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Management Introductions

Nick Wharton

Chief Financial Officer

Andy Bond

Chief Executive Officer

◼ Chief Executive Officer since 2015

◼ 30 year retail career, 16 years at Walmart

‒ Chairman and CEO of Asda

‒ MD of George Clothing  

◼ Chair of high growth businesses (Wiggle, EuroGarages)

◼ Chief Financial Officer since 2018

◼ 20 year retail career, PLC Executive for last 15 years:

‒ CEO of Dunelm Group

‒ CFO of Superdry, CFO of Halfords 

◼ Experienced FTSE 250 NED & Audit Committee Chair
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Poland

Slovakia

Czechia

Romania

Bulgaria

Croatia

Hungary

Ireland

Spain

Lithuania

Latvia

Estonia

Slovenia

42

81

71

320

191

87

118

31

226

1,040

54

36

25

818

76
United

Kingdom

Italy

10

Entry in FY21

Pan-European Discount Variety Retailer: >3,200 Stores in 16 Countries

Source: Company Public Information. 1 Compounding refers to a 29 month pre-Covid period from October 2017 to February 2020.. 2 Refers to twelve month pre-Covid period from March 2019 to February 2020.

>3,200 Stores as at end 

March 2021
€3,659m LTM-Feb 20 Sales

16 Countries as at end March 

2021

Geographic & proposition expansion opportunities creates two large scale European businesses

3,246 Total Stores

2,229 1,017

Stores

Stores

~50m Customers / Month2

€354m LTM-Feb 20 

EBITDA

+12% Sales CAGR1

+22% EBITDA CAGR1

LTM-Feb 20 Sales Mix = €3.7bn

Group has clear 

capability across 

multiple categories

2 Complementary Formats

34%

34%

32%

Apparel

FMCG

GM

Serbia

20
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Two Discount Variety Formats with Significant Growth Potential

Offering1 59% Apparel / 41% GM

FOB: 55% Apparel / 45% GM3

Roll-out 20 year roll-out opportunity at c.300 new stores 

p.a. in current and priority adjacent markets

Proposition 

Strength
Apparel and Soft Homewares FMCG and Hard Lines GM

Format 350-550 sqm 

Countries
13 territories across Central & 

Eastern Europe (“CEE”) + Italy in Western Europe 

(“WE”) + Serbia (Non-EU)

▪ World class direct sourcing capability

▪ Over 60% of GM & Apparel sourced 

internally 

▪ Offices in Shanghai, India and 

Bangladesh

▪ Sourcing increasingly consolidated (e.g. 

Top 50 GM lines)

▪ Near sourcing (Turkey) and pan 

European FMCG buying in development

Source: Company Public Information  1 Refers to twelve month pre-Covid period from March 2019 to February 2020.

66% FMCG / 26% GM / 9% 

Apparel1

400-1,000 sqm

Four territories: Poundand: UK (818 stores)  

Dealz: ROI, Poland and Spain (199 stores)

80% FMCG / 20% GM

Opportunity for c. 2,000 additional Dealz stores in 

Poland, Spain and immediately adjacent markets

Distinct formats with same target customer, proven to trade positively side-by-side

Apparel
57%

GM
43%

Apparel 8%

GM
26%

FMCG
66%

GM 38%
FMCG 3%

Apparel 

59%
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Vision, Mission, Ambition and Strategy

Provide a Mum on a budget with her regular “top up” shopping needs at the lowest price within 

Apparel, Homewares-led General Merchandise and FMCG

Opportunity to deliver €1Bn+ EBITDA1 within 5-7 years

• Clear focus and strong commitment to a simple discount business model: sell for less through 

buying for less and operating for less

• Know what is most important to customers: category leadership where matters, convenient 

stores with high quality environment

• Attractive fundamentals across geographies, sector and categories

Mission

Ambition

1

2

3

Become Europe’s pre-eminent Discount Variety retailerVision

Strategy

All enabled by constant investment in high quality scalable infrastructure

How we 

Win

Growth 

Strategy

• Significant store portfolio expansion for PEPCO and Poundland / Dealz

• LFL sales growth from continuous proposition development and new channel opportunities

• Operating cost improvements across the group

1

2

3

1EBITDA on a pre-IFRS 16 basis.
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Post-IPO Board Structure

Source: Company information 
1 Based on a relationship agreement. Board representatives will reduce as 

shareholding reduces. 

