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Mission

To be the leading provider
of Household and Personal
Care products of exceptional
value and performance

to our customers and
their consumers

Principles

Engage our people

> succeed through
teamwork

> always promote effective > protect and develop our > focus on adding value,

two-way communications  customerse brands

> create an open
environment where
challenge is welcomed
and contributions
recognised
encourage individual
development

Focus on our customers
> deliver on our promises > think everything can
> Duild positive relationships and should be improved

Vision

To be the most successful

Private Label company

in the world by:

> becoming recognised as
the supplier of choice to
all retailers in our markets

> doubling our size
and pro“tability

Drive our performance

reducing cost, and
Increasing pro“ts

> act with speed, agility,
and con“dence




(2010: 0%) (2010: 25.9%) (2010: 1.2%)

(2010: 97%) (2010: 18.1p)




Our growing international business Where we operate

UK

Western Continental Asia
and Central and Eastern Europe

We are expanding our geographic footprint across Europe m" M mA
and into South East Asia taking McBridees Private Label expertise
to new geographies and customers.
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During the year McBridess Central and Eastern Europe business 3
unit was expanded and strengthened with the transfer of ..r/ "
responsibility for our Luxembourg and German activities and -

the addition of the dedicated Personal Care factory at Brno

In the Czech Republic. Household products

90UrUIBN0D)

In Asia, the acquisition of Fortlab in Malaysia and Newlane
Cosmetics in Vietnam and the expansion of McBride Zhongshanes
manufacturing capabilities in China are providing the platform

for further growth in the region.

Seloueulq

To support the increasing demand for Private Label products
In Australia, McBride has also opened a sales of“ce in Melbourne.

Our product capabilities
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Personal Care products

Textile washing Textile washing Textile washing Textile washing
Dishwashing Dishwashing Dishwashing Dishwashing

Household cleaners Household cleaners Household cleaners Household cleaners
Air care Air care Air care Air care

Hair care

Baby care

Body care
Menes grooming
Skincare

Oral care

Pharmaceutical creams
Health
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\Whates driving the market? Private Label forecast to grow in all markets

MIINIBAQ

Private Label growth drivers

Growing demand
for Private Label
products
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Global Private Label penetration by value, 2010-2015 (%)

uolrewIoul Japjoyareys

Private Label Household products growth
spreading across Europe
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Chairmanes statement

lain Napier
Chairman

«Our actions to address the current
economic environment are creating
a strong platform for future growth.Z

Introduction During the year we established a Sustainability Steering Group
The year ending June 2011 saw the main European economies to drive best practice on minimising the environmental impact
continue to recover slowly from the economic downturn of of our operations and to deliver improvements in waste, water
2009. Weaker consumer demand across many of the major and ef’uent consumption. The targets set by the Steering Group,
European markets has resulted in retailers and branded and our performance against them, are published in our annual

competitors competing aggressively to maintain market share. Sustainability Report. The Company submits its carbon ef“ciency

In the UK in particular, total grocery sales volumes have declinegerformance through the Carbon Disclosure Project.

year-on-year in six out of the last seven months and branded

promotional activity remains at record levels. Despite these Board

challenges in our core Western European markets, McBride A number of changes to the Board were announced during the

has delivered a creditable 1% revenue growth at constant year. Jeff Carr joined as a non-executive director on 1 February

currency, driven by our continuing development of the 2011. Jeff has extensive “nancial experience working within major

Central and Eastern European and Asian markets. international companies and is currently the Group Finance Director
of First Group. Jeff was appointed to the Nomination, Remuneration

The year was also dominated by material cost in"ation. Along witéind Audit sub-committees on 9 June 2011. On 29 June 2011, we

many other consumer goods companige have seen double-digitannounced the appointment of Sandra Turner as a non-executive

increases in our material costs during the course of the year. Oudirector with effect from 1 August 2011. Sandra has a strong retall

recovery of these increases, through both cost reduction projectbackground having worked for Tesco plc for over 20 years. Sandra

and selling price increases, is continuing. will also serve as a member of the Nomination, Remuneration and
Audit committees.

