This document comprises a registration document (the “Registration Document”) relating to Made.com Limited
(the “Company”) and has been prepared in accordance with the prospectus regulation rules (the “Prospectus
Regulation Rules”) of the Financial Conduct Authority (the “FCA”) made under section 73A of the Financial
Services and Markets Act 2000 (as amended) (“FSMA”). This Registration Document has been approved by the
FCA as competent authority under Regulation (EU) 2017/1129 as it forms part of retained EU law as deﬁned in
the EU (Withdrawal) Act 2018 (the “UK Prospectus Regulation”), and has been made available to the public in
accordance with the Prospectus Regulation Rules. The FCA only approves this Registration Document as meeting
the standards of completeness, comprehensibility and consistency imposed by the UK Prospectus Regulation, and
such approval should not be considered as an endorsement of the Company that is the subject of this Registration
Document.
The Company and its directors (whose names appear on page 25 of this Registration Document) (the “Directors”)
accept responsibility for the information contained in this Registration Document. To the best of the knowledge of
the Company and the Directors, the information contained in this Registration Document is in accordance with the
facts and this Registration Document makes no omission likely to affect the import of such information.
No representation or warranty, express or implied, is made and no responsibility or liability is accepted by any
person other than the Company and its Directors, as to the accuracy, completeness, veriﬁcation or sufﬁciency of
the information contained herein, and nothing in this Registration Document may be relied upon as a promise or
representation in this respect, as to the past or future. No person is or has been authorised to give any information
or to make any representation not contained in or not consistent with this Registration Document and, if given or
made, such information or representation must not be relied upon as having been authorised by the Company.
Without limitation, the contents of the website of the Group do not form part of this Registration Document and
information contained therein should not be relied upon by any person. The delivery of this Registration
Document shall not, under any circumstances, create any implication that there has been no change in the
business or affairs of the Group since the date of this Registration Document or that the information contained
herein is correct as of any time subsequent to its date.
This Registration Document speaks as of its date and should be read in its entirety. Capitalised terms used in this
Registration Document which are not otherwise deﬁned have the meanings given to them in
Part XI: “Deﬁnitions”.
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(Incorporated under the Gibraltar Companies Act 2014 and registered in Gibraltar with registered number 113041)

This Registration Document may be combined with a securities note and summary to form a prospectus in
accordance with the Prospectus Regulation Rules. A prospectus is required before an issuer can offer transferable
securities to the public or request the admission of transferable securities to trading on a regulated market.
However, this Registration Document, where not combined with the securities note and summary to form a
prospectus, does not constitute an offer or invitation to sell or issue, or a solicitation of an offer or invitation to
purchase or subscribe for, any securities in the Company in any jurisdiction, nor shall this Registration Document
alone (or any part of it), or the fact of its distribution, form the basis of, or be relied upon in connection with, or
act as any inducement to enter into, any contract or commitment whatsoever with respect to any offer or
otherwise.
Nothing in this Registration Document constitutes an offer of securities for sale in any jurisdiction and is not for
release, publication or distribution, in whole or in part, directly or indirectly, in or into or from the United States
(including its territories or possessions, any state of the United States and the District of Columbia), Canada,
Australia, Japan, Switzerland or any other jurisdiction where such distribution is unlawful, subject to certain
limited exceptions. The Ordinary Shares have not been, and will not be, registered under the US Securities Act of
1933, as amended (the “Securities Act”) or the securities laws of any state of the United States and may not be
offered, sold, pledged or otherwise transferred in or into 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. This Registration Document may only be distributed outside the United States
in reliance on Regulation S of the Securities Act and within the United States to QIBs in reliance on Rule 144A
of the Securities Act. Any securities referred to in this Registration Document have not been and will not be
registered under the applicable securities laws of Australia, Canada, Japan or Switzerland and, subject to certain
exceptions, may not be offered or sold within Australia, Canada, Japan or Switzerland or to any national, resident
or citizen of Australia, Canada, Japan or Switzerland.
The date of this Registration Document is 25 May 2021. This Registration Document speaks only as of the date
hereof.

CONTENTS
PAGE
PART I

RISK FACTORS..........................................................................................................

3

PART II

PRESENTATION OF FINANCIAL AND OTHER INFORMATION ......................

21

PART III

DIRECTORS, SECRETARY, REGISTERED OFFICE, LEGAL ADVISER
AND AUDITORS........................................................................................................

25

PART IV

INDUSTRY OVERVIEW............................................................................................

26

PART V

BUSINESS OVERVIEW.............................................................................................

31

PART VI

DIRECTORS, SENIOR MANAGERS AND CORPORATE GOVERNANCE ........

50

PART VII

SELECTED FINANCIAL INFORMATIION .............................................................

60

PART VIII

OPERATING AND FINANCIAL REVIEW ..............................................................

64

PART IX

GROUP HISTORICAL FINANCIAL INFORMATION............................................

85

PART X

ADDITIONAL INFORMATION ................................................................................

136

PART XI

DEFINITIONS .............................................................................................................

