, household care,

pharmaceutical and industrial applications.

• Sales: 160.0 EURm

Concierge Technologies is a global conglomerate with

operating businesses in financial services, food

manufacturing, security systems and clean, non-toxic,

all natural hair and skin products with facilities located

in the United States, New Zealand and Canada.

Products until now:

• Consulting

• Organic farming

Products until now:

• Cosmetics & Personal Care

• Household & Institutional

• Industrial Markets

Products until now (beauty segment):

• Cosmetics

• Personal Care

Saavy manufactures and sells natural skin care products

which includes body creams, body scrubs, bath bombs

and hair care products.

I LOVE cosmetics is a brand focused on the health,

beauty and toiletry markets. Products include beauty

care, bath & body, hair care and lip care.

Original Sprout is engaged in the manufacture and sale

of organic, all natural, non-toxic, baby shampoo, adult

hair and skin care products, skin cream and sun screen.

Transaction comment:

Saavy is the first step for Trimax in the booming natural

beauty segment in order to diversify their product

portfolio and expand their business profile.

Transaction comment:

The acquisition of I LOVE cosmetics further promotes

the change of GRI from an ingredient manufacturer to

an end product provider.

Transaction comment:

Original Sprout helps Concierge Technologies further

expand their cosmetics business, especially in the

segment of natural beauty products.

‘Starting or expanding their business into new markets / products’ 

recently determined the acquisition strategy of 15 companies

Source: Capital IQ, Carlsquare Research Consumer Goods 2018Consumer Goods 201924

Selected examples:

acquired acquired acquired



COTY manufactures and sells beauty products

worldwide. It is one of the seven beauty companies

which own nearly all beauty products you can buy.

• Sales: 8,167 EURm

• EBITDA: 1,072 EURm

• Employees: approx. 22,000

BWX is a vertically integrated developer, manufacturer

and distributor of branded beauty care products with

an emphasis on eco-friendly, naturally formulated

products.

• Sales: 31.7 EURm

• Employees: approx. 180

Kingking produces and sells candles and craft products

and is also involved in the production and sale of

cosmetics.

• Sales: 691.0 EURm

• EBITDA: 31.8 EURm

• Employees: approx. 2,800

Distribution channels until now:

• Retail

• Online

Distribution channels until now:

• Retail

• Online

Distribution channels until now:

• Retail

Younique is a cosmetic brand which sells its products

mainly through social media and other direct selling

methods via ‘presenters’. The company focuses on

natural beauty products.

Andalou Naturals is a global, natural luxury brand

inspired by nature’s intelligence, formulated with fruit

stem cell science and the first complete beauty brand

to be non-GMO project verified.

UCO is a leading full-service & full-platform beauty e-

commerce partner for international brands. The

company operates various leading Chinese B2C

platforms.

Transaction comment:

Younique is one of the largest e-commerce beauty

platforms which helps COTY generate revenues from

new distribution channels.

Transaction comment:

The acquisition creates a quality U.S. distribution

network, adding key retailers which will support the

entry of other BWX brands into the U.S.

Transaction comment:

UCO’s outstanding presence in the online retail of

cosmetics helps Kingking benefit from the increasing

sales via online channels.

‘Changing distribution methods in the beauty market’ drove five 

companies to acquire additional companies

Source: Capital IQ, Carlsquare Research Consumer Goods 2018Consumer Goods 201925

Selected examples:

acquired acquired acquired
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Despite its volatility, trading comps for companies in the beauty market 

are higher compared to those in the more stable VMS market

Source: S&P Capital IQ, CB Insights, Euromonitor; detailed data set on page 39 to 41 Consumer Goods 2019

• VMS: Despite the trend towards healthy lifestyles and disease prevention, various effects led to damped valuations. These include pressure from large-scale retailers, such as

Amazon on specialised vendors, stricter regulations around health claims and ingredients on a global scale.

