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Disclaimer

Acknowledgement: You must read the following before continuing. This notice applies to the following business update presentation  (the “Presentation”), and you are therefore advised to read this carefully before reading, 

accessing or making any other use of the information in the Presentation. In accessing the Presentation, you will be deemed to have read and accepted this notice.

No representation and no liability: This Presentation has been prepared by Maryland Holdco Limited (Jersey) (the “Company”). This Presentation does not constitute research and does not purport to be comprehensive or to contain 

all the information that any recipient may need in its assessment of the Matalan group. While this information has been prepared in good faith, the Company makes no representation or warranty, express or implied, that this 

Presentation or the information contained herein or the assumptions on which they are based are accurate, complete or up to date and they should not be relied upon as such. The information contained in this Presentation has not 

been the subject of an audit or similar investigation or review. This Presentation and the information contained herein is subject to change without notice, it may be incomplete or condensed and it may not contain all material 

information concerning the Company, its affiliates and/or connected parties. The Company does not accept and will not accept any responsibility or liability for any direct, indirect or consequential loss or damage suffered by any 

person as a result of relying on all or any part of this Presentation and any liability is expressly disclaimed, whether arising from its negligence or otherwise, and by accepting delivery of this document and/or information contained 

herein, recipients of the Presentation irrevocably and unconditionally waive any such claim they may have against the Company (or any of its affiliates or connected parties). This Presentation contains only summary information and 

does not purport to and is not intended to contain all of the information that may be required to evaluate the company. It is not intended to be (and should not be used as) the sole basis of any credit analysis or other evaluation, 

and it should not be considered as a recommendation by any person for you to participate in any potential transaction. We do not undertake, or expect, to update, correct or otherwise revise this document at any time, whether as 

a result of new information, future events or otherwise. 

No offer: This Presentation is not intended to create any contract, representation, warranty, undertaking, express or implied or other legal relations and is not an invitation or offer or commitment with respect to any loans, securities or 

other financing. This Presentation is not intended to and shall not create any binding obligations on the Company or any of its affiliates, direct or indirect shareholders or related parties. 

No advice: The Company does not provide legal, accounting or tax advice and you are strongly advised to consult your own independent advisers on any legal, tax or accounting issues relating to these materials.

Financial Information: This Presentation includes consolidated financial information for the second fiscal quarter of the Company’s Financial Year ending 24 February 2024.  This consolidated financial information is based on 

preliminary results and estimates and is not intended to be a comprehensive statement of the Company’s financial or operational results for the second fiscal quarter of the Financial Year ending 24 February 2024.  Such information 

has not been audited or reviewed by the Company’s independent auditors. The preliminary results are based on the Company’s preliminary review of its results of operations for the second fiscal quarter of the Financial Year ending 

24 February 2024 and are inherently subject to subsequent modification. As a result, the Company’s actual results for the second fiscal quarter of the Financial Year ending 24 February 2024 could vary from these estimates and these 

differences could be material.  In addition, the consolidated financial information contained in this Presentation includes certain financial measures that are not recognized by IFRS or any other generally accepted accounting 

principles ("Non-IFRS Measures"). Non-IFRS Measures should not be considered as substitutes to performance measures derived in accordance with IFRS or any other generally accepted accounting principles, may not be 

comparable to other similarly titled measures of other companies and have limitations as analytical tools.

Forward-Looking Statements: The Presentation contains “forward-looking” information. The forward-looking information is based upon certain assumptions about future events or conditions and is intended to illustrate hypothetical 

actions or results under those conditions. Actual events or conditions are unlikely to be consistent with, and may materially differ from, those assumed. Any views or opinions expressed in the Presentation (including statements or 

forecasts) constitute the judgement of the Company as of the date of this material and are subject to change without notice. The Company does not undertake to update the Presentation and you are cautioned not to place 

undue reliance on any forward-looking information. Recipients of the Presentation should not rely on any representations or undertakings inconsistent with the above paragraphs.

