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d iscla imer

This presentation and any Materials provided (materials) have been prepared by The Calmer Co. International 
Limited (CCO) and contain general information about CCO’s activities. By accepting the Materials and attending the 
CCO presentation, you agree to be bound by the below terms and conditions.

Terms and Conditions

This presentation is provided for information purposes only. The information contained in this presentation is not 
intended to be relied upon as advice to investors and does not take into account the investment objectives, 
financial situation or needs of any particular investor. Investors should assess their own individual financial 
circumstances and consider talking to a financial adviser or consultant before making any investment decision.

Certain statements in this presentation may constitute forward looking statements. Such statements involve known 
and unknown risks, uncertainties, assumptions and other important factors, many of which are beyond the control 
of the Company and which may cause actual results, performance or achievements to differ materially from those 
expressed or implied by such statements.

While all reasonable care has been taken in relation to the preparation of this presentation, none of the Company, 
its subsidiaries, or their respective directors, officers, employees, contractors or agents accepts responsibility for 
any loss or damage resulting from the use of or reliance on the presentation by any person.

Past performance is not indicative of future performance and no guarantee of future returns is implied or given. 
Some of the information in this presentation is based on unaudited financial data which may be subject to change. 
All values are expressed in Australian currency unless otherwise stated. All intellectual property, proprietary and 
other rights and interests in this presentation are owned by the Company.
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v is ion

To be the most dominant kava company in the world

To produce the highest quality products both ethically 
and sustainably whilst encouraging consumer 

acceptance of their recreational and therapeutic 
benefits

miss ion
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s leep
anx iet y

s t r ess

37%of adults report fatigue 
or feeling tired because 
of stress.

61%
of people reported 
feeling both 
stressed and 
anxious 

74%
of young people have felt 
so stressed they have 
been overwhelmed or 
unable to cope 

3x’s
more younger people feel 
that they cannot manage 
their stress compared to 
older people

s t r ess , anx iet y  & s leep  issues  a r e ma jor  p r ob lems

https://www. mentalhealth.org.uk/Stress: statistics -Mental Health Foundation, 2016 study 'The Fundamental Facts about Mental Health Report
American Psychological Association -Stress in America Report 2022
American Psychological Association
Stress in America 2023 Sleep and Stress https://www.apa.org/news/press/releases/stress/2013/sleep
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6

A Cochrane review of 11 Clinical 
Trials (60mg–280mg of 
kavalactones) in anxiety 
revealed kava’s anxiolytic 
activity 

A meta-analysis of seven 
randomised controlled trials 
(RCTs) using the Hamilton 
Anxiety Rating Scale (HAMA) 
demonstrated reduced anxiety 
significantly over placebo, with 
a strong clinical effect

Kav a  has  a  s t r ong ev idence-base as  a  na t u r a l med icine
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No-Low  Alcohol 
11bn  USD Cat egor y  

(+7% gr ow t h)

33%
of GenZ in the 
USA report not 
drinking alcohol 

From 2007 to 2019: the share of 
14–17-year-olds choosing not to drink rose from 

39% to 73%

>30%
Under 30 yoa in the 
UK do not consume 
beer, wine or spirits!

t he r ecr ea t iona l benef it s  of  k av a  v s . a lcohol a r e d r iv ing gr ow t h

https://www.theiwsr.com/no-and-low-alcohol-category-value-surpasses-11bn-in-2022/
https://www.mentalhealth.org.uk/Stress: statistics -Mental Health Foundation, 2016 study 'The Fundamental Facts about Mental Health Report
American Psychological Association -Stress in America Report 2022
Anxiety & Depression Association of America -https://adaa.org/understanding-anxiety/facts-statistics
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our  b r ands : f ijik av a
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our  b r ands : t ak i ma i
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CCO.ASX 
ASX Ticker Code 

1,514,887,409 
Shares on Issue

Financial Results

AU~$9m
Market Capitalisation

.006
Share Price 4Jun2024

 

HIGHLIGHTS

ASX OVERVIEW

Q4 REVENUE SURPASSED Q3 IN MAY 

$1.45m (+91%)
H1 Revenue 
Vs 746k H1FY23

$1.07m (+270%)
Q3 Revenue
Vs. 374k Q3FY23

$7.3m
Annualised sales based on May 24 [>$610k]

$16,000/day (+500%) vs May 23
Daily e-commerce sales globally in May 23

Q3 Revenue                           H1 Revenue

1.1m AUD invested in Q3 and growing
+20% in Q3 vs Q2 & +>100% April vs Q3

1.5m Inventory Position (>90 days)

INVENTORY BUILD ONGOING

REVENUE ACCELERATION CONTINUES

Inventory position at 31 December $917,460.
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ECOMMERCE SALES FOCUS
$16,0000/day in May across all global channels