155

2

PART I
RISK FACTORS
The risk factors described below are not an exhaustive list or explanation of all risks relating to Made.com
Limited (the “Company” and together with its subsidiaries, “we”, “us”, “our”, the “Group” or “MADE”)
and should be used as guidance only. Additional risks and uncertainties relating to the Group that are not
currently known to the Company, or that the Company currently deems immaterial, may individually or
cumulatively also have a material adverse effect on the Group’s business, ﬁnancial condition, results of
operations and prospects.
RISKS ASSOCIATED WITH MADE’S BUSINESS
MADE depends on a strong brand and a positive customer experience, and unfavourable customer feedback or
negative publicity could adversely affect its brand.
Enhancing, investing in and maintaining the Made.com brand is fundamental to MADE’s efforts to attract,
maintain and expand the MADE customer base. Brand identity is a critical factor in retaining existing
customers and attracting new customers. MADE has expended and will continue to expend time and
resources on marketing and customer relations, but its marketing efforts and other promotional activities may
not achieve the desired results of increasing the number of new customers. If MADE is unable to maintain
or enhance consumer awareness of the brand and generate demand in a cost-effective manner, this would
negatively impact its ability to compete and could have a material adverse effect on MADE’s business,
ﬁnancial condition, results of operations and prospects.
Promotion and enhancement of the Made.com brand depends on MADE’s ability to provide a positive
customer experience. Any failure to offer high quality products across a range of different designs and price
points, reasonable lead times, excellent customer service or efﬁcient and reliable delivery, or any substantial
product recall or product liability claim, could damage MADE’s reputation and brand and result in the loss
of customer conﬁdence and a reduction in purchases. If its brand is damaged, MADE may also face
difﬁculty retaining and recruiting designers, which could negatively impact MADE’s product offerings and
sales.
A signiﬁcant portion of MADE’s customers’ experience depends on third parties that are outside of its
control, including third party vendors, manufacturers, logistics providers and various social media providers,
distributors and inﬂuencers. If these third parties do not meet MADE’s or its customers’ expectations, its
brand may suffer irreparable damage. For example, delays in the delivery of MADE’s products to customers
as a result of global freight disruptions, as experienced in relation to the COVID-19 pandemic and the Suez
Canal blockage in March 2021, could negatively affect MADE’s customers experience and affect their
perception of the Made.com brand.
Customer complaints or negative publicity about MADE’s website, products, product delivery times,
customer support, customer data handling or security practices, especially on blogs, online ratings, review
services and social media platforms could rapidly and severely diminish the use of its website and current
and potential customers’ conﬁdence in MADE, which could result in harm to its brand and its business.
Further, MADE believes that a large part of the growth in its customer base to date has originated from
social media and afﬁliate marketing. If MADE is not able to develop and maintain positive relationships
with its social media or afﬁliate marketing partners, or if it or such partners are targets of negative publicity,
including in connection with reactions to social or political events, its ability to leverage social media or
afﬁliate marketing platforms to drive customers to its website may be adversely affected, which would have
a material adverse effect on MADE’s business, ﬁnancial condition, results of operations and prospects.
MADE may not be able to anticipate, identify and respond quickly to new and changing design trends and
shifting customer preferences.
The furniture and homeware market is largely driven by design trends and customer preferences, which can
shift quickly. MADE’s continued success depends on its ability to anticipate, gauge and react in a timely
and cost-effective manner to the latest design trends, changes in customer preferences for its products,
customer attitudes towards different brands and designs, as well as where and how customers shop for these
products. MADE must continually work to design, produce and market new and highly curated products and
maintain and enhance the recognition of its brand and develop its approach as to how and where it markets
and sells its products. As MADE is reliant on its in-house and external designers for the development of
new products, it must attract and retain designers and motivate them to meet its demand for high-quality
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and innovative designs. MADE must also provide its customers with good service throughout their shopping
experience and keep up-to-date with current technology trends, including the proliferation of mobile usage
and evolving creative user interfaces, which may increase its costs and may not yield higher sales or more
customers. MADE’s inability to attract, motivate and retain innovative and creative designers and anticipate,
gauge and react efﬁciently to changes in customer preferences and trends, especially with respect to its
millennial customers, who form the largest cohort of MADE’s customer base, could have a material adverse
effect on MADE’s business, ﬁnancial condition, results of operations and prospects.
MADE is exposed to consequences of periods of long lead times, including reduced conversion rates and
declines in average order value (“AOV”).
MADE has experienced, and may continue to experience, temporary supply chain disruptions, resulting in
material extensions to the typical lead times offered to customers. Extended lead times could negatively
impact conversion rates as customers tend to be less inclined to make orders when lead times are long, and
result in an increased interval between timing of a sale to recognition of revenue, during which period
customers can cancel their orders. In addition, longer lead times result in a reduction in units per order and
AOV as customers tend to be less inclined to add products to their basket when time to delivery is
extended. Supply chain disruptions can occur as a result of various factors, including global economic and
political conditions. For example, MADE has been experiencing longer lead times in the delivery of its
products to customers in connection with the COVID-19 pandemic. In the ﬁrst half of 2020, outbreaks of
the COVID-19 pandemic in Asia affected MADE’s suppliers in the region and consequently impacted
production cycles, leading to production delays and a consequential increase in lead times. Customer lead
times were further extended by global freight disruptions in the second half of 2020, resulting in part from
the COVID-19 pandemic, and also by the blockage of the Suez Canal in March 2021, which led to several
vessels containing MADE’s products being held up behind the stranded vessel for approximately one week,
affecting a number of MADE’s customer orders. One of MADE’s strategic priorities is to reduce lead times.
There is no assurance that MADE will be successful in achieving this, particularly if supply chain
disruptions continue, either in connection with the COVID-19 pandemic or otherwise. An extended period of
long lead times, or repeated periods of delay, could have a material adverse effect on MADE’s customer
satisfaction and brand image and lead to an increase in order cancellation rates, which in turn could have a
material adverse effect on MADE’s business, reputation, ﬁnancial condition, results of operations and
prospects.
MADE’s failure to retain existing customers or maintain customer spending levels may impair its gross sales.
A signiﬁcant portion of MADE’s gross sales are generated from sales to existing customers, particularly
those existing customers who are highly engaged and make frequent and/or large purchases of the products
MADE offers. If existing customers no longer ﬁnd MADE’s offering appealing (including as a result of long
lead times), or if MADE is unable to update its offering to meet current trends and customer demands in a
timely manner, its existing customers may not make, or may make fewer or smaller purchases in the future.
A decrease in the number of MADE’s existing customers who make repeat orders or a decrease in their
average spending on MADE’s products could negatively impact its results of operations.
Further, MADE believes that its future success will depend in part on its ability to convert new customers
into retained customers with repeat orders and increase sales to its existing customers over time, and if it is
unable to do so, its business may suffer. Failure to generate repeat orders or maintain high levels of
customer engagement and average spend, could have a material adverse effect on MADE’s business,
ﬁnancial condition, results of operations and prospects.
MADE depends on the success of its marketing efforts. If it fails to acquire new customers through its
marketing efforts in a cost-effective manner, it may not be able to increase sales or deliver proﬁtability.
Acquiring customers in a cost-effective manner is important to MADE’s success. In order to expand its
customer base, MADE must appeal to and acquire customers who have historically used other means of
shopping for furniture and homeware products and may prefer alternatives to MADE’s offering, such as
traditional bricks and mortar retailers and the websites of MADE’s competitors. MADE makes signiﬁcant
investments related to customer acquisition and expects to continue to spend signiﬁcant amounts to acquire
additional customers. For example, part of MADE’s strategy is to increase its brand awareness and to
accelerate acquisition of new customers in France and Germany, by adopting strategies broadly similar to
those that have been adopted in the United Kingdom (such as increased media investment, extending brand
advocacy activity and supporting with performance marketing as required). MADE has accordingly made,
and intends to make further, marketing investments in these markets. Such investments in acquiring
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customers may not succeed, or the costs involved may outweigh the beneﬁts. For example, the marketing
and advertising strategies used by MADE in connection with such investments may be subject to different
regulatory standards in different jurisdictions, further increasing MADE’s costs associated with customer
acquisition in these markets. MADE has previously had to make certain changes to the local language
versions of its website to accommodate different regulatory requirements with respect to customer reviews
and has had to adapt its marketing strategy in relation to promotional sales in different jurisdictions to
satisfy local regulatory requirements. Failure to carry out these marketing investments in a cost-effective
manner could have a material adverse effect on MADE’s business, ﬁnancial condition, results of operations
and prospects.
Further, as part of its marketing strategy, MADE uses third party social media platforms as marketing tools.
For example, MADE currently maintains Instagram, Facebook, Twitter, Pinterest and YouTube accounts. As
existing e-commerce and social media platforms continue to rapidly evolve and new platforms develop,
MADE must continue to maintain a presence on these platforms and establish a presence on new or
emerging popular social media platforms. If it is unable to use some of its social media platforms as
marketing tools in a cost effective manner, its ability to attract new customers may suffer and its ﬁnancial
condition may be negatively impacted. Furthermore, as laws and regulations rapidly evolve to govern the
use of these platforms, the failure by MADE or its employees to abide by applicable laws and regulations
in the use of these platforms or otherwise could subject it to regulatory investigations, lawsuits, liability,
ﬁnes or other penalties and have a material adverse effect on its business, ﬁnancial condition, results of
operations and prospects.
MADE is also subject to certain risks due to its reliance on digital channels in its advertising efforts. Digital
channels change their algorithms periodically, and MADE’s rankings in organic searches and visibility in
social media feeds could be adversely affected by those changes. Search engine companies, such as Google
and Bing, may also determine that MADE is not in compliance with their guidelines and penalise it in their
algorithms. If digital platforms change or penalise MADE with their algorithms, terms of service, display
and featuring of search results, or if competition increases for advertisements, it may be unable to attract
customers in a cost effective manner. In general, MADE’s relationships with digital platforms are not
covered by long-term contractual agreements and do not require any speciﬁc performance commitments. In
addition, many of the platforms and agencies with whom MADE has advertising arrangements provide
advertising services to other companies, including retailers with whom MADE competes. As competition for
online advertising has increased, the cost for some of these services has also increased. MADE’s failure to
promote awareness in its brand, drive customer engagement or attract new customers, or the inability to
manage marketing expenses in a cost-effective manner, could have a material adverse effect on MADE’s
business, ﬁnancial condition, results of operations and prospects.
MADE relies on email and other messaging services in its marketing efforts, and restrictions on sending emails
or messages, or delays in their delivery, could adversely affect its business.
MADE depends upon email and other messaging services to promote its website and products. It circulates
emails and alerts to inform customers of products available for purchase on its website and promotions/sales
and believes that these emails help generate a substantial portion of its revenue. If MADE is unable to
deliver emails or other messages to its customers, if such messages are delayed, or if customers decline to
receive them or open them, its revenue and proﬁtability could be adversely affected. Changes in how
webmail apps organise, ﬁlter and prioritise email could reduce the number of customers opening MADE’s
marketing emails. Actions by third parties to block, impose restrictions on or charge for the delivery of
emails or other messages could impair its ability to communicate with its customers using emails or other
messages. Additionally, there could be legal or regulatory changes limiting MADE’s right to send such
messages or imposing additional requirements on MADE, such as requirements and limitations on the use of
“cookies” and similar tracking technologies used for behavioural marketing and other tracking and analytics
purposes. MADE’s use of email and other messaging services could also result in legal claims against it,
which could increase its expenses and potentially expose it to additional liability.
In addition, European and international governmental authorities continue to evaluate the data protection and
privacy implications in the use of “cookies” and similar tracking technologies, especially where these are
used for behavioural marketing and other tracking and analytics purposes. Regulations governing the use of
cookies, in particular for online tracking and marketing practices, or a loss in the ability to make effective
use of services that employ such technologies, could limit MADE’s ability to track trends, optimise its
product offering or acquire new customers on cost-effective terms and consequently could adversely affect
its business, ﬁnancial condition and results of operations.
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MADE also relies on social networking and messaging services to communicate with its customers. Changes
to the terms and conditions of these services could limit its promotional capabilities, and there could be a
decline in the use of such social networking services by customers and potential customers. In addition,
MADE relies on a third party service provider to deliver emails and delays or errors in the delivery of such
emails or other messaging could occur and are largely beyond its control. The realisation of any such risks,
alone or in combination, could damage MADE’s reputation and have a material adverse effect on its
business, ﬁnancial condition, results of operations and prospects.
MADE may face product returns, product recalls and product liability claims.
MADE is subject to standard UK, EU and national regulations and legislation regarding distance selling,
including sale of goods and consumer rights regulations and legislation. For example, online sales to
consumers in the United Kingdom are subject to the UK Consumer Contracts (Information, Cancellation and
Additional Charges) Regulations 2013. In general, this gives consumers the right to return products for any
reason within a period of 14 days after the date on which goods are delivered. In response to the COVID19 pandemic, MADE extended its returns period to 30 days, which it currently intends to maintain post the
COVID-19 pandemic. In addition, MADE is required to include standard terms of warranties for its products
pursuant to applicable regulations and guidelines. The exercise by consumers of their rights under these
regulations and MADE’s return policy could cause MADE to have unanticipated returns, resulting in an
increase in inventory, which may include damaged goods. In addition, MADE may be required to refund,
repair, replace and/or pay compensation for any furniture or homeware products that do not meet the
express terms of the contract for sale, the implied terms of satisfactory quality, ﬁtness for purpose or
correspondence with description or any mandatory warranties to customers, including those regarding hidden
defects. While the customer may have similar rights against the manufacturer of the furniture or homeware
item, these rights are in addition to the rights that the customer has against MADE as the seller. If claims
are made against MADE by customers, it may not be able to recover the costs of such claims from the
manufacturer, particularly if the manufacturer has entered into administration or becomes insolvent.
Further, the sale of furniture and homewares involves the risk of injury to MADE’s customers or other
persons and damage to property, as well as costs of replacement. The actual or alleged sale of defective
products by MADE could result in product recalls or product liability claims, the settlement or outcome of
which could have a material adverse effect on its reputation, business, ﬁnancial condition, results of
operations and prospects. Although MADE insures itself against such claims to a level and at a cost it
deems appropriate, its insurance policies are subject to exclusions and limitations, and it cannot guarantee
that all claims will be fully or adequately covered.
Even if an event causing a product recall proves to be unfounded or if a product liability claim against
MADE is unsuccessful or is not fully pursued, the negative publicity surrounding any assertion that the
products sold by it caused injury or damage, or any product recall or allegation that the products sold by
MADE were defective, could adversely affect both its reputation with existing and potential new customers
and its corporate and brand image, which in turn could have a material adverse effect on MADE’s business,
ﬁnancial condition, results of operations and prospects.
MADE relies on third party suppliers for its products, especially those that are foreign-sourced.
MADE purchases products from over 200 suppliers including from factories in China, India, Vietnam, the
UK and Continental Europe. Consequently, MADE faces a variety of risks generally associated with doing
business in foreign markets and importing products from these regions. These risks and uncertainties
include, amongst other, political instability resulting in the disruption of trade, delays associated with
customs procedures, including increased security requirements applicable to foreign goods, imposition of
taxes, other charges and restrictions on imports, increased transportation costs, war, fear of war or acts of
terrorism, economic uncertainties including inﬂation, recession and currency and interest rate ﬂuctuations and
changes in regulation and governmental policies and the consistency with which such regulations and
policies are interpreted or enforced. In the event of any of such risks materialising, MADE may incur
substantial costs and experience substantial disruption and delay in switching to a different third party
supplier or moving production of its products to another region.
In addition to the wider political and economic risks, MADE faces risks that its foreign third party suppliers
may not adhere to MADE’s quality control standards and it may not be able to identify deﬁciencies before
the merchandise is delivered to its customers. Quality control problems could result in regulatory action,
such as restrictions on importation, products of inferior quality or product stock outages or shortages, which
