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Disclaimer
IMPORTANT NOTICE: THIS PRESENTATION IS NOT AN OFFER OR THE SOLICITATION OF AN OFFER TO SUBSCRIBE FOR
OR PURCHASE ANY SECURITIES.
This presentation may include "forward-looking statements" in respect of the operations, performance, prospects and/or financial
condition of Seraphine Group plc (the "Company"). Forward-looking statements are sometimes, but not always, identified by their
use of a date in the future or such words and words of similar meaning as "anticipates", "aims", "due", "could", "may", "will", "should",
"expects", "believes", "intends", "plans", "potential", "targets", "goal" or "estimates". By their nature, forward-looking statements involve
a number of risks, uncertainties and assumptions and actual results or events may differ materially from those expressed or implied
by those statements. Accordingly, no assurance can be given that any particular expectation will be met and reliance should not be
placed on any forward-looking statement.
Additionally, forward looking statements regarding past trends or activities should not be taken as a representation that such trends
or activities will continue in the future. Except as required by any law or regulation, no responsibility or obligation is accepted to
update or revise any forward-looking statement resulting from new information, future events or otherwise. Past performance cannot
be relied upon as a guide to future performance and persons needing advice should consult an independent financial adviser.
Nothing in this presentation should be construed as a profit forecast.
This presentation does not constitute or form part of any offer or invitation to sell, or any solicitation of any offer to purchase any
shares or other securities in the Company nor shall it or any part of it or the fact of its distribution form the basis of, or be relied on in
connection with, any contract or commitment or investment decisions relating thereto, nor does it constitute a recommendation
regarding the shares or other securities of the Company. Statements in this presentation reflect the knowledge and information
available at the time of its preparation.
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FY22 Results Summary
David Williams, CEO
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Summary

• Highly challenging year, both externally and internally
• Despite challenges, continued to follow our strategy and delivered highest ever sales
• KPIs up year on year including traffic +12.7%, conversion +20bps and average basket
value +6.5% illustrating strength of the product and resilience of brand
• Encouraging growth in existing markets, especially Nor th America
• Launched in Canada, Switzerland and Netherlands
• Appointment of new CFO, Lee Williams on 28 February, strengthening the senior
management team and board
• Review of internal processes and functions, alongside management appointments, have
significantly strengthened our business
• Business ends the year better positioned to face future challenges and focus on profitable
growth
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FY22 Key Financial & Operational Metrics
Sales increased despite impact of external headwinds and internal challenges on margin
Group Financial KPIs
Revenue

Adjusted EBITDA
(pre IFRS16)

Adjusted EBITDA Margin
(pre IFRS16)

Free Cashflow
Conversion %

£44.0m

£2.6m

5.8%

-5.7%

(12.3%)

(100%)

+33.0% CCY

(58.6%)

Own Digital Platform KPIs
Traffic

Conversion

Average Basket Value

15.6m

3.0%

£135

+12.7%

+20bps

+6.5%
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FY22 Channel & Geographic Performance
Our digital first, international strategy continues to drive growth
Channel Growth

Channel Split

£30.5m

Own digital platform

6%

£37.0m

+25.2% (CCY)

10%

Digital partners
+87.8% (CCY)

84%

Retail stores

£2.4m
£4.4m
£1.2m
£2.6m

+118.9% (CCY)

Own digital platform

Digital partners

FY21

Retail stores

FY22

Geographic Growth

Geographic Split

£13.7m

EU

4%

+36.3% (CCY)

£17.8m

23%
£9.8m

North America

33%

+53.2% (CCY)

£8.9m
£10.0m

United Kingdom
+11.7%

40%
Rest of the World
+1.0% (CCY)

United Kingdom

EU

North America

Rest of the World

£14.4m

£1.7m
£1.8m
FY21

FY22
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Operational Summary
Impacted by external factors: global supply chain crisis, increasing energy prices causing inflation in
warehousing and distribution costs, significant downturn in global consumer sentiment and rising
customer acquisition costs
Internal challenges alongside rapid growth: Results impacted by an error in identifying costs of entry
in new markets and reconciliation of customer refunds and stock adjustments

Launched dedicated own digital platform sites for Canada, Switzerland and the Netherlands

Launched with new digital partners: Zalando in Germany, Switzerland, Austria, Belgium and the
Netherlands and NEXT in the UK

Core team strengthened with key hires: Chief Financial Officer, Chief Operating Officer, Trading
Director

Product offering and innovation expanded further: dedicated Athleisure range, multi-climate
outerwear, increased size range. Further product innovation prepared for market launch in FY23.
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Management Actions to Strengthen Business

• Reallocating digital marketing spend to mitigate cost increases
• Strategic re-pricing to enhance margin on premium items
• Investment in product design and creative marketing to drive customer demand
• Review of physical stores and Zalando partnership, focusing on profitability
• Initiate improvements to the finance function led by our newly appointed CFO, Lee Williams
• Executive committee strengthened with new COO and Trading Director
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FY22 Financial Review
Lee Williams, CFO
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Financial Performance - Revenue
Group revenue by Channel (£m)

