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KEY HEADLINES  
IT HAS BEEN A DIFFICULT YEAR AND THE 
RETAIL ENVIRONMENT IS NOW MORE 
COMPETITIVE THAN EVER 

• Growing shift in customer mindset during the 
year to ‘buy now, wear now’, which challenges  
us to be even faster. 

• The promotion-led market in the UK and some 
product challenges meant we had to discount 
more than we planned. 

• Revenue decreased 2.4% (LFL sales -6.6%) to                
£ 1,454.7m. At constant currencies, Revenue  
decreased 3.8%.              

• Adjusted EBITDA decreased by £72.2m (-31.8%), 
to £155.0m.  

• We have been focussed on managing operational 
costs tightly and targeting our investment in our 
successful strategic initiatives, especially in China, 
Menswear and E-commerce, ending the year with 
cash of £73.2m. 
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STRATEGIC UPDATE 
ANDERS KRISTIANSEN 



PRODUCT DEVELOPMENT 

INTERNATIONAL EXPANSION BRAND MULTICHANNEL 

MENSWEAR 

OUR STRATEGIC INITIATIVES 

GROSS PROFIT MARGIN RATE 
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BRAND 
DRIVING ‘FRONT OF MIND’ 
CONSIDERATION 

• No. 1 UK Womenswear retailer for 
women under 35 years(1). 

• No. 2 Womenswear retailer in the UK(2). 
• Increased media investment across high 

impact channels.  
• Strong press coverage, achieving a 

global PR value of c. £142m in FY17. 
• Communicating a point of difference 

through #thisisnewlook and showcasing 
the real people behind our brand.  

• At the end of FY17, we had over 3.3 
million likes on Facebook and 1.5 million 
Instagram followers.  

• Development of a bold, new global 
brand proposition which celebrates    
self-expression and being first to new 
fashions.  
 
 

(1) Based on Kantar WorldPanel published data 52 w/e 12 March 2017 (Total Womenswear 
U35 by value). 
(2) Based on Kantar WorldPanel published data 52 w/e 12 March 2017 (Total Womenswear 
by value). 
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KEY STRATEGIC INTERNATIONAL MARKETS: CHINA 
CHINA IS A KEY PRIORITY MARKET FOR 
DRIVING GROWTH   

• Our expansion in China continued during 
FY17, with 110 stores trading at the year 
end; 94% profitable(1). 

• We’ve evolved and refined a China-specific 
store model that we can now replicate and 
roll out quickly in the right sites. 

• We continued to refine our product ranges 
and we generated a positive LFL sales 
performance.  

• During the year we also introduced an 
innovative loyalty programme in this 
market, attracting over 225,000 customers 
in its first six months.  

• Domestic sourcing now accounts for around 
80% of our range in China, and our 
dedicated Buying teams source around 
35% of the range exclusively for the China 
market.  
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(1) On a store contribution basis. Store contribution is gross profit less directly attributable 
costs (i.e. excluding an apportionment of distribution costs) in stores which have been 
trading for 12 months. 



KEY STRATEGIC INTERNATIONAL MARKETS: RoW 
FRANCE 
• Dedicated local language transactional website 

launched. The new, mobile optimised site provides 
an important complement to our store estate. 

• Continued investment in store relocations and 
refurbishments also continued, despite a tough 
trading environment.  

POLAND 
• Expanded store portfolio continues to drive further 

growth.  

• During FY17, we launched our new flagship store.  

• Winner of industry awards recognising the growing 
strength of the New Look brand in Poland. 

GERMANY 
• Dedicated local language transactional website 

launched. 

3RD PARTY E-COMMERCE 
• Internationally diverse and low risk trial entry to new 

markets. 

• 3PE sales growth of £14.9m (+30.9%) driven by key 
strategic partners ASOS, Zalando and Amazon, as 
well as a number of other international brands. 
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A SEAMLESS, CONSISTENT 
EXPERIENCE  

• UK store estate of 592 stores. 

• Flexible store portfolio, with average 
unexpired lease length of c. 4 years. 

• Continued strong alignment between 
our store estate and online, especially in 
the UK, giving us a valuable opportunity 
to convert into a sale: 

• around one third of all online                 
orders were picked up from a                      
store using our Click & Collect   
service option;  

• around one fifth of Click & Collect 
customers buy another item when 
they pick up their purchase; and 

• around two thirds of online                  
returns were made at a store.  

