
Financial Results

Düsseldorf, 28 January 2021 



NOTICE TO RECIPIENTS

This presentation and any materials distributed in connection herewith (together, the “Presentation”) have been prepared by Douglas GmbH (the “Company”) solely for use at this presentation. By attending the meeting where this Presentation is made, or by reading the presentation slides, you agree to 

be bound by the following limitations.

This Presentation does not constitute or form a part of, and should not be construed as, an offer for sale or subscription of or solicitation of any offer to purchase or subscribe for any securities in any jurisdiction, and neither this Presentation nor anything contained herein shall form the basis of, or be 

relied upon in connection with, or act as an inducement to enter into, any contract or commitment whatsoever.

These materials may not be distributed to the press or to any other persons, may not be redistributed or passed on, directly or indirectly, to any person, or published, in whole or in part, by any medium or for any purpose. 

The unauthorised disclosure of this Presentation or any information contained in or relating to it or any failure to comply with the above listed restrictions could damage the interests of the Company and all its affiliated companies within the meaning of sections 15 ff. German Companies Act (the “Group”), 

may have serious consequences and may also constitute a violation of applicable laws. At any time upon the request of the Company the recipient must return or destroy all copies promptly.

The information contained in this Presentation has not been independently verified and no representation or warranty, express or implied, is made as to, and no reliance should be placed on, the fairness, accuracy, completeness, reasonableness or correctness of the information or opinions contained 

herein. Neither the Group (including, for the avoidance of doubt, any of its holding companies, associated undertakings, controlling persons, shareholders) nor the respective directors, officers, employees, agents, partners or professional advisors shall have any liability whatsoever (in negligence or 

otherwise) for any direct, indirect or consequential loss howsoever arising from any use of this document or its contents or otherwise arising in connection with this Presentation. The information contained in this Presentation is provided as at the date of this Presentation and is subject to change without 

notice and the Group expressly does not undertake and is not obliged to review, update or correct the information at any time or to advise any participant in any related financing of any information coming to the attention of the Group.

The information in this Presentation does not constitute investment, legal, accounting, regulatory, taxation or other advice, and the Presentation does not take into account your investment objectives or legal, accounting, regulatory, taxation or financial situation or other needs. You are solely responsible 

for forming your own opinions and conclusions on such matters and for making your own independent assessment of the Presentation. 

This Presentation does not purport to contain all information that may be required by any party to assess the Company or the Group, or in each case its business, financial condition, results of operations and prospects for any purpose. This Presentation includes information the Company has prepared on 

the basis of publicly available information and sources believed to be reliable. The accuracy of such information (including all assumptions) has been relied upon by the Company and has not been independently verified by the Company. Any recipient should conduct its own independent investigation 

and assessment as to the validity of the information contained in this Presentation, and the economic, financial, regulatory, legal, taxation and accounting implications of that information. 

This Presentation may include information on or in relation to the Company’s EUR 1,670,000,000 Facility B Term Loan and EUR 200,000,000 Revolving Credit Facility  as well as EUR 300,000,000 Senior Secured Notes and EUR 335,000,000 Senior Notes (together the “Financing”). It is not intended to be 

(and should not be used as) the sole basis of any credit analysis or other evaluation. Each participant is responsible for making its own credit analysis and its own independent assessment of the business, financial condition, prospects, credit worthiness, status and affairs of the Group and the terms of the 

Financing and such independent investigation as it considers necessary or appropriate for determining whether to participate in the Financing. The Group does not make any representation or warranty or undertaking of any kind, express or implied, that the information contained or relating to this 

Presentation is sufficient for the recipient’s credit evaluation process and do not accept or assume responsibility or liability of any kind, if it is not. Any proposed terms in this Presentation are indicative only and remain subject to contract.

Statements made in this Presentation may include forward-looking statements. These statements may be identified by the fact that they use words such as “anticipate”, “estimate”, “should”, “expect”, “guidance”, “project”, “intend”, “plan”, “believe”, and/or other words and terms of similar meaning in 

connection with, among other things, any discussion of results of operations, financial condition, liquidity, prospects, growth, strategies or developments in the industry in which we operate. Such statements are based on management’s current intentions, expectations or beliefs and involve inherent risks, 

assumptions and uncertainties, including factors that could delay, divert or change any of them. Forward-looking statements contained in this Presentation regarding trends or current activities should not be taken as a representation that such trends or activities will continue in the future. Actual 

outcomes, results and other future events may differ materially from those expressed or implied by the statements contained herein. Such differences may adversely affect the outcome and financial effects of the plans and events described herein and may result from, among other things, changes in 

economic, business, competitive, technological, strategic or regulatory factors and other factors affecting the business and operations of the company. Neither the Company nor any of its affiliates is under any obligation, and each such entity expressly disclaims any such obligation, to update, revise or 

amend any forward-looking statements, whether as a result of new information, future events or otherwise. You should not place undue reliance on any such forward-looking statements, which speak only as of the date of this Presentation. The Company does not: (i) accept any liability in respect of any 

forward-looking statements; or (ii) undertake to review, correct or update any forward-looking statement whether as a result of new information, future events or otherwise.

It should be noted that past performance is not a guide to future performance. Interim results are not necessarily indicative of full-year results.

Additional items regarding the financial information included in this Presentation

All financial figures included in this Presentation are unaudited, unless otherwise indicated. 

Performance indicators and ratios that we report in this Presentation, such as EBITDA, Adjusted EBITDA, Free Cash Flow and working capital are not financial measures defined in accordance with IFRS, U.S. GAAP or other applicable accounting standard and, as such, may be calculated by other 

companies using different methodologies and having a different result. Therefore, these performance indicators and ratios are not directly comparable to similar figures and ratios reported by other companies.

