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This confidential Information Memorandum (the “Investment Memorandum”) is provided by Manilife Limited in connection with the 
possible share issue (the “Transaction”) of the Company. Manilife  has developed a leading and unique Personal Platform, for which domain 
names, licences and URLs have been established for the purposes of commercialisation. This Information Memorandum describes the 
possibility for investment, which together with the existing shareholders has made the development of the design and the intellectual 
property possible. This Information Memorandum has been prepared solely for the purposes of providing information in the interests of 
the recipient (receiver) in the transaction and is subject to the provisions of the non-disclosure agreement signed by the recipient. It may 
only be used for the purposes as described in this Information Memorandum and may not be copied, reproduced or made available to a 
third party, at any time, unless strictly in accordance with the terms and conditions of these documents. This Information Memorandum 
should not be viewed as being complete, nor to contain all information required by a recipient in making a decision as to whether or not to 
continue with the transaction. No guarantee, neither explicitly nor implied, is or will be made with respect to the accuracy or completeness 
of this Information Memorandum, or any other written or verbal information received by the recipient or his advisors in connection 
with a closer examination of the Company. The Manilife  management has taken the utmost care in compiling the financial figures 
included. Manilife , its employees and representatives are not responsible or liable for the content or its misinterpretation. Manilife  and 
its subsidiaries, associated businesses, employees and representatives expressly disclaim any liability pertaining to errors or omissions 
in this Information Memorandum or other information. In particular, no declaration or guarantee is provided in connection with the 
performance or realism of future projections, management targets, estimates, prospects or yield, if present. The recipient must make their 
own independent investigation and evaluate the Company and all information themselves. The delivery of this Information Memorandum 
does not constitute any obligation on the part of the Company to provide the recipient with access to further information or to update the 
Information Memorandum or to correct any apparent inaccuracies in any information. Crowdfunding is not subject to the supervision of 
the Financial Markets Authority Foundation (Stichting Autoriteit Financiële Markten, the “AFM”). There is no prospectus obligation and this 
prospectus does not therefore have to meet the guidelines contained in clause 5:9 of the Act for Financial Supervision and the regulations 
arising from this. 

Confidentiality statement



We’re the craft peanut butter brand…
Who source the finest ingredients from farmers we know and love...

 However, it is our unique approach to roasting and blending that makes 
Manílife...

The best tasting peanut butter in the world.

IN A NUTSHELL



ManiLife is raising £500,000 at a £2.2million pre-money valuation...

With this we will drive the business to an EBITDA margin of 13% and increase revenues to £6.5 million 
by the end of year 3.

To invest in team new marketing & sampling activities, production and 
working capital.

The Investment Opportunity

The Manilife
Opportunity



The Manilife
Opportunity



Manimarket potential

2017

2023

Source Kantar (2017)

£93.7m
17.1% YoY 
growth

£290m
based on: 

7 years sustained growth 
Reaching USA 

consumption per capita  
equivalence 

($1.82bn 2015)



Source – The Grocer (Kantar - 2017) 

Manimarket makeup
Retail Sales (52 weeks to October 2017)

£7.6 million

£6 million 4.5%

0.8%

£37.1 million

£20.8 million

£0.96 million
(Annualised retail sales

April 2018) OWN LABEL

sunPAT

manilife

whole eARTH

MERIDIAN

pip n nUT (estimate)

OTHER

30.9%

6.4%

£23.8 million

20%

£24 million

19.9%

17.4%



MANIMARKET "PREMIUMISATION"

GOOD BETTER

Cheap & Cheerful Add nothing, do nothing

s

0.1% 16.1% 35.2% C. 100%

add nothing. do lots

BEST

   267%

Source Kantar (2017).
Numbers are equal to % growth in yearly revenue.

69.2p/100g 88.2p/100g 89.3p/100g £1.06/100g £1.27/100g



Young nut butter brand.

Based on a highly successful American 
counterpart (Justin’s).

Focus on recipe innovation, females and 
younger market.

>100% growth.

Only other young brand of note in the space 
with a strong passionate following.

Two IMPORTANT Competitors

10-year-old Kiwi brand.

>£12m worldwide sales.

Focus on provenance and health.

Listed in Tesco November 2017.

Closest to Manílife in terms of craft 
credentials.

Young nut butter brand.



THE BUSINESS



Our end customers are the 33.3% of UK 
consumers who are willing to pay a premium 
for craft products.

They overlap the following growing 
demographics:

Free From consumers.