Independent 

Chair

Richard Burrows

To ensure best practice, a rigorous and compliant board and committee structure will be implemented

Independent 

Directors

Creditor 

Reps1Executives

Chair of 

RemCo

Brendan 

Connolly

Chair of 

AuditCo

Pierre 

Bouchut

Independent 

Director

Maria 

Fernanda 

Mejía

Neil Brown
Helen 

Bouygues

Paul 

Soldatos

CEO

Andy 

Bond

CFO

Nick 

Wharton

31 years of experience at board and senior management level in both General Management and marketing at the 

Kellogg Company and Colgate-Palmolive. Currently a non-executive director at US discounter Grocery Outlet where 

she is a member of the Audit and Risk Committee

Extensive experience at senior management and board level in European Retail and property businesses including 

CEO of Casino and CFO at Delhaize. Currently non-executive and chair of the audit committee at Firmenich SA, 

independent director and chair of the audit committee at Entain Plc and non-executive at Albioma SA

Over 30 years of experience at senior management and board level at Schlumberger and Atos. Extensive no-

executive experience in both public and private companies currently holding non-executive positions at Victrex Plc 

and Synthomer Plc where he is Senior Non-Independent director and Chair of the remuneration committee 

Extensive executive and non-executive  experience, including 

branded consumer goods as CEO and co-CEO of Irish 

Distilleries and Pernod Ricard respectively, as both Director and 

Governor of the Bank of Ireland and numerous Chair and non-

executive positions

Independent 

Director

Grażyna

Piotrowska-

Oliwa

Highly experienced executive with 20+ years in both senior management and non-executive positions in telco/high 

tech and energy sectors including CEO of Virgin Mobile Poland, CEO & President of PGNiG SA and Chair of the 

Supervisory board of TALKIN’ THINGS
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With Strong and Clear Values Driving Responsible Business 

Practice Across the Supply Chain

Plan & Make

Raw Materials

✓ Sustainable organic cotton, part 

of PEPCO ranges from 2021 

✓ Food policies that drive 

sustainable commodity sourcing

Packaging

✓ 75 million plastic hooks replaced 

with cardboard in FY21

✓ All cardboard information 

elements will be FSC certified in 

FY21

✓ Secondary & tertiary own brand 

packaging continually optimised 

to reduce environmental impact 

by 15% 

Travel

✓ Measurable targets to 

continuously reduce commuting 

& travel

Offices

✓ Investment in energy and 

resource efficient environments 

& practices

Move

International shipping

✓ PEPCO inter-modal transport 

model in place to continuously 

reduce carbon impact 

✓ Poundland & Dealz to eliminate 

all air freighting by the end of 

2021

Retail supply chain

✓ PEPCO direct store shipments 

– eliminating carrier transport 

wherever possible 

✓ Poundland & Dealz carbon 

impact further reduced by 40% 

by 2024 from fewer road miles, 

technology & innovative fuels

Waste management

✓ All cardboard and plastic waste 

from packaging throughout the 

supply chain sent for recycling  

Sell

Energy Usage

✓ Poundland & Dealz to reduce 

environmental impact of energy 

& refrigeration by 60% by 2024

✓ All PEPCO stores equipped 

with LED lighting in 2021  

Store materials & bags

✓ 75% of PEPCO leaflets made 

from recyclable materials 

✓ All PEPCO bags are Eco Loop, 

made of at least 85% recycled 

materials  

✓ Poundland & Dealz bags to 

have 50% recycled content by 

end of 2021

Waste management

✓ Poundland & Dealz ambition to 

eliminate all landfill waste by 

2026 

✓ All unsold food to be donated 

by end of 2021

• Supply concentrated in Groups vertically integrated sourcing  

operation (PGS). Sources 75% of general merchandise & apparel

• Group Supplier Code of Conduct fully aligned with the Ethical  

Trading Initiative (ETI) Base Code.

• In-house and third party audits used to confirm compliance

• Sedex data used to inform new supplier decisions.

• Active programmes in place to:

— Measure and promote colleague engagement

— Ensure trading & development maximises career opportunities

(>90% of PEPCO store management vacancies, filled

internally)

— Provide comprehensive employee assistance services (Via Retail  

Trust in UK)
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Confidence and scale of future growth continues to build

1 Refers to PEPCO only, total store roll-out in FY20 for the group amounted to 327 stores. 

Financials +
✓Strong momentum across all 

core KPIs

✓Strengthened Balance Sheet

✓Organic expansion remains 

self-funded

Resilience & Recovery Cash Flow / Balance Sheet

◼ Robust performance in 

“essential” Poundland/Dealz

◼ Strong LFL recovery of 

PEPCO post lock-down

◼ All growth investments 

maintained

◼ Enhanced Net Working 

Capital model

Market +
✓Even greater market 

opportunity post COVID-19

✓Expanded LFL & white space 

potential

✓M&A opportunities

Discount 

Sector 

Strengthened

Competitors 

Weakened

Strategy +
✓TAM now pan-European 

addressing population of 

>500m

✓Poundland / Dealz now firmly 

a second growth engine

Continued expansion in CEE 

– 291 new stores in FY201

– Entry into Serbia (Non-EU)

Attractive opportunity in WE

– Strong initial trading in Italy

– Piloting stores in Spain

Widened price architecture

Category development

– Widens customer choice and 

increases reasons to visit

Store growth incl. new markets

– Medium term expansion beyond 

core markets

Clear roadmap that underpins €1bn+ EBITDA opportunity in 5-7 years
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Reasons to Invest

20+ Years of Low Risk Store Expansion Potential - Opportunity to Accelerate Growth 5