It was against this background that McBride announced its strategy

review, Project Refresh. The review has con“rmed that the Groufphe Company also announces today that Colin Smith, who has been

has a robust business model with strong product offerings and a member of the Board since April 2002, will stand down from the

expertise, customer responsiveness and "exibility, and strong Board after the conclusion of the next Annual General Meeting.

operational and cash management. It also con“rmed the potenti&olin is currently Senior Independent Director and Chair of the

for pro“table growth in both our core and developing markets. Audit Committee. With effect from his resignation, Bob Lee will

We believe that improved resource allocation and execution be appointed the Senior Independent Director and Jeff Carr will

will drive shareholder value and we have embarked on the assume the position as Chair of the Audit Committee. Christine

implementation of the strategy with vigour. Bogdanowicz-Bindert will also have served a full nine-year term
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during the course of 2012 and has noti“ed the Company of her Results and payments to shareholders

intention to stand down from the Board with effect from the end Revenues were "at for the year at £812.4 million (2010: £812.2m)

of calendar year 2011. We would like to take this opportunity  although showed 1% growth at constant currency. Adjusted

to thank Colin and Christine for their considerable contribution pro“t after tax® attributable to shareholders was £16.9 million =

to the Group during their period of of“ce. (2010: £33.2m) whilst, on the same basis, diluted earnings per shg'e
were 9.3 pence (2010: 18.1p).

IEYYe)

People
We have an enthusiastic amuibitious team of colleagues At the year-end, net debt was £83.7 million (2010: £60.0m) as a
throughout the business. | would like personally to thank them result of lower operating cash "ows while capital expenditure wa
all for their dedication and commitment during a year in which mangintained in line with the prior year at £24.8 million (2010 £24.
of them have been called on to manage dif“cult trading conditions
as well as contribute to some signi“cant strategic projects. At the General Meeting on 24 March 2011, the Board announce
its intention to implement a B Share scheme as a mechanism fo
Corporate Governance remitting dividends to shareholders. Shareholder approval was
We strongly support the importance of upholding good principlegranted and the Board intends to utilise the scheme in this way
of corporate governance, not only for compliance purposes, but for the foreseeable future. Subject to shareholder approval to
recognising that good governance serves to ensure that the renew the B Share scheme at the AGM, the Board is recommen
business is run properly in the interests of all our stakeholders. the allotment of 48 B Shares (equating to a “nal dividend of
4.8 pence per share (2010: 4.8p), giving a total allotment for the
This year, we have taken account of the UK Corporate Governanear of 68 B Shares (6.8 pence per ordinary share) (2009: 6.8p)
Code (introduced in 2010) and details of how we have applied thi line with the prior year and covered 1.4 times by adjusted
main principles are explained in the Corporate Governance sectiarnings per shafe(2010: 2.7 times).
of this Report on pages 60 to 65.

Looking to the future
As a Board, my fellow directors and | are committed to high The Household and Personal Care categories continue to offer
standards of corporate governance. In this regard, we monitor opportunities for the pro“table growth of Private Label despite
closely developments in relevant legislation, regulation and the challenging economic environment. The robust actions being ®
voluntary codes of practice angiitutional guidelines. We seek taken by the business will ensure that it is well placed to meet those
to embed governance into our routine Board and sub-committeechallenges, while continuing to develop Private Label products that
processes through regular reviews and updates of our corporateoffer excellent value for money for the consumer.
policies. Our sub-committees have continued to take account
of the latest guidance in their respective areas: we seek to align We have made a solid start to the new “nancial year with trading
our remuneration policies withe interests of shareholders; the in line with expectations.
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work of the Nomination Committee has sought to ensure that the %"

Board has the right breadth of skills, experience and knowledge; 2

and we regularly review our “nancial position with particular focusJ G Napier 8'

on liquidity and net debt. Chairman o

We continue to take all appropriate measures to ensure there

is no con”ict of interest between the Board, its individual members

and other stakeholder groups. | believe the Board continues

to be focused on sound governance practice and that we have )

the right approach to ensure the Board performs effectively. o

We will introduce external facilitation to evaluate the Boardss ,

performance during the year ending 30 June 2012. %
(1)
5
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@ Adjusting items include amortisation of intangible assets, exceptional items, changes
in estimates of contingent consideratiolisaing on business combinations, and any
non-cash “nancing costs from unwind of discount on initial recognition of contingent
consideration and any related tax.
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- - - Overview Against this competitive trading environment, McBride delivered
C h Ief Executlve.s reVI eW During the last year our core Western European markets have magenues of £812.4 million, in line with last year and underpinned
little economic progress with weak growth, unemployment and dogistrong performance from the enlarged Central and Eastern
in"ation impacting consumer con“dence and spending patterns. European division.
Retailers have become increasingly competitive and branded
promotional activity has remained at record levels, especially in fhieding since year-end has been in line with our expectations.
UK. Despite this, Private Label shares have remained robust an€Retail markets in Western Europe remain weak and the recovery