could harm MADE’s sales and create inventory write-downs for unusable products. There is also a risk that
one or more of its foreign suppliers may not adhere to fair labour standards or may engage in child labour
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practices. Any of these risks, in isolation or in combination, could harm MADE’s brand or result in delays
in completing, or failure to complete, customers’ orders or transferring supply contracts to other suppliers in
other jurisdictions in order to complete customers’ orders or cancellation of customers’ orders or product
returns. This could in turn have a material adverse effect on MADE’s brand, reputation, business, ﬁnancial
condition, results of operations and prospects.
The inability of MADE’s suppliers to meet product demand could have a material adverse effect on its business.
As a growth business, MADE has been experiencing an increase in demand for its products, which has
translated into an increase in demand with respect to its suppliers. MADE generally does not have long-term
arrangements with its suppliers to guarantee availability of products, components or services, as it typically
places orders for products, and its suppliers typically agree to manufacture products, pursuant to individual
purchase orders and invoices, which could lead to MADE’s inability to secure products to meet customer
demand. In addition, MADE’s suppliers are subject to certain risks, including availability of raw materials,
legal disputes, labour shortages, union activity, inclement weather, natural disasters and general economic
and political conditions that might limit their ability to provide MADE with quality merchandise on a timely
basis. If MADE’s current suppliers were to stop delivering products, components or services to it on
acceptable terms, or delay deliveries, it may be unable to procure alternatives from other suppliers in a
timely and efﬁcient manner and on acceptable terms, or at all, which could have a material adverse impact
on MADE’s volume or timing of transactions with such third party suppliers and on its sales to customers.
In addition, as a consequence of the COVID-19 pandemic, MADE has been experiencing longer lead times
in connection with the delivery of its products to customers as a result of supply chain disruptions
(principally from suppliers in Asia). There is no assurance that such disruptions will not continue, either in
connection with the COVID-19 pandemic or otherwise. The failure of one or more of MADE’s suppliers to
meet this increased demand and supply products to it on a timely basis, or at all, or at the prices it expects,
may have a material adverse effect on its business, ﬁnancial condition, results of operations and prospects.
MADE relies on third party freight service providers and disruptions to freight can adversely affect MADE.
MADE relies on third parties with respect to freight services in relation to its products and is dependent on
the continued efﬁcient operation of such services. MADE cannot control all of the various factors that might
affect the timely and effective shipment of products from its suppliers. All products that MADE purchases
overseas must be shipped to one of its warehouses by third party freight service providers. MADE’s
dependence on imports shipped by third party freight service providers exposes it to various risks, such as,
damage, destruction or conﬁscation of products in transit to the warehouse, work stoppages (including as a
result of strikes), transportation and other delays in shipments (including as a result of inspection processes
or other port-of-entry limitations or restrictions in the United Kingdom or Belgium as MADE’s main portsof-entry) and lack of freight availability and freight cost increases, including as a result of events such as
Brexit, the COVID-19 pandemic and the Suez Canal blockage.
If MADE is unable to obtain sufﬁcient freight capacity on a timely basis or at expected shipping rates, it
may not be able to ensure that it receives products from its suppliers in a timely manner, which could
impact its lead times and have a material adverse effect on MADE’s customer satisfaction and lead to an
increase in order cancellation rates, as MADE’s customers can cancel an order at any point prior to
dispatch. For example, as a result of the COVID-19 pandemic, which has led to market-wide reduced
freight capacity, MADE has been experiencing delays in freight shipping and higher freight costs, which has
adversely impacted its gross margins. The impact of such disruptions was more acute in the ﬁrst quarter of
2021. MADE has also been subject to a greater administrative burden and port disruptions as a result of
Brexit and growing regulation and increasing customs scrutiny on imported goods, including a recent EU
Timber Regulations (“EUTR”) audit, driven by an EU-wide initiative. In connection with such EUTR audit,
MADE has experienced a delay in the release of certain of its containers (from around October 2020 to
November/December 2020, when the majority of its containers subject to the audit began to be cleared) and
has had to comply with further diligence requests from Belgian regulators, with respect to its foreign
suppliers of timber products, leading to a delay in the delivery of some products to customers. While
MADE’s containers have been released, there is no guarantee that similar audits and inspections might not
result in future delays. MADE has also experienced a delay in the delivery of some products as a result of
the blockage of the Suez Canal in March 2021, as vessels containing MADE products were held up behind
the stranded vessel for approximately one week, affecting a number of MADE’s customer orders. The
continued impact, worsening or repeat of such events and factors could have a material adverse effect on
MADE’s business, ﬁnancial condition, results of operations and prospects.
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MADE’s business is dependent on the continued efﬁcient operation of several warehouses.
MADE predominantly relies on third party service providers for storage and warehouse management of its
products (other than in relation to furniture items in the UK, which are managed from a logistics centre
operated by MADE), and accordingly is reliant on the continued efﬁciency of such third party service
providers. The inability of MADE or MADE’s third party service providers to manage their operations
efﬁciently could have a material adverse effect on MADE’s processes and operations. In addition, there is a
risk that MADE’s third party providers may not be able to scale their operations in line with MADE’s
growing business and its increased demand for storage and warehouse facilities. Such inability to scale could
limit MADE’s operations and in turn have a material adverse effect on its business, ﬁnancial condition,
results of operations and prospects.
MADE, and its third party service providers, are also exposed to risks due to external factors beyond their
control, including, but not limited to, accidents, vandalism, natural hazards, acts of terrorism, damage and
loss caused by ﬁre, power failures, ﬂoods or other events that could potentially lead to the interruption of
business operations, personal injuries, damage to third party property or the environment. For example,
MADE’s logistics centre activities are subject to speciﬁc risks such as ﬁre, falls from height, objects falling
from storage shelving and during movement, or trafﬁc movements which could result in damage to
equipment, damage to the property of third parties and personal injury or death. Accidents or other incidents
that occur at MADE’s logistics centres or other facilities or involve its personnel or operations, could result
in claims for damages against it and could damage its reputation. Although MADE insures itself against
such losses to a level and at a cost it deems appropriate, its insurance policies are subject to exclusions and
limitations, and it cannot guarantee that all material events of damage or loss will be fully or adequately
covered by an applicable insurance policy. In addition, MADE’s insurance providers could become insolvent.
Damage resulting from any of these events may cause signiﬁcant disruption to MADE’s, or its third party
service provider’s, operations and take considerable time to repair. Moreover, the complete destruction of a
warehouse through a single catastrophic event, such as a ﬁre, may increase lead times for products stored at
the warehouses, affecting the efﬁciency of MADE’s operations. The direct effect of any such event and
prolonged period before rectiﬁcation could have a material adverse effect on MADE’s business, ﬁnancial
condition, results of operations and prospects.
MADE relies on third party carriers to make deliveries to its customers.
Third party carriers, including two-man carriers with respect to furniture items and parcel carriers with
respect to homeware items, make all of MADE’s deliveries to its customers and there is a risk that they
may cease making deliveries for MADE at any time. In addition, the quotes for the delivery companies are
refreshed periodically. If MADE was to lose a signiﬁcant number of its third party carriers due to a
disagreement on a price increase or any other reason, and was unable to recruit a sufﬁcient number of
qualiﬁed replacement delivery teams in a timely manner, its ability to make deliveries would be materially
adversely affected.
MADE is also subject to the risks associated with the ability of its carriers to provide prompt delivery
services. The efﬁciency of delivery to the ultimate customer is exposed to factors such as trafﬁc congestion,
road works, inclement weather (particularly ﬂooding or snow), power loss, earthquakes, labour disputes, acts
of war or terrorism and travel and other restrictions, including as a result of events such as the COVID-19
pandemic, all of which could render deliveries difﬁcult or impossible. Any signiﬁcant interruption to
MADE’s delivery of products may have a material adverse effect on its reputation, business, ﬁnancial
condition, results of operations and prospects.
MADE may face labour disputes and work stoppages in relation to its workforce.
MADE’s operations may be adversely affected by labour disputes and work stoppages in relation to its
workforce. For example, MADE has a collective bargaining agreement and a works-council in place in
France, which give employee representatives the right to be consulted on various employee-related matters.
There is a risk that MADE may face employee-related disagreements, which may result in extended work
stoppages or prolonged labour disputes. Any extended work stoppage or labour dispute within MADE could
adversely affect its ability to continue its operations, which could have a material adverse effect on its
business, ﬁnancial condition, results of operations and prospects.
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MADE’s sourcing and logistics costs are subject to movements in the prices for raw materials and fuel as well
as other factors beyond its control, and it may not be able to pass on price increases to its customers.
MADE’s sourcing and logistics costs depend on the development of prices for certain raw materials as well
as fuel. In addition, its sourcing costs are also inﬂuenced by the capacity utilisation rates at its suppliers,
quantities demanded from its suppliers and product speciﬁcation. As a result, MADE’s costs of materials can
vary materially in the short-term and, in cases of supply shortages, can increase signiﬁcantly. MADE is
typically impacted by raw material, fuel price and carrier charge increases as its suppliers and third party
service providers attempt to pass along these increases to it. Although it may attempt to pass on cost
increases to its customers with higher selling prices via regular price reviews, it may not always be able to
do so. Additionally, any price increases could adversely affect MADE’s sales. The volatility in MADE’s
sourcing and logistics costs and its limited ability to pass them on to customers may adversely affect its
business, ﬁnancial condition, results of operations and prospects.
Customer growth and activity on mobile devices depend on the effective use of mobile operating systems,
networks and standards that MADE does not control.
Purchases using mobile devices by customers generally, and by MADE’s customers speciﬁcally, have
increased signiﬁcantly, and MADE expects this trend to continue. To optimise the mobile shopping
experience, MADE is dependent on its customers downloading its speciﬁc mobile application for their
particular device or accessing its website from an internet browser on their mobile device. As new mobile
devices and operating systems are released, it is difﬁcult to predict challenges MADE may encounter in
developing applications for these alternative devices and operating systems, and it may need to devote
signiﬁcant resources to the creation, support and maintenance of such applications. In addition, MADE’s
future growth and its results of operations could suffer if it experiences difﬁculties in the future in
integrating its mobile application into mobile devices, if problems arise with MADE’s relationships with
providers of mobile operating systems or mobile application stores, such as those of the Apple App Store or
Google Play, if its application receives unfavourable treatment compared to competing applications, such as
the order of its products within application stores, or if it faces increased costs to distribute or have
customers use its mobile application. MADE is further dependent on the interoperability of its website with
popular mobile operating systems that it does not control, such as iOS and Android, and any changes in
such systems that degrades the functionality of its website or gives preferential treatment to competitive
products could adversely affect the usage of its website on mobile devices. In the event that it is more
difﬁcult for MADE’s customers to access and use its website on their mobile devices, or if its customers
choose not to access or use its website on their mobile devices or choose to use mobile products that do
not offer access to its website, its customer growth could be harmed and its business, ﬁnancial condition,
results of operations and prospects may be materially and adversely affected.
Further, MADE continually upgrades existing technologies and business applications, and it may be required
to implement new technologies or business applications in the future. The implementation of upgrades and
changes requires signiﬁcant investments. MADE’s results of operations may be affected by the timing,
effectiveness and costs associated with the successful implementation of any upgrades or changes to its
systems and infrastructure.
MADE is exposed to risks in relation to an actual or perceived decline in its creditworthiness.
If MADE’s creditworthiness declines, or is perceived by its supplies or other counterparties to decline,
MADE may be unable to secure favourable payment or other contractual terms, which could have a material
adverse effect on its business. For example, MADE has in the past been asked by certain suppliers and
other counterparties to provide letters of credit/guarantee from other members of the MADE group, to
address concerns such counterparties have had regarding the creditworthiness of MADE as a growth
business. MADE’s reputation and the consequential informal supplier ‘credit rating’ may be affected by
various factors including the general economic environment, its ﬁnancial performance and ability to sustain
growth as well as its overall brand reputation. If there is a signiﬁcant decrease in MADE’s ability to fulﬁll
its payment obligations, its suppliers may choose to reduce their credit exposure to it, including by seeking
to change their payment terms, for example by decreasing payment periods, or refusing to contract with
MADE. Any such actions could have a material adverse effect on MADE’s product offering and thus on
sales, which in turn could have a material adverse effect on its business, ﬁnancial condition, results of
operations and prospects.
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MADE’s recent growth rates may not be sustainable or indicative of its future growth, proﬁtability and cash
ﬂow.
MADE’s historical gross sales, net revenue, proﬁtability and cash ﬂow may not be indicative of its future
performance. MADE may not be successful in executing its growth strategy, and even if it achieves its
strategic plan, it may not be able to achieve or sustain proﬁtability. In future periods, MADE’s gross sales
and net revenue could decline or grow more slowly than it expects. MADE believes that its continued
growth will depend upon, among other factors, its ability to acquire new customers and retain existing
customers, maintain or grow its relationships with third party designers, product suppliers, logistics providers
or other third party providers, retain and/or hire new employees, maintain or grow its margins, develop new
features to enhance the customer experience on its website, increase the frequency with which new and
existing customers purchase products on its website through merchandising, data analytics and technology,
decrease its lead times, invest in its online infrastructure to enhance and scale the systems its customers use
to interact with its website, access new complementary product categories and expand internationally.
In addition, MADE’s continued growth depends on whether the online furniture and homeware market
continues to shift online and grow at historic rates, especially as stay-at-home orders in relation to the
COVID-19 pandemic are relaxed, people return to work and bricks and mortar furniture and homeware
stores re-open. Further, MADE’s continued growth may be impacted by declines in discretionary income and
spending levels as income that may have accumulated during the lock-down periods begins to reduce and
customers who made purchases during those periods may become less inclined to make further purchases or
increase the spending of their discretionary income on entertainment and travel and away from discretionary
goods like new furniture and homeware.
It is not certain that MADE will be able to achieve any of the foregoing. MADE’s customer base may not
continue to grow or may decline as a result of increased competition and the maturation of its business.
Failure to sustain its growth could have a material adverse effect on its business, ﬁnancial condition, results
of operations and prospects.
Additionally, costs may increase in future periods due to, among other things, inﬂation, regulatory
requirements, competitive pressures, commodity price increases and increased labour costs, which could
negatively affect its future results of operations and ability to sustain proﬁtability. MADE expects to
continue to expend substantial ﬁnancial and other resources, in connection with its growth strategy, on
acquiring and retaining customers, its technology infrastructure and the development of new features, sales
and marketing and international expansion. These investments may not result in increased gross sales and so
net revenue. If MADE cannot successfully generate revenue at a rate that exceeds the costs associated with
its business, it may not be able to achieve or sustain proﬁtability or generate positive cash ﬂow on a
sustained basis. If MADE fails to continue to increase its revenue and grow its overall business, results of
operations and prospects could be adversely affected.
Inability to forecast business accurately could prevent MADE from properly planning expenses and process
capacity.
MADE bases its current and future expense levels on its operating forecasts and estimates of future
revenues, gross margins and bottom-up estimates of functional cost changes. Revenue and results of
operations are difﬁcult to forecast because the purchasing behaviour of MADE’s existing customers, as well
as its success in acquiring new customers, may vary and is subject to global economic conditions and
restrictions, such as those resulting from the COVID-19 pandemic, and general customer preferences.
In addition, MADE’s historical growth rates, trends and other key performance metrics may not be
meaningful predictors of future growth. MADE’s business is affected by general economic and business
conditions in the markets in which it operates. Any failure to accurately predict sales could have a material
adverse effect on its business, ﬁnancial condition and prospects.
MADE’s future results may differ materially from what is expressed or implied by the medium-term ambitions
included in this Registration Document and investors should not place undue reliance on this information.
The medium-term ambitions set forth in this Registration Document represent MADE’s current ambitions for
the medium term. The actual results of the Group may differ materially from what is expressed or implied
by these medium-term ambitions which may not be achievable in the anticipated timeframe or at all. These
medium-term ambitions are based upon a number of assumptions and estimates, which are subject to
signiﬁcant business, operational, economic and other risks, many of which are outside of MADE’s control.
Accordingly, such assumptions may prove to be incorrect. In addition, unanticipated events may materially
adversely affect the actual results that MADE achieves in future periods whether or not MADE’s
10