130.9%
+118.9%

86.1% 86.1%
+87.8%
+25.2%
30.0%

30.0%

Channel Growth
52.8%
• Own digital platform driven
by growth across all sites
and the launch of Switzerland, Canada and the
43.2%
Netherlands.
16.7%

• Digital partners from the launch of Zalando
partner 31.8%
65.6%
65.8%and the wholesale market improving post
programme
COVID-19
• Retail stores from the re-opening of the stores post
COVID-19, and the trade from the 2 new Macy’s
concessions
Market Growth

Group revenue by market (£m)

+1.0%
+53.2%
+11.7%

+36.3%

• North America growth driven by own digital platforms
including the launch of the Canadian site. Wholesale
growth post COVID-19 and the reopening of stores and
Macy’s concessions
• EU growth driven across all sites, the non like-for-like
site in Italy, the launch of Switzerland, the Netherlands
and the Zalando partner programme
Currency impact
• The currency impact reduced revenue by £1.4m
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Financial performance - EBITDA
Adjusted EBITDA pre IFRS 16

86.1%

130.9%

Lower than expected sales growth
reduced EBITDA from £6.2m to £5.8m

130.9%

52.8%

30.0%

30.0%
31.8%
37.2%

16.7%
65.8%

65.8%

The43.2%
further fall in EBITDA was a result of:
•
Increased marketing costs in the form
of digital marketing rates
31.8%
•
Increased supply chain
65.6%costs in the
form of duty and cross border
paperwork
•
Margin dilution, driven by higher
promotional spend
•
Unexpected costs relating to new
market launches
•
Offset by £0.6m of delayed spend on
head office overheads

65.6%
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Group financial summary – P&L
Income Statement
£m

FY22

FY21

Var

Product Revenue
Gross Profit
Gross Profit %

44.0
34.2
27.8
22.5
63.2% 65.9%

9.9
5.3
-2.7%

Adjusted Distribution costs
Adjusted Administrative expenses
Service Revenue

(10.0)
(6.6)
(17.3) (11.6)
2.0
1.9

(3.4)
(5.7)
0.1

Adjusted EBITDA pre IFRS
Adjusted EBITDA (pre IFRS 16) %

2.6

6.2

(3.6)

5.8% 18.0% -12.3%

• Gross profit is 270bps lower than the prior year, driven by the
e-commerce channel with increased freight costs and sales
taxes.
• Distribution costs were 22.7% as a percentage of sales,
compared to prior year of 19.3% due to:§ the mix change towards North America which has
higher distribution costs
§ returns rates increasing as a result of changing
customer behaviours
§ additional duty and paperwork costs in serving the UK
market post Brexit

EBITDA, EBT and EPS
£m

• Administrative expenses increased due to:FY22

FY21

Adjusted EBIT

2.2

5.6

Adjusted PAT (post IFRS 16)
Adjusted EPS (pence)

1.5
5.0

4.4
N/A

§ additional investment in customer acquisition
§ PLC related costs
• Other income reduced as a result of lower Government and
Local Council COVID 19 furlough and grants
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Group financial summary
One off costs
£m
Exceptional
IPO costs
Management buy out costs
Gain on early termination of leases
Goodwill & intangible impairment
Other items

FY22

(3.5)

FY21

(0.0)
(2.4)

1.6
(27.9)
(0.1)
(29.9)

(2.3)
(0.7)
(5.4)

Finance costs
Recurring finance costs

(0.3)

(0.4)

Shareholder Loans
Interest costs
Facility Fees
One off costs

(1.3)
(0.1)
(2.4)
(3.8)

(1.1)

Total finance costs

(4.1)

(1.7)

(0.1)
(1.2)

• Project EROS costs of £3.5m reflect associated
expenditure with the IPO process that took place in July
2021.
• A gain on early termination of leases for £1.6m relates to
the right-of-use assets recognised for retail stores, as a
result of reduced future rental payments for the Group.
• An impairment of £27.9m has arisen upon management’s
assessment of impairment in relation to goodwill and
intangible assets.
• The finance costs include £2.4m of one-off costs
associated with the write off of the prepaid facility fees
with respect to the Shareholder Loan notes and the HSBC
term loan taken out by the company to buy the business
in December 2020. Interest of £1.4m was paid on these
facilities to the listing date, when these facilities were
repaid.
• The ongoing finance costs are in respect of the HSBC
Revolving Credit Facility
• IFRS 16 right of use assets interest cost was £0.2m
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Group financial summary – balance sheet

£m
ASSETS
Total non-current assets
Inventories
Trade and other receivables
Cash and cash equivalents
Total current assets

FY22
27.3
14.7
1.7
2.8
19.2

FY21
58.7
7.5
1.2
3.2
11.9

• Current asset increase is driven by the increase in inventories
• Current assets includes cash and cash equivalents of £2.8m
• Current liabilities includes loans and other borrowings of
£3.0m
• Increased trade payables reflect the higher inventory position