Right Markets – Sizeable Markets with Favourable Growth / Macro Fundamentals2

Right sector – Discount Variety Retail in Strong Long-Term Growth1

Outstanding Financial Profile and Track Record of Growth 6

Delivered by a Best-in-class Management Team7

Sector Leading Customer Propositions3

Defendable and Sustainable Business Model with Significant Group Synergy4

https://thenounproject.com/term/growth/136079
https://thenounproject.com/term/geography/1249756
https://thenounproject.com/term/economics/1945495
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€96bn Discount Apparel and General Merchandise with 

attractive growth forecast (3.3% CAGR)

Right Sector – €130bn Structurally Advantaged Addressable Discount 

Market 

Source: OC&C Analysis of Third Party Data, GlobalData

¹ Calculated using current prices, fixed LCU EUR 2019 exchange rates. Apparel and Footwear includes women's, men's and kidswear. Home focussed GM includes homewares, stationery and card and toys and games. 2014-2019 CAGR for 

additional retailers extrapolated to 2019-2025, 2019-2023 CAGR for discount channel extended for 2024-2025. 2 Represents total grocery segment growth.

Poundland / Dealz is also defining a branded, top-up 

convenience Grocery mission, worth ~€34bn 

Apparel & GM Addressable Market1

1

Other 

European 

Markets

Existing 

Markets

17% discount apparel penetration in WE c. 2x 

that in Core CEE

Grocery Addressable Market

Top up branded grocery market estimated to represent 2.5% of 

total Grocery market, with stronger than average growth

2

Other 

European 

Markets

Existing 

Markets

€26bn
€34bn

€70bn

€83bn

€96bn

€117bn

2019 2025E

CAGR

3.3%

4.4%

2.8%

€8bn €10bn

€26bn

€30bn

€34bn

€40bn

2019 2025E

CAGR

3.0%

3.2%

2.9%
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1
Right Sector – Ecommerce not considered strategic 

threat to discount customer

Source: OC&C Analysis of Third Party Data, BRC Retail Sales Monitor, IGD, Euromonitor. 1 Company European Operating Territories. 2 TJX offers these services in some markets for certain brands (ie TKMaxx in the UK), but not across the whole portfolio. 3 Company analysis of 

historical results.

Value discounters lead offline store growth; online remains nascent but presents opportunity to drive engagement 

European Discount Sector Growth

2014-20191
Online Presence Analysis for Select 

Discount Retailers

◼ Customers wish to engage digitally with their “liked” 

brands

◼ Customers wish to stop frequently at low spend

◼ Covid switch online short lived e.g. UK non-food 

online share, March 2020 (44%), April to June (c. 

60%), August – September (40%)

◼ Small basket restricts home delivery economics 

◼ Product catalogue & search commonplace

◼ Physical store density, wide choice and low prices 

mirror benefits of online

◼ Strong rebound of physical stores post COVID 

pressure

◼ Online platforms and social media used for Group’s 

brands to engage with customers 

◼ Trials to test alternative ecommerce models. E.g. 

Click & Collect, Home Delivery, Marketplace etc. 

Consumer View Sector Considerations Pepco Group Position

Action B&M TJX2 Primark

Product 

Search
✓ ✓ (✓) ✓

Click & 

Collect
  (✓) 

Home 

Delivery
  (✓) 

2,278

2,980

4,464

2014 2016 2019

Significant physical store growth 

and above average industry 

EBIT margins of 8-10%3

Omni-Channel Backdrop
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Right Markets – Sizeable Markets with Favourable Growth 

/ Macro Fundamentals
2

Source: Oxford Economics, OC&C Analysis of Third Party Sources, Globaldata, IMF
1Other  CEE includes Romania, Czechia, Hungary and Slovakia,  Bulgaria, Croatia, Lithuania, Slovenia, Latvia and Estonia. 2 Western Europe includes Austria, Belgium, Cyprus, Denmark, Finland, France, Germany, Greece, Ireland, Italy, Luxembourg, Netherlands, Norway, 

Portugal, Spain, Sweden, Switzerland and the UK. 3 Real growth at 2018 constant prices and 2018 LCU EUR FX rates. 4 Current prices, yoy LCU EUR exchange rate. Covid adjusted.

38

45

19

2018

Other CEE1

525m

Pan European target markets with large population of >500m million, majority of which based in the European Union. 

Strong, positive GDP growth, particularly in CEE, drives offline retail sales

Population (in million)

Europe

Real GDP Growth3 Offline Retail Sales Growth in 

Europe4

Western 

Europe2

423

38

64

Poland

Real Disposable Income Growth4

Western

Europe2

Poland

Other CEE1

6.1%

3.9%

5.0%

4.2%

1.1%

0.0%

4.4%

2.5%
2.1%1.9%

4.0%

0.9%

2
0
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5
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0
1
8

2
0
1
8
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0
2
3

Other CEE1 Western 

Europe2
Poland

2.2%

3.8%

0.9%

2.1%

5.4%

1.6%

Other CEE1 Western 

Europe2
Poland

NB: Pre-Covid Forecasts
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Price per Shopping Bag (PLN)
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Winning Customer Proposition: PEPCO

