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Inspiring Better Lives Every Day



This presentation  contains êp~ªµ^ªi-looking  s|p~ª{^®s~|ë within  the meaning  of applicable  securities laws. Forward  looking  information  may relate  to our  future  outlook  and anticipated  events or results and may 

include  information  regarding  our  financial  position,  business strategy, growth  strategy, budgets,  operations,  financial  results, taxes, dividend  policy,  plans, intentions,  beliefs,  and objectives  of our Company . 

Particularly, information  regarding  our  expectations  of future  results, performance,  achievements,  prospects  or opportunities  is forward  looking  information . In some cases, forward  looking  information  can be 

identified  by the use of forward  looking  terminology  such as ê§z^|«ëÏ ê®^ªqk®«ëÏ êk¶§kg®«ëÏ êi~k« not  k¶§kg®ëÏ ês« k¶§kg®kiëÏ ê^| opportunity  k¶s«®«ëÏ êf¯iqk®ëÏ ê«grki¯zkiëÏ êk«®s{^®k«ëÏ ê~¯®z~~yëÏ êp~ªkg^«®«ëÏ 

ê§ª~xkg®s~|ëÏ ê§ª~«§kg®«ëÏ ê«®ª^®kq·ëÏ ês|®k|i«ëÏ ê^|®sgs§^®k«ëÏ êi~k« not  ^|®sgs§^®këÏ êfkzsk´k«ëÏ or variations of such words  and phrases or state that certain  actions, events or results ê{^·ëÏ êg~¯ziëÏ êµ~¯ziëÏ ê{sqr®ëÏ 

êµszzëÏ êµszz be ®^yk|ëÏ ê~gg¯ªë or êfk ^grsk´kië. In addition,  any statements that refer  to expectations,  intentions,  projections  or other  characterizations  of future  events or circumstances contain  forward  looking  

information . Statements containing  forward  looking  information  are not  historical  facts but  instead represent  {^|^qk{k|®í« expectations,  estimates and projections  regarding  future  events or circumstances. In 

addition,  our  assessments of, and targets  for, annual revenue, Adjusted  EBITDA, Adjusted  diluted  earnings per  share and certain  other  measures are considered  forward  looking  information . See the section titled  

êB¯®z~~yë in our  most recently  filed  MD&A  and the relevant  statements in this presentation  for  additional  information  concerning  our  strategies, assumptions  and market  outlook  related  to these assessments.

The forward -looking  information  contained  in this presentation  is based on {^|^qk{k|®í« opinions,  estimates and assumptions  in light  of its experience  and perception  of historical  trends,  current  conditions  and 

expected  future  developments,  as well  as other  factors that we believe  to be appropriate  and reasonable  in the circumstances. Despite  a careful  process to prepare  and review the forward -looking  information,  

there  can be no assurance that the underlying  opinions,  estimates and assumptions  will  prove  to be correct . Certain  assumptions  in respect  of the ability  to pursue  further  strategic  acquisitions ; our  ability  to source 

raw materials and other  inputs  from  our  suppliers ; our  ability  to continue  to innovate  product  offerings  that resonate with  our  target  customer  base; our  ability  to retain  key management  and personnel ; our  ability  to 

continue  to expand  our  international  presence  and grow  our  brand  internationally ; our  ability  to obtain  and maintain  existing  financing  on acceptable  terms; currency  exchange  and interest  rates; the impact  of 

competition ; changes to trends  in our  industry  or global  economic  factors; and changes to laws, rules, regulations  and global  standards are material  factors made  in preparing  the forward  looking  information  and 

{^|^qk{k|®í« expectations  contained  in this presentation .

The forward -looking  information  contained  in this presentation  represents  {^|^qk{k|®í« expectations  as of the date  of this presentation  and is subject  to change  after such date . However,  we disclaim  any 

intention  or obligation  or undertaking  to update  or revise any forward -looking  information  whether  as a result of new information,  future  events or otherwise,  except  as required  under  applicable  securities laws in 

Canada.

Forward -looking  information  is necessarily based on a number  of opinions,  estimates and assumptions  that management  considered  appropriate  and reasonable  as of the date  such statements are made, is subject  

to known  and unknown  risks, uncertainties,  assumptions  and other  factors that may cause the actual results, level of activity, performance  or achievements  to be materially  different  from  those expressed or implied  

by such forward -looking  information,  including  but  not  limited  to those described  under  the heading  êMs«y 4^g®~ª«ë in our  2023 annual MD&A  for the fiscal year ended  December  31, 2023 and in our  most recent  

annual information  form .

We caution  that the list of risk factors and uncertainties  under  the heading  êMs«y 4^g®~ª«ë is not  exhaustive and other  factors could  also adversely affect our  results. Readers are urged  to consider  the risks, 

uncertainties  and assumptions  carefully  in evaluating  the forward -looking  information  and are cautioned  not  to place undue  reliance  on such information .

