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Disclaimer 
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Statements included herein that are not historical 

facts are forward-looking statements. Such forward-

looking statements involve a number of risks and 

uncertainties and are subject to change at any time. 

In the event such risks or uncertainties materialize, 

Moberg Pharmaôs results could be materially 

affected.  

The risks and uncertainties include, but are not 

limited to, risks associated with the inherent 

uncertainty of pharmaceutical research and product 

development, manufacturing and commercialization, 

the impact of competitive products, patents, legal 

challenges, government regulation and approval, 

Moberg Pharmaôs ability to secure new products for 

commercialization and/or development and other 

risks and uncertainties detailed from time to time in 

Moberg Pharmaôs interim or annual reports, 

prospectuses or press releases. 
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ÁNet Sales grew to 260 MSEK (TTM, Q215) 

- U.S. OTC Sales operations 

- Products sold in 40+ countries 

- 30 employees in Sthlm and NJ 

Á Focus in OTC/Dermatology/Topicals 

- Leading U.S. OTC SKU in Nail Fungus 

- Superior PII data for MOB015  

ÁMarket Cap 800 MSEK (OMX:MOB) 

 

Moberg Pharma 
PROVIDING UNIQUE PRODUCTS IN UNDERSERVED NICHES 
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Strategic elements 

ÁGrowth strategy 

- Organic growth 

- M&A/Innovation engine 

ÁBuild value through combining 

Brand/IP Equity 

 

 

Outlook 

ÁProfitable growth, targeting a long-term 

EBITDA margin of at least 25% from 

2016 and onwards 

Moberg Pharma 
PROVIDING UNIQUE PRODUCTS IN UNDERSERVED NICHES 



Q2 2015 ï Rapid growth 



5 

ÁNet sales grew by 60% to MSEK 92  

(40% at fixed exchange rates) 

ÁProfitability and cash flow improvement  

ÁAcquisition of  Balmex (diaper rash)  

ÁAsian launch driving growth in distributor sales  

Á Innovation engine progress 

2015 Q2 Highlights 



Net Sales, MSEK 

 

 

 

 

 

Growth driving significant improvement in profitability  
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165.3 (+57%) 

105.5 

EBITDA, MSEK 

 

 

 

 

 

EBITDA Commercial 

Operations, MSEK 

H1 2015 

H1 2014 

 

 

 

 

NOTE: EBITDA Commercial Operations does not include R&D and Business Development expenses  

for future products outside existing brands 

14.4 

28.5 (+98%) 

14% 

 

 

 

 

17% 

 

 

 

 

21% 

 

 

 

 

25% 

 

 

 

 

41.9 (+85%) 

22.6 



21 consecutive quarters of Sales growth  

 
 Product Sales, TTM, MSEK 
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Other 
15% 

Nalox/  
Kerasal Nail 

62% 

Kerasal 
11% 

JointFlex 
11% 

RoW 
13% 

Europe  
16% Americas  

71% 

Sales via 
distributors 

31% 

Direct OTC 
Sales 69% 

Majority of revenue from direct OTC sales ï Launches in Asia 

drives RoW product sales 
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Channels                                       Products              Geography 

Distribution of revenue, January ï June 2015 



Progress in Commercial Operations 
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Strategic brands 

Á Kerasal® - Foot care 

Emtrix® 

Á Balmex ® - Diaper rash 

Á Domeboro® - Derma/Skin irritation 

 

Mature brands 

Á Jointflex® - External analgesic 

Á Vanquish® - Internal analgesic 

Á Fergon® - Iron supplement 

È 

Focus on strategic brands 

 



Kerasal Nail - the OTC market leader in the U.S.  

 

11 

ÁNo 1 with 23% market share in Q2 20151) 

ÁKey claim ñvisible difference in 2 weeksò. 