 

MULTICHANNEL: UK RETAIL 
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A SEAMLESS, CONSISTENT 
EXPERIENCE  

• In November 2016, we launched our 
Delivery Pass, offering customers free 
annual delivery for a fixed fee. 

• The introduction of e-receipts has given 
customers a convenient paperless option 
and helps us learn about shopping 
habits across channels.  

• Our new online platform for International 
websites launched in September 2016. 
Its enhanced look and functionality 
allows true localised trading in France 
and Germany, is optimised for mobile 
devices and fully supports our dual 
gender brand.  

• We plan to move our UK site to this same 
platform during FY18.  

MULTICHANNEL: ECOMMERCE 
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PRODUCT 
LANDING KEY PRODUCT AT THE 
RIGHT TIME  

• Social media continues to transform customers’ 
appetites and shopping habits, driving a ‘buy 
now, wear now’ mindset. 

• We have improved speed to market and 
strengthened the Buying and Design teams to 
ensure we land key product at the right time. 

• We remain the UK’s biggest retailer for women 
under 35(1). We also maintained our no. 2 
market position in the overall UK women’s 
footwear market(2), and gained no. 1 position for 
the UK’s online market in women’s footwear(3) 
with growth coming particularly from the key 
under 25s age group. 

• Our plus-sized womenswear range (formerly 
known as Inspire) was successfully rebranded as 
Curves. 

• The launch of our new Beauty destination area in 
stores prior to Christmas broadened the 
product offering to include Bodycare and more 
Accessories.  
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(1) Based on Kantar Worldpanel data Total Womenswear U35 published data 52 
weeks to 12 March 2017 (by value) 
(2) Based on Kantar Worldpanel data Total Womens Footwear published data 52 
weeks to 12 March 2017 (by value) 
(3) Based on Kantar Worldpanel data Total Online Womens Footwear published 
data 52 weeks to 12 March 2017 (by value) 



MENSWEAR 
DRIVING INCREASED AWARENESS  

• Supporting growth in our Menswear 
business, we delivered focussed 
marketing activity to drive awareness of 
our improved and expanded product 
proposition. 

• Performance continues to strengthen, 
driven by a continually improving 
product offer and our expanded store 
presence. However, we believe there is 
more opportunity on ranges. 

• FY17 Menswear sales were +13% on last 
year, as our UK market share continues 
to grow(1). 

• By the end of FY17, we had 21 New Look 
Men stores, and further openings for 
this successful format and dual gender 
stores are planned for FY18. 

• Menswear also continued to perform 
strongly with our 3PE partners. 
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(1) Based on Kantar WorldPanel published data Menswear 52 weeks to 12 March 2017 (by value). 
This is +0.1% compared to 52 weeks ended 13 March 2016. 



GROSS MARGIN 
DELIVERING A SUSTAINABLE GROSS 
PROFIT MARGIN 

• We have a number of levers to achieve this 
including better sourcing and product 
negotiation, a clear price architecture strategy, 
an on-going reduction of Markdown, a review 
of product related costs and new technology. 

• Our top 20 suppliers account for over 80% of 
our production, and we are focussed on 
working closely with them to offset currency 
pressures. 

• Continuing investment in our stock allocation, 
replenishment and management systems 
supports our intent to reduce levels of 
markdown.  

• Refocussed on price architecture to ensure 
highly attractive entry prices and exceptional 
value for money. 

• Highly promotional markets required a  
greater investment in markdown activity in 
FY17 than planned to maintain inventories at   
a healthy level. 
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WORKING ETHICALLY AND 
SUSTAINABLY IS FUNDAMENTAL TO 
WHO WE ARE AND ALL THAT WE DO 

• We work hard to improve lives and livelihoods 
across our global supply chain. 

• We are committed to equal and fair working 
practices, working with the Employers’ 
Network for Equality & Inclusion. 

• We maintain a zero-tolerance policy on 
modern slavery, and welcome the Modern 
Slavery Act 2015 as a driver for transparency 
and consistency. 

• Animals are not harmed in the production or 
testing of any New Look product. 

• The New Look Foundation partners Macmillan 
Cancer Care and the Teenage Cancer Trust in 
the UK and Pardadi Education Society and We 
Are the People in India. We have raised over 
£250,000 this year. 