NON -IFRS FINANCIAL MEASURES

This presentation  may make reference  to the following  non IFRS financial  measures: ê/*7P-"ëÏ ê"ix¯«®ki /*7P-"ëÏ ê"ix¯«®ki net k^ª|s|q«ëÏ ê|~ª{^zsºki gross §ª~ps®ëÏ ê|~ª{^zsºki N5ĉ"ëÏ ê|~ª{^zsºki earnings  from  

~§kª^®s~|«ëÏ êg^«r from  operating  activities before  working  capital  g~|«sikª^®s~|«ë and ê|k® ikf®ëÏ the following  non-IFRS ratios: ê"ix¯«®ki EBITDA {^ªqs|ëÏ ê"ix¯«®ki diluted  earnings  per  «r^ªkëÏ ê|~ª{^zsºki gross 

profit  {^ªqs|ëÏ ê|~ª{^zsºki operating  {^ªqs|ëÏ and the following  supplementary  financial  measures: êqª~«« profit  {^ªqs|ëÏ ê~§kª^®s|q {^ªqs|ë and êQN- denominated  ªk´k|¯këÏ to provide  supplemental  measures 

of our  operating  performance  and thus highlight  trends  in our  core business that may not  otherwise  be apparent  when relying  solely on IFRS financial  measures. Accordingly,  these measures should  not  be 

considered  in isolation  nor  as a substitute  for  analysis of our  financial  information  reported  under  IFRS. For further  details  on these non-IFRS measures, non-IFRS ratios, and supplementary  financial  measures, 

including  relevant  definitions  and certain  reconciliations,  see our  most recently  filed  MD&A .

Forward Looking Information
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Agenda

Aligning our understanding of the JWEL global strategy

 

Growth in the VMS category

JWEL positioned to win globally

Profitability and capital allocation
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Excellence
Accountability
Agility
Respect

Inspiring Better Lives Every Day

A promise that we make to team members, consumers, 

partners, shareholders, and to our collective future.

Expresses our commitment to who we are, why we exist and 

how together, we are inspiring healthier lives for everyone.

Our Commitment to People, Products, Planet



Sustainable Growth ï People, Products, Planet
Progress with respect for our people, planet and communities



19
22

FOUNDING

Å CategoryaccelerationÇ¾í«

Å Establish CDN Leadership

20
14

PE OWNED

Å DevelopGlobal Vision

Å Professional Management

20
17

IPO

Å Share Global Vision

Å StrengthenedCapabilities

20
22

ACCELERATE GLOBAL

Å Enter the US

Å OwnedChina Model



2017

$288M

2023

$676M

4-6 yrs

>$1.0B

Our Long-Range Plan to >$1B Global Revenue
With Expanding Margins

ÅIPO: Canada From 70% (90% of Branded) and $200M

Åó23: Canada 46% (55% of Branded) and $310M

ÅLRP: Canada ~35% (~40% of Branded) and ~$400M
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Why
JWEL



Our health is an essential element of being human.

ITôS WHAT WE ALL HAVE IN COMMON



The Jamieson Wellness 

DEFINITION OF HEALTH & 

WELLNESS

Health and wellness is a state of 

someoneôs mental, physical and 

social wellbeing.

We help build the foundation of 

health & wellness.



We areé

ESSENTIAL

to whole health, 

at every stage



We areé

INSPIRING

to meet individual 

health & wellness 

goals



We areé

EXPERTS

building solutions from 

evidence-based 

research

We offer relevant solutions to help 

individuals lead their best lives, 

and meet their goals, through all 

health & wellness stages.



We win through our 
RELENTLESS COMMITMENT 

to delighting our 
consumers and partners



Wkíªk fªs|qs|q JWEL to the world:
A GLOBAL COMPANY 

ÅGlobally Consistent
ÅLocally Relevant
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The New Jamieson Wellness Mindset