assumptions were reasonable as of the date such assumptions were made. For example, MADE cannot
assure that any estimates, ambitions, targets, forward looking statements or opinions contained herein or
which may have been expressed in the past will remain accurate or will not abruptly change following the
COVID-19 pandemic, including any relaxation of lockdown and social-distancing measures that have been
imposed in connection with the COVID-19 pandemic. The Group’s actual results may vary materially from
these ambitions and investors should not place undue reliance on them.
MADE may face unexpected increases in operating and other expenses, which may reduce its proﬁtability.
MADE’s operating and other expenses could increase without a corresponding increase in revenue, which
would have a material adverse effect on MADE’s business, ﬁnancial condition, results of operations and
prospects. Factors that could increase operating and other expenses include, amongst other, payroll expenses
(for example, due to increases in the minimum wage or National Insurance contributions), costs associated
with MADE’s third party freight, warehousing or delivery service providers (for example, due to the effects
of the COVID-19 pandemic), marketing costs, rental costs under property leases, increases in taxes or other
statutory charges (for example, business rates in the United Kingdom or introduction of new e-commerce
related taxes), costs of products from MADE’s suppliers due to input cost inﬂation and exchange rate
pressures resulting in higher manufacturers’ prices which it cannot fully pass on to customers, or to any
deterioration in the relationships with its suppliers, costs associated with compliance with regulations and
maintaining the right sustainability credentials and increases in insurance premiums. To the extent that such
increases in operating and other expenses exceed or are not in line with increases in MADE’s revenue,
proﬁtability will be reduced and any such reduction could have a material adverse effect on its business,
ﬁnancial condition, results of operations and prospects.
MADE might elect to pursue new business opportunities, offer new products or expand to new geographic
markets, which could prove to be non-cost-effective or otherwise unsuccessful.
If MADE chooses to expand its offering to include other types of products, develop any new businesses,
expand its marketplace (including, for example, the expansion of its homewares platform to offer selected
third party homeware brands) or enter into joint ventures and strategic partnerships which it believes would
be compatible with, adjacent to, or complementary to its existing business, there can be no guarantee that
any such endeavour will succeed. Any such initiative that is not favourably received by consumers or
suppliers could damage MADE’s reputation and brand, and any expansion or alteration of its operations
could require signiﬁcant additional expenses and divert management and other resources, which could in
turn negatively affect its results of operations. In addition, if MADE was to expand into new geographic
markets and needed to develop a new brand for this purpose, or if it was to try to reposition its brand in
existing geographic markets, consumers might not accept its revised brand image. If MADE launches but
fails to generate satisfactory returns from any such initiative, it could have a material adverse effect on its
business, ﬁnancial condition, results of operations and prospects.
The loss of senior management or key employees could adversely affect MADE’s business.
MADE’s success in the furniture and homeware industry, including its ability to anticipate and effectively
respond to changing industry trends, is dependent on its ability to attract and retain qualiﬁed personnel,
including, but not limited to, its executive team, particularly its chief executive ofﬁcer, chief ﬁnancial ofﬁcer,
chief operating ofﬁcer and chief technology ofﬁcer. Competition for qualiﬁed personnel, including
technology, product design, sourcing and merchandising and marketing and creative personnel, is strong, and
MADE cannot be sure that it will be able to attract and retain a sufﬁcient number of qualiﬁed personnel in
the future, or that the costs of doing so will not adversely affect its results of operations. Any loss of
qualiﬁed personnel, high employee turnover or persistent difﬁculties in ﬁlling job vacancies with suitable
applicants could have a material adverse effect on its ability to compete effectively in its business and
considerable expertise could be lost by it or access thereto gained by its competitors. Furthermore, if MADE
is unable to retain, attract and motivate talented employees with the appropriate skills at cost-effective
compensation levels, if changes to its business adversely affect morale or retention or if it is unable to
maintain its collaborative and entrepreneurial culture, its business, ﬁnancial condition, results of operations
and prospects may be adversely affected.
MADE may not be able to protect its intellectual property rights adequately or may be accused of infringing
intellectual property rights of others.
MADE relies on unregistered and registered trademarks, design rights, copyrights, domain names and
conﬁdentiality and on licence agreements with its employees, developers, designers and others, to ensure
access to, capture, protect and enforce its proprietary rights. These means of protecting its intellectual
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property might not be effective, and MADE is aware that there are instances where it appears that its brand
or designs are being imitated, copied or adapted by competitors. Poor quality imitations or the free
availability of imitations may impair or dilute its brand and/or the goodwill in its brand. Effective
intellectual property protection, including the registration of trademarks, designs and domain names, may not
be available in every country in which MADE’s products are manufactured, sold, marketed, imported or
made available. MADE may be unable to prevent third parties from using or acquiring intellectual property
including trademarks, design rights, copyrights and domain names that are similar to, infringe upon, or
diminish the value of its trademarks, designs, copyrights, domain names and other proprietary rights.
Further, MADE might not be able to discover or determine the extent of any unauthorised use of its
proprietary rights. The protection of MADE’s intellectual property may require the expenditure of signiﬁcant
ﬁnancial and managerial resources. Moreover, the steps MADE takes to protect its intellectual property
might not be adequate to ensure that its rights are protected or maintained or to prevent third parties from
infringing or misappropriating its proprietary rights. It also cannot be certain that others will not
independently develop, or otherwise acquire, equivalent or superior designs, websites or other intellectual
property rights. Where MADE makes applications to register intellectual rights, there is no certainty that all
of these applications will proceed to registration. In particular, MADE may be unable to achieve registration
or other protection of certain of its intellectual rights in new countries that it may decide to enter in the
future, due to the prior use by or earlier registration by other parties of the same or similar rights. Equally,
MADE may lose its current rights to invalidity or revocation actions in the future. MADE’s current
applications to register intellectual property are in some cases the subject of oppositions from third parties
and MADE may from time to time be involved in communications with intellectual property registries
regarding the protectability and registrability of certain of its intellectual property in certain jurisdictions,
including its main brand.
Other parties may also claim that MADE infringes their proprietary rights (including with respect to third
party proprietary and open source software, that MADE relies on). MADE has been subject to, and expects
to continue to be subject to, claims and legal proceedings regarding alleged infringement by it of the
intellectual property rights of third parties. Such claims, whether or not meritorious, may result in the
expenditure of signiﬁcant ﬁnancial and managerial resources, injunctions against it, or the payment of
damages. MADE may need to obtain licences from third parties who allege that it has infringed their rights,
but such licences may not be available on terms acceptable to it, or at all.
Furthermore, MADE currently is the registrant of the internet domain name for its website, as well as
various related domain names. However, it has not registered its domain names in all major international
jurisdictions. Domain names generally are regulated by internet regulatory bodies. As MADE’s business
grows, it may incur material costs in connection with the registration, maintenance and protection of its
domain names. In addition, the regulations governing domain names and laws protecting marks and similar
proprietary rights could change in ways that block or interfere with its ability to use relevant domains or its
current brand. Also, MADE might not be able to prevent third parties from registering, using or retaining
domain names that interfere with its customer communications or infringe or otherwise decrease the value of
its marks, domain names and other proprietary rights. Regulatory bodies may also establish additional
generic or country-code top-level domains or may allow modiﬁcations of the requirements for registering,
holding or using domain names. As a result, MADE might not be able to register, use or maintain the
domain names that use the name Made.com in all of the countries and territories in which it currently
conducts or intends to conduct business.
It is difﬁcult for MADE to monitor unauthorised uses of its intellectual property, and if MADE becomes
aware of a third party’s unauthorised use or misappropriation of its intellectual property, it may not be
practicable, effective or cost-efﬁcient for MADE to enforce its intellectual property and contractual rights
fully. In order to protect or enforce its intellectual property rights, MADE may be required to spend
signiﬁcant resources. Regardless of the merits of any such claim as a claimant or defendant, litigation could
be costly, time consuming, distracting and MADE may not prevail, which could result in the impairment or
loss of its intellectual property rights. To the extent claims against MADE are successful, MADE may have
to pay substantial monetary damages or discontinue or modify certain products that are found to be in
violation of another party’s rights. MADE may have to seek a license to continue offering its products,
which may not be available on reasonable terms, or at all. Any failure of MADE to secure, protect and
enforce its intellectual property rights could materially adversely affect its business, ﬁnancial condition,
results of operations and prospects.
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Failure to invest in and adapt to technological developments and industry trends could harm MADE’s business.
MADE relies on its IT systems to operate its business and has developed proprietary software to facilitate
its business operations, data gathering analysis and online marketing capabilities and has invested signiﬁcant
capital and man hours into building and updating its information technology platform and infrastructure
including replacing legacy systems with successor systems, making changes to legacy systems or acquiring
new systems with new functionality, hiring employees with information technology expertise and building
new policies, procedures, training programmes and monitoring tools. These types of activities subject it to
inherent costs and risks associated with replacing and changing these systems, including impairment of its
ability to leverage its e-commerce channels and fulﬁl customer orders, potential disruption of its internal
control structure, substantial capital expenditures, additional administration and operating expenses,
acquisition and retention of sufﬁciently skilled personnel to implement and operate the new systems,
demands on management time, the introduction of errors or vulnerabilities and other risks and costs of
delays or difﬁculties in transitioning to or integrating new systems into its current systems. These
implementations, modiﬁcations and upgrades may not result in productivity improvements at a level that
outweighs the costs of implementation, or at all. Additionally, difﬁculties with implementing new technology
systems, delays in MADE’s timeline for planned improvements, signiﬁcant system failures or its inability to
successfully modify its information systems to respond to changes in its business needs may cause
disruptions in its business operations and have a material adverse effect on its business, ﬁnancial condition,
results of operations and prospects.
MADE’s IT systems are interdependent and a failure in one system may disrupt the efﬁciency and functioning
of its operations.
MADE’s business model relies on the integration of its website, logistic sites and the order fulﬁlment and
delivery operations. It is, therefore, reliant on numerous systems to manage the entire process from the point
at which the customers place their order to the delivery of these goods to customers. The different IT
systems are interdependent, and a failure of any of the core IT systems may result in failures of other IT
systems, which in turn could prevent MADE from capturing customer orders on the Made.com website or
processing customer orders.
MADE relies to a signiﬁcant degree on the efﬁcient and uninterrupted operation of its computer, mobile
application and communications systems and those of third parties, including the internet generally, which
have a direct impact on customer engagement and experience with the use of MADE’s website and mobile
application and consequently, customer satisfaction. For disaster recovery purposes, the IT services are
provided from three data centres. Any internet failure generally, or any failure of existing or future computer
or communication systems or software systems, could impair the value of orders, the processing and storage
of data and the day-to-day management of MADE’s business.
While MADE has disaster recovery and business continuity contingency plans, it has not conducted a fullscale disaster recovery test, and if a serious disaster occurred that affected its business, systems or
operations, such plans might not be sufﬁcient to enable it to continue or recommence trading without loss of
business. Furthermore, MADE has, from time to time, experienced operational “bugs” in its systems and
technologies, which have resulted in order errors, such as incorrect items and delays in deliveries. MADE
expects operational “bugs” to continue to occur from time to time due to a combination of one or more of
the following: electro-mechanical equipment failures, computer server or system failures, network outages,
software performance problems, human error and power failures.
MADE is subject to payment-related risks.
MADE accepts payments using a variety of methods, including credit and debit cards, PayPal, Apple Pay
and Klarna, which subjects it to certain regulations and the risk of fraud, and it may in the future offer new
payment options to customers that would be subject to additional regulations and risks. MADE pays
interchange and other fees in connection with credit card payments, which may increase over time and
adversely affect its operating results. MADE’s third party payment arrangements are predominantly based on
the standard terms and conditions of the service provider and contain provisions which are generally
favourable to the service provider. MADE currently relies on a single payment processor provider for a
signiﬁcant portion of its payments. If this third party payment processor were to experience an interruption,
delay or service unavailability, MADE may not be able to process payments on a timely basis. Although
MADE uses third parties to process payments, its processes must comply with payment card association
operating rules and certiﬁcation requirements, including the Payment Card Industry Data Security Standard
(“PCI-DSS”) and rules governing electronic funds transfers, the EU regulation on regulatory technical
standards for strong customer authentication and common and secure open standards of communication and
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the EU directive on payment services in the internal market. If MADE fails to comply with applicable rules
and regulations of any payment provider, if the volume of fraud in its transactions triggers limits or
terminates its rights to use any existing payment methods, or if a data breach occurs relating to its payment
systems, it may be subject to ﬁnes or higher transaction fees and may lose its ability to accept online
payments.
Further, if services of MADE’s payment providers are interrupted, harmed or such payment providers are
subject to fraud or cyber security attacks, this may result in the data of its customers being compromised
and loss or theft of their personal information, as well as an inability to process their payments. In addition,
MADE has in the past incurred and may in the future incur losses from various types of fraud, including
stolen credit card details, claims that a customer did not authorise a purchase, merchant fraud and customers
who have closed bank accounts or have insufﬁcient funds in bank accounts to satisfy payments. Although
MADE has measures in place to detect and reduce the occurrence of fraudulent activity on its website, those