CORPORATE SOCIAL 
RESPONSIBILITY (CSR) 
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FINANCIAL REVIEW 
RICHARD COLLYER 



FY17 
(52 weeks)

FY16
(52 weeks)

£m £m

Revenue 1,454.7 1,490.6

Cost of sales (707.9) (705.7)

Gross profit 746.8 784.9
Gross profit % 51.3% 52.7%

Administrative expenses (SG&A) (670.4) (650.5)

Operating profit 76.4 134.4
Operating profit % 5.3% 9.0%

Operating profit 76.4 134.4
Add back / (deduct)
Exceptional items 3.5 28.4

Impairment charge / (write back) on 
PPE & intangible assets

1.0 (0.1)

Share based payments expense 13.0 10.0
FV movement of financial instruments (0.4) (0.3)
Onerous lease charge 4.1 2.3

Underlying operating profit 97.6 174.7
Underlying operating profit % 6.7% 11.7%

Depreciation of tangible fixed assets 44.2 41.4
Amortisation of intangible assets 13.2 11.1

Adjusted EBITDA 155.0 227.2
Adjusted EBITDA % 10.7% 15.2%

SUMMARY CONSOLIDATED INCOME STATEMENT 
• Revenue decreased 2.4% (£35.9m). 

Strong performance in E-commerce and 
3PE partially offset underperformance in 
UK Retail. Revenue decreased 3.8% in 
constant currencies. 

• Working closely with our suppliers, we 
delivered a strong intake margin however 
the tough market conditions and product 
related challenges meant we were more 
promotional than we planned, resulting in 
gross margin dropping 140bps to 51.3%. 

• While we continue to monitor costs closely, 
our underlying cost base has increased 
with planned growth. Underlying costs 
increased £39.0 million, primarily due to 
the expansion in China and Mens and 
increased marketing investment.  

• Underlying operating profit decreased by 
£77.1m to £97.6m. 

• Adjusted EBITDA decreased by £72.2m to 
£155.0m. 
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SEGMENTAL PERFORMANCE 

UNDERLYING OPERATING PROFIT (UOP) 

• UK Retail delivered UOP of £70.5m, a decline of 41.2% 
(£49.3m) due to the sales decline and investment to 
support strategic initiatives . 

• E-commerce delivered £24.6m of UOP, a decline of 
42.4%, predominantly driven by increased investments in 
digital marketing and customer experience. 

• International UOP declined £11.8m, with continued 
investment in international expansion in China and 
challenging market conditions across Europe. 

 
(1) Sales refers to Gross Transactional Value excluding adjustment to state concession income on 
a net basis for statutory reporting purposes (FY17: £18.2m, FY16: £23.0m).  
Ecommerce Sales and UOP include French, German and RoW E-commerce sales and costs. 
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SALES(1)   
• Challenging market conditions in the UK saw sales decline 

8.8% (£94.2m). 
• Continued strong sales growth from E-commerce of 

14.3% (£28.8m), was driven by increases in online traffic 
and higher conversion to sales. 

• Business with our 3PE partners also performed strongly, 
growing 30.9% (£14.9m). 

• International sales growth was strong at 15.4% (£23.8m), 
primarily driven by China, as well as favourable currency 
movements. 

• Franchise sales decline is due to a reduction in stores and 
a decline in stock sold to our partner in UAE.  

 



As at
25 Mar 17

As at
26 Mar 16

£m £m
Derivatives 33.1 16.3
Other non current assets 915.2 893.8
Non current assets 948.3 910.1

Inventory 158.6 147.8
Derivatives 18.8 23.8
Other current assets 92.6 89.6
Current assets (exc cash) 270.0 261.2

Cash 73.2 134.5

Trade payables (107.0) (114.6)
Accruals and other payables (96.9) (97.8)
Derivatives (3.8) (3.2)
Other (68.3) (63.9)
Current liabilities (276.0) (279.5)

Financial liabilities (1,218.1) (1,207.6)
Deferred tax liabilites (58.2) (57.0)
Deferred income and other payables (62.7) (65.7)
Other (6.0) (6.5)
Non current liabilities (1,345.0) (1,336.8)

Net liabilities (329.5) (310.5)

Senior Secured Notes (1,042.8) (1,009.4)
Senior Notes (175.3) (198.2)
Financial liabilities (1,218.1) (1,207.6)

Cash 73.2 134.5
Net Debt (1,144.9) (1,073.1)

SUMMARY CONSOLIDATED BALANCE SHEET 

• We continue to actively manage our 
inventory position to planned levels, 
retaining flexibility to trade into trends. 

• Pre currency movements, underlying 
inventory was lower than last year  
despite our strategic expansion, 
particularly in China. 

• We have a rolling 15 month hedging 
policy and are well hedged for FY18. 

