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David Dayan 
Co-Founder and Co-CEO 

 25 years experience 
in fashion sales 

 Prior to founding 
Showroomprivé, David was 
CEO of fashion wholesale 
company France Export 

Thierry Petit 
Co-Founder and Co-CEO 

 16 years experience 
in e-commerce and online 
marketing 

 Prior to founding 
Showroomprivé, 
Thierry created Toobo.com, 
which was acquired by 
Tiscali in 2001 

3 



4 

MEMBERS1 CUMULATIVE 
BUYERS1 

ITEMS SOLD2 NET REVENUES2 INTERNATIONAL 
REVENUES2 

Curated shopping experience for digital women  

12-15 new great deals, every day, on well-known 
and up-and-coming brands 

Mobile-first 

France + 8 countries in Europe 

Strong revenue growth, profitability, 
and cash generation 

Notes: 1 As of 30/09/2016 
 2 In the fiscal year ended December 31, 2015 based on internet revenues and excluding Saldi Privati 

SHARE OF 
MOBILE TRAFFIC 
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of which 
are women 

of 2015 buyers 
were women 

of these female buyers 
were 25-50 
years old  

visits / month in 2015 

of free traffic in 2015 

repurchase intent 
after first purchase2 

gross revenue from 
repeat buyers in 2015  

5 

Notes: 1 As of 31/12/2015 
2 Internal survey based on 141,429 respondents all buyers in 2015 



6 

~50-70% off retail prices 

Curated selection 

Fun, engaging and social 

Quality of service 

Manage excess inventories 

Protect brand image 

Increase awareness 

Data analytics 

MEMBERS BRANDS 

81% CONSIGNMENT/ 
19% FIRM SALES 

~12-15 NEW SALES 
EVENTS PER DAY 



II 
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Infinity 
Launched in Oct. 2015 

 
 Drives order 

frequency 
 Positive impact on 

basket size 

Search engine 
Launched in March 
2016 

 Innovative entry 
point by product  

 Addresses both 
impulse and 
planned buying  

Product 
recommendation 

Launched in May 2016  

 Algorithm-based 
 Complementary & 

frequently bought 
together products 

Apple Pay 
July 2016 

 
 Payment in one 

touch 
 In France and 

in the UK 

Ticketing  
Launched in April 2016 
 
 Partnership with France 

Billet 
 Broaden entertainment 

offers 

Shop IT 
 

 Exclusive deals in partner 
brands’ stores 

IRL (our private label) 
 

Sales of dematerialized 
products (e.g. subscription …) 
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Driver for loyalty(3) Driver for sales(1) 

Driver for audience building(1) Driver for acquisition and conversion(2) 

 

traffic from mobile 

Notes: (1) During H1 2016; (2) As of 30 June 2016; (3) Based on the last 12 months as of 30 June 2016 

app downloads 

x 

more orders 
per year from mobile 
users (5.0 vs. 3.4x for 
desktop users) 

of gross internet sale 
per year 
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Average Revenue Per Buyer 
€ 

104 

111 

117 

H1-14 H1-15 H1-16 

Active Buyers 
million 

1.8 
2.0 

H1-15 H1-16 

Average Basket Size 
€ 

36.9 
38.9 

H1-15 H1-16 

Orders Per Buyer 
# 

3.0 3.0 

H1-15 H1-16 
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Total Members 
million 

12.6 15.0 
18.0 

H1-14 H1-15 H1-16 
Note: (1) Based on Fevad data for French Ecommerce market 

 

Ecommerce 
penetration 

Key Stats 2015(1)  

Ecommerce 
Users 

Total Buyers 
million 

1.2 1.4 
1.7 

H1-14 H1-15 H1-16 

Average Revenue Per Buyer 
€ 

107.2 
112.3 

119.4 

H1-14 H1-15 H1-16 

127 162 
205 

H1-14 H1-15 H1-16 

Internet Revenue Growth 
€ million as fast as France  

Ecommerce growth(1) 
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Implementation of local strategy 