measures may not always be effective. In addition to the direct costs of such losses, if the fraud is related
to credit card transactions and becomes excessive, it could potentially result in MADE paying higher fees or
losing the right to accept credit cards for payment. MADE’s failure to adequately prevent fraudulent
transactions could damage its reputation, result in litigation or regulatory action and lead to expenses that
could substantially impact its results of operations.
The occurrence of any of these events could have a material adverse effect on MADE’s business, ﬁnancial
condition, results of operations and prospects.
MADE may suffer data loss or other security breaches.
MADE is subject to a number of laws relating to privacy and data protection, including the General Data
Protection Regulation (Regulation (EU) 2016/679) (“GDPR”), the United Kingdom’s Data Protection
Act 2018 and other applicable data protection and privacy laws across its various markets. Such laws
govern MADE’s ability to collect, use and transfer personal data, including relating to customers, employees
and others. For example, MADE collects, transmits and stores personal information provided by its
customers, such as names, email addresses and order information. Some of its third party service providers,
such as payment processing providers, also regularly have access to customer data. In addition, MADE uses
third party technology and systems for a variety of reasons, including, without limitation, encryption and
authentication technology, employee email, content delivery to customers, back-ofﬁce support and other
functions. MADE cannot guarantee absolute protection against unauthorised attempts to access its IT
systems, including malicious third party applications that may interfere with or exploit security ﬂaws in its
products and services. Viruses, worms and other malicious software programmes could, among other things,
jeopardise the security of information stored in a user’s computer or in MADE’s computer systems or
attempt to change the internet experience of users by interfering with its ability to connect with its users.
Hackers may also act in a coordinated manner to launch denial of service attacks or other coordinated
attacks that may cause MADE’s website or other systems to experience service outages or other
interruptions. In addition, advances in computer capabilities, new discoveries in the ﬁeld of cryptography, or
other events or developments might result in a compromise or breach of the processes used by MADE to
protect customer transaction data. There is a risk that such data could become public if there were a security
breach in respect of such data and, if one were to occur, MADE could face liability under data protection
laws and lose the goodwill of its customers, which may have a material adverse effect on its reputation,
business, ﬁnancial condition, results of operations or prospects.
In 2019, MADE experienced an isolated security breach through a technical infrastructure breach of one of
its third party provider’s IT systems. While MADE’s IT systems were not breached directly, potentially
malicious code was served by the third party provider’s platform to certain of MADE’s users in one
jurisdiction via its website. If further similar or other compromises to MADE’s, or its third party providers’,
IT systems were to occur, or if MADE’s website or other systems were to experience service outages or
other interruptions, people may become unwilling to provide MADE the information necessary to make
purchases on its website, existing customers may decrease their purchases, MADE’s reputation may be
harmed and it could also face potential liability and litigation, which may not be adequately covered by
insurance, all of which could harm its business, ﬁnancial condition and results of operations.
Further, the loss or corruption (or other unauthorised access or disclosure) of personal data may constitute a
personal data breach under the GDPR. In the event of such a personal data breach, MADE could be
required to notify applicable government authorities and/or potential victims and could face continued
governmental investigations, ﬁnes and private claims for compensation from individuals whose personal data
was involved.
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Restrictive covenants in MADE’s credit agreements may restrict its operations, and if it does not effectively
manage its business to comply with these covenants, its ﬁnancial condition could be adversely impacted.
The various credit facilities to which MADE is a party contain covenants that restrict or limit, among other
things, its ability to incur additional indebtedness, acquire other companies, pay dividends, create liens and
other security, change its business or restrict certain subsidiaries from being trading companies, dispose of
its assets, and merge or consolidate with other entities. It therefore may not be able to engage in any of the
foregoing transactions unless it obtains the consent of the respective lenders or terminates the credit
facilities. The covenants to which MADE is subject could limit its ability to ﬁnance its future operations
and capital needs in the longer term, as well as its ability to pursue business opportunities and activities that
may be in its interest. If MADE breaches any of these covenants with respect to the credit facilities (subject
to customary grace periods and materiality thresholds) and is unable to cure the breach (to the extent the
breach is capable of being cured) or obtain a waiver from the lenders (to the extent the covenant is capable
of being waived), this could give rise to an event of default under the relevant credit facility. A default
under the relevant credit facility would permit the relevant lender under the relevant credit facility to cancel
the available commitments under such facility and cause the amounts owed under that facility to become
due and payable. This may also lead to an event of default and/or acceleration under other debt instruments
that contain cross-default or cross-acceleration provisions. In the case of acceleration, there can be no
assurance that MADE’s assets would be sufﬁcient to repay that indebtedness in full and continue to make
other payments it is obliged to make.
RISKS ASSOCIATED WITH THE INDUSTRY IN WHICH MADE OPERATES
The online home and furniture industry in the markets where MADE operates may not sustain or improve
upon current levels of demand and customer acceptance in line with its expectations.
The online purchase of furniture and homewares is rapidly evolving in the geographical markets where
MADE operates. MADE relies solely on sales through its website, where customers only have access to
online product descriptions, dimensions, images and videos. Accordingly, its success will depend to a
substantial extent on the willingness of consumers in MADE’s markets to continue, and increase, their use
of online services as a method of buying furniture and homewares rather than purchasing them at a bricks
and mortar retailer. MADE’s success will also depend on its ability to adapt effectively to changes in
consumer behaviour or preferences in connection with online retailing; for example, developments in
connection with mobile commerce on smartphones and tablets. There is no guarantee that the markets in
which MADE operates will continue to grow at rates experienced in the recent past, including as a result of
the acceleration of online penetration in connection with the COVID-19 pandemic, or at all. Slower growth,
stagnation or contraction in the online retail markets in which MADE operates could signiﬁcantly adversely
affect its revenue and could have a material adverse effect on its business, ﬁnancial condition, results of
operations and prospects.
MADE may fail to compete effectively with traditional bricks and mortar retailers and other online retailers of
furniture and homeware products, including new entrants in the market, all of whom may become more
prevalent in the post-COVID-19 environment.
The retail market for furniture and homeware is highly competitive and fragmented. MADE competes with
both traditional bricks and mortar retailers such as John Lewis, Maison du Monde and IKEA as well as
online resellers such as Westwing and Wayfair. Some of these competitors have greater resources than
MADE, larger product base, longer operating histories and wider customer recognition. Traditional bricks
and mortar retailers may gain in popularity as COVID-19 related restrictions are relaxed. If MADE fails to
compete effectively with bricks and mortar retailers and other online retailers, it may lose existing customers
and fail to attract new ones. In addition, it may be materially adversely affected by the entrance of new
competitors in the online furniture and homewares market. As a result of the COVID-19 pandemic, retailers
and brands that have not typically participated in e-commerce may establish an online presence on their own
or with MADE’s competitors, which may create new or strengthen existing competitors. Competitive
pressure from one or more of MADE’s competitors or its inability to adapt effectively and quickly to a
changing, competitive landscape could affect MADE’s prices, its margins and demands for its products,
which could have a material adverse effect on its business, ﬁnancial condition, results of operations and
prospects.
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RISKS ASSOCIATED WITH MACROECONOMIC CONDITIONS AND EVENTS
Any current or future health epidemic or other adverse public health development, such as the COVID-19
pandemic, could result in business disruption, sustained economic downturn and margin pressures and have a
material adverse effect on MADE’s business and operating results.
MADE’s business has been and could continue to be adversely affected by infectious disease outbreaks,
such as the COVID-19 pandemic, which has spread rapidly across the globe, including in all major
countries in which it operates, resulting in adverse economic conditions and business disruptions.
Governments worldwide have imposed varying degrees of preventative and protective actions, such as
temporary travel bans, forced business closures, and stay-at-home orders, all in an effort to reduce the
spread of the virus, which has resulted in supply shortages and other business disruptions in many regions.
It is impossible to predict the ultimate effect and impact of the COVID-19 pandemic as the situation keeps
on evolving. Accordingly, MADE cannot predict for how long and to what extent this crisis will impact its
business operations or the global economy as a whole.
As a result of the COVID-19 pandemic, MADE has been experiencing longer lead times in delivering
products to its customers. The effects of this pandemic could continue to disrupt MADE’s supply chain and
distribution and fulﬁlment capabilities, including the delivery and shipments of its products to impacted
regions. MADE’s ofﬁces, logistics and operations centres and employees have also been affected more
generally. MADE has had to re-purpose a number of its employees (especially those engaged in its
showroom premises). In addition, it temporarily placed a number of its employees on furlough during the
ﬁrst few months of the pandemic (however, as at the date of this Registration Document, none of its
employees are currently on furlough) and a majority of its employees moved to remote working.
Further, restrictions on travel, quarantines and other measures imposed in response to the outbreak, as well
as ongoing concern regarding its potential impact, have had and will likely continue to have a negative
effect on the economies, ﬁnancial markets and business activities of the countries in which outbreaks occur.
Global ﬁnancial markets have experienced signiﬁcant losses and volatility as a result of these conditions. A
continued economic downturn resulting from these measures could negatively impact customer demand and
spending in the impacted regions and have an adverse effect on MADE’s gross margins and results of
operations. Should any of these factors worsen, customer demand and MADE’s results of operations could
be negatively affected in the current or future ﬁscal periods.
MADE is dependent on global economic conditions and customer discretionary spending.
Adverse developments in macro-economic conditions, such as the recent global economic slowdown, could
adversely impact MADE’s business and operating results. As a result of the COVID-19 pandemic, the global
economy has recently been experiencing a period of signiﬁcant turbulence and uncertainty. While MADE
saw increased sales as a result of customer spending on home furniture and homewares, as well as
customers switching to online furniture purchases as bricks and mortar retailers closed during the COVID-19
pandemic, there is no guarantee that the trend will sustain once the COVID-19 pandemic restrictions are
eased and that it will experience similar trends in periods of other global economic uncertainties. Generally,
MADE’s performance depends, to a certain extent, on a number of macro-economic factors outside of its
control, which have an impact on consumer spending. Some factors that may negatively inﬂuence customer
spending include high levels of unemployment, higher customer debt levels, reductions in net worth,
declines in asset values and related market uncertainty, home foreclosures and reductions in home values,
ﬂuctuating interest rates and credit availability, ﬂuctuating fuel and other energy costs, ﬂuctuating commodity
prices and national and global geo-political and economic uncertainty, including in connection with tariffs or
trade laws. Economic conditions in certain regions may also be affected by natural disasters, such as
earthquakes, hurricanes, tropical storms and wildﬁres, public health crises, political crises, such as terrorist
attacks, war and other political instability or other unexpected events, and such events could also disrupt
MADE’s operations, internet or mobile networks or the operations of one or more of its third party service
providers. Customer purchases of discretionary items, including the products that MADE offers, may decline
during periods of economic uncertainty, when disposable income is reduced or when there is a reduction in
customer conﬁdence. Adverse economic changes could reduce customer conﬁdence, and thereby could
negatively affect MADE’s results of operations.
In addition, due to the recent economic slowdown and uncertainty, there is an increased risk that suppliers,
logistics companies and other third party service providers may face ﬁnancial difﬁculties, become insolvent
and/or cease trading, which may result in disruption to the provision of products or services by them to
MADE. If there is any interruption in the provision of products or services provided by third parties,
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MADE’s business may be adversely affected and it may be unable to ﬁnd adequate replacement products or
services acceptable to it or its customers on a timely basis, or at all.
In challenging and uncertain economic environments, MADE cannot predict when macroeconomic
uncertainty may arise, whether or when such circumstances may improve or worsen or what impact such
circumstances could have on its business.
Fluctuations in exchange rates may adversely affect MADE’s results of operations.
MADE may be adversely affected by ﬂuctuations in exchange rates. Unfavourable ﬂuctuations in exchange
rates used to translate foreign currencies into pounds sterling may have a signiﬁcant impact on its reported
results of operations from year to year. In particular, any depreciation of sterling in relation to the US
dollar, which is the currency that the majority of MADE’s suppliers require for the purchase of merchandise
and shipping costs, will increase the sterling equivalent of the price paid to suppliers that invoice in US
dollars and may have an adverse impact on MADE’s ﬁnancial condition and future prospects. Any
appreciation of sterling to US dollar will reduce the sterling equivalent of Euro denominated costs, but
reduce the sterling value of sale receipts from relevant Continental European markets. MADE currently
generates an excess of Euros since Euro denominated sales outweigh Euro denominated costs. The current
hedging structures in place may not sufﬁce to offset a shift in the exchange rates.
The United Kingdom’s exit from the European Union may have a negative effect on global economic
conditions, ﬁnancial markets and MADE’s business.
On 29 March 2017, the United Kingdom formally notiﬁed the European Council of its intention to leave the
European Union (“Brexit”). On 24 January 2020, a withdrawal agreement was entered into between the
European Union, the European Atomic Energy Community and the United Kingdom, setting the terms of
the withdrawal of the latter from the former two. On 24 December 2020, the United Kingdom and the
European Union agreed a trade and cooperation agreement (the “Trade and Cooperation Agreement”),
which provides for, among other things, zero-rate tariffs and zero quotas on the movement of goods between
the United Kingdom and the European Union. Due to the size and importance of the economy of the
United Kingdom, the uncertainty and unpredictability concerning the United Kingdom’s future laws and
regulations (including ﬁnancial laws and regulations, tax and free trade agreements, immigration laws and
employment laws) as well as its legal, political and economic relationships with Europe following its exit
from the European Union may continue to be a source of instability in international markets, create
signiﬁcant currency ﬂuctuations or otherwise adversely affect trading agreements or similar cross-border