PEPCO Ranks First On Half Of Customers Selection Criteria, Including Top Two¹

Low prices

Value for money

Good quality products

Wide range of products

Great deals and offers

Functional products

Convenient store location

Stock availability

Store I like and trust

Fashionable products

Good customer service

New products

Store layout & ambience

High Importance for 

Customers

PEPCO ranks as best by customersLower Importance for 

Customers

Panel Survey by OC&C
PEPCO’s Rank

1 2Lowest Price
Best Value 

Product Offering
Most Trusted4

Well-Defined Proposition…

3
Convenient 

Locations

Proposition focused on lowest price and best value product offering delivering industry leading rankings by customers

1st

1st

1st

1st

1st

1st

1st

3

Source: OC&C Analysis, Company analysis of Retail Map data 

Note: Number of respondent between 256 and 1,566 varying by competitor and Key Purchase Criteria. Competitors include KiK, Auchan, Takko, H&M and Jysk. ¹ OC&C Consumer Survey October 2019.

Clear Price Leadership Across Entry, Average And Exit Prices

Avg

Min

Max

Category: Childrenswear

0

500

1,000

1,500

2,000

2,500

3,000

P
e

p
c
o

T
e

x
ti
l 
M

a
rk

e
t

A
u

c
h

a
n

S
z
a
c
h
o

w
n
ic

a

K
IK

F
&

F
 (

T
e

s
c
o

)

H
&

M

Category: Womenswear
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87%

84%

77%

76%

76%

74%

74%

74%

73%

72%

66%

64%

64%

Low Prices

Value for Money

Quick easy

Post-sale customer service / complaints
resolution

Ease of return process

Store I like and Trust

Wide Range of Products

Speed of check-out process online

Ease of finding the products I want

Speed of check-out process in-store

Good Quality Products

Good Customer Service

Store Layout & Ambience

Winning Customer Proposition: Poundland / Dealz

Source: OC&C analysis, company analysis of retail map data 
1 Refers to Poundland. 2 Volume weighted price indexed to 100.

Most Important Key Purchase Criteria1

1 2
Amazing Value 

Everyday
Great Deals Most Trusted4

Well-Defined Proposition

3
Convenient 

Locations

Clear Price Leadership In The Market

Discounter stores lead customer price perception…

…with Poundland leading the variety discounters stores2

100

111
116

Poundland Home Bargains B&M

✓ 16% cheaper (Gardening: 76%, Homewares: 61%, DIY: 59%) vs. B&M 

✓ 11% (Gardening: 67%, Homewares: 46%, DIY: 42%) vs. HomeBargains

Rank

1st

2nd

3rd

3rd

86 84
67

54 52

Discounter
Grocery
Average

Variety
Discount
Average

Big 4 Grocery
Average

High Street
Average

Convenience
Grocery Player

Average

Consumer Index – Low Prices

3
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Defendable, Sustainable Business Model with Significant 

Group Synergy  

✓ Standardised store format

✓ Decentralised leadership model, 

limited Group overhead

✓ Volume leverage on operating costs

✓ Discount mind-set - every penny 

matters

Operate for Less

✓ $1bn direct sourcing scale

✓ Seasonal buying model, 

maximises production volumes

✓ Flexible switching between 

source countries

✓ Shared suppliers, consolidated 

volume

Buy for Less

✓ Price leadership

✓ Low risk inventory limits markdown

e.g. Continuity apparel

✓ Simple price architecture

Sell for Less

4

Shared Resources & 

Group Synergies

▪ Buying scale leverage and 

integrated sourcing

▪ Product sharing

▪ Infrastructure and capability 

sharing 

▪ Know how 



16Note: Represents illustrative sourcing scenarios based on illustrative gross margins for non-grocery and 20% VAT Rate. GM refers to Gross Margin.

World Class Commercial & Ethical Direct Sourcing Capability 

Difficult to Replicate
4

Direct Sourcing Model 

Third Party Sourcing Model

Direct sourcing minimises sourcing cost enabling price leadership, with further margin and working capital 

potential.  Clear competitive advantage during Covid from direct factory relationships

100 240Direct Sourcing

Incl. VAT

RETAILERASIAN

FACTORY

110 150100

50%
Achieved Gross 

Margin

25% 
Achieved Gross 

Margin

ASIAN

EXPORTER
EUROPEAN 

DISTRIBUTOR
RETAILER

ASIAN

FACTORY

Strong Ethical Focus

◼ +2,000 Factory Audits since conception in 2017

◼ ZERO Tolerance Policy of Conduct

◼ Full Compliance to the ETI Base Code

360 Retail price 
to deliver 50% margin

240
Incl. VAT

Substantial Gross 

Margin or Price 

Advantage

or
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21 months

18 months

18 months

17 months

17 months

15 months

Store Expansion: Best in Class Paybacks and Returns 

Source: Company information. 1 Investment outflows (capex and working capital investment) over pre discounted  investment inflows (store contribution after tax); 2 Stores trading for more than one year.  Store contribution is 

pre tax and pre central costs; 3 ROIC: NOPAT/IC where IC = PP&E + Intangibles (excl. goodwill) + ∆ NWC (Current Assets – Current Liabilities).