Neither the Company nor any member of the Group takes any responsibility for the recipient’s decision to limit the scope of the information that it has obtained in connection with its evaluation of the Group and the Financing. 

Each recipient should be aware that some of the information in this Presentation may constitute “inside information” for the purposes of any applicable legislation and each recipient should therefore take appropriate advice as to the use to which such information may lawfully be put. The Presentation is 

given in confidence and you should not base any behaviour in relation to financial instruments (as defined in the EU Market Abuse Regulation (EU 596/2014) or “MAR”) which would amount to market abuse for the purposes of MAR on the information in this Presentation unless and until after the 

information has been made generally available. Nor should you use the information in this Presentation in any way which would constitute “market abuse”. You are under an obligation to assess for yourself whether you are in possession of inside information and when you have ceased to be in possession 

of such information. You should consult with your legal and compliance teams on your obligations in this regard.

The distribution of this Presentation in certain jurisdictions may be restricted by law. Persons into whose possession this Presentation comes are required to inform themselves about and to observe any such restrictions. No liability to any person is accepted by the Company, including in relation to the 

distribution of the Presentation in any jurisdiction.

This notice and any dispute arising from it, whether contractual or non-contractual, is governed by German law.
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TODAY’S SPEAKERS
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Matthias Born

Group CFO

Tina Müller

Group CEO

Michael Keppel

Group CRO



DOUGLAS SUCCESSFULLY NAVIGATES THROUGH THE CRISIS
RECORD GROWTH IN E-COMMERCE SALES
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› Record growth in E-Commerce keeps total sales almost 
stable 

› Q4 performance after reopening of stores broadly flat on 
prior year despite Covid-19 impact 

› Douglas continued to gain market share throughout the 
crisis

› E-Commerce key driver with €1bn net sales LTM Dec 20

› Store optimisation programme and #ForwardOrganisation
being launched as part of 
#FORWARDBEAUTY.DIGITALFIRST strategy

› Robust liquidity ensured by effective countermeasures

GROUP NET SALES

LfL
(bn€)

FY 2018/19 FY 2019/20

3.5 3.2



SWIFT ACTIONS HAVE BEEN TAKEN TO PRESERVE THE 
STRENGTH OF THE BUSINESS
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Business continuity ensured Liquidity safeguarded

E-Commerce capabilities significantly expanded, 
enlargement of E-Com fulfillment and warehouse 
capacities 

E-Commerce push ongoing

Implementation of Health & Safety measures

Store-to-Customer delivery in Germany

Order balancing between channels

✓

✓

✓

✓

✓

Tight cost and cash management and reporting

Rent negotiations and use of specific pandemic legislation 
permit rent payment withholding where applicable

Personnel expenses managed in line with local regulations 
(e.g. short time work)

RCF drawn and now increased by €75m to further enhance 
liquidity position

Agreements with suppliers to extend payment terms and 
manage returns

✓

✓

✓

✓

✓

Inflows Maximized Outflows Minimized
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E A S T E R N  E U R O P E
S O U T H - W E S T E R N  

E U R O P E

F R A N C E

(m€)

G E R M A N Y

(m€)

(m€) (m€)
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(m€)

G R O U P  

( O N L I N E )

822

FY 2018/19 FY 2019/20

584

FY 2018/19

1,270

FY 2019/20

1,289 767 688

FY 2019/20FY 2018/19

9301,051

FY 2018/19 FY 2019/20

346 345

FY 2018/19 FY 2019/20

G R O U P  

( S T O R E S )

(m€)

FY 2018/19 FY 2019/20

2,840
2,392

LfL

LfL LfLLfL

LfL LfLNet Sales LfL

OVER 40% E-COMMERCE GROWTH 
MITIGATED COVID-19 IMPACT ACROSS REGIONS 
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ADJUSTED EBITDA DEVELOPMENT BY SEGMENT
FY 2019/20

ADJUSTED EBITDA1

G R O U P

S O U T H - W E S T E R N  

E U R O P E
E A S T E R N  E U R O P E

G E R M A N Y 2 F R A N C E

351

292

FY 2018/19 FY 2019/20

96
70

FY 2019/20FY 2018/19

92
63

FY 2019/20FY 2018/19

115 112

FY 2019/20FY 2018/19

47 47

FY 2018/19 FY 2019/20

Adjusted EBITDA Margin

(m€) (m€) (m€)

(m€) (m€)

Note: For details on IFRS16 effects and disclosures please refer to the 
FY2019/20 Interim Financial Report
1 For details on EBITDA Adjustments see page 39
2 Incl. central functions and consolidation effects

› EBITDA figures stated pre IFRS16
› €221m decrease in FY Net Sales translated 

into a decrease of only €59m Adjusted 
EBITDA thanks to effective countermeasures

› Substantial loss of contribution in stores was 
partially mitigated by E-Com topline 
contribution, countermeasures and strict 
cost discipline

› Germany: higher promotions post lockdown, 
valuation effects and channel shift towards 
online

› France: improved margins due to reduced 
promotional pressure

› SWE: most severely hit by Covid-19 crisis and 
store closures leading to most significant 
EBITDA and margin pressure

› Eastern Europe: high resilience combined with 
sustained high margin; region remains strongly 
profitable



LONG-TERM E-COMMERCE GROWTH
E-COM SALES DOUBLED IN THE LAST TWO YEARS

8

E-COMMERCE NET SALES (IN M€)

E - C O M M E R C E  G R O W T H  F U R T H E R  A C C E L E R A T E S ,  W I T H  N E T  S A L E S  R E A C H I N G  € 1 B N

LTM Dec 19/20 
vs. 