FROM

ά/ŀƴŀŘƛŀƴ /ƻƳǇŀƴȅέ

ά/ŀƴŀŘƛŀƴ .ǊŀƴŘέ

ά5ƻƛƴƎ ǎƻƳŜ LƴǘΩƭ 
Businessέ

TO

άGlobal Companyέ

άDƭƻōŀƭ .ǊŀƴŘǎέ

ά{ǘǊŀǘŜƎƛŎ CƻŎǳǎ ƛƴ IƛƎƘ 
Potential Mktsέ



CANADIAN 
SPECIALTY BRANDS

GLOBAL BRANDGLOBAL BRAND

Global Brands
Meet Consumers on their H&W Journey - Globally



DRIVE LOYALTY 

AND CONNECTION

Å Consumer relevant innovation

Å Leading source for VMS info

Å Build brand advocates

DRIVE ALLIANCES

Å Deep retailer relationships

Å Strategic 3rd party partnerships

BUILT ON OUR PROMISE

Å Entrepreneurial agility to compete with all 

Å Highest quality standards and transparency

Å Leading Global Regulatory expertise

WE LEAD PARTNER

THINKING around 

health & wellness and 

the consumer journey

WE RELENTLESSLY 

FOCUS ON CONSUMERS

through life stages and 

lifestyles

BACKED BY

Å Best in class global supply chain 

Å Diverse, equitable, inclusive hiring, development and 

retention

Å Values ïAccountability, Respect, Excellence, Agility

DRIVE VMS CATEGORY 

CONSUMPTION

Å Unparalleled consumer insights

Å Be everywhere consumer is

Å Drive the VMS H&W Journey 

Algorithm

GLOBALLY 

CONSISTENT, LOCALLY 

RELEVANT

ONE WORLD

KEY PILLARS

HOW TO WIN

FOUNDATION

A Winning Strategy ï 102 Yrs.
Globally Consistent, Locally Relevant



Here for 100 moreé    19

WeChatWeiboRed

China
Slovenia

Hong Kong

Slovakia

KSA

KSA

Globally Consistent, Locally Relevant 
Integrated Campaign ï Sleep, Stress Energy
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Globally Consistent, Locally Relevant
Innovation

GLOBAL LOCAL



Globally Consistent, Locally Relevant 
Innovation



22

Jamieson 
Wellness 
Foundation



Unwavering Commitment to Quality
At the core of what we do for 102 years

Purity of 
Ingredients

Potency/
Stability

Testing

Our 360 Quality program 
covers all aspects of quality:

Manufacturing

CHOOSE QUALITY. CHOOSE JAMIESON.
TESTED - SAFE - EFFECTIVE

We take over 360 
individual quality steps 

across 24 processes 
dedicated to quality



Unparalleled Global Regulatory Expertise
Speed, agility, data to win globally



Portfolio Breadth A-Z
Solutions for a H&W journey
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GROWTH MINDSET CONSISTENT ROI 
CULTURE TECHNOLOGY INNOVATION

POWERHOUSE BRAND BUILDING

JWEL Relentless Focus to Win
Driving to +$1B in revenue and expanding margins

Move with Speed 
and Facts

Expand MarginsOpportunity Led Follow Trends 
and Not Fads

Delight Consumers 
& Customers



27

Structured To Win
+$1B in Revenue and expanding margins

Local Business Units

- Canada

- United States

- China

- International

Marketing
Sales

M
anufacturing

DRIVES:
Å Local Agility, Accountability, Relevancy
Å Global Consistency
Å Executive Oversight

STRUCTURE:
Å Local Cross Functional Business Units
Å Enabling Global Functions
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The Leadership Team To Win
Leading Functions and Business Units

Mike Pilato
President, CEO

Chris Snowden
CFO

Regan Stewart
Chief Operations 

and People Officer

John Doherty
Chief Science and 
Innovation Officer

Joel Scales
EVP, MD International, 

Global Strategy & Ecomm

Tara Martin
SVP, General Counsel

Eric Bentz
EVP, Global Marketing 

& MD Canada

Paul Galbraith
EVP, MD USA

Don Bird
EVP, MD Strat Partners and 

Global Bus Dev



Growth in
Global Vitamins, Minerals,

Supplements (VMS)



$150B

$170B

$191B

$212B
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VMS is strong around the world, growing 
+5 -6% annually, on top of COVID highs

Global VMS Market JWEL Priority Markets 

B
ill

io
n

$2B
+3-5%

$30B
+10-15%

$40B
+4-5%



Our growth is propelled by the  
global health & wellness megatrend

Aging Population & 
Younger New
Consumers

Increasing Focus
on Health & Wellness 

& Prevention

Informed Consumers 
with more Access to 

Information

Rising Disposable
Income in Emerging 

Markets

1 2 3 4



Source: WHO, McKinsey Institute of Health, Oliver Wyman Forum

Older & younger demos prioritizing 
their health & quality of life

Aging Population & 
Younger New 
Consumers

Population 
aged 60+ on 
Global basis

Life expectancy 
increase from 

2010-2019

2.1bn  
by 2050

(2x today)

+6 yrs 
longer, but 

not healthier

Younger consumers 
spending more on 

wellness

+10%
Millennials spend 
on health vs avg 



Global d iscretionary  spending increasing,
with Asia (particularly China) driving the result

Rising Disposable
Income in Emerging 

Markets

Source:  Euromonitor, Brookings

Accounting for 
25% of the global 

middle class 

1.2bn
middle class by 
2027 in China

Disposable income 
growing fastest

in Asia

Double
in Asia over 
2021-2040

Increase in global 
consumer spending 

+$2.3tn
consumer 

spend in 2024