Store contribution by country2

€252k 80.5%

€214k 73.4%

€207k 71.0%

€259k 68.3%

€305k 70.0%

€194k 57.2%
Hungary

Slovakia

Poland

Romania

Croatia

Czechia

2019 Payback Post Tax1

Quality of earnings and payback maintained as 

brand expands from core Polish market

Poland

37 months

29 months

ROIC Potential
Current Expected Payback3 FY22E Expected Payback3

38 months

29 months 

ROIC Potential

Spain

Significant Decrease in Payback Period for Dealz Stores Driven by

Current Expected Payback1 FY22E Expected Payback1

5

ROIC3

FY20 working capital improvements insulate investment returns 

from Covid reduced revenue 

◼ Efficiencies of scale

◼ Increasing brand awareness on the back of store roll-out

◼ Sales density improvement

48.6%

39.9%

€128K

€230K

Strong initial paybacks anticipated to improve over 

20% by FY22
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Achieved store densities and pre-Covid restriction results provide confidence to accelerate expansion

Italy and           Serbia Key Performance Metrics

Store Expansion: Initial Trading in Italy and Serbia Significantly  

Ahead of Expectation

3,175 

4,042 

2,911 

3,175 

2,491 

2,903 

2,565 

2,074 

3,380 

3,117 

3,646 

3,483 

2,867 

3,084 

Pepco

Serbia

Italy

Bulgaria

Estonia

Latvia

Lithunia

Slovenia

Crotia

Hungary

Romania

Czechia

Slovakia

Poland

Avg Weekly No of Transactions Per Store (Q1 FY20)Avg Weekly No of Transactions Per Store (Q1 FY20)

11

14

20

10

11

12

12

16

11

11

11

12

12

10

Pepco

Serbia

Italy

Bulgaria

Estonia

Latvia

Lithunia

Slovenia

Crotia

Hungary

Romania

Czechia

Slovakia

Poland

Average Basket (EUR)

Note: Italy and Serbia transaction numbers represent average weekly performance 

prior to COVID restrictions introduced – Italy (FY21 week 6), Serbia (FY21 week 10).

5

24%

63%
77%

46% 47%

19% 21%

(15)%

(34)%
(48)%

(31)%(34)%
(44)%

(19)%

(54)%
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Actual vs Budget % by Weeks

Italy Serbia

45% above target before 

COVID-related restrictions

Serbia is proof 

that PEPCO model 

works outside of 

the EU

121%

170% 162%
139%

116% 114%

31% 34% 17%

80%
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Actual vs Budget % by Weeks

Italy

• Customer traffic established quickly in new market, significantly higher (c. 80%) Average Transaction Value than PEPCO historic average

• Category mix bias to Apparel >Outerwear>Children’s – rapidly establishing brand equity

Serbia

• Significant volume and value premium to PEPCO average

• Broadly consistent category participation evidences competitive strength of entire proposition 

Commentary



19Source: Company Information, OC&C Analysis. 
1 Catchment opportunities validated by OC&C except PEPCO (Spain & Italy), Poundland and Dealz (ROI) – Management Estimate, 2 Includes 

country estimates derived using total population and assumptions on population / Pepco store (taken from similar benchmark markets).

Existing & Prioritised New Markets Provide 20 Years of Growth 

Existing Markets CEE Existing Markets WE
Priority Expansion 

Markets CEE

Priority Expansion 

Markets WE2

Total Store Potential 

(Current & Priority 

Markets Only)

~11,100

Stores: 30th

September 2020

3,021

2,100

921

8,188

2,928

Potential identified via rigorous independent1 market and catchment analysis supports significant growth 

upside with attractive returns on invested capital 

c.1,100 (50%) 

potential new 

stores in existing 

/ adjacent CEE 

markets

Total Potential Stores

Europe population similar 

to US where leading 

discount player has ~16k 

current stores with a ~30k 

long term target

908

6,088

2,250 217

2,713

592

2,007

595

735 85

5
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Outstanding Financial Profile and Strong Track 

Record

Sustained delivery of sector leading growth and margin expansion with c. +22% two year EBITDA CAGR

xx% LTM Growth 

55% 60% 60%
50%

FY2017A FY2018A FY2019A LTM Feb 2020

€2,777m €3,038m
€3,415m €3,659m

FY2017A FY2018A FY2019A LTM Feb 2020

€217m
€277m

€333m €354m

FY2017A FY2018A FY2019A LTM Feb 2020

2,089
2,355

2,694 2,827

FY2017A FY2018A FY2019A LTM Feb 2020

Capex as 

% of 

Revenue

3.7% 3.9%

9.1% 9.7%
EBITDA 

margin %

FY2017A-LTM Feb-20

CAGR

(430) bps

+30.0%

+0.7%
+12.1%

+21.8%

+12.7%
+22.4%

+20.7%

+1.8%
+13.4%

3,021 

FY 2020A

9.7%

15.2%

12.9%

13.5%

€3,518m

FY 2020A

€229m

FY 2020A

6.5%

4.8%

30%

FY2020A

4.5%

Source: Company information.