LTM Dec 18/19
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2 4 6 9 13 19 23 32 39 50
69

106
145

180

261

324

383
423

585

822

01/0200/01 15/1607/0806/0704/0502/03 03/04 09/1005/06 08/09 10/11 11/12 12/13 13/14 18/1917/1814/15 16/17 19/20 LTM 

Dec

19/20

CAGR
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O N L I N E  N E T  S A L E S

+40.6%

G R O U P

F Y 1 9 / 2 0 A C

G E R M A N Y ( 2 )

F Y 1 9 / 2 0 A C

O N L I N E  R E V E N U E  S H A R E (1)

+1.9%pts

T O T A L  V I S I T S A C T I V E  C U S T O M E R S

C O N V E R S I O N  R A T E A V E R A G E  B A S K E T  ( I N C L .  V A T )

M O B I L E  R E V E N U E  S H A R E A P P  R E V E N U E  S H A R E

+3.9%pts

(0.2)%pts +3.9%

+39.0% +41.0%

(1) Excludes Central Functions.    (2) BC customers DE excl. PD and NB, incl. VAT for FY19/20AC.

E-COMMERCE: STRONG DEVELOPMENT OF KPIS
NO.1 EUROPEAN BEAUTY E-COMMERCE PLAYER
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E-COMMERCE SHARE OF SALES (GROUP)› Continuing strong growth rates in 

recent quarters

› Strongest share of sales during 1st 

lockdown in spring

› Lasting high share of sales after 

reopening of stores in Q4

› Persistent change in consumer 

behavior leading to continuously 

accelerating E-Com sales shares

› Germany: E-Com share of 40% in 

FY 19/20

19%

Q1 

17/18

Q2 

18/19

Q1 

18/19

Q3 

17/18

17%

Q2 

17/18

17%
13%

Q3 

18/19

Q4 

17/18

Q2 

19/20

Q4 

18/19

Q1 

19/20

Q4 

19/20

Q3 

19/20

25% 25%

17%
13% 13% 13%

17%

40%

Lockdown

E-COM SHARE OF SALES DOUBLED OVER PAST 2 YEARS
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DOUGLAS KEEPS ON EXPANDING ITS MARKET SHARE

› Douglas outperforms previous 

year’s market shares across 

core countries in both 

channels, i.e. in stores and 

online

› E-Commerce: Key growth 

driver during COVID-19

› Even post lockdown, online 

business growth acceleration 

continues vs. prior quarters

DOUGLAS MARKET SHARE ACROSS CORE COUNTRIES (STORES + ONLINE)

Source: NPD Germany, France, Spain, Italy EPOS Beauty data

SpainGermany France Italy

+1.6%pts

+1.6%pts

+0.1%pts

+0.4%pts

Jan-Dec 2020Jan-Dec 2019



E-COMMERCE HIGHLIGHTS OF FY 2019/20

MARKETPLACE AS GROWTH DRIVER CRM PROGRAM 

Personalised communication based on 
customer profile:

› 44m cardholders by end of FY2019/20
› 4bn personalised communications in 

FY2019/20
› +57% new online customers vs. PY

ENLARGEMENT OF FULFILMENT CAPACITIES INTRODUCTION OF SOCIAL COMMERCE

› Launch of “Douglas LIVE” 
shopping app

› >75 Live streams during first 
lockdown 

› 33 live shows in Nov/Dec20

12

› >15m orders shipped1 in Europe in 2020

› Increase of 39% vs. PY

› Launch of ship-from-store

1 Before returns

>62k SKUs 90 partners

✓ ✓✓Germany Austria France

Marketplace already online in

Launches Go-Live in PL in Q2/20 Further rollout in Europe



SUMMARY 
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Record growth in E-Commerce keeps total sales almost stable 

E-Commerce sales reached 1bn sales LTM Dec20

Early and strategic focus on E-Commerce helped Douglas to safely
navigate through the Covid-19-impacted fiscal year 2019/20

Due to Douglas’ high brand awareness, the strong E-com business and 
the company’s initiatives, market share gains across core countries

Shift to E-Commerce proves to be sustainable after re-opening of stores

Post lockdown in Q4, stores came back to >90% of PY sales level

EBITDA decline partially compensated by countermeasures

Digitized business model well positioned for future profitable growth
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Q4 2019/20 FINANCIALS: COVID-19 IMPACTED
STILL, LIKE-FOR-LIKE NET SALES VIRTUALLY ON PRIOR-YEAR LEVEL

N E T  S A L E S

C A P E X 2

L F L G R O W T H

A D J U S T E D  E B I T D A  - C A P E X

A D J U S T E D 1 / R E P O R T E D  E B I T D A

744 727

Q4 2018/19 Q4 2019/20

43
50

Q4 2019/20Q4 2018/19

13

Q4 2018/19 Q4 2019/20

(21)

Total LfL Growth:

Store LfL Growth:

Online LfL Growth:

Cash 
Conversion3

(m€) (m€)

(m€) (m€)

56

29

Q4 2018/19 Q4 2019/20

36

Q4 2018/19

(4)

Q4 2019/20

(m€)

N E T  I N C O M E

(m€)

Q4 2018/19

(481)

Q4 2019/20

(43)

F R E E  C A S H  
F L O W 4

1

Q4 2018/19 Q4 2019/20

(26)