cooperation arrangements (whether economic, tax, ﬁscal, legal, regulatory or otherwise) for the foreseeable
future. The long-term effects of Brexit will depend on the practical implications of the implementation of
the Trade and Cooperation Agreement and any future agreements (or lack thereof) between the United
Kingdom and the European Union and, in particular, any potential changes in the arrangements for the
United Kingdom to retain access to European Union markets. Brexit could result in adverse economic
effects across the United Kingdom and Europe, which could have a material adverse effect on MADE’s
business, results of operations, ﬁnancial condition and prospects.
RISKS ASSOCIATED WITH COMPLIANCE AND REGULATION
Compliance with existing laws and regulations, including in relation to privacy, data protection, and
information security, or changes in any such laws and regulations could affect MADE’s business.
MADE currently operates in eight countries, six of which are member states of the European Union. As a
result of MADE’s international footprint, it is subject to a wide range of laws and regulations and routinely
incurs costs in complying with these laws and regulations. New laws or regulations or changes in existing
laws and regulations, particularly those governing the sale of products or in other regulatory areas such as
data protection, information security, product safety, marketing, labour and employment, tax, competition,
unfair trading, consumer credit, health and safety or environmental protection, may conceivably require
extensive system and operating changes that may be difﬁcult to implement and could increase its cost of
doing business. For example, MADE is subject to those regulations provided under the Modern Slavery
Act 2015 as well as to the risk of forced labour and modern slavery in its supply chain. While MADE can
monitor its own compliance, there can be no assurances that suppliers, or their labour practices, are fully
compliant with MADE’s policies and procedures as well as the relevant laws and regulations in which they
operate.
In addition, European and international governmental authorities continue to evaluate the data protection and
privacy implications in the use of “cookies” and similar (tracking) technologies, in particular where these are
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used for behavioural marketing and other tracking and analytics purposes. The use of cookies, in particular
for online tracking and marketing practices, has been subject to increasing regulation in recent years. A loss
in the ability to make effective use of services that employ such technologies, as a result of such regulation
or otherwise, could limit MADE’s ability to track trends, optimise its product offering or acquire new
customers on cost-effective terms and consequently adversely affect its business, ﬁnancial condition and
results of operations.
Changes in laws and regulations, more stringent enforcement or alternative interpretation of existing laws
and regulations in jurisdictions in which MADE currently operates can change the legal and regulatory
environment, making compliance with all applicable laws and regulations more challenging. Changes in laws
and regulations in the future could have an adverse economic impact on MADE by tightening restrictions,
reducing its freedom to do business, increasing its costs of doing business, or reducing its proﬁtability. In
addition, the compliance costs associated with such evolving laws and regulations may be signiﬁcant. Failure
to comply with applicable laws or regulations can lead to civil, administrative or criminal penalties,
including but not limited to ﬁnes or the revocation of permits and licences that may be necessary for its
business activities. MADE could also be required to pay damages or be subject to civil judgements in
respect of third party claims.
Any of these developments, alone or in combination, could have a material adverse effect on its business,
ﬁnancial condition, results of operations and prospects.
MADE is subject to customs and international trade laws that could require it to modify its current business
practices and incur increased costs or could result in delay or failure in getting products through customs and
port operations.
MADE imports and exports a large number of products as part of its day-to-day business and such imports
and exports may be subject to customs and foreign trade regulations (including, for example, EUTR) and
there is no guarantee that it will be able to comply with all of these regulations. In addition, MADE relies
on third parties, in particular its suppliers, to make certain import and export customs declarations and
therefore only has limited control over such declarations. Any non-compliance with customs or foreign trade
regulations could lead to the imposition of ﬁnes or result in MADE’s products being seized, in which case
delivery of its products may be delayed or fail entirely. MADE has recently experienced a temporary delay
in the release of certain of its containers in relation to an EUTR audit underpinned by an EU-wide initiative
and has had to comply with further diligence requests from Belgian regulators, with respect to its foreign
suppliers of timber products, leading to a delay in the delivery of its products. While MADE’s containers
have been released, MADE is still awaiting an administrative ﬁnding in relation to certain alleged technical
issues relating to the audit that could result in a potential ﬁne (the level of the potential ﬁne (if any) has
not yet been conﬁrmed), and there is no guarantee that similar audits and inspections might not result in
future delays or ﬁnes. Further, customs and international trade laws and regulations may change
unpredictably, and have done so recently in connection with the COVID-19 pandemic, economic pressures,
potential trade wars and Brexit. For example, Brexit has increased regulatory compliance (including with
respect to EUTR), with MADE being required to comply with both EU and UK standards, which may
diverge and cause MADE to incur additional costs in ensuring its compliance with all the regulations
applicable to it.
As legal requirements are frequently changed and subject to interpretation, MADE is unable to predict the
ultimate cost of compliance with these requirements or their effects on its operations. It may be required to
make signiﬁcant expenditures or modify its business practices to comply with existing or future laws and
regulations, which may increase its costs and materially limit its ability to operate its business.
MADE’s business is subject to the general tax environment in the jurisdictions in which it operates and any
changes to this tax environment may increase its tax burden.
MADE’s business is subject to the general tax environment in the jurisdictions in which it operates. Various
governments and intergovernmental organisations could introduce proposals for tax legislation, or adopt tax
laws (including introduction of new e-commerce related taxes), that may have an adverse effect on MADE’s
worldwide effective tax rate, limit its ability to use carry-forward losses or make use of other favourable tax
provisions. Changes in tax legislation, administrative practices or case law could increase MADE’s tax
burden and such changes might even occur retroactively. Further, tax laws may be interpreted differently by
the competent tax authorities and courts, and their interpretation may change at any time, which could lead
to an increase in MADE’s tax burden. In addition, court decisions are sometimes ignored by competent tax
authorities or overruled by higher courts, which could lead to higher legal and tax advisory costs and create
signiﬁcant uncertainty.
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Climate change, environmental sustainability and related regulatory responses may adversely impact MADE’s
business.
There is an increasing concern that a gradual increase in global average temperatures due to increased
concentration of carbon dioxide and other greenhouse gases in the atmosphere will cause signiﬁcant changes
in weather patterns around the globe and an increase in the frequency and severity of natural disasters.
Changes in weather patterns and an increased frequency, intensity and duration of extreme weather
conditions could disrupt MADE’s supply chain operations, increase the cost of manufacturing of products
and impact the types of products that customers purchase. As a result, the effects of climate change could
have an adverse effect on its business, ﬁnancial condition, results of operations and prospects.
Governments, regulators and other interested or inﬂuential bodies are becoming increasingly interested in
environmental sustainability and in enacting legislation and regulations in response to the potential impacts
of climate change. Changes to existing legislation or regulation could adversely affect MADE’s operations
and the conduct of its business, in relation to both the use of raw materials used to fabricate furniture and
homeware products as well as the packaging of those products and the disposal of such packaging. MADE
is subject to all EU regulations regarding sustainability, including the EUTR, which was adopted in 2013 to
prohibit the circulation of illegally logged wood in the European Union. Since 1 January 2021, MADE has
also been subject to the UK Timber Regulation (“UKTR”), which currently substantially replicates the
EUTR, but may diverge from the EUTR in future. If there is a change to the EUTR, the UKTR or any
other environmental legislation, there may be an increase in MADE’s costs.
Further, all of these laws and regulations, which may be mandatory, have the potential to impact MADE’s
operations indirectly as a result of required compliance by MADE’s third party suppliers. In addition, while
MADE focuses on designing and sourcing goods using environmentally-friendly materials and engaging
suppliers with sustainable packaging, it is active in an industry that is generally not considered to be
environmentally sustainable and it depends on shipping logistics, which lead to a high output of carbon
dioxide. While MADE has adopted, and intends to continue to improve and develop, various sustainability
strategies, there is no guarantee that it will be successful in implementing such strategies. Further,
inconsistency of legislation and regulations among jurisdictions may also affect the costs of compliance with
such laws and regulations. Any assessment of the potential impact of future climate change legislation,
regulations or industry standards, as well as any international treaties and accords, is uncertain given the
wide scope of potential regulatory change in the countries in which MADE operates or conducts business.
Failure to comply with the UK Bribery Act 2010 (the “UK Bribery Act”) and other anti-corruption, anti-bribery,
anti-money laundering, sanctions and competition laws could subject MADE to penalties and other adverse
consequences.
MADE is subject to a wide range of anti-corruption, anti-bribery and anti-money laundering laws, such as
the UK Bribery Act and similar laws in other countries, as well as sanctions and competition laws, across
the markets in which it operates. The increasingly broad and stringent legal and regulatory framework
creates pressure on both business performance and market sentiment, requiring continual improvements in
how it operates as a business to maintain compliance. Actual or alleged violations of applicable laws,
regulations, or anti-corruption compliance contractual requirements could result in ﬁnes, litigation, disruption
or cessation of business activity, and also damage MADE’s reputation or cause a loss of business
opportunity in the markets in which it operates. Any non-compliance could also result in criminal
prosecution for MADE or its employees.
MADE’s policies and procedures designed to prevent compliance breaches may prove to be ineffective. If its
employees or agents violate regulatory requirements or its policies, or fail to maintain adequate recordkeeping and internal accounting practices to accurately record transactions, MADE may be subject to
regulatory sanctions, including monetary ﬁnes and criminal penalties, any of which could materially
adversely affect its business, ﬁnancial condition, results of operations and prospects.
MADE may be subject to general litigation, regulatory disputes and government inquiries.
MADE has in the past, and may in the future, become involved in claims, litigation, investigations and
various other legal proceedings by customers, designers, employees, third party suppliers, competitors,
government agencies or others in relation to a range of matters, including, product quality, delays of
payments or deliveries, competition law, intellectual property disputes, labour disputes and tax matters. The
results of any such claims, litigation, investigations and other legal proceedings are inherently unpredictable
and expensive. Any claims against MADE, whether meritorious or not, could be time-consuming, result in
costly litigation, damage its reputation, require signiﬁcant amounts of management time and divert signiﬁcant
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resources. If any of these legal proceedings were to be determined adversely to MADE, or it was to enter
into a settlement arrangement, it could be exposed to monetary damage or limits on its ability to operate its
business (for example, being restricted in marketing certain of its products), which could have an adverse
effect on its business, ﬁnancial condition, results of operations and prospects.
MADE might be subject to ﬁnes and follow-on claims for damages in relation to alleged or actual anticompetitive behaviour.
MADE might become the subject of investigations by competition authorities and might be exposed to ﬁnes
imposed by such authorities and follow-on claims for damages raised against it by third parties. The amount
of any such ﬁnes and follow-on claims for damages could be substantial. Future investigations could reveal
actual or potential non-compliance with competition laws. In addition, alleged or actual anti-competitive
behaviour might seriously disrupt business relationships with business partners. The realisation of any of
these risks relating to MADE’s alleged or actual anticompetitive behaviour, alone or in combination, could
have a material adverse effect on its business, ﬁnancial condition and results of operations.
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PART II
PRESENTATION OF FINANCIAL AND OTHER INFORMATION
Presentation of ﬁnancial information
Historical ﬁnancial information
The historical ﬁnancial information presented in section B of Part IX: “Group Historical Financial
Information” of this Registration Document consists of ﬁnancial information for each of the years ended
31 December 2020, 31 December 2019 and 31 December 2018 (together, the “Group Historical Financial
Information”).
The unaudited interim ﬁnancial information for the three months ended 31 March 2021 and 31 March 2020
in section C of Part IX: “Group Historical Financial Information” of this Registration Document has been
prepared in accordance with the relevant IFRS interim reporting standards (IAS 34 Interim Financial
Reporting).
The ﬁnancial information in this Registration Document has been prepared in accordance with the
requirements of the UK Prospectus Regulation, the Listing Rules, and International Financial Reporting
Standards as adopted in the EU (“IFRS”) and the IFRS Interpretation Committee interpretations as described
in the basis of preparation of the Group Historical Financial Information. The basis of preparation of the
Group Historical Financial Information and the signiﬁcant accounting policies applied are further explained
in Part IX: “Group Historical Financial Information” of this Registration Document.
Non-IFRS measures
This Registration Document contains certain ﬁnancial measures that are not deﬁned or recognised under
IFRS, including Adjusted EBITDA, Adjusted EBITDA margin and free cash ﬂow. The Directors believe that
these measures provide readers with useful information regarding the Group’s ﬁnancial performance and
facilitate an understanding of the underlying performance of the Group. There are no generally accepted
principles governing the calculation of these measures and the evaluations upon which these measures are
based vary from company to company. Other companies may use similarly titled non-IFRS ﬁnancial
measures that are calculated differently from the way the Group calculates such measures and, accordingly,
the Group’s non-IFRS ﬁnancial measures may not be comparable with similar measures used by other
companies. In addition, the Group’s non-IFRS ﬁnancial measures should not be considered as alternatives to
the audited consolidated ﬁnancial statements for the Group (the “Audited Consolidated Financial
Statements”) based on IFRS. Further information regarding these non-IFRS ﬁnancial measures, together
with a reconciliation of these measures to the most comparable IFRS measure, is provided in
Part VIII: “Operating and Financial Review – Non-IFRS Financial Measures”.
Key performance indicators
To assist recipients of this Registration Document in comparing the Group’s historical ﬁnancial performance
from period to period, certain key performance indicators and other operating measures have been presented
in this Registration Document. Save where indicated, these measures have been extracted from the Group’s
management reporting systems but have not been audited or reviewed by external auditors, consultants,
independent experts or other third parties. Set out below is a description of the key performance indicators
used by the Group, other than the non-IFRS measures referred to above:
*