Product supported by 4 clinical studies 

ÁAvailable at >30 000 points of sale 

1)Retail sales of nail fungus products excluding private label in Multioutlet Stores over the last 52 weeks    

  ending June 14, 2015 as reported by SymphonyIRI 



Scalable infrastructure for marketing U.S OTC brands 

Retailers/ 

Wholesalers Sales Force  

Contract 

Manufacturers 

Logistics 

Sales and marketing/Brand Management 
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Note: Largest retailers and whole- 

salers only, not an all inclusive list. 

http://www.google.com/imgres?imgurl=http://hunt4freebies.com/coupons/wp-content/uploads/2009/08/meijer.gif&imgrefurl=http://hunt4freebies.com/coupons/meijers-free-danimal-yougurt/&usg=__NMcoOsxrpz4cCK_lPT--H9rfjSs=&h=255&w=575&sz=5&hl=en&start=2&um=1&itbs=1&tbnid=NE0UgnU6b047uM:&tbnh=59&tbnw=134&prev=/images?q=meijer&um=1&hl=en&sa=N&rlz=1T4GFRB_enUS240US241&tbs=isch:1
http://www.google.com/imgres?imgurl=http://www.scopeeast.com/assets/sponsor-ks8v6d-full.jpg&imgrefurl=http://www.scopeeast.com/exhibitor.php?exhibitorid=37&usg=__-9aRwEg4yciMQkH9SD7Y_vPpSSM=&h=153&w=400&sz=6&hl=en&start=17&um=1&itbs=1&tbnid=bMzrhC0bgqMp8M:&tbnh=47&tbnw=124&prev=/images?q=OHL+supply+chain&um=1&hl=en&rlz=1T4GFRB_enUS240US241&tbs=isch:1
http://images.google.com/imgres?imgurl=http://www.listphile.com/Fortune_500_Logos/Rite_Aid/image/Rite_Aid.png&imgrefurl=http://www.listphile.com/Fortune_500_Logos/Rite_Aid&h=375&w=375&sz=7&hl=en&start=2&sig2=He858RgNAgGQ9ZznpSZ1Uw&usg=__0_-0kCd1tTZVSob98k39lYZh4V0=&tbnid=gvM3pueYwpiRVM:&tbnh=122&tbnw=122&ei=6bvaSPLgJ6DAeoq7tb4G&prev=/images?q=Rite+Aid+company+logo&gbv=2&hl=en
http://www.publix.com/Home.do
http://www.google.se/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=ug_LQtdybz_IAM&tbnid=aLZoskAwn_rezM:&ved=0CAUQjRw&url=http://www.ecodesk.com/sustainability/mckesson&ei=c7A4UYrgHOuO4gTinIC4Bg&bvm=bv.43287494,d.bGE&psig=AFQjCNHa3hGGLYmVtVFeH7bUuTeVUm3f1g&ust=1362756078124735
http://www.google.se/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=WRv0kMFapnrLqM&tbnid=cE3yubxAZJhbLM:&ved=0CAUQjRw&url=http://westchesternewsonline.com/elmsford-company-receives-750k-grant-expansion-and-job-creation&ei=-7A4UcDiH8WI4AT5rIG4BQ&bvm=bv.43287494,d.bGE&psig=AFQjCNGwd-szUiHlKXbijSkxw14EbjqRpg&ust=1362756213754673


Á Acquired from Chattem (Sanofi) for $3.9 million 

(MSEK 33.3) 

ï Sales trending above $4 million annually 

ï Deal financed with existing funds 

 

ÁStrong heritage in baby diaper rash with broad 

distribution in major chains: 

 

 

 

 

Closed Balmex acquisition on April 24 

 

13 



Distributor Sales well positioned for further growth 

 

Note: Four largest distributors only,  

not an all inclusive list. 

14 

ÁSales in >40 markets 

ÁEurope - H1 growth of 14% 

ÁAsian launches progresses well and rapid 

growth of sales (incl. inventory build-up) 

 

Ą Large potential for 2015 and beyond 

http://meda.se/english/
http://www.leosonsinternational.com/default.asp


TV commercial in China ï aired from May 2015 
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Launches in Asia a key growth driver 
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ÁMalaysia 

Launch Q4 2014, already market 

leader 

ÁHong Kong 

Excellent start of sales and reorders 

ÁSingapore 

Launch started, to be ramped up 

ÁChina 

Regional launch started in May 

Á Indonesia 

Launch and TV started Aug 17 

ÁOther markets 

Launch preparations ongoing 