1 For details on EBITDA Adjustments see page 39
2 Accounting Capex excl. M&A related Investments

Reported EBITDAAdjusted EBITDAMargins One-time accounting effect (timing accrual Germany) vs. PY

3 Defined as Adjusted EBITDA minus CAPEX pre M&A (Accounting CAPEX) divided by Adjusted EBITDA
4 Defined as Total of Net Cash Flow from Operating Activities and Net Cash Flow from Investing Activities

-74.2%

24.0%

47 27
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FY 2019/20 KEY FINANCIALS AT A GLANCE
FIXED COSTS AND CHANNEL SHIFT WEIGH ON EBITDA

N E T  S A L E S

C A P E X 2

L F L - G R O W T H

A D J U S T E D  E B I T D A  - C A P E X

A D J U S T E D 1 / R E P O R T E D  E B I T D A

3.233

FY 2019/20FY 2018/19

3.453

109 105

FY 2018/19 FY 2019/20

242

FY 2018/19 FY 2019/20

187

Total LfL Growth:

Store LfL Growth:

Online LfL Growth:

Cash 
Conversion3 69.1%

63.9%

(m€) (m€)

(m€) (m€)

351
292

FY 2019/20FY 2018/19

283

179

FY 2018/19 FY 2019/20

(m€)

N E T  I N C O M E

(m€)

17

FY 2018/19 FY 2019/20

(477)

F R E E  C A S H  
F L O W 4

92

140

FY 2018/19 FY 2019/20

1 For details on EBITDA Adjustments see page 39
2 Accounting Capex excl. M&A related Investments

3 Defined as Adjusted EBITDA minus CAPEX pre M&A (Accounting CAPEX) divided by Adjusted EBITDA
4 Defined as Total of Net Cash Flow from Operating Activities and Net Cash Flow from Investing Activities

Reported EBITDAAdjusted EBITDAMargins
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NET SALES DEVELOPMENT BY SEGMENT
Q4 2019/20

› COVID-19 impact on store business 
nearly fully compensated by strong E-
Commerce business

› Significantly lower footfall due to 
COVID-19 nearly compensated by 
higher basket and conversion rates

› Life-for-like net sales nearly on prior-
year level:
› Germany: increase in online sales more 

than offset the decrease in store sales
› France: online sales could not compensate 

impact of lower footfall in stores
› SWE: record growth in E-Com, but store 

sales lower than rest of Europe due to more 
severe economic impact of the pandemic

› Eastern Europe: both channels increasing, 
sustained growth story

1 Excl. Intersegment Sales

NET SALES1

G R O U P

S O U T H - W E S T E R N  

E U R O P E
E A S T E R N  E U R O P E

G E R M A N Y F R A N C E

744 727

Q4 2018/19 Q4 2019/20

284 289

Q4 2019/20Q4 2018/19

LfL

228 210

Q4 2018/19 Q4 2019/20

LfL

152 142

Q4 2018/2019 Q4 2019/20

LfL

(m€)

LfL

81 85

Q4 2018/2019 Q4 2019/20

LfL

(m€) (m€)

(m€) (m€)
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ADJUSTED EBITDA DEVELOPMENT BY SEGMENT
Q4 2019/20

ADJUSTED EBITDA1

G R O U P

S O U T H - W E S T E R N  

E U R O P E
E A S T E R N  E U R O P E

G E R M A N Y 2 F R A N C E

56

29

Q4 2018/19 Q4 2019/20

22

3

Q4 2018/19 Q4 2019/20

13

1

Q4 2018/19 Q4 2019/20

14 14

Q4 2018/19 Q4 2019/20

7

11

Q4 2019/20Q4 2018/19

Adjusted EBITDA Margin

(m€) (m€) (m€)

(m€) (m€)

Note: For details on IFRS16 effects and disclosures please refer to the 
FY2019/20 Interim Financial Report
1 For details on EBITDA Adjustments see page 39
2 Incl. central functions and consolidation effects

› EBITDA figures stated pre IFRS16
› Loss of contribution in stores was 

partially mitigated by E-Com topline 
contribution, countermeasures and 
tight cost discipline

› Germany: decrease driven by channel shift effect 
and change in accounting treatment of timing 
accruals 

› France: gross margin better than PY, impacted 
by higher supplier bonuses due to reaching 
specific thresholds

› SWE: strongest decrease in footfall and store 
sales leading to strong decrease in contribution, 
high promotional activities, PY supported by 
release of inventory provision

› Eastern Europe: Development according to sales 
trend, supported by reversal of previous year’s 
provisions 

One-time accounting effect (timing accrual Germany) vs. PY

13

47



GROSS PROFIT DECLINE PARTIALLY MITIGATED 
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Q4 2019/20
(m€)

744 727

Q4 2019/20Q4 2018/19

56 29

Q4 2019/20Q4 2018/19

36

(4)

Q4 2019/20Q4 2018/19

Mainly adjusted for consulting 
and restructuring costs

(17)

(41) (40)
(27) (27)

Q4 2018/19

1

Q4 2019/20

(26)

Δ Net Sales Δ Gross Profit Δ Rep. EBITDA Δ Adj. EBITDA Δ Free Cash Flow
(pre M&A)

355 314

Q4 2018/19 Q4 2019/20

One-time accounting effect

Lower margin due to channel shift 
effects, partially offset by the time-

accrual accounting effect

Less deferred payments, 
offset by improvement in 

working capitalImpacted by 
consulting and 

restructuring costs



FREE CASH FLOW IMPACTED BY REQUIRED CAPEX AND 
CASH EFFECT OF ADJUSTMENTS 

20

29 (33) 50
(7)

(34) 4

(29) (26)