Gross sales: Sales at the point of transaction excluding applicable VAT.

*

Last twelve-months (LTM) Active customers: Number of customers who have placed at least one order
during the preceding twelve months.

*

Orders: Total number of orders received during the period, inclusive of orders that may eventually be
returned or cancelled.

*

Repeat orders mix: Number of total orders excluding ﬁrst time customer orders divided by total orders.

*

Average order value (AOV): Value of gross sales divided by the number of orders.

*

Homeware sales mix: Homeware gross sales divided by total gross sales.
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Presentation of other information
Market, economic and industry data
Unless the source is otherwise stated, the information contained in this Registration Document related to
markets, market size, market shares, market positions, economic and industry data in this Registration
Document constitute the Directors’ estimates, using underlying data from independent third parties. The
Company obtained market data and certain industry forecasts used in this Registration Document from
internal surveys, reports and studies, where appropriate, as well as market research, publicly available
information and industry publications, including publications and data compiled by Euromonitor and
National Association of Realtors.
The information set out in this Registration Document that has been sourced from third party reports and
industry publications has been accurately reproduced and, so far as the Company is aware and has been
able to ascertain from that published information, no facts have been omitted which would render the
reproduced information inaccurate or misleading. While the Directors believe the third party information
included herein to be reliable, the Company has not independently veriﬁed such third party information, and
the Company makes no representation or warranty as to the accuracy or completeness of such information
as set forth in this Registration Document.
Where third party information has been used in this Registration Document, the source of such information
has been identiﬁed.
Rounding
Percentages and certain amounts included in this Registration Document have been rounded for ease of
preparation and presentation. Accordingly, numerical ﬁgures shown as totals in certain tables may not be the
exact arithmetic aggregations of the ﬁgures that precede them. In addition, certain percentages and amounts
contained in this Registration Document reﬂect calculations based on the underlying information prior to
rounding and, accordingly, may not conform exactly to the percentages or amounts that would be derived if
the relevant calculations were based upon the rounded numbers.
Currencies
Unless otherwise indicated, all references in this Registration Document to “sterling”, “pounds sterling”,
“UK sterling”, “GBP”, “£”, or “pence” are to the lawful currency of the United Kingdom. All references to
the “euro” or “€” are to the currency introduced at the start of the third stage of the European economic
and monetary union pursuant to the Treaty establishing the European Community, as amended. All
references to “US dollars”, “USD”, “US$” or “$” are to the lawful currency of the United States of
America.
Constant currency basis
With respect to period-on-period and year-on-year comparisons, MADE presents gross sales, net revenue and
gross margin on a constant currency basis, which excludes the effects of changes in currency variation from
MADE’s reported results under IFRS. Constant exchange rates for the years ended 31 December 2019 and
2018 are determined by applying the effective exchange rate during 2020 and constant effective exchange
rates for the three months ended 31 March 2021 and 2020. Effective exchange rates are the average rate
relating to the most recent period which includes any gains or losses related to currency hedging activities
which are realised in the period. The Group believes that this measure facilitates an understanding of the
underlying economic performance of MADE’s operations.
Exchange rates
Certain industry-related information included in this Registration Document is shown translated from
US dollars and euros into pounds sterling at speciﬁed rates solely for the convenience of the reader. The
average exchange rates of US dollars and euros are shown relative to pounds sterling below. The inclusion
of these exchange rates is for illustrative purposes only and does not mean that the sterling amounts actually
represent such US dollar or euro amounts or that such sterling amounts could have been converted into US
dollars or euro at any particular rate, if at all.
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Average rate against pounds sterling
US dollars per £1.00
Year

Period End

Average

High

Low

0.784
0.754
0.732
0.705

0.750
0.784
0.780
0.723

0.801
0.831
0.871
0.743

0.697
0.750
0.732
0.703

2018 ...........................................................................
2019 ...........................................................................
2020 ...........................................................................
2021 (through to 20 May 2021) ...............................
Average rate against pounds sterling

Euros per £1.00
Year

Period End

Average

High

Low

0.899
0.846
0.894
0.862

0.885
0.877
0.889
0.870

0.908
0.931
0.940
0.909

0.863
0.834
0.830
0.847

2018 ...........................................................................
2019 ...........................................................................
2020 ...........................................................................
2021 (through to 20 May 2021) ...............................

—————
Source: Bloomberg

Times
All times referred to in this Registration Document are, unless otherwise stated, references to the time in
London, United Kingdom.
Forward-looking statements
Certain information contained in this Registration Document, including any information as to the Group’s
strategy, plans or future ﬁnancial or operating performance constitutes “forward-looking statements”. These
forward-looking statements can be identiﬁed by the use of terminology such as, “aims”, “anticipates”,
“assumes”, “believes”, “budgets”, “could”, “contemplates”, “continues”, “estimates”, “expects”, “intends”,
“may”, “plans”, “predicts”, “projects”, “schedules”, “seeks”, “shall”, “should”, “targets”, “would”, “will” or,
in each case, their negative or other variations or comparable terminology. Forward-looking statements
appear in a number of places throughout this Registration Document and include, but are not limited to,
express or implied statements relating to:
*

the Group’s business strategy and outlook;

*

the Group’s future results of operations;

*

the Group’s future ﬁnancial and market positions;

*

the Group’s margins, proﬁtability and prospects;

*

expectations as to future growth;

*

general economic trends and other trends in the industry in which the Group operates;

*

the impact of regulations on the Group and its operations; and

*

the competitive environment in which the Group operates.

By their nature, forward-looking statements are based upon a number of estimates and assumptions that,
whilst considered reasonable by the Directors, the Company or the Group, are inherently subject to
signiﬁcant business, economic and competitive uncertainties and contingencies. Known and unknown factors
could cause actual results to differ materially from those indicated, expressed or implied in such forwardlooking statements.
Readers are cautioned that forward-looking statements are not guarantees of future performance. Any
forward-looking statements in this Registration Document reﬂect the Directors’, the Company’s or the
Group’s current view with respect to future events and are subject to certain risks relating to future events
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and other risks, uncertainties and assumptions including, but not limited to the risks and uncertainties
presented under the headings Part I: “Risk Factors” and Part IX: “Group Historical Financial Information”.
The forward-looking statements contained in this Registration Document speak only as at the date of this
Registration Document. Subject to the requirements of the Prospectus Regulation Rules or applicable law,
the Directors, the Company and the Group explicitly disclaim any intention or obligation or undertaking to
publicly release the result of any revisions to any forward-looking statements made in this Registration
Document that may occur due to any change in the Directors’, the Company’s or the Group’s expectations
or to reﬂect events or circumstances after the date of this Registration Document.
No proﬁt forecast
No statement in this Registration Document or incorporated by reference into this Registration Document is
intended to constitute a proﬁt forecast or proﬁt estimate for any period, nor should any statement be
interpreted to mean that earnings or earnings per Ordinary Share after the date of this Registration
Document will necessarily be greater or less than the historical published earnings or earnings per Ordinary
Share for the Company.
Information not contained in this Registration Document
The delivery of this Registration Document shall not, under any circumstances, create any implication that
there has been no change in the business or affairs of the Company or the Group since the date hereof or
that the information contained herein is correct as of any time subsequent to the date of this Registration
Document.
No incorporation of website information
Save for the copies of the documents listed in Part X: “Additional Information – Documents Available for
Inspection” that are extracts from this Registration Document and will be available for inspection on the
Group’s website at https://www.corporate.made.com/, information contained on the Group’s website, the
contents of any website accessible from hyperlinks on the Group’s website, and any other websites referred
to in this Registration Document, do not form part of this Registration Document. The information on such
websites has not been scrutinised or approved by the FCA. No person has been authorised to give any
information or make any representations other than those contained in this Registration Document and, if
given or made, such information or representations must not be relied upon as having been so authorised.
Deﬁnitions
Certain terms used in this Registration Document, including all capitalised terms, are deﬁned in
Part XI: “Deﬁnitions”.

24

PART III
DIRECTORS, SECRETARY, REGISTERED OFFICE,
LEGAL ADVISER AND AUDITORS
Directors

Susanne Given (Chair)
Ning Li (Founder, Vice Chair)
Philippe Chainieux (Chief Executive Ofﬁcer)
Adrian Evans (Chief Financial Ofﬁcer)
Bruno Crémel (Non-Executive Director)
George McCulloch (Non-Executive Director)
Gwyn Burr (Independent Non-Executive Director and Senior Independent Director)
Matthew Price (Independent Non-Executive Director)

Senior Managers

Philippe Chainieux (Chief Executive Ofﬁcer)
Adrian Evans (Chief Financial Ofﬁcer)
Nicola Thompson (Chief Operating Ofﬁcer)

Company Secretary
and General Counsel

Lisa Tomlins

Registered Ofﬁce

28 Irish Town
Gibraltar
GX11 1AA

Legal Adviser to the
Company as to English
and US law

Davis Polk & Wardwell London LLP
5 Aldermanbury Square
London EC2V 7HR
United Kingdom

Auditors to the
Company

EY Limited
Regal House, Queensway
Gibraltar
GX11 1AA

Reporting Accountants
to the Company

Ernst & Young LLP
1 More London Place
London SE1 2AF
United Kingdom
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PART IV
INDUSTRY OVERVIEW
The following information relating to the Group’s industry has been provided for background purposes only.
The information has been extracted from a variety of sources released by public organisations. The
information has been accurately reproduced and, as far as the Company is aware and is able to ascertain
from information published by such sources, no facts have been omitted which would render the reproduced
information inaccurate or misleading. This Part IV (Industry Overview) should be read in conjunction with
the more detailed information contained elsewhere in this Registration Document.
THE INDUSTRY
The global furniture and homeware market is large and growing. Growth has been resilient historically and
further forecasted to grow considerably, driven by strong structural tailwinds supporting long-term growth in
the category. The market stands at an inﬂection point of e-commerce adoption, with signiﬁcant further
upside potential given the secular shift to online faster than most other industries. The market is further
bolstered by a number of consumer trends re-shaping the space: shifting demographics, increased focus on
product sustainability, rise in remote working, and growing brand awareness driven by high social media
engagement, among others.
The sector is comprised of a broad variety of ﬁrms operating within a highly fragmented landscape. Players
range from high-end furniture and homeware brands to omnichannel DIY retailers, including multi-category
and pure play online marketplaces. Most competitors in MADE’s current markets hold average market
shares of just approximately 0.5% and the Company estimates that over 50% of competitors are
independent, local ﬁrms that will need to adapt to the new digital environment1.
MADE is the leading digitally native lifestyle brand in home, operating in a large and highly attractive
market that stands to beneﬁt from multiple favourable structural tailwinds.
Total addressable market
MADE’s market is large, global, and growing. According to own estimates from Euromonitor data2, the
global furniture and homeware market for both online and ofﬂine is currently estimated at £504 billion, of
which £151 billion is attributable to Europe and £94 billion attributable to MADE’s current markets which
include the United Kingdom, France, Germany, Austria, Belgium, Spain, the Netherlands and Switzerland.
As shown in the graph below, Euromonitor forecasts MADE’s existing markets to grow by a 5% CAGR
from 2020 to 2025, reaching £118 billion by 2025. Similarly, the total European market is forecasted to
grow by a 5% CAGR from 2020 to 2025, reaching £194 billion by 2025. Online sales still represent a
small portion of the market but are expected to make a meaningful impact as penetration rates rise,
representing substantial runway for growth in both current and peripheral geographies.

1
2

Company own estimate.
Company own estimate from Euromonitor International Limited, Retailing 2021 edition, accessed 08/03/2021. Retail value RSP incl. sales
tax, ﬁxed exchange rates, current prices. Furniture and homeware market deﬁned as aggregation of homewares and home furnishing stores,
direct selling, e-commerce and homeshopping.
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MADE’s furniture and homeware market size and growth3

3

Company own estimate from Euromonitor International Limited, Retailing 2021 edition, accessed 08/03/2021. Retail value RSP incl. sales
tax, ﬁxed exchange rates, current prices. Furniture and homeware market deﬁned as aggregation of homewares and home furnishing stores,
direct selling, e-commerce and homeshopping channels.