• Beauty: Decline of department store traffic, which has been historically a strong distribution point, affected valuations negatively. In addition to this difficult retail

environment, large players are divesting their OTC businesses to refocus on Rx-markets. These developments are mitigated by the rise of technology-backed innovators and

products featuring organic and plant-based ingredients fitting the overarching health trend. Coupled with smart value creation within the value chain, beauty companies still

achieve considerably higher EBITDA multiples than VMS players.
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Geographic location of targets in M&A transactions

• VMS deals have become more global. While 90% of the acquisition targets in

2016 and 2017 have been headquartered either in Europe or in North America,

this share dropped to 80% in 2018

• The same pattern can be observed for the buyers of VMS companies: the share

of buyers based in Europe or North America declined from approximately 85%

to 75%

• Although VMS deals became more globally diversified, this development did not

lead to more cross-border deals. In fact, from 2016 to 2018 the proportion of

cross-border transactions declined from 56% in 2016 to around 40% in 2018

VMS deals have become more global and reached a five-year high

Source: Capital IQ, Carlsquare Research Consumer Goods 2018

M&A deals in the global VMS market

• The VMS sector experienced a steady uptick in deal activity reaching its 5-year-

high

• In 2018, about 25% of the deals in the VMS industry involved financial investors

• The proportion of life-science companies that acquired companies in the VMS

industry varied over the years, from 8% in 2015 to around 20% in 2016, 2017

and 2018

• The remainder of transactions was predominantly done by distributors, direct-

to-consumer brands and internet retailers
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Date Target Description Buyer
Deal Value

in EURm
Revenue
Multiple

EBITDA
Multiple

Dec-18 PhD Nutrition, Ltd. (Sport-ph) UK
Sport-ph produces and sells sports nutrition products. The company 
sell its products through retailers in the United Kingdom as well as 
online.

Science in Sport Plc UK 37.5 1.6x 11.6x

Nov-18 GSE-Vertrieb GmbH GER
GSE-Vertrieb produces and distributes organic dietary supplements. 
The company sells its products through health food stores, 
pharmacies and online.

FINEXX 
Unternehmensbeteiligungen 
GmbH

GER - - -

Nov-18
SlimFast / Health and Nutrition 
Systems

US
SlimFast and Health and Nutrition Systems offer weight management, 
health, supplement and wellness products.

Glanbia Plc IRE 302.9 - -

Nov-18
Euro Vital Pharma GmbH & Co. 
KG

GER
Euro Vital develops, produces and markets health care and 
supplement products for private label brands.

Capiton AG GER - - -

Oct-18 Neuseelandhaus GmbH GER Neuseelandhaus distributes manuka honey, oil and supplements. 
Manuka Health New Zealand 
Ltd.

NZL - - -

Sep-18 BA Sports Nutrition, LLC US BA Sports Nutrition produces and sells sports drinks. The Coca-Cola Company US - - -

Aug-18
Laboratoires NHCO Nutrition, 
SAS

FRA
Laboratoires NHCO Nutrition manufactures dietary and food 
supplements.

Chiesi Farmaceutici S.p.A ITA - - -

Jul-18 nu3 GmbH GER
nu3 offers nutritional food for health, fitness beauty and sports on 
their online platform.

Shop Apotheke Europe N.V. NE - - -

Jul-18 Supernaturals GmbH GER
Supernaturals manufactures and sells natural and vegan food 
supplements.

Nordwind Capital Erste 
Industriebeteiligungen GmbH

GER - - -

Jun-18 Natural Point Srl ITA Natural Point produces food supplements.
Recordati Industria Chimica e 
Farmaceutica S.p.A. 

ITA - - -

May-18 BCL Bio Pharm Co., Ltd. KOR BCL Bio Pharm produces health food. Synergy Innovation Co., Ltd. KOR 1.5 1.0x -

May-18 FDC Vitamins, LLC USA
FDC Vitamins, doing business as Nutri-Force Nutrition, produces and 
distributes vitamins, minerals, herbs and food supplements. 