0

(26)

FREE CASH FLOW BRIDGE Q4 2019/20
(m€)

Free Cash 
Flow

(post-M&A)
before 

Financing

M&AFree Cash 
Flow 

(pre-M&A)

EBITDA 
Adjustments 
(cash effect)3

Adj. Free 
Cash Flow

Others2TaxesWorking 
Capital

CAPEX1Adj. EBITDA

ADJUSTED FCF DEVELOPMENT
(m€)

56 (32) (11) (18) 21 21 (20) 1 (3) (2)

Q4 2018/19:

1 Excl. M&A-related investments
2 Change in Other Assets, Liabilities and Accruals
3 For details on EBITDA adjustments see page 39   

-20

21
4

Q4 2017/18 Q4 2018/19 Q4 2019/20



› Effect from lower gross profit, overcompensated by
› Savings in personnel expenses (incl. government subsidies) 

and shift of social securities payments/taxes
› Waived/reduced/shifted rent payments
› Capex reduction
› Longer payment terms negotiated
› Shifted and lower tax payments 

› €165m of RCF drawn
› Cash balance excl. RCF €91m

› Despite COVID-19, inventory managed efficiently through: 
› Reduction and cancellation of incoming orders
› Shift of store inventory to E-Commerce
› Return of goods from stores to suppliers 

› Higher payables due to longer payment terms
› Receivables slightly below PY; other payables slightly above 

PY 

LIQUIDITY MAXIMIZED THROUGH COUNTERMEASURES

21

C A S H  B A L A N C E  

N E T  W O R K I N G  C A P I T A L

81

91

30 Sep20

256

30 Sep19

165 (RCF)

+13%

(m€)

(m€)

30 Sep 19 30 Sep 20

248
287
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EVOLUTION OF CAPITAL STRUCTURE
AND KEY LEVERAGE METRICS

TOTAL NET LEVERAGE

ADJUSTED EBITDA3

(m€)

Note: Ratings as of March 25, 2020 (Moody’s) and April 1, 2020 (S&P Global)
1 €300m in place since November 9, 2017

CAPITAL STRUCTURE

30 September 2020
m€ x Adj. EBITDA Maturity Pricing

Cash and Equivalents 256

RCF (€200m Volume)4 165 Feb 22
E+3.75% 
(0% floor)

Term Loan B (B2/CCC+) 1,370 Aug 22
E+3.50% 
(0% floor)

New Term Loan B1 

(B2/CCC+)
300 Aug 22

E+3.25% 
(0% floor)

Senior Secured Notes 
(B2/CCC+)

300 Jul 22 6.25%

Net Senior Debt2 1,879 6.4x

Senior Notes (Caa2/CCC-) 335 Jul 23 8.75%

Net Debt (Corp: B3/CCC+) 2,214 7.6x

2 Net Debt does not include Accrued Interest
3 For details on EBITDA Adjustments see page 39
4 additional bank commitment of €75m received in Jan21

5.2x

Sep 2019Sep 2018Sep 2017

6.3x

Sep 2020

5.9x

7.6x

354 376 351
292

LTM Sep 

2020

LTM Sep 

2017

LTM Sep 

2018

LTM Sep 

2019



SUMMARY Q4 19/20 

23

Sustainable strong E-Commerce growth post lockdown, nearly fully 

compensated declining store sales

Liquidity and business continuity secured

Cost-optimization program continued
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.DigitalFirst#ForwardBeauty



#FORWARDBEAUTY.DIGITALFIRST ENABLES A HOLISTIC 
CUSTOMER JOURNEY
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› Invest
into the holistic digital customer journey 

› Focus 
on E-Commerce and marketplace

› Capitalize on datahub
to personalize customer journey and monetize supplier/partner 
relationship

› Integrate store business
into the beauty platform (click & collect, ship-from-store)

› Centralize digital processes and organization 

„Digital first“
means to …



#FORWARDBEAUTY.DIGITALFIRST
DOUGLAS BEAUTY PLATFORM
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BEAUTY PLATFORM
Brand Positioning

E-COMMERCE
ONLINE SHOP MARKET PLACE

STORE EXPERIENCE

TOUCH & FEEL

ASSORTMENT

Choice & Innovation

CURATION / CRM

Inspiration & Personalization

SUPPLY CHAIN

Operational Excellence

TECHNOLOGY

Data-driven Culture
Customer 

Relationships
Partner 

Relationships

27 1 4

32

#FORWARDBEAUTY.DIGITALFIRST



2.6 x

1.0 x 0.8 x
0.4 x 0.3 x

Douglas.de notino.pl flaconi.de sephora.fr sephora.de
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(1) 91 partners in Germany, marketplaces in Austria and France live, PL go-live in Jan21.   (2) Go-live in Feb21.    (3) For Douglas, incl. PD and NB as of Dec20. Source for SKUs: Dataweave and Product Feeds (for Douglas countries).