Note: Financial data presented on pre-IFRS 16 basis.
1 Defined as (EBITDA – Capex) / EBITDA.

7.8%

3.6%

EBITDA 

(underlying) 

€m

6
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Current Trading Overview and COVID Impact6

Source: Company Information. 1 Bars represent headline LFL and data in table represent % stores trading, computed as average number of stores/ weeks trading in the period. 2 Bars represent underlying revenue growth 

defined as trading performance excluding stores closed for greater than one week and data in table represent % stores trading, computed as average number of stores/ weeks trading in the period.

Diverse customer offer creates short term resilience to Covid, with Group being clear long-term beneficiary of 

consumer switch to the discount channel 

All Stores: LFL Evolution vs. % of Stores Trading1

Trading Stores LFL Q1-2021 and Q1-20202

Group

89% 99% 92% 100% 100% 100%

100% 100% 100% 100% 100% 100% 93% 100% 95% 77% 91% 81% 100% 99% 100% 89% 99% 92%
Stores 

Trading

(%)

Stores Trading

(%)

0.5%

15.8%

5.3%
6.6%

5.6%

3.1%

4.8% 4.3%

2.6%

8.3%

5.2% 5.5%

October November December FY21 Q1

Covid-19 Resilience

• Strong pre-Covid momentum

• Diverse business model mitigates risk

— Essential & Non-Essential brands

— 15 operating countries

• Covid impact concentrated into FY20 Q3

— 19% of Group stores closed

— 23% of PEPCO stores closed

— Focus on cash maximisation (c. €300m 

stock deferred or cancelled)

• Strong sales recovery in Quarter 4:

— Group: -2% LFL

— Negative drag from inventory availability 

Current Trading: Q1 FY21

• Resilient Q1 trading performance with 

trading store LFL of +5.5% 

• Reported Q1 LFL:  

— 2.1% driven by store closures

— 12% lost trading weeks 

• 319 conversions completed

— PEPCO 280 space rebalance 

— Poundland,  39 frozen offer introduction

• Shopping trends continue

— Reduced visit frequency / higher ATV

— Preference for outdoor environments: 

(Poundland Retail Park LFL: c.+22%)   

6.6%

4.3%

5.5%

FY21 

Q1
FY20 

Q1

6.1% 6.6%

(12.7)%

(23.8)%

(2.2)%

(6.0)%

0.1%
1.3%

4.6%

(18.2)%

(1.2)%

2.4%2.6%
3.9%

(3.5)%

(21.0)%

(1.7)% (2.1)%

FY19 FY20
Q1

FY20
Q2

FY20
Q3

FY20
Q4

FY21
Q1

6.6%

1.3%

3.9%
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Well Positioned to Achieve Sustainable and Profitable Expansion

Pepco Group 

Today Leading 

proposition 

& attractive 

discount 

sector 

supports 

continued 

LFL growth

Roll-out in 

current CEE 

markets and 

opportunity 

to upsize 

existing 

stores

Significant 

opportunity

in Western 

Europe

Expansion 

into further 

adjacent CEE 

markets

Dealz

Expansion in 

CEE and 

Spain 

Pepco Group

5-7 yrs

EBITDA 

Opportunity

€1bn+

Further 20 

years of 

store 

opening 

opportunity

Clear roadmap that underpins €1bn+ EBITDA opportunity in 5-7 years

LFL Growth 

from Wider 

Price & 

Category 

Proposition

High 

Certainty 

Cost 

Reduction

in Poundland
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Disclaimer

THIS PRESENTATION, ITS CONTENTS AND ANY INFORMATION PROVIDED AT THIS PRESENTATION ARE STRICTLY CONFIDENTIAL AND ARE IN SUMMARY DRAFT FORM FOR DISCUSSION 

PURPOSES ONLY AND MUST NOT BE RELIED UPON FOR ANY PURPOSE. THIS PRESENTATION IS NOT FOR RELEASE, PUBLICATION OR DISTRIBUTION, IN WHOLE OR IN PART, IN OR INTO THE 

UNITED STATES OF AMERICA OR ANY OTHER JURISDICTION WHERE SUCH RELEASE, REPRODUCTION, PUBLICATION OR DISTRIBUTION WOULD BE UNLAWFUL OR TO ANY OTHER PERSON.

The purpose of this Presentation is to provide an overview of Pepco Group Limited (the “Company”) and its subsidiary undertakings (the “Group”). For the purposes of this notice, “Presentation” means this 

document, its contents or any part of it, any oral presentation, any question or answer session and any written or oral material discussed or distributed before, during or after the Presentation meeting. This 

Presentation has been prepared and issued by and is the sole responsibility of the Company and is being furnished to each recipient solely for its own information and in connection with the preliminary discussions 

in relation to the Company. Save as set out below, the Presentation has been prepared on the basis of information held by the Group and also from publicly available information. This information, which does not 

purport to be comprehensive, has not been independently verified by or on behalf of the Banks (as defined below) or the Group.