MBINIBAQ

interest in Private Label is growing. of raw material in"ation will remain challenging in the short term.
Chris Bull We are actively implementing planned restructuring but also
Chief Executive The market situation in Central and Eastern Europe is more positigatinuing to invest behind our core categories and building

with consumer spending having almost returned to pre-crisis levelst business in developing and emerging markets.
Retail consolidation is continuing, driven by both organic expansion

® P rlvate Label Share Of the and acquisition by multinational retailers, providing one of the kef¥he industry, market and competitive environment

drivers for Private Label growth in the region. Our key markets in the 52-week period to June continued to be

impacted by the squeeze on consumer spending, with the total
H Ouse hOId and Personal Care During the year we acquired a Skincare business in the Czech and French Household markets down 1% in volume terms and |
Republic providing the Group with a new capability in this categadgwn 2%. Personal Care was also affected with the UK and Fre
Categorles haS remal ned rObUSt The businesses acquired in Asia have been successfully integratedrkets "at.
into the Group and McBridess core Private Label skills are now rapidly

deSplte Chal Ieng I ng COnd ItIOnS, being implanted. In the UK, prolonged deep-cut promotional activity has continued.

Nevertheless, Household Private Label volumes have remained

I rema| N CO nV| nced th at our We announced at our interim results the actions arising from ourrobust, currently accounting for 30% of the UK market and inline |

strategic review of the business, Project Refresh. These actionswith the same period last year. In France, our largest marketin &

pro Spects for ro“t abl e g I'OWth are progressing to plan, including changes to the organisation Continental Europe, the market also remains highly competitive Wﬁh
p structure to improve the effectiveness of Research and a Private Label Household volume sluB85%, marginally below lasig

" t Z Development and Category Management, restructuring projectsyear. In Italy, our third largest Private Label market, consumers are

are exce en . and a Lean manufacturing programme. switching to Private Label products and in our Household product®

category they now account for over 20% share of the market.
As previously announced, we hexgerienced signi“cant increases
in our raw material prices during the year. Our actions to recoverAs the current economic climate continues to remain weak,
these increases are continuing, although the resulting time-lag irconsumers are once again becoming more value conscious
recovery has impacted operating margin. underpinning the demand for Private Label products which provide
value for money to the consumer. According to IGD data, 45% of

shoppers rated a retaileres Private Label range of products as %"
extremely or very important when choosing where to shop, 2
compared with 38% in September last year. g.
73
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Our business model e
o
@®
Customers seek Growing demand for Volumes Price/margin Be| N the S
value for money Private Label products determined by: determined by: g 5
. ; . o
Retailers continually Consumer demand > Manufacturing beSt at >

look to differentiate
offer and build loyalty

Major retailers require
price-competitive
products to improve

capability/capacity Wh at we dO

Raw material
costs/supplier

Retailer brand offer

Retailer relationships
and customer servic

Competition (brand

relationships e\/em d M‘

Distribution/supply
chain ef“ciency

Volume

value stream and Private Label)

Private Label
manufacturers
develop innovative
products

Retail concentration
and globalisation
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continued



1. Organisational
change

For more information
see pages 20 and 2

The Refresh programme identi“é the need to change our
organisation and ways of working to provide a greater focus on our
increasingly multinational customer base, focus on core and future
growth categories, better co-ordinate the Groupes considerable
R&D capability and give leadership to the Group-wide supply chain.
Group leadership for R&D, the $iply Chain programme, category
teams and International Customer teams have been implemented.

4 ur review con‘rmed that McBride needs to improve the
2 . COm petltlve n eS§ompetitiveness of its supply chain, a view reinforced by the

and efficiency

For more information
see pages 22 and 23

3. Category
review

For more information
see pages 24 and >

4. Exploiting new
opportunities

For more information
see pages 26 and 2¥

current market conditions and input cost pressures. An in-depth
study identi“ed a number of opportunities to rationalise our
supply chain footprint, proposals for which have been announced
to affected employees.

Lean manufacturing assessments have been undertaken at all our
European manufacturing facilities. These have identi“ed a number
of key projects that will result in net savings of £1 million rising
to £3 million on an annualised basis over the next three years.