EXCLUSIVE
BRANDS

FAST GROWING TREND 
BRANDS

MARKETPLACE(1)

NEWLY CREATED
OWN BRANDS

DOUGLAS 
COLLECTION

BEAUTY

HAIR

DERMA BEAUTY

ACCESORIES & JEWELLERY

(2) (2)

(Fr) (DE)

Total number of SKUs(3)

~2.6x number of 
SKUs compared to 
closest competitor

ASSORTMENT: CLEAR DIFFERENTIATION FROM 
COMPETITION WITH OVER 100,000 BEAUTY PRODUCTS

1
1 2 3 4



SUPPLY CHAIN TRANSFORMATION & DIGITIZATION 
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Future Supply Chain Set up Digital Supply Chain

> Artificial Intelligence based software with Machine Learning 
Algorithms from RELEX Solutions, replacing legacy Supply 
Chain systems 

> Comprehensive implementation approach for 5 essential 
Supply Chain disciplines

> 3-year transformation roadmap in place 
Forecasting & Replenishment, go-live in December 2020

Initial Order 
Management

Forecasting & 
Replenishment

Promotion & Pricing

Shelf Space 
Management

Sales Force 
Management

1

2

3

4

5

Digitization of …

· better inventory allocation online and 
offline

· higher product availability, lower DIO

· more effective marketing campaigns 
and pricing

· higher stock rotation in stores 

· higher labor productivity in stores and 
logistic facilities

leads to …

2

OWAC in DE serving
DE, AT, CH, NL

OWAC in FR serving
FR, BE

OWAC in ES serving
ES, PT

OWAC in IT 
serving IT

OWAC in PL  
serving PL, EE

Douglas retail countries

> One Warehouse, All Channels (OWAC)

> 5 OWAC sites to enable E-Com growth and 
marketplace partner fulfillment with up to 150k SKU 
per site by Douglas replacing fragmented logistics 
network of >20 facilities  

> 3-year transformation roadmap in place, to serve 
region DE, AT, CH, NL go-live in 2022

1 2 3 4



DOUGLAS DATA HUB IS THE CORE ELEMENT OF OUR 
DATA STRATEGY AND COLLECTS ALL KEY DATA SOURCES

3

BI-DIRECTIONAL DATA 
EXCHANGE

UNIDIRECTIONAL 
DATA EXCHANGE

CRM DATA 

DOUGLAS WEBSITE DATA

MARKETPLACE DATA

ANALYTICS DATA

DOUGLAS APP DATA 

PERFORMANCE 
MARKETING DATA

OFFLINE DATA RETAIL MEDIA DATA 

1 2 3 4



Loyal customer

DOUGLAS CURATION CAPABILITY AS A COMPETITIVE 
ADVANTAGE WITH PERSONALIZATION AS KEY ELEMENT

31

=

Curation

Consultation Personalization

Product data Content Offsite 
(Push, Newsletter)

Onsite 
(Online & App)

HIGH DEMAND FOR CURATION
DUE TO EXTENSIVE ASSORTMENT

RETAIL MARKETPLACE

Douglas is the trusted No. 1 Beauty platform with curated assortment of the best products and brands

TOTAL SKUs

Source: OC&C analysis based on premium beauty segment across Douglas’ core countries for market position    (1) Approximate figures for DE.    (2) Figures exemplary for DE of >55,000 (as of LTM Dec-2019) and marketplace (excl. PD) of 

>12,000 (as of Feb 2020).    (3) Reflects average basket size of a Beauty Card member, based on DE excl. PD and NB in 2019, incl. VAT.    (4) Based on DE excl. PD and NB in 2019.

(1) (1) (2)

>c.100%

30,000  36,000  

>67,000  

90,000  

2017 2018 2019 Goal 2020

4

107,000

Sep20AC

1 2 3 4
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BEAUTY PLATFORM
Brand Positioning

E-COMMERCE
ONLINE SHOP MARKET PLACE

STORE EXPERIENCE

TOUCH & FEEL

ASSORTMENT

Choice & Innovation

CURATION / CRM

Inspiration & Personalization

SUPPLY CHAIN

Operational Excellence

TECHNOLOGY

Data-driven Culture
Customer 

Relationships
Partner 

Relationships

32 1 4
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#FORWARDBEAUTY.DIGITALFIRST



STORE NETWORK ANALYSISWHY WE ADAPT THE STORE NETWORK

LAUNCH OF STORE OPTIMIZATION PROGRAM 
IN LINE WITH #FORWARDBEAUTY.DIGITALFIRST

33

• Sustainable shift from offline to online

• Change of customer behavior in post-Covid
new normal with reduced store traffic

• Re-balancing of network density

• Profitability uplift through revenue transfer
in case of multiple stores in same catchment 
area

• Premiumization of store network

• Changed reality on retail real estate market 
with decreasing market rents in many 
locations

High number of stores 
within same catchment 
areas drive potential to 
capture offline revenue 
transfer after store closures

Detailed analysis of 
individual catchment areas 
(incl. competitive situation) 
as a basis for definition of 
optimized future store 
network
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Store Portfolio Optimization

E
B
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ILLUSTRATIVE

Current 
Store 

Portfolio 

Revenue 
Transfer
-Online 

Channel-

Revenue 
Transfer
-Offline 

Channel-

P&L After 
Store 

Closures

Net 
sales

EBITDA

Inventory 
Recovery

Outstanding 
Lease 

Payments

Decon-
struction Cost

Severance 
Cost

Transfer

Transfer to stores nearby

› Closure of stores with 
negative or low 
profitability 

› Revenue transfer to 
nearby stores or online 
channel

› Limited cost build-up in 
receiving stores

Lower revenue but higher 
EBITDA in optimized 

portfolio

+ - - -

OPTIMIZED STORE PORTFOLIO WILL INCREASE EBITDA



(1) Inventory recovery valued at 50%-90% (country specific assumptions) of purchasing price excluding supplier bonus.    (2) Store personnel effect after store closures and contingency of 20%-40%. Post-COVID “new normal” adjustment 

based on net sales in Budget FY20/21, to be finalized based on actual Q1 performance.    (3) Post-COVID “new normal” adjustment based on net sales in FY20/21BU.    (4) Current estimate for FY20/21.    (5) €3m of SOP & #FWO effects for 

3 months paid in Q1-20/21..

