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Important: Disclaimer and Notice to Readers

This presentation is being made only to and directed at: (a) persons who have professional experience in matters relating to investments falling within Article 19 
of the Financial Services and Markets Act 2000 (Financial  Promotion) Order 2005 (the “FPO”); or (b) high net worth entities, and other persons to whom it may 
otherwise lawfully be communicated, falling within Article 49 of the FPO (all such persons together being referred to as “relevant persons”); or (c) any other 
person to whom this promotion may lawfully be directed. Any person who is not a relevant person should not act or rely on this presentation or any of its 
contents.

This presentation may contain forward looking statements with respect to certain of the plans and current goals and expectations relating to the future financial 

conditions, business performance and results of Sosandar plc (“Sosandar”). By their nature, all forward-looking statements involve risk and uncertainty because 

they relate to future events and circumstances that are beyond the control of Sosandar, including amongst other things, Sosandar’s future profitability, 

competition in the markets in which Sosandar and its subsidiaries operate and its ability to retain existing customers and win new customers, changes in 

economic conditions generally, terrorist and geopolitical events, legislative and regulatory changes, changes in taxation regimes, exchange rate fluctuations and 

volatility in Sosandar’s share price. As a result, Sosandar’s actual future financial condition, business performance and results may differ materially from the plans, 

goals and expectations expressed or implied in these forward-looking statements. Sosandar undertakes no obligation to publicly update or revise forward-looking 

statements, except as may be required by applicable law and regulation (including the AIM Rules). No statement in this presentation is intended to be a profit 

forecast or be relied upon as a guide to future performance.



• Highlights

• Financial and KPI Review

• Product Expansion

• Third Parties

• Marketing Strategy

• Supply Chain

• Outlook

• Q&A

Agenda



Highlights

4



Our Strategy For Success
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• Broadening the product range

• We know our customer

• Extending our reach with 3rd parties

• Data driven learnings

We are an incredibly agile business, 
enabling us to meet the needs of our 

customer whatever they may be
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H1 FY2022 Highlights 

• Revenue £12.2m up 184% yoy - higher than entirety of  FY21

• Strong growth both on own site and through third parties

• Increased diversity of product mix driving excellent new and 

repeat orders

• Strong performance across all KPI’s 

• Gross Margin increased to 56.5% from 52.3% LY

• Cash £7.4m (June 21 £9.1m) reflecting autumn stock build



Current Trading Highlights
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• Consecutive record months - revenue up 120% yoy

• EBITDA positive in both October and November

• Cash at 31 October £7.6m (£7.4m at 30 September)

• Investment in stock driving record new and repeat orders 
and record sales with 3rd parties

• Rapid sell through of stock, in particular partywear, 
knitwear and outerwear

• On time delivery of stock throughout autumn

• Continuing upward trends on all KPIs



Financial And KPI Review
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• Prior year EBITDA benefited from reduced marketing spend during initial pandemic period

• H1 FY2022 EBITDA loss halved versus H2 FY2021

• Growth across all metrics driving economies of scale and pathway to profitability

P&L Overview

H1 FY2022 H1 FY2021 YoY H2 FY2021

£ m % of Sales £ m % of Sales £ m

Revenue 12.2 4.3 184% 7.9

Gross Profit 6.9 56.5% 2.2 52.3% 207% 3.6

Admin expenses 7.8 63.8% 3.2 74.3% (144%) 5.4

Share based payments 0.1 0.8% 0.1 1.7% (35%) 0.1

EBITDA (1.0) (8.1%) (1.0) (23.7%) 3% (1.9)



Significant Step Up In Gross Margin

• Higher proportion of full price sales

• Larger purchase quantities driving improved prices

• FY2021 impacted by actions taken as consequence of Covid-19
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Balance Sheet Overview

• Cash at September 2021 of £7.4m

• Balance Sheet strengthened in May 2021 following 

fund raise (£5.4m net) to accelerate growth:

➢ Increasing stock from A/W 21

➢ Increasing breadth of range

➢ Increasing the depth of buy on each style

• Inventory build to meet demand from own site and 

3rd parties in A/W 21

• Cash at October 2021 £7.6m providing headroom to 

drive future growth

* Please see the Appendix for the cash flow overview
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Balance Sheet Sep-21 Sep-20 Mar-21