The Presentation does not constitute an audit or due diligence review and should not be construed as such. Save as set out below, the Presentation has been prepared on the basis of information held by the Group 

and also from publicly available information. This Presentation contains certain financial measures that are not defined or recognised under IFRS, including EBITDA and certain figures presented on a constant 

currency basis. These figures are unaudited and unreviewed and could be subject to change. In addition, data in the Presentation regarding the Group’s operational performance, including certain key operational 

performance indicators are also not subject to audit or accountant review and could be subject to change. Certain data in the Presentation regarding the Group’s operational and financial performance has been 

extracted without adjustment from information previously published by the ultimate parent company of the Company, Steinhoff International Holdings N.V. (the "Parent") and has not been audited. No reliance should 

be placed on any such data, which may be subject to change. 

The Parent has publicly listed and traded securities and you should therefore consider your legal and regulatory obligations in connection therewith.

This Presentation is not a prospectus and investors should not subscribe for or purchase any securities referred to in this Presentation except on the basis of information contained in a prospectus which may or may 

not be published by the Company. Neither of J.P. Morgan Securities plc or Goldman Sachs International (together, the “Banks”), nor any of their respective directors, officers, employees, agents, affiliates, advisers, 

partners or firm personnel accepts any responsibility, obligation or liability whatsoever for, or makes any representation or warranty, express or implied, as to, and no reliance should be placed on, the fairness, truth, 

fullness, accuracy, completeness or correctness of, the information in this Presentation or whether any information has been omitted from the Presentation or as to any other information relating to the Company or 

the Group, whether written, oral or in a visual or electronic form, and howsoever transmitted or made available or for any loss howsoever arising from any use of this Presentation or its contents or otherwise arising in 

connection therewith. No representation or warranty, express or implied, is given by or on behalf of the Company or any of its parent or subsidiary undertakings or any of such person’s respective directors, officers, 

employees, agents, affiliates or advisers as to, and no reliance should be placed on, the fairness, accuracy, completeness or correctness of the information or opinions contained in this Presentation or otherwise 

made available nor as to the reasonableness of any information contained herein or therein and no responsibility or liability (including in respect of direct, indirect or consequential loss or damage) is assumed by any 

such persons for such information or opinions or for any errors or omissions.

Except where otherwise indicated in the Presentation, the information provided therein is based on matters as they exist at the date of preparation of the Presentation and not as of any future date and will be subject 

to updating, revision, verification and amendment without notice and such information may change materially. Neither the Company, any of its parent or subsidiary undertakings, the Banks nor any of such person’s 

respective directors, officers, employees, agents, affiliates, advisers, partners or firm personnel is under an obligation to update or keep current the information contained in this Presentation or to provide the 

recipient with access to any additional information, or to correct any inaccuracies in the Presentation, that may arise in connection with it and any opinions expressed in this Presentation are subject to change 

without notice. Nothing contained in this Presentation is or should be relied upon as a promise or representation as to the future. This document has not been reviewed or approved by any regulatory or supervisory 

authority.

To the extent available, the industry, market and competitive position data contained in this Presentation has come from third party sources. Third party industry publications, studies and surveys generally state that 

the data contained therein has been obtained from sources believed to be reliable but that there is no guarantee of the accuracy or completeness of such data. In addition, certain of the industry, market and 

competitive position data contained in this Presentation comes from the Company's own internal research and estimates based on the knowledge and experience of the Company's management in the market in 

which the Company operates.

While the Company believes that such research and estimates are reasonable and reliable, they, and their underlying methodology and assumptions, have not been verified by any independent source for accuracy 

or completeness and are subject to change without notice. Accordingly, undue reliance should not be placed on any of the industry or market data contained in this Presentation.

This Presentation does not constitute an offer or invitation for the sale or purchase of securities or any businesses or assets described in it, nor does it purport to give legal, tax, regulatory or financial advice. Nothing 

herein shall be taken as constituting investment advice and this Presentation should not be construed as a prospectus or offering document and investors should not subscribe for or purchase any securities on the 

basis of this Presentation and it is not intended to provide, and must not be taken as, the basis of any decision and should not be considered as a recommendation to acquire any securities of the Group. The 

recipient must make its own independent assessment and such investigations as it deems necessary. The Company has not decided whether to proceed with a transaction. 
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Disclaimer (Cont’d)

The information, statements and opinions contained in this Presentation do not constitute an offer to sell or a solicitation of an offer to buy any securities and are not for publication or distribution in the US or to 

persons in the US (within the meaning of Regulation S under the US Securities Act of 1933, as amended (the “Securities Act”)), Canada, Japan, Australia or any other jurisdiction where such distribution or offer is 

unlawful. Any securities referred to in this Presentation and herein have not been, and will not be, registered under the Securities Act, and may not be offered or sold in the United States absent registration under the 

Securities Act except to qualified institutional buyers (“QIBs”) as defined in and pursuant to Rule 144A under the Securities Act (“Rule 144A”) or another exemption from, or in transactions not subject to, the 

registration requirements of the Securities Act. The Company does not intend to conduct a public offering of securities in the United States. Subject to certain limited exceptions, neither this Presentation nor any 

copy of it may be taken, transmitted or distributed, directly or indirectly, into the US, its territories or possessions. The distribution of this Presentation in other jurisdictions may be restricted by law and persons into 

whose possession this Presentation comes should inform themselves about, and observe, any such restrictions. Any failure to comply with the foregoing restrictions may constitute a violation of securities laws.

