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We are Sanderson Design Group PLC, an 

international luxury interior furnishings company 
that designs, manufactures, and markets 
wallpapers and fabrics together with strong 

licensing partnerships that produce a wide range 
of ancillary interior products. Design is at the 

heart of everything we do.

Our Vision
To lead the interiors industry in transforming the way we 

design, manufacture and distribute, enriching people’s lives, 

helping them to live beautiful.

Our Purpose & Values
As custodians of 165 years of design experience, our purpose 
is to Bring the Beautiful into People’s Homes and Lives. We 

do this by being:
 

Intrepid: We’re brave, we’re bold, we take  the lead and 

inspire others around us.

Imaginative: We take a creative and innovative approach to 
everything we do.

Respectful: We consider customers, colleagues,
the planet, and the people who live on it.

Service Product Overview

The Group is home to a collective of six quintessentially 

British luxury interior brands targeted at consumers: 

Sanderson, Morris & Co., Zoffany, Harlequin, Clarke & 

Clarke and Scion as well as two manufacturing brands 

that produce fabric and wallpaper for the industry.

We operate in the upper sector of the market, producing 

high value products. Our UK domestic market is strongly 

penetrated, and our USA subsidiary is a key strategic pillar 

for the business.

Locations

We employ 550 people globally across our brands and 

manufacturing businesses, who are based in the UK and 

provide products globally.

Journey to Sustainability
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• Revenue of £100.4m (FY24: £108.6m), adjusted underlying PBT at £4.4m (FY24: 

£12.2m)

• Another strong year for licensing, with sales up 1% at £11.0m (FY24: £10.9m)

• Launched Morris & Co. online showcasing the full product portfolio, selling direct in 

US and UK

• Relocated head office to Voysey House, the historic home of Sanderson in 

Chiswick, London

• Archive of 75,000 documents valued at £10m

• Net cash £5.8m (FY24: £16.3m) - outgoings included a one-off pension contribution 
of £2.3m

• Proposed final dividend of 1p per share to give a total dividend for the year of 1.50p
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REVENUE 

 £M

ADJUSTED 

UNDERLYING 

PBT %

ADJUSTED 

UNDERLYING 

PBT  £M

ADJUSTED    

EPS

FY25

FY24

4.4

12.2108.6

100.4 4.4%

11.2% 13.74p

3.92p
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REPORTED 

EBITDA 

£M

7.4

15.3
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CAPITAL 

EXPENDITURE 

£M

FREE CASH 

FLOW 

£M

INVENTORY 

£M

NET CASH 

POSITION 

£M

FY25

FY24

(4.1)

(3.3)

27.2

26.7 3.6

(5.6) 5.8

16.3
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PBT  

£M

(13.9)

10.4
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• Brand product Challenging conditions in all markets, 

especially UK

• Licensing Continued strong performance including 

£7.3m accelerated income 

• Manufacturing – external  Lower demand for repeat 

orders from UK customers

FY25 FY24 % CHANGE

£M £M v FY24

Brand product 71.3 78.8 (9%)

Licensing 11.0 10.9 1%

Manufacturing – external 18.1 18.9 (5%)

Group 100.4 108.6 (8%)
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• UK Challenging market conditions, especially for 

independent high street retailers

• North America Contract sector down £0.8m v 

strong FY24. Core US business up 9%

• Northern Europe Scandinavia strong. Offset by 

Ireland, Netherlands and France

• Rest of the World Japan refocusing towards 

licensing agreements

FY25 FY24 % CHANGE v FY24

£M £M REPORTED CER

UK 32.8 37.9 (14%) (14%)

North America 21.0 21.4 (2%) 1%

Northern Europe 9.1 9.9 (7%) (4%)

Rest of the World 8.4 9.6 (12%) (11%)

Brand product 71.3 78.8 (9%) (8%)
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• Clarke & Clarke Heavily exposed to soft UK market

• Morris & Co. Northern Europe +7%. UK –13%         
Biggest market USA flat

• Sanderson North America +24%

• Harlequin Henry Holland collaboration boosted H2  

• Zoffany Prior year strong due to one-off contract

• Scion Recent expansion into the US market via Kravet Inc.