Main lever
EBITDA

potential (€m)
One-offs
cash (€m) Comments

Store portfolio 
optimization

€43m
Net cash effect: Σ €(39)m

› Optimisation of store portfolio based on analysis of catchment areas

› Selection of future store network based on performance, competitive 
situations and proximity to other stores

› EBITDA improvement potential based on revenue transfer (offline and 
online) with only limited additional costs in remaining network

› Net cash effect includes closure costs offset by inventory shift costs

Store personnel €35m(2)(3) Severance cash effect of 
€(14)m

› Efficiency improvement / reduced store staff in stores that remain open

› Reduced staff requirements due to COVID-induced traffic reduction

Store rent 
reduction

€22m -

› Rent saving potential from re-negotiating with landlords of stores that 
will not be closed

› Changes in retail real estate market situation accelerated due to 
COVID

#Forward
Organization

€18-20m
Severance cash effect of 

€(25)m
› Savings from re-organization of Group functions and local head office 

organization

Consulting/ 
Legal fees

- €(15)m(4)

Total €118-120m €(94)m(5)

35

~500 
stores

S
O

P
1

2

STORE OPTIMIZATION PROGRAM AND #FORWARDORGANIZATION
COMPLETION BY END OF FY21/22



SUMMARY 
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Transformation to an integrated, digital beauty platform 
reflects the changes in consumer behavior

Store closures are a consequence of the digital 
transformation

Remaining stores become part of the integrated, digital 
beauty platform

Positive effects on EBITDA enable us to further pursue our 
profitable growth strategy
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NET SALES DEVELOPMENT BY SEGMENTS
FY 2019/20

1 Excl. Intersegment Sales

NET SALES1

G R O U P

S O U T H - W E S T E R N  

E U R O P E
E A S T E R N  E U R O P E

G E R M A N Y F R A N C E

FY 2018/19 FY 2019/20

3,453
3,233 FY 2018/19 FY 2019/20

1,289 1,270
LfL

9301,051

FY 2018/19 FY 2019/20

LfL

767 688

FY 2018/2019 FY 2019/20

LfL

(m€)

LfL

346 345

FY 2019/20FY 2018/2019

LfL

(m€) (m€)

(m€) (m€)

› Net Sales impacted by COVID-19 
lockdown in all regions

› Impact partially compensated by 
strong E-Commerce business

› France and SWE most severely 
impacted due to lockdowns, starting 
from mid March onwards

› Despite lockdown managed to gain 
market shares in core countries, 
Germany, France, Spain and Italy
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ADJUSTMENTS TO EBITDA
Q4 & FY 2019/20

(m€)
Q4 2018/19 Q4 2019/20 FY 2018/19 FY 2019/20

Reported EBITDA1 36 (4) 283 179

Consulting fees 7 7 13 19

Restructuring costs 8 13 12 13

PPA 0 3 5 6

Credit card fees 3 3 15 15

Inventory write-downs 0 (3) 22 (3)

COVID-19 0 1 0 59

Other 1 8 2 1

Adjusted EBITDA1 56 29 351 292

EBITDA ADJUSTMENTS› Consulting fees: Internal strategic 
projects (e.g. costs to be expected as 
part of cost-savings and store 
restructuring program going forward)

› PPA: Acquisitions in Germany and SWE
› Credit card fees: “Below EBITDA” 

reclassification to financial result in 
accordance with banking and bond 
agreements

› COVID-19: In particular staff- and rent-
related idle costs in connection with 
our closed/not fully opened stores

› Other: Costs related to SOP, 
extraordinary income related to 
payment from former shareholder and 
reversal of provisions
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REPORTED EBITDA
Q4 & FY 2019/20

REPORTED EBITDA

1 Incl. consolidation effects

(m€) Q4
2018/19

Q4
2019/20

FY
2018/19

FY
2019/20

Germany1 18 (11) 58 21

France 12 11 109 96

South-Western Europe 0 (16) 71 18

Eastern Europe 6 11 45 43

Group2 36 (4) 283 179
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DEEP DIVE INTO LFL NET SALES GROWTH
QUARTERLY DEVELOPMENT

LFL NET SALES GROWTH DEVELOPMENT
Q4

2018/19
Q1

2019/20
Q2

2019/20
Q3

2019/20
Q4

2019/20
FY

2019/20

Germany 0.6% 6.6% (3.7)% (19.0)% 2.3% (2.1)%

France 4.1% 2.8% (15.8)% (34.9)% (6.7)% (10.7)%

South-Western Europe (0.2)% 4.7% (15.8)% (34.9)% (6.8)% (11.3)%

Eastern Europe 6.4% 10.5% (5.3)% (19.5)% 8.0% 0.1%

Group 1.6% 5.5% (10.2)% (27.3)% (1.7)% (6.6)%

Stores 0.1% 2.8% (18.9)% (48.0)% (9.5)% (15.6)%

Online 20.6% 21.9% 31.6% 67.3% 43.5% 38.8%
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BRIDGE FROM REPORTED EBITDA TO NET LOSS
DRIVEN BY IMPAIRMENT AND WRITE-DOWN

179

-477

Financial resultrep. EBITDA Amortisation/ 

depreciation

434

Income taxes

50

172

Net loss

283 137 (66) (63) 17

FY 2018/19:

› All EBITDA figures stated pre IFRS16

› Reported EBITDA: COVID-19 related 
decrease of net sales while fixed costs 
could only be partially reduced

› Amortisation/depreciation: increase 
mainly due to goodwill impairment of 
279.7m (prior year: 0m)

