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First half 
performance
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Highlights

+8.8%

+5.6% +120 bps

8.0p£64.4m

£83.6m
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Launched our new 
digital platform
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19.2 %+ 33.2 %
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Launched our new digital platform (continued)
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Extended product 
choice and value
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+41.6 %+3.7 % pts
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+8.8 %

Broadened and deepened 
our customer base

W H A T  W E  H A V E  D O N E  I N  H 1
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+240 bps
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Financial
review
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Financial summary

F I N A N C I A L  R E V I E W

H1 FY20
Post IFRS 16

H1 FY19 Growth
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IFRS 16 ‘Leases’

F I N A N C I A L  R E V I E W
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H1 P&L impact of IFRS 16 £m
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Sales growth
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H1 FY20 Growth £ Growth %

Quarterly LFL growth

Quarterly homewares performance vs market 

Source: Internal analysis based on GFK homewares data - Sales growth % for certain categories 
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Gross margin

F I N A N C I A L  R E V I E W
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50.4%

48.6%

50.3%

51.5%

47.5% 47.3%

48.9%48.9%

48.0%

49.6%
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Operating costs 

F I N A N C I A L  R E V I E W

Operating cost bridge YoY (£m) •
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Illustrative channel contribution 

F I N A N C I A L  R E V I E W
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Returns rate consistent across channels

E.g. variable costs including store labour, paid marketing, logistics , 
customer service centre, warehousing and distribution labour

E.g. occupancy, base store labour including management, brand 
marketing, warehousing, customer service centre

including head office functions, technology costs and financing



Capital investment

F I N A N C I A L  R E V I E W

H1 FY20 H1 FY19 Comments
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Free cash flow
F I N A N C I A L  R E V I E W

H1 FY20 H1 FY19
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F I N A N C I A L  R E V I E W

H1 FY20 H1 FY19 RCF

Covenants:

••

Net cash generation
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FY20 guidance
F I N A N C I A L  R E V I E W
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Strategy and 
outlook
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Customer 1st in a fast changing world
L O O K I N G  F O R W A R D
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What we will do next

L O O K I N G  F O R W A R D

Area of strategic focus Why it matters

Further extend product choice and value Product is at the heart of our differentiated customer proposition

Enhance our customer experience We want to digitise our total retail system, and are now well positioned for 
innovation

Continue to broaden and deepen our customer 
base

The brand is still maturing, able to add more customers, and play a bigger 
role

Build our capabilities We continue to evolve to stay relevant. Entrepreneurial origins are alive and 
well, with a total commitment to doing the right thing for the long term
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Further extend product choice and value

W H A T  W E  W I L L  D O  N E X T

•
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Enhance our digital and physical customer experience
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PRO UD LY SPO N SO RED  BY

Continue to broaden and deepen our customer base

W H A T  W E  W I L L  D O  N E X T
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Build our capabilities

W H A T  W E  W I L L  D O  N E X T
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Summary
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Q&A
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Appendix

• Investment case

• P&L summary

• Balance sheet summary

• Interest, tax and dividends

• Working capital movement

• LFL historic growth
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Investment case 
Strongly positioned to drive long term earnings growth

A P P E N D I X
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P&L Summary

A P P E N D I X

H1 FY20
Pre IFRS 16 Impact of 

IFRS 16

H1 FY20
Post IFRS 16 H1 FY19 Change
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Balance sheet summary 

A P P E N D I X

H1 FY20 H1 FY19
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Interest, tax and dividends

A P P E N D I X

H1 FY20 H1 FY19
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Working capital movement
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H1 FY20 H1 FY19
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A P P E N D I X

LFL historic growth

A P P E N D I X