FY25 FY24 % CHANGE v FY24

£M £M REPORTED CER

Clarke & Clarke 19.7 22.4 (12%) (11%)

Morris & Co. 18.0 19.1 (6%) (5%)

Sanderson 13.5 13.6 (1%) 1%

Harlequin 12.2 14.0 (13%) (11%)

Zoffany 6.7 8.2 (18%) (16%)

Scion 1.1 1.3 (16%) (15%)

Other 0.1 0.2 (72%) (62%)

Brand product 71.3 78.8 (9%) (8%)
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• Standfast Impacted by weaker performance in fabric for 
both brands and third parties

• Revenue external Lower repeat orders and lower 
volumes per design on new launches

• Digital 54% boosted by investments in additional capacity 
at both sites

• Restructuring Completed post year end.  Annualised cost 

saving of £1.5m at an exceptional cost of £0.7m

FY25 FY24 % CHANGE

£M £M v FY24

Anstey 14.8 15.9 (7%)

Standfast 16.9 19.1 (12%)

Total Manufacturing 31.7 35.0 (10%)

Revenue – external 18.1 18.9 (5%)

Revenue – internal 13.6 16.1 (15%)

Total Manufacturing 31.7 35.0 (10%)

FY25 FY24 % CHANGE

% % FY24

Digital 53.5% 50.2% 7%

Conventional 46.5% 49.8% (7%)
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• Renewals Include Blinds2Go, Brink & Campman and Japanese licensees Nishikawa and Kawashima

• Brand Extensions Include Ruggable with Sanderson and Sangetsu with Harlequin

• New agreements Include Morris & Co. with Mine in China

UNDERLYING 

PERFORMANCE - 
£M

PRIOR YEAR 

ACCELERATED 
INCOME - £M

CURRENT YEAR 

ACCELERATED 
INCOME - £M

IFRS - £M

Category Specialist (core) 3.5 (1.9) 7.1 8.7

Retail Groups (core) 3.0 (0.9) 0.2 2.3

Collaboration 0.1 (0.1) - -

FY25 6.6 (2.9) 7.3 11.0

Category Specialist (core) 3.2 (1.3) 1.5 3.4

Retail Groups (core) 3.0 (0.5) 4.7 7.2

Collaboration 0.1 (0.1) 0.3 0.3

FY24 6.3 (1.9) 6.5 10.9
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• UK and Scion Habitat/Tu launched to consumer 

following FY24 agreement

• North America and Morris & Co. Ruggable and 

Williams Sonoma

• Asia Renewals in FY25 to reenergize future 
performance

• Sanderson and Harlequin impact of weak UK 
market

FY25 FY24 % CHANGE

£M £M v FY24

Morris & Co. 4.5 4.2 7%

Scion 0.8 0.7 14%

Sanderson 0.6 0.7 (14%)

Harlequin 0.3 0.4 (25%)

Clarke & Clarke 0.2 - -

Other 0.2 0.3 (33%)

Underlying 6.6 6.3 5%

FY25 FY24 % CHANGE

£M £M v FY24

UK 2.8 2.6 8%

North America 2.2 1.9 16%

Asia 1.3 1.5 (13%)

Northern Europe 0.3 0.3 -

Underlying 6.6 6.3 5%
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Licensing income 

• Generates 100% gross margin

Product gross margin

• Brands up 180 bps: lower clearance, higher North 

America mix, switch to licensing of homewares

• Manufacturing down by 300 bps: reduced 

volumes, high fixed cost base

• Manufacturing restructuring: annual saving of 

£1.5m

FY25 FY24 % CHANGE

£M £M v FY24

Product Revenue 89.4 97.7 (9%)

Licensing Revenue 11.0 10.9 1%

Total Revenue 100.4 108.6 (8%)

Product Gross Profit 57.4 62.8 (9%)

Licensing Gross Profit 11.0 10.9 1%

Total Gross Profit 68.4 73.7 (7%)

Product Gross Margin % 64.2% 64.3% (10bps)

Licensing Gross Margin % 100.0% 100.0% n/a

Total Gross Margin % 68.2% 67.9% 30bps
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• Distribution and Administration expenses 

Real living wage up 10%. Restructuring 

programs partially offset

• Other operating income Lower sales of pattern 

books 

• Impairment of intangible assets Non-cash 

write-down of Clarke & Clarke goodwill

• Other non-underlying Includes £1.0m (FY2024 

£0.6m) of restructuring costs for UK Sales and 

Sales Support teams and both factories

FY25 FY24 % CHANGE

£M £M v FY24

Revenue 100.4 108.6 (11%)

Cost of Sales (31.9) (35.0) 14%

Gross Profit 68.4 73.7 (10%)

Distribution and selling expenses (25.7) (25.3) (2%)

Administration expenses (1) (42.9) (41.7) (3%)

Other operating income 4.0 4.9 (19%)