Arizona Nutritional 
Supplements, LLC

USA 12.7 - -

Source: Capital IQ, Carlsquare Research

Recent transactions in the VMS space



Geographic location of targets in M&A transactions

• Having been a beauty stronghold in the past decades, the once fairly closed

market in the Asia Pacific is slowly opening up to international investors as an

increasing number of companies in that region are targets of M&A transactions

in recent years

• This development could not counteract the decline of cross-border transactions

from 43% in 2017 to 34% in 2018

• Globally, the overall proportion of buyers from Europe during the last three

years remained stable at approximately 40%

Beauty transaction comps analysis

Source: Capital IQ, Carlsquare Research

Global beauty M&A deals

• Beauty deals have become strategically more important. From 2014 until 2018,

the proportion of financial investors that acquired beauty companies decreased

from approximately half to one quarter

• On average, about 45% of the buyers were active in the beauty segment before

doing a transaction in the time period from 2014 to 2018

• Furthermore, 10% of all transactions per year in the past five years were closed

by market leaders such as L’Oréal, Procter & Gamble and Yves Rocher
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Recent transactions in the beauty industry (1/2)
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Date Target Description Buyer
Deal Value

in EURm
Revenue
Multiple

EBITDA
Multiple

Dec-18 Morinda Holdings, Inc. US
Morinda Holdings develops and distributes noni-based products, 
including beverages, beauty and spa products as well as weight 
management products.

New Age Beverages 
Corporation

US 88.1 0.4x 5.0x

Dec-18 Me Factory Co., Ltd. KOR Me Factory manufactures and retails cosmetics and daily necessities. Able C&C Co., Ltd. KOR 15.6 - -

Nov-18
European Personal Care Liquids 
Business of Mcbride Plc

UK
The European Personal Care Liquids Business of Mcbride comprises 
of personal hygiene, hair care and oral care products.

Koninklijke Sanders B.V. NLD 14.1 - -

Oct-18 Harnn Global Co., Ltd. THA Harnn Global manufactures beauty care products.
Tanachira Retail Corporation 
Co., Ltd.

THA 26.7 - -

Oct-18 Parfums Caron S.A.S. FRA Parfums Caron manufactures and sells perfumes. Cattleya Finances S.A. LUX 29.9 - -

Oct-18 LOGOCOS Naturkosmetik AG GER LOGOCOS Naturkosmetik manufactures cosmetic products. L’Oréal Germany GER - - -

Oct-18
Natural Beauty Bio-Technology 
Limited

HKG
Natural Beauty Bio-Technology manufactures and sells skin care, 
beauty and makeup products.

Eastern Media International 
Corporation 

TWN 100.1 3.6x 9.8x

Sep-18 Courreges Design SAS FRA
Courreges Design produces and sells fragrances and clothing and 
accessories. 

Artemis S.A. FRA - - -

Aug-18 à la eco AB SWE à la eco is a wholesaler of organic body care products. 
Naturalbox & Veganbox
Ecoliving International AB

SWE - - -

Jul-18 First Aid Beauty, Ltd. USA First Aid Beauty (FAB) manufactures beauty and skin care products. 
The Procter & Gamble 
Company

USA - - -

Jul-18 Laboratoires Embryolisse FRA
Laboratoires Embryolisse develops, produces and markets dermo-
cosmetic products. 

MBO Partenaires FRA - - -

Jun-18 Coeur De Cigale SAS FRA
Coeur De Cigale designs, manufactures and markets cosmetic 
products. 

Nathalie and Jean-François 
Buisson

FRA - - -

Source: Capital IQ, Carlsquare Research Consumer Goods 2019



Recent transactions in the beauty industry (2/2)
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Date Target Description Buyer
Deal Value

in EURm
Revenue
Multiple

EBITDA
Multiple

Jun-18 Yasons Chemex Care, Ltd. IND Yasons Chemex Care produces perfumes. Yash Chemex, Ltd. IND 0.2 1.3x -

May-18
Opus Produtos De Higiene E 
Descartaveis, Ltda

BRA
Opus Produtos De Higiene E Descartaveis develops, manufactures 
and distributes cosmetic products. 