› Financial result: write-down of 
receivables of 91.8m



FREE CASH FLOW DEVELOPMENT POSITIVE AND ABOVE 
PREVIOUS YEAR DESPITE COVID-19 IMPACT
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292

(108)
42 (21) 42

247

(108)

140
0

140

FREE CASH FLOW BRIDGE FY2019/20
(m€)

Free Cash 
Flow

(post-M&A)
before 

Financing

M&AFree Cash 
Flow 

(pre-M&A)

EBITDA 
Adjustments 
(cash effect)3

Adj. Free 
Cash Flow

Others2TaxesWorking 
Capital

CAPEX1Adj. EBITDA

ADJUSTED FCF DEVELOPMENT
(m€)

351 (128) (44) (51) 32 160 (63) 954 (3) 92

FY2018/19:

1 Excl. M&A-related investments
2 Change in Other Assets, Liabilities and Accruals
3 For details on EBITDA adjustments see page 39   
4 Includes inventory write-off amounting to €22m

200 160
247

FY2019/20FY2017/18 FY2018/19
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CASH FLOW STATEMENT
Q4 & FY 2019/20

(m€) Q4
2018/19

Q4
2019/20

FY
2018/19

FY
2019/20

Net Cash Flow from Operating activities 13 6 198 245

Net Cash Flow from Investing activities (12) (31) (106) (105)

Free Cash Flow 1 (26) 92 140

Net Cash Flow from Financing activities (42) (57) (114) 36

Net Change in Cash & Cash Equivalents (41) (83) (22) 176

Cash & Cash Equivalents at Beginning of Period 123 339 103 81

Cash & Cash Equivalents at End of Period 81 256 81 256

CASH FLOW STATEMENT› Strong development of
Cash Flow from Operating 
activities due to good 
working capital 
management including 
inventory and shifts related 
to rents, supplier payments 
and taxes 

› Cash flow from Investing 
activities at similar level 
(ongoing investments in E-
Com)

› Increase in Cash from 
Financing activities due to 
the COVID-19-related 
drawing of the RCF



NET WORKING CAPITAL
(m€)
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NET WORKING CAPITAL
Q4 2019/20

287
204

284 313 248

Q1 2019/20Q4 2018/19 Q4 2019/20Q3 2019/20Q2 2019/20

(m€)
Q4

2018/2019
Q1

2019/2020
Q2

2019/2020
Q3

2019/2020
Q4

2019/2020

Inventories 744 803 822 762 739

Trade accounts receivable 46 76 35 40 38

Trade accounts payable (487) (737) (514) (437) (504)

Other1 (16) 62 (58) (53) (24)

Total NWC 287 204 284 313 248

1 Incl. receivables from reimbursed marketing costs, bonus receivables, voucher liabilities 

› Net Working Capital continues to 
be a key focus

› Inventories slightly lower 
compared to PY despite 
challenges due to COVID-19, in 
line with seasonal patterns

› Payables: Higher due longer 
payment terms and other 
deferred payments

› Other: Lower bonus receivables 
and more unredeemed gift 
vouchers

› NWC as % of Net Sales in line with 
historical ratios despite broader 
assortment

NWC as % of 
LTM Net Sales



01.10.2019 - 30.09.2020 Excl. IFRS16 Incl. IFRS16 Delta Explanation

Sales 3,233 3,233
Cost of raw materials, consumables and supplies and 
merchandise (1,795) (1,795

Gross Profit 1,437 1,437

Other operating income 251 241 (10)

Personnel expenses (581) (581)

Other operating expenses (929 (641) 288 Shift to depreciation

Result from impairments on financial assets 0.1 0.1

EBITDA 179 457 278

Amortization/depreciation (434) (724) (291) Shift from other opex

EBIT (255) (267 (13)

Financial result

(172) (199) (28)

more interest expense from the 
compounding of the originally 
discounted lease liabilities

EBT (427) (467) (40)

Income taxes (50) (50)

Profit (+) or Loss (-) of the period (Net Income) (477) (517) (40)

47

IFRS 16 EFFECTS ON P&L
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TECHNICAL ACCOUNTING IMPACT “TIMING ACCRUAL”
SEGMENT GERMANY ONLY

(m€) Q1 Q2 Q3 Q4 FY

Δ
 A

c
c

ru
a

l

FY2019/20 (23) 8 16 0 0

FY2018/19 (23) 8 7 9 0

Delta 0 0 9 (9) 0

G
ro

ss
P

ro
fi

t

Reported
(FY2019/20)

553 312 258 314 0

w/o Accrual 
(FY2019/20)

576 304 242 314 0

Delta (23) 8 16 0 0

› Germany historically showed 
conservative Q1 results by building 
up an accrual within COGS in Q1 
and gradually reversing it in Q2-Q4

› No effect on full financial year
› “Timing accrual” totally released in 

Q3, no effect in Q4 
› Germany’s approach therefore 

harmonized to other segments
› Comparison to prior quarters 

affected

ACCRUAL – P&L EFFECT ON GROSS PROFIT



PREMIUM STORE NETWORK 
FOOTPRINT ACROSS EUROPE
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Own stores Franchise stores

YTD DEVELOPMENT FY 2018/19 FY 2019/20

Store openings 33 22

Store closures (50) (82)

Store acquisitions - -

Store divestitures - -

Change in franchises 1 1

Total (16) (60)

› Limited store openings, 
mainly in EE 

› Portfolio realignment 
across Europe will result in 
further reduction in # of 
stores

2.292 2.232

140

2.431

139

30 Sep 19 30 Sep 20

2.372