Finance income/(costs) - net 0.5 0.6 (24%)

Adjusted underlying profit before tax 4.4 12.2 (64%)

Impairment of intangible assets (16.3) - -

Other non-underlying and adjusting items (2.0) (1.8) (11%)

(Loss) / profit before tax (13.9) 10.4 n/a
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Net funds 

• £5.8m 

• £10.0m undrawn committed RCF

Licensing 

• Impact of IFRS15
• Minimum guaranteed licensing receivables 

increased to £14.3m

Pension 

• Ongoing contribution of £2.1m to our two Defined 
Benefit Schemes

• One off contribution of £2.3m to buy in smaller 
Abaris scheme

Capital expenditure 

• Digital pigment fabric printer
• New head office fit out

• Ongoing capex approximately £2.0m per annum
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ST RATEG IC P ROG RES S

North America 
• Growth market where brands are under-indexed
• Interior Designer relationships are being built and volumes growing

• SVP Sales hired November 2024, early FY26 sales encouraging
• Tariff communications sent with no significant impact expected

• Highgrove by Sanderson and Huntington Morris & Co. major launches FY26

Cash

• Cost reduction – annualised £1.5m saving from headcount from March 2025  
• Inventory lean – significant reduction planned in FY26, started in Q1

• Capex – maintenance plus essential IT investment to unlock digital platforms

Digital 

• Factories – simplify, focus on reduced lead-times, lower MOQs, less inventory
• Brands – enable omnichannel sales by Q3 on Trade Hub and brand sites

• Go to Market – synchronised launches with digital assets, reduced patterning 

Accelerated transformation in Manufacturing, Omnichannel and Go To Market
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TO LEVERAGE DESIGN AND MAKE SKILLS FOR GROUP VERTICAL BENEFIT

• CONTINUE design-led approach, unique positioning as only vertical interiors group, innovating and investing in digital

• START delivering group value, challenging cost/margin equation, reducing inventory, procuring smarter, lower MOQs

• STOP conventional processes except value-add only, siloed culture, prep processes 

ACTIONS TAKEN:
o Group Operations Director taken action to protect profits
o Headcount reduced by 15% delivering annualised savings of £1.5m, of which £1.2m in FY26

o All print process costings reviewed, and value challenged
o Started to migrate some conventional designs to digital to simplify the range of processes while preserving expertise 

and value-adding techniques

P A G E  2 0
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OM N ICH A NN EL  BY B RA ND
S
U
ST
A
IN

D
R
IV
E

A
C
C
E
L
E
R
A
T
E Global Launch of Highgrove by Sanderson

360 USA media plan and Kips Bay sponsorship
Omnichannel new Sanderson website Q4 FY26

Global Launch of Morris & Co. x Huntington – The Unfinished Works

360 USA media plan and Cabana partnership
Global Morris & Co. D2C site UK & US FY25/6

Omnichannel new Harlequin website Q3 FY26

Re-callibrated product with sales traction evident  in US Q1 FY26

US Kravet distribution growing

Focus on contracts sector and trade
Trade Hub

Relaunched Scion globally, new in Kravet USA

Scionliving.com
Licensing partnerships eg Habitat amplify brand

First collaboration with celebrated US Designer FY27

Bespoke services build interior designer relationships

S A N D E R S O N
The home of botanicals and florals

M O R R I S  &  C O .
Master of arts and crafts

H A R L E Q U I N
The authority in colour

C L A R K E  &  C L A R K E
Residential luxe and hospitality

S C I O N
The joy of decorating

Z O F F A N Y
The interior designers’ obsession

T R A D E  H U B H 2  F Y 2 5  A L L  B R A N D S  A N D  A R C H I V E  A S S E T S  T O  F O L L O W
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R E T A I L  V A L U E  O F  B R A N D S
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Total Brand Equity –  Maintained retail value through 

strong partnerships 

Retail value of brands in the network remains strong at circa 
£305m in FY25 (FY24: £308m)

FY25 value:
• Wallpaper, fabric and paint in trade £71.3m

• Licensing income £6.6m (underlying performance)
• Key partners drive market presence: Next, Tu, Habitat

Future Growth:

• Expanding reach internationally, focused on Sanderson and 
Morris & Co. with key retail partners like Ruggable, 