Cless Comércio de Cosméticos
S.A.

BRA - - -

May-18 M Beauty, Ltd. UK
M Beauty manufactures and sells makeup products for eyes, such as 
mascara and eyeliner. 

The Hut.com, Ltd. UK - - -

Apr-18 eleven AB SWE eleven sells beauty products online. Verdane Capital A/S NOR - - -

Apr-18 COSON Co., Ltd. KRO
COSON produces and sells cosmetic products primarily in South 
Korea.

Unknown investor group - 0.8 2.9x 51.3x

Mar-18 Natural Products Group, Inc. USA
Natural Products Group is a holding company, which through its 
subsidiaries manufactures and distributes personal care products. 

Laboratoires de Biologie
Végétale Yves Rocher S.A.

Frau - - -

Mar-18 Invima AB SWE
Invima engages in the manufacture and distribution of cosmetics and 
makeup products internationally. 

Axcel Management A/S DNK - - -

Mar-18
Curatio Healthcare Private 
Limited

IND
Curatio Healthcare Private Limited provides products and solutions in 
the areas of cosmetic and medical dermatology. 

ChrysCapital Ltd. MUS 16.3 - -

Mar-18 Jack Black LLC USA Jack Black provides skin care products for men. 
Edgewell Personal Care 
Company 

USA 73.7 - -

Feb-18 Snowberry New Zealand, Ltd. NZL Snowberry New Zealand manufactures skin care products. Procter & Gamble Company USA - - -

Jan-18 Cake Beauty, Inc. CAN
Cake Beauty develops and manufactures vegan bath and body 
cosmetics products.

Marc Anthony Cosmetics, Inc. CAN - - -

Jan-18
Lovéa Brand of Laboratoires
Biocos SAS

FRA
Lovéa Brand of Laboratoires Biocos comprises the business 
operations that manufacture sun care cosmetics.

La Phoceenne De Cosmetique
S.A.

FRA 6.9 0.6x -

Source: Capital IQ, Carlsquare Research Consumer Goods 2019
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We advise on M&A, Growth Equity and Equity
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Track record

55 transactions in the past 2

years, >400 transactions over

the past 19 years

Focus areas

M&A, 75% sell-side and 25%

buy-side mandates, ECM and

Equity Research

Clients

Entrepreneurs & profitable

growth companies as well as

financial investors

Organisation

70+ employees

12 partners

6 locations

6 offices 

across Europe

Berlin

Copenhagen

Hamburg

London

Munich

Stockholm



Our business model is designed to assist companies and their owners 

in maximising shareholder value throughout the life cycle
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We are partner of    Globalscope

Consumer Goods 2019

Globalscope is a pro-

fessional, effective and 

quick-reacting M&A 

network. Globalscope in-

creases cross-border trans-

action volumes and values 

for their members. 

We are active in any

country with a demand for 

cross-border transactions.

48 Countries

56Members
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Carlsquare excelled in its M&A delivery to more than 400 companies
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Valuation metrics for publicly listed VMS companies1