Exceptional growth of >500% over 12 months

USA

Fiji Kava Instant remains the #1 on Amazon USA with sales 
tracking at $4,000 per day via Amazon in May

• Walmart.com has listed our products and is now feeding 
orders through our Shopify platform

• Shopify USA is doubling month on month since March 
and delivers 30% greater profitability vs. Amazon USA

Australia

• Sales are now over $300k per month in Australia and are 
still growing very strongly

• Return on Advertising Spend and Cost of Acquisition are at 
industry leading levels

• Customer Lifetime Value enhancing activities are live

$2,000.00 

$4,000.00 

$6,000.00 

$8,000.00 

$10,000.00 

$12,000.00 

$14,000.00 

$16,000.00 

$18,000.00 

Monthly Average eCommerce Sales 
per day ('AUD) June 2023 – May 2024
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PROFITABLE RETAIL DRIVING 
AWARENESS AND TRIAL 

Coles Australia

• Strong initial monthly order volumes for new Taki Mai 
kava-shots and 50g and 150g instant kava SKUs

Fiji Tourist Channel Retail (inc. Leilo®)

• A natural entry point for consumers discovering kava 
for the first time in the Pacific, whilst on vacation

 $-

 $20,000.00

 $40,000.00

 $60,000.00

 $80,000.00

 $100,000.00

 $120,000.00

 $140,000.00

March April May

Coles Monthly Order Value by SKU

150g 50g Shots

150g Instant 
(331 stores)

Taki Mai Shots
(546 stores)

50g Instant
(687 stores)
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We pr ocess  a r ound  3% of  
k av a  p r oduced  in  Fiji and  
w ill gr ow  t o ~6% in  FY25

• There are more than 10,000 kava growers in Fiji              
(1 in 8 rural households)

• Producing circa 4500 tonnes of dry kava per year  
(being over 20,000 tonnes of green kava)

• >80% of kava produced is consumed locally in Fiji

• The Calmer Co. purchases fresh green kava at farm 
gate and processes using our proprietary unique 
method

• Funds from the current Rights Issue on foot will enable 
upgrades to allow for processing up to 25 tonnes per 
week (up from 7-10 tonnes), which will support 2-3x 
current sales levels from our facility in Navua

Fiji Kava Value Chain Analysis, Pacific Horticultural and Agricultural Market Access (PHAMA) program 

F
or

 p
er

so
na

l u
se

 o
nl

y



Our  sou r cing loca t ions  
cov er  mor e t han  90% of  
k av a  fa r mer s  acr oss  Fiji

The Calmer Co. now sources 
kava directly from farmers 
across ten provinces across Fiji.

 They are; Cakaudrove, Kadavu, 
Lomaiviti, Bua, Macuata, 
Naitasiri, Ra, Namosi, Ba and 
Serua accounting for 91.6% of 
kava farmers in Fiji.
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Changing Lives  in  t he Pacif ic v ia  ou r  Fa ir t r ade, Tr anspa r en t  
Supp ly  Cha in

Tutu Agricultural College

• Tutu is the most successful agricultural training center in Fiji, whose graduates account for 
30% of total kava farmers in the country who are located mostly in Cakaudrove Province.

• The Calmer Co. is working with Tutu College to offtake kava in exchange for building 
materials, kit homes, and solar units - enabling new kava farmers to build their own business 
in their home region and securing new suppliers for the company each year.

iTaukei Trust Fund Board (TTFB)

• The Calmer Co has an MOU with TTFB, which is the peak organisation that supports the 
economic and social advancement of indigenous Fijians through commercial activities. 

• TTFB provides support to Fijian farmers including additional training, access to desirable 
Noble Kava plantlet varieties and aids their transition to larger scale operations over time.

BSP-Life (Fiji)

• Our partnership with BSP-Life, who is major investor in The Calmer Co, extends to partnering 
with farmers to establish bank accounts and access financial services. BSP Life (Fiji) officers 
often accompany The Calmer Co sourcing team on supplier qualification visits to farms.

Digitisation of our supply chain with Traseable Solutions [sic] 

• The company has now mapped and geolocated our supplier farm network on a proprietary 
application which tracks the kava harvested through processing and to the finished product.

• In the future, customers will be able to directly identify their kava’s source on the app, 
through a QR code to appear on products and may then be able to directly contribute to 
social and community impact projects in that specific area.

Founder Zane Yoshida at Tutu Agricultural College, inaugurating a new 
greenhouse donated by The Calmer Co to enable single node 
propagation of our preferred varieties of kava (yangona vula casa laka)  
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our  t eam
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Vinak a
(t hank  y ou)
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