EXTERNAL 
GROWTH 

OPENING 
OF LOCAL 

SOURCING 
OFFICES 

ROLL-OUT OF 
INNOVATIVE 

CONVERSION 
TOOLS 

Spain 

Italy 

 Infinity 
– in Spain and Portugal 

 Unique basket 
– Spain, Portugal and Belgium 

 Acquisition 
of Saldi Privati in Italy 
– #2 flash sales player in 

Italy 
 

Significant profitability improvement 
International EBITDA in € million 

-3.7 

-1.9 

-5.3 

0.0 
H2-14 H1-15 H2-15 H1-16 

Breakeven 

 

Note: (1) Source: Euromonitor  – 2014 data 
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 Consolidation of position in Italy, a market with a strong 
outlook 

 

 Acceleration of the international expansion 

 International to represent more than 20%(1) of the 
group’s sales  

 

  An additional driver of value creation for the Group with a 
strong potential for synergies 

 

 Attractive transaction price: 

 28 million euros, payable at the closing of the 
operation 

 10 millions euros earn-out tied to 2018 results 
  Note: (1) Based on 2015 results 



III 
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199.4 

240.3 

H1-15 H1-16 

Net revenue & growth 
€ million 

EBITDA margin  

5.4% 

FY-15 

6.2% 

6.6% 

H1-15 H1-16 
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162.4 
205.5 

31.6 

28.9 
5.4 

5.9 
199.4 

240.3 

H1-15 H1-16 

Revenues breakdown 
€ million 

27% 

-8% 

yoy 
growth 

 
 
 

Net Internet revenues 

France International Non-Internet 
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Gross margins 
€ million 

17 

% of net revenues 

80.9 95.5 

40.6% 39.7% 

H1-15 H1-16 

58% 
81% 

42% 
19% 

Fashion vs  
Non Fashion 

Firm vs  
consignment 

H1 2015 

53% 

81% 

47% 

19% 

Fashion vs  
Non Fashion 

Firm vs  
consignment 

Fashion-related 
Non-fashion 

Consignment 
Firm 

Product mix evolution 
% of gross Internet revenues 

H1 2016 

179.2 

40.5% 

FY 15 
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Opex evolution 
In € milion and as % of net revenues 

3.9% 3.5% 

H1-15 H1-16 

Marketing costs 
(as % of net revenues) 

Logistics costs 

G&A costs 
(as % of net revenues) 

23.6% 23.3% 

H1-15 H1-16 

7.8% 7.4% 

H1-15 H1-16 

(as % of net revenues) 

70.5 82.1 

35.3% 34.1% 

H1-15 H1-16 

159.4 

36.0% 

FY 15 
6.7% 

FY 15 

23.2% 

FY 15 

6.1% 

FY 15 
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5.4% 
Total  

EBITDA margin 

EBITDA 
€ million 

19 

8.1% 

France International 

14.2 15.7 

12.3 15.7 

H1-15 H1-16 

6.6% 

8.5% 

6.2% 

France  
EBITDA margin 7.4% 

30.9 

23.7 

FY 15 

Breakeven of 
international 
operations 

(7.2) (1.9) 0.0 
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Q3 2015 Q3 2016 %Growth 

Net revenues (€ million) 90.3 104.8 16.0% 

Total Internet revenues (€ million) 88.4 102.2 15.6% 

      

Buyers (in millions)  1.1 1.2 5.7% 

Revenue per Buyer (€) 79.0 86.4 9.4% 

Number of Orders (in millions)  2.4 2.6 9.1% 

Average Number of Orders per Buyer 2.2 2.2 3.2% 

Average Basket Size (€) 36.5  38.7 6.0% 

        

(million) 30/06/2016 30/09/2016 Change 

Total members 26.1   26.8   + 0.7 

Cumulative buyers 6.0   6.3   + 0.3 
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NET REVENUES (1) 

(y-o-y growth) 
€525-540m 
(+19% – +22%) 

c. €750m 
by 2018 
o/w 25% 

from international 

EBITDA MARGIN(1) 
5.8 - 6.0% 

 
 