This document and/or the information contained herein may contain estimates and other statistical data made by independent parties and by the Company relating to market size and growth and other data about the Company’s 

industry. This data involves a number of assumptions and limitations, and you are cautioned not to give undue weight to such estimates. In addition, projections, assumptions and estimates of the Company’s future performance and 

the future performance of the markets in which it operates are necessarily subject to a high degree of uncertainty and risk. 
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Introduction from the Chair 



Executive Summary
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Strong Q2 performance against a backdrop of ongoing market challenges

Leadership team continue to drive business transformation

Performance

• Strong store sales performance of +8% supported stable overall Q2 sales growth of +1%

• Online performance has remained challenging with a decline in Q2 revenue of (35%) due to product offer weakness from option and value reduction, 

website development post launch and tough market conditions with strong competition and a shift to physical store shopping

• Significant increase in gross margin of +500 bps driven by improvements in underlying product margins and shipping costs offset in part by FX positions

• Transformation programs delivering great progress, such as Value Creation Program securing product cost price improvements, Visual Merchandising 

pilots being rolled out and cost re-tendering activities realising in year savings

• EBITDA (IAS17) increased by +£12m against last year to £25m, predominantly driven by gross margin improvement 

• Strong liquidity management ahead of H2 working capital build resulted in unrestricted cash at Q2 closing of £130.4m

Outlook

• Tough market conditions with high level of market volatility,  Autumn heatwave and continued disposable income pressures as we entered H2 

• Market promotional intensity is increasing and online customer demand remaining weak as we look to recover online performance

• In response we are keeping our trade and promotional plans flexible, investing in value across 500 lines and focusing on online recovery action plans 

• We are looking to mitigate these challenges by focusing on cost and stock control

• Autumn/winter buy much tighter managed than last year, entering H2 with 16% less new season stock 

• Value Creation Program phase 1 covers AW23 actions to identify product cost reductions and more flexible and profitable promotions  



Q2 Results

(All prior year comparatives are Q2 Missouri TopCo Ltd)



• Strong store sales in June with July & August tougher and hindered by softening weather 

• Significant margin improvement from better underlying product margins and well managed stock liquidation

• FX rates weaker than last year but partially offset by lower freight costs, and improvements in levels of stockloss

• Reduced property costs and targeted investments in marketing and business transformation projects

• Strong liquidity reflective of working capital discipline and tighter bought stock position
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Strong Q2 performance with significant EBITDA and cash delivery

Sales growth and better margins more than offset FX headwinds and targeted investments

£m 13 weeks ended 26 August 2023 13 weeks ended 27 August 2022 vs. Prior Year

Revenue 288.6 286.4 2.2

EBITDA post adoption of IFRS16 47.9 36.7 11.2

EBITDA post adoption of IFRS16 % 16.6% 12.8% 3.8%

EBITDA restated under IAS 17 25.1 13.1 12.0

EBITDA restated under IAS 17 % 8.7% 4.6% 4.1%

Unrestricted closing cash 130.4 101.6 28.8



• Total sales of £288.6m for the quarter were 0.8% ahead of last year

• Growth in absolute full price sales value of +7.4% 

• Several strong categories including a record season for school wear

• Online conversion levels remained weak ahead of interventions starting to impact   

• Some timing of international sales between Q2/H2, due to shipment timing 

• Strong store trading in June as summer weather emerged, igniting the market

• Tougher market in July as good weather receded

• Sale events re-timed to extend full price selling window and improve margins

• Strong early autumn sales in August due to ongoing poor weather 
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Sales growth fuelled by strong store performance, mitigating weakness online

Mix of sales at full price increased to 74%, +5pp ahead of last year as trading calendar flexed to mirror market conditions

Q2 sales by channel

Q2 UK LFL sales by month
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• Product: Average selling price and range mix changes more than offset product cost price inflation adding 760bps to margins

• Freight: Reduced inbound freight costs added 230bps to margin in Q2 

• FX: Q2 margin erosion of (490)bps from FX. Differential vs last year lessens in H2 

• Markdown: Well managed in dealing with carryover of Q1 stocks, albeit diluted margins by (160)bps

• Other:  Reduced online fulfilment volumes, improved stock loss and stock valuation movements added a further 160bps

         Changes in operational process in stores positively benefited stock loss, albeit this continues to be a challenging area  
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Significant improvements in underlying product margins and shipping costs

Product margin improvement mitigated ongoing FX dilution and investment in seasonal stock clearance  
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Selling Costs

• Lower sales volumes were reflected in retail staffing levels, 

offsetting wage rate inflation and lowering staffing costs by 

£0.2m

• Lower property rateable values and favourable rent reviews 

reduced property costs by £1.3m

• £(0.6)m increase in IT costs driven by post online platform 

cutover early life costs

• £(1.4)m additional marketing investment to support trading

Distribution Costs

• Lower volumes, improved productivity and reduced 3rd party 

reliance reduced costs by £1.6m

• Cost increase driven by timing of £(3.4)m stock valuation 

adjustment due to lower stock levels at the quarter end 

(reversing some of Q1 benefit)

Admin Costs

• Admin expenses include pay rate inflation, investment in 

transformation projects and build out of senior team, 

contributing £(1.3)m of the increase
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Costs well contained despite inflationary pressure and additional investments