Total assets

46.5

70.6

LIABILITIES AND EQUITIES
Trade and other payables
Lease liabilities
Loans and borrowings
Total current liabilities
Total non-current liabilities

(12.6)
(1.1)
(3.0)
(16.7)
(9.4)

(7.2)
(0.9)
(2.6)
(10.8)
(65.2)

Total liabilities

(26.1)

(75.9)

20.3

(5.3)

Net assets / (liabilities)

• Net debt is therefore £0.2m
• Prior year non current liabilities included investor loan notes
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Cash generation
Summary cash flow statement
£m

FY22

FY21
2.6
(1.9)

6.2
0.1

Operating cash flow
OCF Conversion

0.7
26.9%

6.3
101.7%

Capex
Free cash flow
FCF Conversion

(0.8)
(0.1)
-5.7%

(0.5)
5.8
94.3%

EBITDA (pre IFRS 16)
Working capital movements

Operating and free cash % to EBITDA (pre IFRS 16)

101.7%

26.9%
16.3%

Change
(3.7)

• Cash flow has been affected by the supply chain issues as
follows:• inbound delays have increased the time between
goods leaving the factories and being available to
sell
• stock increased by £7.2m to £14.7m in FY22
compared to £7.5m FY21
• the increase in stock has been partially offset by an
increase in trade creditors
• Trade debtors increased by £0.2m due to the launch of
the Zalando partnership programme

94.3%

-5.7%
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Strengthening the Finance Function
•

Good progress is being made on upgrading the finance function to improve control and capability:-

•

Simplifying processes and automating where possible – ensuring minimal errors and increasing
efficiency, enabling team to focus on value-add activities

•

Upskilling the team to operate by exception supported by two key hires; Director level roles to take
ownership of Control and Commercial Finance areas

•

Enhancing the finance system – reconfigured to fully utilise functionality and remove key tasks from
the Excel environment

•

Further developing business insight and intelligence through implementation of an end-to-end Data
Warehouse solution

•

Working collaboratively with the business in order to embed financial rigour in decision making
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With Mums for the Journey

Chelsey Oliver, Creative & Brand Director
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Four Pillar Design Ethos
A pure play maternity and nursing brand combining beautiful design, expert fit and innovative functionality at an attainable price point
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More than Just Fashion; A Collection for Motherhood
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Seriously Clever Designs, Expertly Developed In-house
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With Mums for the Journey

Designed with key pregnancy milestones in
mind, our collection is differentiated by its
breadth and depth of choice. We pride
ourselves on developing functional, stylish,
premium quality products across a variety of
price points within each category resulting in
high engagement with Mums across many
affluence levels.
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Strategy & Outlook
David Williams, CEO
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Strategy
North America

Own Digital
Platform

Europe

• Investment in diversified
and more personalised
digital marketing to drive
US penetration

• Grow sales across existing
footprint of 6 markets
• DE, FR, ES, IT, CH, NL

• Supplement with brand
marketing through highly
targeted partnerships

• Supplement with new
rollouts to key markets
• Nordics, SE/DK by end
of FY23

• Drive conversion through
tailored content and
promotional strategy for
East and West Coast US
and Canada

• Diversify digital marketing
channels and supplement
with brand marketing
through highly targeted
partnerships

UK

RoW

• Continue to expand share
in UK, strengthening
existing leadership
position

• Tailored content
implementation for
Australia site, driving
conversion

• Diversify digital marketing
and supplement with
brand marketing through
highly targeted
partnerships

• Counter seasonal buy
• Invest in digital marketing
to grow brand awareness
in other key RoW
territories that can be
serviced from existing
sites

Digital
Partnerships

Driving greater customer reach via expansion with new and existing digital distribution platform partners and select other
digital specialists and multi-channel retailers.

Retail

Drive brand awareness, target break even, invest/dispose as required on a market by market, store by store basis
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Current Trading & Outlook
Stock Position
• Year ended with much heavier stock position than planned due to Q4 slowdown and supply chain risk mitigation
• Action taken to reduce future intakes, taking advantage of our high continuity mix and lasting seasonal appeal
• Not expecting to need to raise any extra cash or extend facilities
Growth
Q1/FY22 started well below management expectations, improved through quarter to end with broadly flat run rate
Having to spend circa. 33% more on marketing to stand still : CPMs +30% YoY, Blended CAC at £25.4 +60% YoY
Driver is platform cost inflation – likely driven by macro environment and broader consumer sentiment
Mitigating by diversifying channels and reallocating investment to brand marketing & partnerships. Will invest where we can
drive profitable growth but not increase overall marketing investment before improvements in CAC observed.
• Our own customer KPIs are resilient in the mix: only marginally below LY, net basket size is increasing
•
•
•
•

Channels
• Zalando sales growth has been above expectations, however the profitability has been disappointing, and we are currently
reviewing options by market
• Next performing well, continue to look at other digital partnership opportunities
• Trading in our retail stores remains challenging
Updated Guidance for FY23
• 0-15% product revenue growth
• Expect to remain profitable with margin improving throughout the range
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Q&A
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