Williams Sonoma and John Lewis Partnership

-

20.0

40.0

60.0

80.0

100.0

120.0

140.0

160.0

Morris & Co. Clarke & Clarke Sanderson Harlequin Scion Zoffany

Licensing FY25 Product FY25 Licensing FY24 Product FY24
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• Maximise market penetration 

by launching products 

simultaneously to bring forward 

US sales by 6 months

• Seamlessly activate global 

marketing campaigns into all 

regions and channels including 

owned and third-party 

showrooms

• Optimise launch momentum 

across all platforms, reinforcing 

global presence of Sanderson 

Design Group 

• Tailored visual merchandising 

programme for US showrooms 

based on revenue, ensuring 

market-specific product displays 

with centralised management

• Leverage 43 US third-party 

showrooms to create a 

seamless customer experience, 

building brand loyalty and 

maximising their established 

customer base

E L E VAT E D  
S H O W R O O M  D I S P L AY

S U P P O R T I N G  
C O M M E R C I A L  T A R G E T  

 

A L I G N E D  L A U N C H  
T I M E L I N E

S U P P O R T I N G  U S  G R O W T H

U S  F I R S T

E N H A N C E D  T R A D E  
T O O L K I T

D R I V E  P O S I T I V E  G R O W T H  
I N  A L L  M A R K E T S  

• Offer a premium and 

personalised digital trade 

customer experience

• Pivot to US First asset creation 

with a focus on road lengths, and 

digital design books 

• Gain valuable consumer data 

through digital platforms for 

deeper insights

P AT T E R N I N G  &  
S A M P L I N G  

A I M  T O  S A V E  O V E R  £ 1 M  

O F  C O S T  D U R I N G  F Y 2 6

• Introduce new trade loyalty 

scheme in UK  and implement 

aligned launch dates

• Remove ‘cutting to approve’ CFAs

• Standardised sample sizes and 

unified point-of-sale

G L O B A L  I M P A C T

P A G E  2 3
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P R E M I U M  +  P E R S O N A L I S E D  T R A D E  C U S T O M E R  E X P E R I E N C E

A premium and 

personalised digital trade 

customer experience, 

transforming our trade 

engagement. 

I N - S T O R E  
D I S P L AY

Trade customers to have all 

assets and POS 4 weeks 

before launch to ensure 

smooth market penetration. 

Elevated point of sale 

roll out.

N E W  T R A D E  
H U B

A laser focus on customer 

needs. Pre-recorded designer 

videos, improved digital design 

books, wallpaper catalogues 

and visualisations of all skus.

A S S E T  
C R E AT I O N
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R E S P O N S I V E  L A U N C H  S T R A T E G Y
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Indicative not a forecast
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SKU Reduction and RPO Growth

RPO SKU

• SKU reduction FY20-24 from 20,000 to below 9,000

• Return Per Option grown from £3k to £8k with goal 
£10k  

• Utilising omnichannel data to fill assortment gaps e.g. 
outdoor, smaller scale designs

• FY25-FY29 introduce new designs on a disciplined 
product need basis

• Individual launch strategy for each brand

• Launch designs, special edits, categories (no longer 
default to collections)
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H I G H G R O V E  B Y  S A N D E R S O N

Veranda Print and online, 15th April
8 page editorial
REACH: 300k (Print), 375M (Digital)
AVE: $685K (Print), $3.2M (Digital)

House & Garden, May issue 
REACH: 112K AVE: £5K

House & Garden, May issue 
REACH: 112K AVE: £5K
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H I G H G R O V E  B Y  S A N D E R S O N

L A U N C H I N G  1 S T  M AY  2 0 2 5

Financial Times Online, 1st April
REACH: 15.7M
AVE: £6K

Financial Times (House & Home), 
5th April
REACH: 58.6K
AVE: £64.3K

P A G E  2 9



COMMERCIAL



C OMM ERC IAL  KEY  OP P ORTU NIT IES
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INTERNATIONAL GROWTH 

• Targeting growth in key international markets with USA biggest prize, top priority 

• Expanding global reach with targeted appeal and deep partnerships with regional specialists

UK RECOVERY

• UK wholesale supported with new team, new loyalty scheme implemented February 2025

• Omnichannel platforms launching in H2 2025 FY26

CONTRACT 

• Grow the contract / hospitality business in key markets USA, UK and Middle East

• New partnership pilot in place with specialist Panaz, review real estate, furniture makers

ARCHIVE

• Fully digitised 75,000 documents valued at £10.0m

• Cataloguing and developing strategy to unlock value FY27 onwards
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I N T E R I O R  D E S I G N E R S
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• Strong relationships with key interior designers have been 

built and are critical to growth in US, UK and internationally

• US interior designers are the strongest audience, 
accounting for 57% of SDG total market revenue