Reduced property costs and targeted investments in marketing activity and business transformation projects

Note – operating costs shown exclude depreciation, amortisation and exceptional items

13 Weeks 

ended 26 

August 2023

13 Weeks 

ended 27 

August 2022

vs Prior Year

£m £m £m

Revenue 288.6 286.4 2.2

Cost of Goods Sold (155.5) (168.8) 13.3

Gross Margin 133.1 117.6 15.5

% of sales 46.1% 41.1% 5.0%

Selling costs (IAS 17) (80.3) (79.8) (0.5)

% of sales -27.8% -27.9% 0.1%

Distribution costs (IAS 17) (14.1) (12.6) (1.5)

% of sales -4.9% -4.4% -0.5%

Admin costs (IAS 17) (13.6) (12.1) (1.5)

% of sales -4.7% -4.2% -0.5%

Total Operating Costs (IAS 17) (108.0) (104.5) (3.5)

% of sales -37.4% -36.5% -0.9%

EBITDA (IAS 17) 25.1 13.1 12.0

% of sales 8.7% 4.6% 4.1%

IFRS16 Lease Adjustment 22.8 23.6 (0.8)

EBITDA (IFRS 16) 47.9 36.7 11.2

% of sales 16.6% 12.8% 3.8%
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£130m of liquidity driven by disciplined working capital management 

Liquidity further bolstered by £25m debt issuance in June

Working Capital

• July Summer Sale entry volumes well managed with good sell through

• Autumn/Winter stock profile bought tighter and less front loaded, 

entering H2 with 16% less new season stock than last year

• Some outgoing high summer sale volume dealt with in September

Capex

• Q2 Capex focused around supply chain and online

• Full year Capex forecast remains c£40m

• Medium term investment programme will align with refreshed strategy, 

to be briefed early in 2024

Liquidity

• Strong overall liquidity position

• Liquidity further bolstered by additional £25m debt issuance in June

• Liquidity comfortable to manage next working capital peak in late 

October/ early November

13 Weeks 

ended 26 

August 2023

13 Weeks 

ended 27 

August 2022

vs Prior Year

£m £m £m

EBITDA (IFRS 16) 47.9 36.7 11.2

Working capital movements 24.9 3.2 21.7

Interest (11.0) (27.0) 16.0

Non-cash (0.5) 0.0 (0.5)

Net cash from operations 61.3 12.9 48.4

Purchase of PPE (6.2) (8.3) 2.1

Purchase of Intangibles (5.1) (3.1) (2.0)

Other 0.1 0.0 0.1

Net cash from investments (11.2) (11.4) 0.2

Exceptional finance costs (0.4) 0.0 (0.4)

Repayment of lease liabilit ies (15.0) (19.1) 4.1

Loans issued/repaid 25.0 (44.4) 69.4

Net cash from financing activity 9.6 (63.5) 73.1

Net Cashflow in period 59.7 (62.0) 121.7

Net cash at beginning of period 76.9 103.9 (27.0)

Net Cash at end of period 136.6 41.9 94.7

Restricted Cash 6.2 0.3 5.9

Unrestricted Cash 130.4 101.6 28.8

Note: Prior year cashflow reported net of £60.0m term loan



Key takeaways, 

outlook & priorities
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Key takeaways, outlook and priorities

Strong Q2 performance with progress made on business transformation initiatives and focus on the months ahead

Key takeaways from Q2

• Strong store sales but weakness in online and international channels being actively targeted for improvement

• Strong margin performance with challenges into H2 from weather, consumer spend resistance and challenging competitor responses

• Management continues to drive business transformation with good progress whilst developing flexible trading options to respond to market conditions

Outlook 

• Q3 has seen a slow start as Autumn heatwave impacted market demand but new stocks are under tighter control entering H2 16% lower YoY 

• Online diagnostic completed in Q2 with recovery action plans now established and key actions on website and product range improvements landing 

throughout H2 ahead of a material step forward in performance for FY25

• Transformation initiatives are in flight with some in year benefits flowing from Value Creation Program phase 1, goods-not-for-resale re-tendering 

activities are well progressed and Ladieswear visual merchandising trials are being rolled out

Priorities and focus

• Establishing improved prices and stronger product range assortments for SS24 and AW24 alongside trialling new marketing and loyalty plans 

• Value Creation phase 2 underway covering product cost improvements and improved ranging and promotions for periods SS24 and beyond

• Continued improvements to layout, merchandising and value communication in store with trials planned on Home in Q4

• Plan to present FY25 plan in January and broader strategy update early 2024



Q&A



Thank you for joining
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