7.5 - 8.0% 
by 2018 

c. 9.5% in France 

CASH FLOW (1) 
100%+ CASH CONVERSION(2) 

1.3 - 1.5% Capex AS % 
NET REVENUES 

1 Excluding Saldi Privati 
2 Excluding exceptional items 
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Our members have significant lifetime value 
Gross internet revenues generated from Q1 2014 member cohort (France) 

Conversion of members 
into buyers within 2 years 

Attractive economics 

Conversion of new buyers into 
repeat buyers within 2 years 

Contribution margin(1) 

(€1.5m) 

€7.2m 

€6.1m 

€4.4m 

€6.1m 

€4.8m 

€4.3m 
€3.9m 

€6.0m 

€42.9m 

Q1 14 
total 

marketing 
cost 

Q1 14 Q2 14 Q3 14 Q4 14 Q1 15 Q2 15 Q3 15 Q4 15 Total 
at Q4 15 

…AND 
COUNTING! 

GROSS REVENUE/ 
MARKETING SPEND 

Note: 1 Defined as gross margin post variable logistics and fulfilment costs 
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2014 2015 %Growth H1-15 H1-16 %Growth
CUS TOME R S  ME TR ICS  

Total Members  (in thous ands ) 20,178 24,568 21.8% 21,940 26,143 19.2%

F rance 13,893 16,787 20.8% 15,040 17,985 19.6%

International 6,285 7,781 23.8% 6,900 8,158 18.2%

Cumulative B uyers  (in thous ands ) 4,303 5,517 28.2% 4,822 6,042 25.3%

F rance 3,536 4,52 27.8% 3,938 4,960 26.0%

International 0,767 0,997 30.0% 0,884 1,082 22.4%

B uyers  (in thous ands ) 2,357 2,867 21.7% 1,756 2,003 14.1%

F rance 1,922 2,389 24.3% 1,447 1,721 19.0%

International 0,435 0,479 10.2% 0,309 0,282 -8.9%

R evenue per B uyer 143.7       151.1   5.2% 110,5 117,0 5.9%

F rance       148.7         154.9   4.2% 112,3 119,4 6.3%

International     121.3         132.1   8.9% 102,2 102,6 0.4%

OR DE R S  

Total orders  (in thous ands ) 9,108 11,748 29.0% 5,258 6,027 14.6%

F rance 7,728 10,043 29.9% 4,394 5,267 19.9%

International 1,38 1,705 23.5% 0,864 0,760 -12.0%

Average Orders  per B uyer

(in number of orders ) 

F rance           4.0             4.2   4.6% 3.0 3.1 2.0%

International           3.2             3.6   12.0% 2.8 2.7 -3.7%

Average B as ket S ize 37.2         36.9   -0.8% 36.9 38.9 5.4%

F rance         37.0           36.8   -0.4% 37.0 39.0 5.4%

International         38.2           37.1   -2.8% 36.5 38.0 4.2%

0.3%          3.9             4.1   6.0% 3.0 3.1
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Notes: 1 The group calculates ‘EBITDA’ as net income before expenses for amortisation, stock options expenses, non-recurring items, cost of financial debt, 
other financing income and expenses and income taxes 

(€ thous ands ) 2014 2015 %Growth H1-15 H1-16 %Growth
Net revenues 349,791 442,832 26.6% 199,419 240,330 20.5%

Cos t of goods  s old -202,929 -263,679 29.9% -118,499 -144,826 22.2%
Gross m argin 146,862 179,153 22.0% 80,920 95,504 18.0%

Gros s  margin as  %  of 
revenues

42.0% 40.5% 40.6% 39.7%

Marketing -21,929 -26,897 22.7% -7,798 -8,371 7.3%
As  %  of revenues 6.3% 6.1% -3.9% -3.5%
L ogis tics  & fulfilment -84,949 -102,650 20.8% -47,105 -55,990 18.9%
As  %  of revenues 24.3% 23.2% -23.6% -23.3%
General & adminis trative 
expens es