Vegetarian/vegan market.

Health and fitness community.

We are the craft peanut butter





We 
expand 

the peanut 
butter 
universe 
through 
craft. 

Focus on origin, 
roast and texture. 

batch blended for an 
intensely creamy senstation

The Manidifference

SOURCED FROM A SINGLE ESTATE
ROASTED TO PERFECTION



And ManiLife minis

expand peanut butter

beyond the spreads aisle.



Manilife JARS (295g)

OUR PRODUCTS

Manilife monsters (1kg)Manilife buckets (5kg)

Manilife minis (30g & 15g)



Awards & Recognition

We experiment with combinations of origin, roast and 
texture to expand the peanut butter universe

�"Amazing 10/10"� �"incredible" "out of this world taste 
explosion 10/10"



NPD PIPELINE

We experiment with combinations of origin, roast and 
texture to expand the peanut butter universe

RO
AS

T

BLEND

"ManiLIfe mini 

recipe kits Q3 
18/19"

"ManiLIfe dipping snack 

packs Q
3 18/19"

"ManiLIfe proper peanut 

bar snacks  Q3 19/20"

Light 
Roast

Creamy Mini Crunch Crunch Triple crunch

Original 
Roast

Deep 
Roast

Q4 17/18 Q2 18/19

Q2 18/19



�

We know that on tasting, consumers 

of other brands convert to ManiLife 

AND on tasting deep roast, a significant 

portion of 

non-peanut butter 
consumers adopt 
peanut butter. 

Our strategy revolves around 

"�driving mouths 
per houR"�

Marketing strategy



In and out of store samplings



Branded ingredient sales



To create new occasions
In travel, leisure, hotel breakfast 
tables and on the go.

To establish ManíLife as the peanut 
butter for foodies.

Through continuing our extensive 
recipe box partnerships. 

Spread ManiLife minis

11,200 mouths/
month 10,800 mouths/

month



Traction to date 



"out of this world taste 

explosion"

The manitimeline

January 2015

Stu meets the farm and the 
idea begins to blossom.

May 2015

On his return to London, Stu 
imports a ton of peanuts, 
disaster strikes and he’s left 
with a  ton of peanuts in his 
bedroom.

Summer 2015 

Two blenders, 45 
friends and a rugby 
club kitchen make 
5,000 jars of peanut 
butter one jar 
at a time.

June 2015 

Stu sells into his first shop, an 
organic bakery in Windsor.

September 2016 

Stu leaves the oven on for too long and strikes 
gold. ManíLife launches the first Deep Roast 
peanut butter in its 15 shops..!

October 
2016 

After a stint 
at PwC 
ManíLIfe 
goes full time.

STU TAKES 
MANILIFE 
FULL TIME

April 2017

Led by Ross Elder, ManíLife 
raises £100k in 30 minutes  
and a total of £281k on Seedrs, breaking a 
crowdfunding record.

July 2017 

Metro votes the Deep Roast 
tastiest peanut butter 
and gives it 10/10 on taste.

ManíLife peanut butter start-up hits £100k 
crowd funding target in 35 minutes

ManíLife peanut butter start-up hits £100k
crowdfunding target in 35 minutes



The manitimeline

January 2018

ManíLife launches 
in Booths.

November 2017

ManíLIfe 
launches in Pod 
restaurants as their 
branded peanut 
butter.

March  2018

ManíLife launches in 117 Holland & Barrett stores 
– selling out their first order in three 
days, Mindful chef jump on board, CrossTown Doughnuts develop 
a ManíLife doughnut.

October 2017

Chris Dee, ex Booths CEO, 
announces chairmanship.

February 2018

The Sun votes ManíLife the 
tastiest peanut butter in the 
UK –still 10/10.

December 2017

After an enqury from recipe box 
company Gousto, Stu, Jie and 15 friends 
pack 9,000 mini pots of peanut butter 
in two days. Two weeks later HelloFresh 
order 12,000 pots. Maní minis are 
born!

April 2018

Manílife launches in 350 M&S 
stores...and Selfridges! 

ex-booths boss Chris dee takes up 
'brand incubator' role at ManíLife

ex-booths boss Chris dee takes up 
'brand incubator' role at ManíLife

28 st
ores

"Amazing, 10/10"
350 stores

September 2017

Jie low leaves role as COO of 
hear.com and joins ManíLife.