• US initiative Design Destination London registration event 
welcomed to Voysey House 300 American top designers

• Despite a decline in the UK market, interior designers 
remain a stable 9% of total UK revenue with opportunity to 

grow:

• High-end UK interior designers are thriving (+22%), 

showing a clear shift toward premium services

• Chelsea Harbour showroom growth +15% in H2 

FY25 and 16% in FY26 to date

• Voysey House creating a new London hub for interior 
designers to re-engage and grow business 
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Priority

• US first – make all decisions based on US needs to expand market share

Product

• US aesthetics - functional such as indoor/outdoor, stain resistant, high durability and wide width. Sychronised 

launches, enhanced training, continuing wallpaper growth (over 50%), Kravet

Presence

• Exhibit at High Point Market in April and October (furniture fair attended by 70,000 designers), regional focus on 

Texas, Florida and Atlanta

People

• SVP driving sales with confident, informed and motivated teams

Press & Marketing

o DLN Design Leadership Network collaborative activities, previews etc.

o DDL Design Destination London key host sponsor, welcoming 300 US designers to London in January

o Showhomes – sponsor 50th Kips Bay with Ben Pentreath Highgrove by Sanderson

o Business of Home attending RHS Chelsea for Highgrove by Sanderson launch

o Huntington launch of Morris Unfinished Works September 2025 in California

o Expand strategic licensing opportunities to enhance brand awareness

P A G E  3 4

U S A :  A C C E L E R A T E  G R O W T H



U K :  M A I N T A I N  M A R K E T  L E A D E R S H I P
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Priority

• Maintain market leadership, responding to structural & cyclical shifts with ongoing economic challenges

Product

• Bespoke for Interior Design practices with Zoffany

• Contract partnerships with specialist providers

• Using data to drive product performance

People

• Newly recalibrated team since August 2024 to support independent retailers in regions  

• Proactive sales team – customer service team converts leads and new enquiries

• Prime Account Managers – dedicated service for merchant groups and key accounts, business partnering 

to drive and scale initiatives

Press & Marketing

• Shop-in-Shop program to give brands presence in key wholesale stockists

• Creative digital assets freely distributed to all and advice on how to use

• Voysey House Design Club as West London creative hub and event space 

• Omnichannel support for trade customers with Digital Trade Hub, creative assets

• Highgrove by Sanderson top designer lunch and Chelsea RHS flower show takeover

• Morris & Co. X Huntington launch event in London with Cabana
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IN TERN ATION A L  SA L ES

Northern Europe 

• Bespoke POS presentations to increase presence

• 50 German clients visit Voysey and Anstey May '25

• Core trade events and designer roadshows

• Sweden LN Farg top 5 customer WW, special edit

• PR agency in Germany, influencer events, press roadshows

Bespoke emails

Translated digital assets

Building key editorial relationships
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R.O.W.

• Brand awareness and grow relationships with Interior Designers

• Middle East focus, present at Downtown Design in KSA Riyadh

• Develop contract and hospitality partnerships 

• Southern Europe focus on France Paris Deco Off

• Spain and Italy move from distributor to agency model

• Japan re-energise import partner with Huntington project and 

Sanderson, new PR



L I C E N S I N G :  K E Y  P I L L A R S  
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• Continue to build US, Japan 

and EU partnerships

• Grow network of introductory 

agents – USA Collab Society, 

Jewel 

• Secure global deals 

• Target and secure 

partnerships with major 

retailers globally 

• Exploit marketing  PR 

opportunities aligned with 

brands, leveraging partner 

networks

T E R R I T O R Y  
F O C U S

E N G A G I N G  
R E TA I L E R S

S A N D E R S O N  
B R A N D  F O C U S

N U R T U R I N G  
PA R T N E R S H I P S

• Promote important 

collaborations, layering legacy, 

sustainability and beauty, to 

reach a new global customer

• Elevate Sanderson through 

communications support to 

secure new global partnerships

• Increase brand awareness and 

further reinforce brand values 

• Maintain 90% renewals, 

building on strong, long-term 

partnerships

• Identify growth opportunities 

with current partners

• Strategically develop new 

categories for each brand by 

market to reflect positioning
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OU R P URP OS E AN D VA LU ES