This Presentation is not a prospectus for the purposes of Article 3 of Regulation 2017/1129/EU (the “Prospectus Regulation). This Presentation is an advertisement for the purposes of Article 22 of the Prospectus 

Regulation and this Presentation is not an offer or an invitation to buy or sell securities. If any offer were subsequently to be made, no investment decision should be made except solely on the basis of information in 

any prospectus or offering circular were one to be published by the Company in the future in connection with any such transaction (the "Prospectus"). A Prospectus may or may not be published by the Company in 

relation to the transaction. If published, any such Prospectus would supersede any information provided to you in relation to the transaction prior to the date of such publication and would include a description of risk 

factors in relation to an investment in the Company.

This Presentation includes statements that are, or may be deemed to be, “forward looking statements”. These forward-looking statements can be identified by the use of forward-looking terminology, including the 

terms “believes”, “estimates”, “anticipates”, “expects”, “intends”, “plans”, “may”, “will” or “should” or, in each case, their negative or other variations or comparable terminology. These forward-looking statements 

include all matters that are not historical facts. They appear in a number of places and include, but are not limited to, statements regarding the Group’s intentions, beliefs or current expectations concerning, amongst 

other things, results of operations, financial condition, liquidity, prospects, growth and strategies. By their nature, forward-looking statements involve risks and uncertainties because they relate to events and depend 

on circumstances that may or may not occur in the future. Forward looking statements are not guarantees of future performance and the actual results of operations, financial condition and liquidity, and the 

development of the industry in which the Group operates, may differ materially from those made in or suggested by the forward-looking statements set out in this Presentation. Past performance of the Company 

cannot be relied on as a guide to future performance. Forward-looking statements speak only as at the date of this Presentation and the Company, each of the Banks and any of such person’s respective directors, 

officers, employees, agents, affiliates, advisers, partners and firm personnel expressly disclaims any obligations or undertaking to release any update of, or revisions to, any forward-looking statements in this 

Presentation. No statement in this Presentation is intended to be a profit forecast. As a result, you are cautioned not to place any undue reliance on such forward-looking statements. In addition, even if the results of 

operations, financial condition and liquidity of the Group, and the development of the industry in which the Group operates, are consistent with the forward-looking statements set out in this Presentation, those 

results or developments may not be indicative of results or developments in subsequent periods.

Certain figures contained in this Presentation, including financial information, have been subject to rounding adjustments. Accordingly, in certain instances, the sum or percentage change of the numbers contained in 

this Presentation may not conform exactly to the total figure given.

In member states of the European Economic Area (“EEA”), this Presentation is only addressed to and directed at persons who are qualified investors within the meaning of Article 2(1)(e) of the Regulation (EU) 

2017/2019, as amended (“Qualified Investors”). In addition, in the United Kingdom (the "UK"), this Presentation is addressed to and directed only at, and should only be relied on by, qualified investors within the 

meaning of Regulation 2(e) of the UK version of the Prospectus Regulation, which is part of UK law by virtue of the European Union (Withdrawal) Act 2018 as amended and supplemented (including by the UK 

Prospectus Amendment Regulations 2019 and Financial Services and Markets Act 2000 (Prospectus) Regulations 2019), who are: (i) persons who have professional experience in matters relating to investments 

falling within Article 19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005, as amended (the “Order”), or (ii) persons who are high net worth entities falling within Article 49(2)(a) to 

(d) of the Order, or (iii) are persons to whom it may otherwise be lawful to communicate it to (each a “Relevant Person”). If you have received this Presentation and you are (i) in the UK and not a Relevant Person, or 

(ii) in the EEA and not a Qualified Investor, you must return this Presentation immediately to the Company. Any investment or investment activity to which this Presentation relates is available only to Relevant 

Persons and Qualified Investors or will be engaged in only with Relevant Persons and Qualified Investors. Each of the Banks are acting exclusively for the Company and no one else in connection with this 

Presentation or any future transaction in connection with it. Each of the Banks will not regard any other person (whether or not a recipient of this Presentation) as a client and will not be responsible to anyone other 

than the Company for providing the protections afforded to their respective clients nor for the giving of advice in relation to any transaction, matter or arrangement of securities of the Company referred to in this 

Presentation.

By attending the meeting where this Presentation is made you warrant, represent, acknowledge and agree to and with the Company and each of the Banks that: (i) you have read, agree to and will comply with the 

contents of this disclaimer including, without limitation, the obligation to keep this Presentation and its contents confidential; (ii) you will not at any time have any discussion, correspondence or contact concerning the 

information in this Presentation with any of the directors or employees of the Company; (iii) if you are in a member state of the EEA, you are a Qualified Investor; and (iv) if you are in the UK, you are a Relevant 

Person.