A comprehensive review of McBrideess Household and Personal Care
portfolio identi“ed those categories which we believe will provide the
greatest growth potential in both the short-to-medium and longer
term. The categories are de“ned as Core Growth categories, in whicl
we already possess product capability and a strong market position,
and Future Growth categories that offer the potential for future
Private Label growth.

The Core Growth categories comprise laundry liquids, machine
dishwashing and specialist cleaners, while the Future Growth
categories comprise Skincare, Air care, male grooming and
mouthwash. All growth categories provide a signi“cant growth
opportunity and are margin enhancing.

The potential for Private Label Household and Personal Care produc
in developing and emerging markets remains high as our multination:
customers continue to expand their presence in these markets.
McBridess decision to invest in Malaysia and Vietnam has been
positively received by our customers in the region. We have spent
the last 12 months strengthening local management, implementing
McBridess quality systems and processes and investing and enhanci
manufacturing capabilities in our new facilities. A number of new
Private Label contracts have already been gained and we are
looking forward to a step change in the business in Asia over the
next 12 months.




continued

24 month action plan
(20117)

Category management
training programme
roll out to Europe 2011/12

Exploit scale

Improve speed to market
Improve R&D effectivene!
avoiding duplication




continued

24 month action plan
(20117)

> Achieve full run rate
of costs savings

> |dentify further cost
saving opportunities

Delivery of expected
savings

Extend Lean assessment
to smaller factories




continued

24 month action plan
(20117)

> Continuing NPD in
growth categories

> Roll out of selected
2010 launches across
business units

> Increase the share
of Core categories
as a percentage of
Private Label sales




continued

24 month action plan
(20117)

> Continue geographic
r expansion

> Continue to build Private
Label competences and
manufacturing capability
in the Far East

Build on our existing CEE
manufacturing capability
to align with growing
Private Label demand

in CEE

Exploit relationships with
multinational retailers
expanding across the
CEE region




Core growth

See pages 30 and31

Future growth

See pages 32 and-33

See pages 36 and37

See pages 34 and35




continued

The laundry liquids
market is large, with
McBride already having
a well-established market
position. What was your
“rst priority as Category
Leader and Category
Development Leader?

What were the What sort of challenges
immediate actions have you faced?
following your market
evaluation?

Our “rst objective was

to understand the market
dynamics in each of the
countries covered by the
three European divisions.
Each market had its own
dynamics and these were
mapped to identify both
areas of commonality and
speci“c local needs.

What bene*“ts do you
see from the new ways
of working?

Immediately, we were able
to identify a number of
Group projects including
laundry sachets, super-
concentrated liquids and
laundry gel developments.

Being the best at what we do

~eveyday!




continued

What challenges did the
new approach to managing
the category bring and
how do you aim to work
across the three Divisions?

In addition to gaining
a greater understanding
of the marketplace, what
other opportunities have
been identi“ed during
your initial meetings?

Has the Groupes focus
on Lean manufacturing
In"uenced your approach
to machine dishwashing
product development?

From the development
perspective, one of the
main challenges is how

to take the best ideas

and resources at each site
to forge a new improved
range of standard machine
dishwashing products
which capitalise on
McBridess economies

of scale i.e. work as

one company.

What do you see as the
longer term bene*“ts of
the Category Leader and
Development approach
to managing the machine
dishwashing category?

This is already paying
off and leading to less
duplication of work
and improved quality
of support to the
sales teams.

Being the best at what we do

~eveyday!




Air care tends to be With the Groupes Air care The category offers
more closely associated  manufacturing facilities a lot of scope for both
with consumer lifestyles  located in Europe and product delivery and

: compared to other Asia what challenges did  design innovation, so does
continued household products. this present for the team  this provide opportunities

How has this in"'uenced  and how have you to differentiate Private
your approach to new overcome these? Label ranges?
product development

within the category?

As a “rst step we Initially conceived as

~ The Air care category undertook an evaluation room or home deodorants,
IS quite complex with of the current product home fragrances have now
a lot of different product portfolio, and compared developed into full interior
formats. How did this this to the Air care range decoration aids that

on the market across
a number of key countries.

help design a fragrant
atmosphere. Taking these
in"uences into account,
we have identi“ed the
following trends as key
for the Air care category:

iIn"uence the approach
taken to prioritise the
business potential?

nature, simplicity, home
decor and high-tech.
These underpin new
product development
within the category.

Being the best at what we do

~eveyday!




continued

Why was Skincare
such an important new
category for McBridess
growth strategy?

I
What are the learnings

from the initial review

of the European Skincare

market and how did this
iIn"uence your approach
to managing the
Skincare category?