-26,828 -29,861 11.3% -15,549 -17,709 13.9%

As  %  of revenues 7.7% 6.7% -7.8% -7.4%
T otal Opex -133,706 -159,408 19.2% -70,452 -82,070 16.5%
As %  of revenues 38.2% 36.0% -35.3% -34.1% 1.2%

Current operating profit 13,156 19,745 50.1% 10,467 13,434 28.3%
Amortis ation of intangible 
as s ets  recognis ed upon 
bus ines s  reorganis ation

-783 -783 0.0% -391 -391 0.0%

Other operating income and 
expens es

-2,408 -8,106 236.6% -689 -10,014 -98.5%

Operating profit 9,965 10,856 8.9% 9,387 3,029 -67.7%
Net finance cos ts -144 -137 -4.9% -153 -234 52.9%
Other financial income and 
expens es

52 -106 -303.8% 63 184 192.1%

P rofit be fore  tax 9,873 10,613 7.5% 9,297 2,979 -68.0%
Income taxes -4,003 -5,470 36.6% -4,240 -2,274 -46.4%

Net incom e 5,870 5,143 -12.4% 5,058 705 -86.1%
EB IT DA1 15,531 23,723 52.7% 12,311 15,742 27.9%

E B IT DA as  %  of revenues 4.4% 5.4% 6.2% 6.6%

Income S tatement Data
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(€ thous ands ) 2014 2015 %Growth H1-15 H1-16 %Growth
INTE R NE T R E VE NUE S

F rance 285,845 370,012 29.4% 162,423 205,499 26.5%
International 52,682 63,236 20.0% 31,572 28,908 -8.4%

T otal Inte rne t revenues 338,527 433,248 28.0% 193,996 234,406 20.8%
Other revenues 11,264 9,584 -14.9% 5,423 5,924 9.2%

Net revenues 349,791 442,832 26.6% 199,419 240,330 20.5%

(€ thous ands ) 2014 2015 %Growth H1-15 H1-16 %Growth
F rance 19,156 30,888 61.2% 14,211 15,719 10.6%

F rance E B IT DA as  a %  of 
revenues

6.4% 8.1% 8.5% 7.4%

International -3,625 -7,165 97.7% -1,900 0,023 -101.2%
International E B IT DA as  a %  
of revenues

-6.9% -11.3% -6.0% 0.1%

T otal EB IT DA 15,531 23,723 52.7% 12,311 15,742 27.9%
T otal E B IT DA as  a %  of 
revenues

4.4% 5.4% 6.2% 6.6%

R evenues

E B IT DA
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(€ thous ands ) 2014 2015 H1-15 H1-16
Net income for the period 5,870 5,143 5,058 705

Adjus tments  for non-cas h items 3,956 8,640 2,333 11,211
Cash flow  from  operations be fore  
finance  costs and incom e tax

9,826 13,783 7,390 11,916

E lim of accrued income tax expens e 4,003 5,470 4,240 2,274
E lim of cos t of net financial debt 144 137 153 51

Impact of change in work ing capital 13,091 -303 -17,167 -25,014
Cash flow  from  operating activitie s 
be fore  tax

27,064 19,087 -5,384 -10,773

Income tax paid -7,195 -5,141 -2,541 -2,764
Cash flow  operating activitie s 19,869 13,946 -7,925 -13,537

Acquis itions  of property plant & 
equipment and intangible as s ets

-4,920 -6,348 -2,234 -3,612

Changes  in loans  and advances -217 -79 0 0
Dis pos al of fixed as s ets 78 19 0 34
Ne t cash flows from  investing 
activitie s

-5,059 -6,408 -2,234 -3,578

Increas e in s hare capital and s hare 
premium res erves

0 48,888 0 847

Is s uance of indebtednes s 0 0 0 0
R epayment of borrowings -507 -1,037 -565 -463
Net interes t expens e -144 -137 -153 -51
Ne t cash flows from  financing 
activitie s