£ m £ m £ m

Intangible assets 0.2 0.3 0.2
Property, plant and 
equipment

0.1 0.1 0.2

Fixed Assets 0.3 0.4 0.4

Inventories 6.0 3.8 2.9
Trade and other receivables 1.1 0.6 0.7
Cash and cash equivalents 7.4 4.5 3.9
Current assets 14.5 8.9 7.5

Trade and other payables (5.3) (2.4) (2.9)
Lease liability 0.0 (0.1) (0.0)
Current liabilities (5.3) (2.5) (2.9)

Net current assets 9.5 6.9 5.0

Non current liabilities 0.0 0.0 0.0

Net assets 9.5 6.9 5.0



Substantial Growth In Both New And Repeat Orders

-
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• Total orders increased by 153% YoY in H1 FY2022 with AOV maintained at £86

• October 2021 set a new record for total orders, repeat orders and new orders
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Ever Increasing Customer Engagement

Active customers defined as number of 
customers who have shopped in the last 
12 months

Order frequency calculated as total 
orders divided by active customers

Repeat Purchase % represents the 
proportion of Active Customers 
purchasing more than once per annum

• 41% increase in the number of active customers in the last 6 months.    Active customers now 191k

• On average each customer is now buying over 2.2x p.a, an increase of 33% in the last two years
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14Delivering Substantial Growth in Conversion

• Visits in H1 FY2022 in excess of 6m, up 67% yoy

• Significant step up in conversion over the past year to 3.9% in H1 FY2022

• Product mix and range driving customer choice
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• Investment in marketing and operations to drive growth

• Economies of scale driving costs as % of revenue down

• Gross Margin growth offsetting some upward pressure on fulfilment costs

Cost Efficiencies Whilst Delivering Top Line Growth

H1 FY2020 H2 FY2020 H1 FY2021 H2 FY2021 H1 FY2022

Costs as % of revenue

Fulfilment Marketing Ops

H1 FY2020 H2 FY2020 H1 FY2021 H2 FY2021 H1 FY2022

Costs by Type

Fulfilment Marketing Ops PLC 3rd Parties



Product Expansion
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17Equitable Product Mix *

* Autumn – October & November 2021

** Other categories:  Jumpsuits, Trousers, Skirts, Beach & Swim, Accessories, Home

Woven Dresses

Knitwear

Denim

Leather

Woven Tops

Footwear

Jersey Tops

Other **

Lounge & 
Leisure

Outerwear

Jersey Dresses



18All Product Categories Growing Significantly

* Autumn – October & November 2021

** Other categories:  Jumpsuits, Trousers, Skirts, Beach & Swim, Accessories, Home
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Year On Year Growth * 



OOutstanding Success in Occasion Wear



Huge Success in KnitwearYear Round Denim Destination



OExplosion in Knitwear Sales



Driving Growth Through Third Parties
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Third Party Revenue Tripled In 6 Months

Apr-21 May-21 Jun-21 Jul-21 Aug-21 Sep-21 Oct-21
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Driving Additional Growth Through Third 
Parties

• Product resonating brilliantly across all categories

• Rapid sell-through

• Additional stock driving revenue growth

• Stock ramp up further accelerated for autumn 21

• Still only a proportion of the total product range on sale 

• Massive opportunity for ongoing growth



Powerful Marketing Strategy
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Social

DEEP ENGAGEMENT

TV

HIGH TRAFFIC VOLUME 

Brochures

HIGH CONVERSION

Highly Successful Unique Marketing Strategy
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• Continual refinement and development of our marketing activities

• New customer orders in H1 FY2022 up 142% yoy



Market Leading E-Mail Open and Conversion Rates 
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Outlook
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Outlook

• Already achieved in 6 months what we achieved in FY21

• Record autumn trading

• Trading ahead of market expectations

• Fundamentals in place to deliver sustained profitability

• Own site and 3rd parties growing rapidly

• Remaining vigilant and agile to the supply chain situation

• Strong team and robust infrastructure in place to execute 
growth plans

• Huge opportunity for growth both in the UK and overseas