The launch of the new

concept ranges at this
yeares PLMA exhibition

was a key initiative to raise

customerse awareness
of our new capability.
Can you provide some
background as to

how these concepts
were developed?

We are building a portfolio
of core performance
Skincare from which, by
working very closely with
our European colleagues,

we can develop and deliver

exactly the right product

to the right market.

With the Groupes
Skincare facilities in both
Europe and Asia do you
see opportunities for joint
development in the future?

By working closely

with our ingredient

and packaging suppliers,
and by monitoring and
evaluating the latest global
Skincare trends, we have
been able to develop

a range of advanced
Skincare serums to excite
our customers and really
show off our Skincare
development talents.

Being the best at what we do

~eveyyday!
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Energy used fell by CQ emissions fell by Re-used, recycled
and recovered waste
improved to

4% Q2% %

(2010: 1%) (2010: 1%) (2010: 70%)

Lost time accidents
fell by

(2010: 3%)

Environmental

performance

Energy consumption and CO

emissions fell
Energy use was down 3.9% to 677,094 Gjoule (Gj)
CQemissions were down 1.6% to 60,922tCO
After removing green energy Qfnissions were
50,449 tC@
Water use increased by 7.6% to 1,1163434m
Ef"uent discharge up 17% to 21,6281m
Total waste as % of total production 1.3% (2010: 1.

While in contrast

> Re-used, recycled and recovered waste improved
to 77% of total waste

> Green energy usage maintained at 21% of total ene

Eco-ef‘cencie®

> Energy ef“ciency fell 0.4% to 1,608kg/Gj

> CQef“ciency fell 2.8% to 17,868kg/tC&1,577 taking
into account green energy)

> Water ef“ciency fell by 11.1% to 975kg production/|

> Ef’uent ef“ciency fell by 18% to 5,033kg productién/i

@ Eco-ef“ciencies (kg production per unit) were all adversely impacted b
amix of revised de“nitions and restatements, lower production volumeg
and the restructuring of sites and divisions.
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Mitigating factors

> The Group has continued to develop its focus on improvi
operating ef‘ciencies through increased asset utilisation
and automation, reduced waste and minimising the use |
packaging and the use of alternative materials, sources
and reformulations.

The Group has in place numerous sustainability initiative
to work with its customers to reduce packaging and to
optimise material costs.

The Group invests considerable effort in building
relationships with the retailers at the highest possible
level to explain the business criticality behind the need
for price increases.

There is continued investment to identify alternative
procurement sources to mitigate where possible materia
costin"ation.

The Groupes strategy is to continue to have a strong
commitment to private label category development
including investment in new product development
to enable us to offer differentiated products.

In addition, focus continues on delivering superior
customer service levels, deepening relationships with
existing and new customers and seeking out new chann
of supply as well as developing our understanding of the.
retail market and customerss expectations across all
territories of operation.

This year, we have taken the opportunity to expand our
business into wider categories, for example Skincare wit
the acquisition of the new business in the Czech Republi
This aims to broaden the range of products offerings
available to our customers and, ultimately, to the consun

Our high level strategy is to drive speci“c category plans
in key areas through Project Refresh.

Mitigating factors

>

The Group is focused on a multitude of initiatives

to ensure that we are able to continue to compete in an
increasingly competitive environment. Project Refresh
has been announced with the objective of further
strengthening and refocusing the Groupes business model
and ultimately improving our market positioning and
operational ef“ciency.

We have established procedures for identifying the
possible risks for each key material including possible
supply shortages. Suppliers are checked for credit and
pre-quali“ed alternative suppliers have been identi“ed
wherever possible.

Supplierse own contingency plans are also reviewed.
Where this is not possible we retain higher levels of safety:
stocks or we identify options to use alternative materials;

The Group has established a “nancial framework to ensure
that it is able to maintain an appropriate level of liquidity
and “nancial capacity and to constrain the level of assessed
capital at risk for the purposes of positions taken in

“nancial instruments.

Commercial credit risk is measured and controlled to
determine the Groupes total credit risk and our banking
facilities have been successfully renegotiated during
the year.

Monthly divisional and Treasury Committee reviews
have been established.
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In respect of the Annual Report and the “nancial statements to the members of McBride plc




for the year ended 30 June 2011 at 30 June 2011

[




for the year ended 30 June 2011 for the year ended 30 June 2011

for the year ended 30 June 2011
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at 30 June 2011
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