• As our Euro FRN exposure is c. 54% 
hedged via cross currency swaps,                        
c. 84% of our total debt is therefore  at 
fixed rates, with the balance subject to 
floating rates. 

• Adjusted EBITDA / Net Total Leverage                
is 7.4x.  

• Cash ended the year at £73.2m. Our cash 
generation also allowed us to repurchase 
and cancel £23.3m of our Senior Notes in 
September 2016. 
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FY17
(52 weeks)

FY16
(52 weeks)

£m £m

Operating profit 76.4 134.4

Non cash items 51.7 47.4

Changes in working capital:
(Increase) / decrease in inventories (9.5) 1.0

Increase  in trade & other receivables (6.2) (1.0)

(Decrease) / Increase  in trade and other payables (0.1) 14.7
Net change in working capital (15.8) 14.7

Net movement in shares & share schemes - 30.9

Other 5.3 (10.0)

Net cash flow from operating activities 117.6 217.4

Tax (received) / paid (2.0) 10.9

Net cash flow from investing activities (73.1) (72.3)

Free cash flow(1) 42.5 156.0

Net cash flow from financing activities (111.9) (141.9)

Underlying free cash flow
exc net movement in shares & share schemes

42.5 125.1

SUMMARY CONSOLIDATED CASH FLOW STATEMENT 

• Underlying free cash flow of £42.5m    
was  £82.6m lower than FY16, reflecting 
the decrease in operating profit and 
increased investment in working capital. 

• Year on year working capital increased 
due to a higher inventory balance and 
lower trade and other payables. 

• FY16 also includes the benefit of closing 
out the old share schemes as a result of 
the Brait acquisition, which resulted in a 
cash inflow of £30.9 million. 

• We will continue to plan our capital 
investment to deliver our long term 
strategic initiatives and we retain 
flexibility around our planned levels                 
of investment. 
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(1) Free cash flow, a non-IFRS measure, is pre-tax cash flow from operating activities less investing activities. 



CAPITAL EXPENDITURE 
TARGETED INVESTMENT IN OUR 
STRATEGIC INITIATIVES AND 
SUPPORTING INFRASTRUCTURE 

• Our core UK market: 
• 20 new store openings, 11 relocations and  

14 closures (inclusive of the relocations). 
• We are nearing completion of the rollout              

of our ATLAS Retail Stock Management 
upgrade programme. 

• Within E-commerce, expenditure reflects  
the launch of the new online platform for 
International websites.  

• Ongoing investment in international 
expansion, with 40 new stores in China, all 
fitted in a premium version of our Concept 
format, as well as two stores in France and 
one in Poland. 

• We continue to refurbish our stores; around 
65% of the owned store portfolio (516 
stores) now trading in our Concept format. 
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FY17
(52 weeks)

FY16
(52 weeks)

£m £m

Total UK 54.0 50.4

New Space 15.9 8.7
Refurbishments 4.1 11.9
IT Infrastructure 22.9 18.5
Logistics 3.6 2.6
Retail Infrastructure 7.5 8.3
Other - 0.4

E-Commerce 9.4 6.4

Europe 7.0 6.6

China 3.3 8.9

Capital expenditure cash paid 73.7 72.3

Movement in capital accrual 2.0 0.8

Capital additions 75.7 73.1

FY17
(52 weeks)

FY16
(52 weeks)

£m £m

Capex paid in the period (73.7) (72.3)

Proceeds from sale of Intangibles 0.6 -

(73.1) (72.3)
Net cash flow from investing 
activities



SUMMARY  
& OUTLOOK 
ANDERS KRISTIANSEN 



SUMMARY & OUTLOOK 
IT HAS CLEARLY BEEN A DIFFICULT 
YEAR AND WE EXPECT CONDITIONS  
TO REMAIN CHALLENGING 
THROUGHOUT THE COMING YEAR 

• The retail environment is now more 
competitive than ever, with a growing shift 
to ‘buy now, wear now’, which challenges 
us to be even faster and more agile.  

• With the backing of our shareholders, we 
remain focussed on our strategic goals.  

• We have already put robust plans in place 
to address specific issues experienced 
during FY17.  

• The year ahead is also expected to be 
challenging and we have set our plans 
accordingly.  

• We are confident the business is doing all 
the right things to offset immediate 
challenges and to secure our longer term 
objectives.  

22 



Q&A 
ANDERS KRISTIANSEN 
& RICHARD COLLYER 
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