Over 1000 retail locations

22000 mouths/
month

11,200 mouths/
month

10,800 mouths/
month

1
 stores

1



In the 12 months to August we've increased 
annualised revenue from £115,980 to £838,596

Over 1000 retail locations Over 700,000 meals per year

22000 mouths/
month11,200 mouths/

month 10,800 mouths/

month 28 stores

100 stores

350 stores



And we're in commercial negotiations with 

Manílife Minis 30g

ManíLife jars and Minis 30g

Manílife Minis 30g

Deep Roast creamy (bulk)

Manílife Minis 15g

Manílife Minis 15g

Manílife Minis 15g

Manílife Minis 15g



Manílife Minis 15g

Manílife Minis 15g

Manílife Minis 15g

Jie Low  
COO
Ex founding team of Hear.com’s 
Malaysia arm where she bult and ran a 
team of 30 people.

Stu Macdonald 
Managing Director
Ex PwC, founded ManíLife with 45 
volunteers and two  blenders.

And those who’ve 
joined since the photo....

Charlie Platt
Head of Food service

Katarina Read
Marketing Manager

Jamie Hirsch
Logistics Manager

The Awesome Team 

Gordon 
Leatherdale 
Head of Indie Sales
Ex army, ex banker, 
ex Farm Shop 
proprietor, founder 
of Wild trail snacks. 

Dan Pope 
Indie sales
Joined Jan 2018 
– grew indie 
sales 100% in 
three months.



Ross Elder - NED
Founded, built to >200 

employees and eventually 
sold holidaylettings.co.uk. 

Ross, is a mentor and strategic 
advisor.

Jellybean – PR & Marketing
A PR & Marketing agency with > 30 years experience. 
Clients include Nutella  & Schwartz (10+ years).

Phil Murray – Finance
Commercial Director at 

Harland’s accountants who 
manage ManíLife’s finance 

function.

Engine Room – Digital & Design
With us since the start Kaspar’s team attend 
to our digital, tech and ongoing design needs.

The Mani Board and Business Support 



Mani Forecasts

For detailed forecasts please see Manilife walk and jog models



Managing Director
Stu Macdonald

Head of Wholesale
Gordon Leatherdale

Head of Foodservice
Charlie Platt

Operations Director
Jie Low     

Logistics Manager
Jamie Hirsch 

Marketing Manager
Katarina Read 

Sales & Account 
Manager
Dan Pope

The Team Assumptions – Year 1



Managing Director
Stu Macdonald

Head of Wholesale
Gordon Leatherdale

Sales Administration 
Nov 19

Head of Foodservice
Charlie Platt

Operations Director
Jie Low     

Marketing Manager
Katarina Read 

Marketing Assistant 
Nov 19

Events Manager
July 20

Sales & Account 
Manager
Dan Pope

The Team Assumptions – Year 2 and 3

Logistics Manager
Jamie Hirsch 



For a detailed breakdown of sales assumptions please contact stuart@mani-life.com

Sales commissions are based on 2% of wholesale and grocery sales per year

Marketing costs
Sample costs are 4.6% and 3.2% of total sales in first 2 years and then 3.6% in year 3 
Grocery support costs are based on 5% of grocery sales per year
All other marketing costs are based on significant increase in sales and marketing resources and the need for increased market share 
(4.9% y1, 4% y2&3)

Legal and Professional fees 
Legal is based on deal fees in year 1 of 4.5%
Increased investment in all areas especially new product development in 3 years

Other operational
Office costs to increase in line with new hires
Other team cost take into account new people and recruitment costs
Travel and subsistence to increase in line with increased sales and marketing
Premises costs based on new factory unit and associated service charges

Financial
Factoring is based on factoring all debts apart from online retailers 

80% advance.
7% interest and 3.5% charges – which is on the high side.

Assumptions



USE OF FUNDS

PEOPLE

REBRAND

PROFESSIONAL R&D

OTHER

SAMPLING
£126,000

£214,000

£15,000

£94,000

£51,000



The £500k Investment will

Grow the sales channels and the market reach of the products to circa £6.5 million 
turnover per year by year 3

Develop and improve our supply chain so that the business achieves a gross margin 
of at least 37% by year 2.

Help ManíLife estabilish itself as the 5th largest peanut butter brand in the UK by 
the end of this plan



IN A NUTSHELL

We’re the craft peanut butter brand…
Who source the finest ingredients from farmers we know and love...

 However, it is our unique approach to roasting and blending that makes 
Manílife...

The best tasting peanut butter in the world.

Craft c

We are raising £500,000 at a 
£2.2 million pre-money valuation.