-651 47,714 -718 333

Ne t change  in cash 14,159 55,252 -10,877 -16,782

Cas h flow s tatement data
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(€ thous ands ) 2014 2015 H1-15 H1-16
NON-CURRENT ASSETS

Goodwill 81,576 81,576 81,576 81,576

Other intangible as s ets 27,726 28,861 27,900 29,276

Tangible as s ets 14,141 14,833 13,891 14,906

Other non-current as s ets 1,256 1,180 1,181 1,101

Total non-current as s ets 124,699 126,450 124,548 126,859

Current as s ets

Inventory 41,691 57,068 46,055 62,111

Accounts  receivable 14,925 24,014 15,158 29,131

Deferred tax as s ets 2,744 3,058 823 3,215

Other current as s ets 19,388 27,952 17,352 27,494

Cas h and cas h equivalents 47,730 102,982 36,853 86,200

Total c urrent as s ets 126,478 215,074 116,241 208,151

Total as s ets 251,177 341,524 240,789 335,010

L ong term  financial debt 3,625 2,962 3,225 2,499

Obligations  to pers onnel 89 116 89 131

Deferred taxes 9,239 9,883 9,417 9,550

Total non-current liabilities 12,953 12,961 12,731 12,180

Short-term  financial debt 1,005 916 840 916

Accounts  payable 75,362 100,108 61,882 84,632

P rovis ion for ris ks  and charges 795 993 387 2,688

Other current liabilities 30,346 38,499 29,135 38,564

Total current liabilities 107,508 140,516 92,244 126,800

Total liabilit ies 120,461 153,477 104,975 138,980

Total s hareholders ’ equity 130,716 188,047 135,815 196,031
Total liabilit ies  and 
s hareholders ’ equity

251,177 341,524 240,789 335,010

B alance S heet Data
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Notes:  
1 Corresponds to the total amount billed to buyers during a given period 

2 Value added tax is applied on every sale. The applicable value-added tax rate depends on the country where buyer is located 
3 Accounting adjustments for revenue recognition as described in section 1.13 of the Group’s annual consolidated financial statements, including: (i) timing differences due to the fact 

that certain criteria must be fulfilled before recognising revenue; (ii) the impact of reimbursements granted for cancellations and return which are recognised as a reduction of the 
revenue; and (iii) the effect of presenting certain travel sales on a net basis where the Group acts as an agent 

4 Non-internet sales corresponds primarily to revenues generated from offline sales to wholesalers, including offline re-sales of returned Internet sales items 

(in € thous ands ) 2014 2015 H1-15 H1-16

T otal gross Inte rne t sale s 1 458,745 591,674 262,582 316,470

VAT2 -72,223 -93,515 -38,059 -49,098

R evenue recognition impacts 3 -51,647 -68,900 -32,512 -35,369

Non-interes t revenue and other4 14,916 13,573 7,373 8,327
Net revenues (IFR S ) 349,791 442,832 199,419 240,330
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This presentation contains only summary information and does not purport to be comprehensive.  
  
This document may contain forward-looking information and statements about the Group and its 
subsidiaries. These statements include financial projections and estimates and their underlying 
assumptions, statements regarding plans, objectives and expectations with respect to future 
operations, products and services, and statements regarding future performance. Forward-looking 
statements may be identified by the words “believe,” “expect,” “anticipate,” “target” or similar 
expressions. Although the Group believes that the expectations reflected in such forward-looking 
statements are reasonable, investors and holders of the Group’s securities are cautioned that forward-
looking information and statements are subject to numerous risks and uncertainties, many of which 
are difficult to predict and generally beyond the control of the Group, that could cause actual results 
and developments to differ materially and adversely from those expressed in, or implied or projected 
by, the forward-looking information and statements. These risks and uncertainties include those 
discussed or identified in filings with the Autorité des Marchés Financiers made or to be made by the 
Group.  The Group undertakes no obligation to publicly update its forward-looking statements, 
whether as a result of new information, future events, or otherwise. 
  
 



Investor.relations@showroomprive.com 