Consumer Goods 2019

Company
Market Sales EBITDA Valuation Multiple

HQ Cap EV 2019E YoY 2019E Margin Sales 2019E EBITDA 2019E

Otsuka Holdings Co., Ltd. JP 15,937 15,552 11,374 7.9% 1,906 16.8% 1.4x 8.2x

Herbalife Nutrition, Ltd. US 5,408 6,689 4,490 3.1% 692 15.4% 1.5x 9.7x

Perrigo Company Plc IE 5,296 7,546 4,195 0.4% 791 18.9% 1.8x 9.5x

Glanbia Plc IE 4,324 4,901 3,645 52.7% 371 10.2% 1.3x 13.2x

Nu Skin Enterprises, Inc. US 2,454 2,635 2,469 3.1% 389 15.7% 1.1x 6.8x

USANA Health Sciences, Inc. US 1,502 1,294 1,092 4.8% 187 17.1% 1.2x 6.9x

Medifast, Inc. US 1,478 1,383 657 29.7% 98 15.0% 2.1x 14.1x

Atlantic Grupa d.d. HR 554 715 738 1.9% 75 10.2% 1.0x 9.5x

Midsona AB SE 219 348 285 (2.1)% 26 9.3% 1.2x 13.2x

Nature’s Sunshine Products, Inc. US 155 136 3252 6.7% 162 4.8% 0.4x2 8.7x2

LifeVantage Corporation US 153 141 203 1.8% 15 7.2% 0.7x 9.7x

Ascendis Health, Ltd. ZA 139 469 496 4.1% 83 16.7% 0.9x 5.7x

1all values in EURm, all values 2019E unless otherwise noted, as of 17.06.2019; 22018A as no forecast available
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Valuation metrics for publicly listed VMS companies1

Consumer Goods 2019

Company
Market Sales EBITDA Valuation Multiple

HQ Cap EV 2019E YoY 2019E Margin Sales 2019E EBITDA 2019E

GNC Holdings, Inc. US 114 1,437 1,877 (10.4)% 165 8.8% 0.8x 8.7x

Vitamin Shoppe, Inc. US 89 572 955 (3.7)% 55 5.7% 0.6x 10.4x

Maabarot Products, Ltd. IL 86 21 882 6.6% 32 3.5% 0.2x2 6.8x2

Natural Alternatives International, Inc. US 81 57 1282 21.0% 142 11.3% 0.4x2 3.9x2

Enervit S.p.A. IT 62 61 66 7.4% 6 9.1% 0.9x 10.0x

Mannatech, Inc. US 36 26 1552 (1.8)% 32 1.9% 0.2x2 8.7x2

Cyanotech Corporation US 16 21 292 (3.1)% (0)2 (1.2)% 0.7x2 NM2

Median 0.9x 9.1x

Average 1.0x 9.1x

1all values in EURm, all values 2019E unless otherwise noted, as of 17.06.2019; 22018A as no forecast available
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Valuation metrics for publicly listed beauty companies1

Consumer Goods 2019

Company
Market Sales EBITDA Valuation Multiple

HQ Cap EV 2019E YoY 2019E Margin Sales 2019E EBITDA 2019E

L’Oréal S.A. FR 139,802 137,034 29,320 8.8% 6,731 23.0% 4.7x 20.4x

Estée Lauder Companies Inc. US 57,218 57,687 13,625 7.8% 2,928 21.5% 4.2x 19.7x

Shiseido Company, Ltd. JP 27,995 28,371 9,655 7.6% 1,478 15.3% 2.9x 19.2x

Ulta Beauty, Inc. US 18,224 19,420 6,715 12.3% 1,147 17.1% 2.9x 16.9x

Coty, Inc. US 9,104 16,014 7,703 (4.5)% 1,250 16.2% 2.1x 12.8x

KOSÉ Corporation JP 8,391 7,763 2,870 6.9% 537 18.7% 2.7x 14.5x

Amorepacific Corporation KR 8,175 7,967 4,216 6.5% 590 14.0% 1.9x 13.5x

Natura Cosméticos S.A. BR 5,623 7,517 3,299 7.6% 485 14.7% 2.3x 15.5x

L’Occitane International S.A. LU 2,291 2,792 1,531 9.1% 235 15.3% 1.8x 11.9x

Avon Products, Inc. GB 1,542 3,248 4,518 (8.9)% 332 7.4% 0.7x 9.8x

Revlon, Inc. US 1,078 3,884 2,250 (1.4)% 232 10.3% 1.7x 16.7x

e.l.f. Beauty, Inc. US 550 652 222 (6.8)% 45 20.1% 2.9x 14.6x

Median 2.5x 15.1x

Average 2.6x 15.5x

1all values in EURm, all values 2019E unless otherwise noted, as of 17.06.2019
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