P E O P L E ’ S  H O M E S  A N D  L I V E S

I N T R E P I D I M A G I N A T I V E R E S P E C T F U L

We’re brave, we’re bold, 

we take the lead and inspire 

others around us

We take a creative and 

innovative approach to 

everything we do

We consider customers, 

colleagues, the planet, 

and the people who live on it
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T O  B R I N G  T H E  B E A U T I F U L  I N T O
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L IVE  B EAU TIFU L
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• Increased engagement through communication to a broader audience 

• An end-to-end approach of the product lifecycle, continually challenging ourselves to minimise the 

impact our supply chain has on the planet, working on scope 3

• Carbon neutral plans for capture of the residual CO2 emissions 

• Biodiversity initiatives underway with RWHA Nature Recovery​

• We are recognised as a leader in sustainability, beyond our sector



F S C  C E R T I F I C A T I O N

At Sanderson Design Group, we believe in creating beautiful designs that stand 

the test of time - while protecting the world around us. That’s why we’re proud to 
announce that we are now FSC  certified. This certification ensures that the 
majority of our wallpapers are printed on responsibly sourced paper, helping to 

protect forests and wildlife for future generations, supporting biodiversity and 
ethical forestry practices. It’s a significant step forward in our Live Beautiful 

sustainability journey and reinforces our commitment to responsible sourcing.

A testament to our Supplier Development Team for leading this initiative, ensuring 

that sustainability remains at the core of our business.

This certification builds on Anstey’s existing FSC certification, further solidifying 
our Group-wide dedication to positive environmental change.
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F U T U R E  T A L E N T  P L A N N I N G  

&

S U C C E S S I O N

I N C L U S I O N  

&

E N G A G E M E N T

T O T A L  R E W A R D

&

R E C O G N I T I O N  

L E A R N I N G

&

C A R E E R  D E V E L O P M E N T

W O R K  
B E A U T I F U L

What:

• Developed workforce & talent plan informing 
future development activity

• Key strategic hires in Finance, Sales-UK & US 
and Operations building internal capability & 

succession pipeline

• Delivered key organisation changes underpinned 
by functional development  

• Invested in leadership and people manager 
development

• Continued investment in early careers

• Enhanced engagement through bi-annual survey 
and refresh of internal communications

• Maintained our commitment to being a Real living 
Wage employer 

• Celebrated 100 years of Standfast & Barracks Building a successful business where talent prospers, creativity flourishes, 
and individuals come to grow. 

O N E  S A N D E R S O N  D E S I G N  G R O U P
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F I N A N C I A L S

OUTLOOK
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OU TLOO K
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• Focus on positioning the Group for future success in response to market 
conditions

• Completed restructuring at UK factories has reduced cost £1.5m annualised

• USA remains key growth opportunity. No material impact expected from tariffs

• USA sales started strongly in FY26, UK and Northern Europe in line with 
expectations

• Strong launches:

• Omnichannel Morris & Co. brand site launched successfully in UK and USA, 
giving confidence in important strategic investment in digital consumer platforms 
to mitigate structural market shifts

• Balance sheet remains robust, with a cash balance of over £5m and an 
undrawn £10.0m bank facility, with good progress in strengthening net cash 
position through planned inventory reduction

• Board is confident in its agility, accelerating strategic initiatives in response to 
ongoing global market challenges and unpredictability. At this early stage of the 
current year, the Board remains confident that performance to be in line with its 
expectations



THANK YOU



P RE- IFRS 16  IN C OM E STATEM EN T 
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(1) Lease depreciation per the ARA includes that on costs that would have been capitalised as PPE pre-IFRS 16 and therefore has not been included in the IFRS 16 

adjustment above. 

Excluding IFRS 16 IFRS 16 Reported

£000 £000 £000

Gross profit 68,442 68,442

Distribution and selling expenses (25,695) (25,695)

Administration expenses (41,913) 2,594 (39,319)

Other operating income 4,010 4,010

EBITDA 4,844 2,594 7,438

Depreciation and amortisation (1) (3,203) (2,336) (5,539)

Impairment of intangible assets (16,250) (16,250)

Finance income/(costs) - net 1,009 (538) 471

(Loss) / profit before tax (13,600) (280) (13,880)



A DJUS TED  P BT  BY S EG M EN T
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(Loss)/profit from operations 
before intercompany 

management charge
Net finance (expense)/income Non-underlying items

Adjusted (loss) / profit before 
tax

£000 £000 £000 £000

Brands (2,000) (536) 301 (2,235)

Licensing 11,033 859 - 11,892

Manufacturing (3,256) (11) 688 (2,579)

Unallocated (20,128) 159 17,261 (2,708)

Total (14,351) 471 18,250 4,370


	Default Section
	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45