Key growth drivers
Shift to online channels
MADE’s markets online penetration for homeware and furnishings stood at 12% online penetration before
the COVID pandemic in 2019, or £12 billion3. The online sector for homewares and furniture is less mature
relative to other sectors such as consumer electronics, and apparel and footwear. Based upon the historical
trajectory of online adoption of other consumer sectors in MADE’s markets, it is anticipated that there exists
a material opportunity for online penetration growth for the furniture and homeware market. Consumer
electronics, and apparel and footwear, have seen an increase in online penetration by 12 percentage points
and 17 percentage points between 2015 and 2020 and are forecast to rise further to 30% and 35%,
respectively, by 2025 as seen in the chart below.
As per the chart below, the homeware and furnishings category is well positioned for growth given rising
penetration rates and high forecasted growth, making it one of the most attractive sectors with signiﬁcant
potential in the retail space. Penetration rates have been notably bolstered by the impact of the COVID-19
pandemic due to the implementation of lockdowns necessitating consumers shift their purchases online. The
pandemic has tipped the scales of an industry already at an inﬂection point of e-commerce adoption.
The prevalence and ongoing proliferation of smartphones and tablets has driven further growth of the online
channel. With consumers increasingly more reliant on their handheld digital devices, market forecasts project
mobile e-commerce to become a key purchasing channel with the potential to comprise approximately 50%
of the total e-commerce market over the next ﬁve years. The introduction of direct platform purchases and
one-click checkout options on social media sites where MADE has a strong presence is further shifting
consumer shopping habits and driving mobile e-commerce growth.

3

Company own estimate from Euromonitor International Limited, Retailing 2021 edition, accessed 08/03/2021. Retail value RSP incl. sales
tax, ﬁxed exchange rates, current prices. Furniture and homeware market deﬁned as aggregation of homewares and home furnishing stores,
direct selling, e-commerce and homeshopping channels.
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Signiﬁcant category upside with higher online growth4

4

Company own estimate from Euromonitor International Limited.

Online penetration rates by industry in MADE’s markets5

5

Company own estimate from Euromonitor International Limited.

Demographic trends
MADE believes that its curated, value driven business model resonates with the younger generations, who
form the core of MADE’s customer base, with approximately 50% of MADE’s customers being under
35 years old. Young, digitally native, afﬂuent consumers are the core pillar of MADE’s customer base.
MADE stands well positioned to take advantage of demographic trends and behaviours speciﬁc to this
cohort: their comfort and preference for digital platform brands, and their high brand loyalty as they move
through homes and stages of life.
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As MADE’s core cohorts such as millennials age, start families, and mature into the home market, MADE
expects online sales of home goods to increase. MADE anticipates the current millennial generation will be
a key driver of growth in the furniture and homeware market as they enter their prime home formation ages
over the next ﬁve years, when they are forecast to comprise 38% of the overall home buying population6.
In addition to Millennials and Generation Z buyers, who comprise over 45% of MADE’s total customer
base, MADE’s key customer demographics also extend to afﬂuent Generation X buyers, who are expected to
increasingly gain comfort with online channels, albeit at a slower pace.
Sustainability
MADE’s core consumers’ expectations and preferences for goods and products made by sustainable, ESGfocused and value-led organisations are aligned with its core mission and business model. Company
estimates indicate that approximately 80% of consumers today base their purchases on sustainability factors.
Consumer awareness of these issues is high, as is their commitment to purchasing from organisations that
have the strategy and infrastructure MADE currently possess in order to produce and consume in a
sustainable fashion. MADE believes that it will acquire and retain an increasing number of customers due to
its stated commitments to sustainability and its circular product lifecycle strategy. The COVID-19 pandemic
has accelerated consumer awareness of the link between consumption patterns and environmental issues,
further driving trafﬁc towards companies, like MADE, that have embedded sustainability into their core
mission and business model.
Brand awareness driven by social media engagement
As consumers shift to buying online, social media has graduated to a key platform to drive brand awareness
and inﬂuence buying decisions. According to the Company’s own estimates, over 80% of consumers’
purchasing choices are inﬂuenced by their friends’ social media posts.
Social inﬂuencers with loyal audiences are becoming key to driving customer choices. Research indicates
Generation Z and Millennials are more likely to be inﬂuenced by social media, with approximately over
80% of Millennials stating that user-generated content has at least some inﬂuence on how they spend.
MADE has a bespoke social-ﬁrst brand marketing platform utilising inﬂuencers and tastemakers across
Europe.
Remote working
According to Euromonitor7, 68% of global professionals expect a permanent shift towards working from
home. As remote learning similarly becomes ubiquitous, MADE expects homes to become a nexus of
multiple activities driving demand via the frequency and variety of furniture and homeware purchases.
Increased use of home goods is expected to drive more frequent purchases of both large furniture items
such as sofas, as well as homeware accessories to match and style, as expected wear & tear reduces even
high-quality furniture lifespans. As focus and time spent in the home increases, MADE also expects a larger
percentage of household discretionary spend to be allocated to furniture and homeware.

6

7

According to Copyright # “2020 Home Buyers and Sellers Generational Trends Report.” National Association of RealtorsÒ All rights
reserved. Reprinted with permission, https://www.nar.realtor/sites/default/ﬁles/documents/2020-generational-trends-report-03-05-202
March 2020.
Based on Euromonitor International Voice of the Industry: COVID-19 Surveys, October 2020. Question, “How do you think customers
will change their social and community-related behavior as a result of the COVID-19 pandemic? Work from home more” (n=2,778). Does
not add to 100% as 2% responded ” Not sure” (not pictured).
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COMPETITIVE LANDSCAPE
Furniture and homeware market structure in MADE markets8

8

Company own estimate from Euromonitor International, Home and Garden 2021 edition, retail value RSP.

As seen in the graph above, MADE operates in a highly fragmented market wherein the top 10 companies
comprise less than 20% of the total market by revenue. While IKEA commands a market share of 11% in
MADE markets, each of the other top 10 competitors hold a median market share of just over 0.5%. The
majority of the sector is comprised primarily of independent, regional specialty brick and mortar retailers,
many of whom will have to adapt to stay relevant as consumer demands continue to shift at current rates.
This provides ample opportunity for growth and market share gains, particularly for MADE’s differentiated
business given its distinct competitive strengths.
In addition to specialty independent retailers with a regional focus, MADE’s competitors include, but are not
limited to:
*

High-end furniture and homeware brands: BoConcept, Roche Bobois, Bolia

*

High-end furniture and homeware retailers: Heals, Conran Shop

*

Omnichannel furniture and homeware retailers: DFS, Dunelm, Maisons du Monde, Hoffner,
Conforama, But, XXXL, Porta

*

Omnichannel DIY retailers: B&Q, Leroy Merlin

*

E-commerce, multi-category generalists: Amazon, CDiscount, OTTO

*

Pure play online retailers: home24, Wayfair, Westwing

*

Omnichannel retailers with a focus on speciﬁc product categories: Dreams

*

IKEA

*

Multi-category online marketplaces for second hand products: eBay

*

Omni-channel homeware retailers for speciﬁc product categories: Zara Home

*

Pure-play online retailers for speciﬁc product categories: Eve, Casper, Emma, Soak&Sleep

*

Home & living price comparison websites: moebel.de

The size and growth trajectory of MADE’s industry is shaped by the combined impact of accelerating shifts
to online channels, the entry of digitally native generations moving into their prime home formation years,
changing consumer preferences, the evolving place of the home as a nexus of work, social, rest and learning
activity; and increasing industry consolidation among smaller players. While MADE believes competition in
e-commerce will continue to increase, MADE is considerably differentiated due to its strong competitive
moats, and is well positioned to take advantage of these favourable tailwinds in order to drive future growth
and expansion.
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PART V
BUSINESS OVERVIEW
This Part V (Business Overview) should be read in conjunction with the more detailed information
contained in this Registration Document. Where stated, ﬁnancial information in this Part V (Business
Overview) has been extracted from Part IX (Group Historical Financial Information).
Overview
MADE is the leading digitally native lifestyle brand in home. MADE’s mission is to make high-end
designer furniture and homeware products accessible to everyone. MADE sells its products across the United
Kingdom, Germany, Switzerland, Austria, France, Belgium, Spain and the Netherlands via its e-commerce
platform, which provides an inspiring and seamless customer experience, while its asset light vertically
integrated model allows for scalability.
MADE was founded in 2010 and launched its ﬁrst website in the United Kingdom that year. After launch
in the United Kingdom, MADE has gradually expanded its product offering, starting with upholstery, then
furniture and more recently homewares and lifestyle categories. In parallel to its product offering expansion,
MADE commenced its international expansion by launching its French website in January 2013, followed
by websites for a number of other European markets from 2013 to 2018, with Spain being the latest market
that it entered in 2018. MADE is headquartered in the United Kingdom, with local ofﬁces in its key trading
markets, in France, Germany and the Netherlands, as well as sourcing ofﬁces.
MADE believes it provides its customers with high-quality, responsibly made, affordable products,
underpinned by exclusive designs, that enable customers to curate their life at home. MADE’s fresh and
ever-changing range, with nine new collections9 launched on average every week and around 40% of its
range renewed each year, consists of over 6,000 curated furniture and homeware products. To create its
product range, MADE partners with over 150 established and up-and-coming designers, artists and
collaborators. Its customer proposition has enabled MADE to develop a large, active and loyal customer
base, with approximately 1.1 million active customers in 2020 and approximately 1.2 million active
customers in the last 12 months to the end of the ﬁrst quarter of 2021. Of total customer orders in the three
months ended 31 March 2021, approximately 48% of gross sales were generated from customers in
Continental Europe and 52% from the United Kingdom. For the same period, repeat orders in the United
Kingdom (as MADE’s most mature market) constituted approximately 50% of MADE’s total UK customer
orders. MADE is the most popular home and living brand for UK millennials, the most reviewed home
brand on UK Trustpilot, has an “Excellent” Trustpilot rating in the United Kingdom and core Continental
European markets and has more than 3.1 million10 followers across its social media accounts.
MADE’s business model is centered around a ﬂexible asset-light supply chain, vertically integrated across all
functions and processes, covering the entire product lifecycle from product development and sourcing
(including concept design, development, production and ordering) through to global shipping, warehousing
and home delivery. Sustainability is embedded into MADE’s operations with growing visibility and
transparency given to its customers. MADE designs products with their longevity in mind and is committed
to its sustainability initiatives.
The Group’s gross sales, net revenue and Adjusted EBITDA (as deﬁned below) were £109.5 million,
£82.4 million and £1.8 million, respectively, for the three months ended 31 March 2021 and £315 million,
£247 million and (£5.1 million), respectively, for the year ended 31 December 2020. MADE’s business is
also highly cash generative, due to its strong margins, an attractive negative working capital proﬁle and
relatively low capital expenditure requirements. Due to the partnerships that MADE has built, it has the
beneﬁts of a vertically integrated business, without the need to make all of the related infrastructure
investments itself.
MADE proposes to effect a group reorganisation to insert a new UK-incorporated holding company of the
Group, Made.com Group Plc (“Listco” and together with the Group, the “New Group”), as further
described in Part X: “Additional Information – Proposed Pre-IPO Reorganisation”, and to pursue an IPO
and London listing of Listco. If MADE decides to pursue the IPO and London listing of Listco, an
application will be made to the FCA for the admission (the “Admission”) of Listco’s ordinary shares to the

9 Refers to a 2021 ﬁgure for homeware and furniture. Collection is deﬁned as capsule range of more than one SKU.
10 Figure includes 1.3 million followers on Instagram and 1.8 million followers on Facebook as at 8 April 2020.
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premium listing segment of the Ofﬁcial List and to trading on the main market for listed securities of the
London Stock Exchange plc (the “London Stock Exchange”).
Key Strengths
The Directors believe that MADE has a number of competitive strengths and attributes that differentiate it
from its peers and position it to continue delivering a rapid growth trajectory.
Unique pureplay digitally native lifestyle brand with an exclusive and differentiated product offering
MADE is the only pureplay digitally native lifestyle brand in the furniture and homeware category operating
at scale. As an online home lifestyle destination, MADE offers an exclusive, well-designed, ever-changing
product assortment at affordable prices.
MADE offers a curated range of unique and exclusive products, with approximately 6,000 active SKUs11 in
the catalogue as of 202012, sourced from a network of more than 150 in-house and external independent
designers, artists and collaborators. MADE’s design credentials have established a premium position in the
market which attracts designer talent, bringing international experience and new design inspiration to
MADE’s platform. These designers, artists and collaborators generally share MADE’s success through a
royalty model which incentivises new design inspiration to elevate the brand.
MADE also partners with out-of-industry tastemakers, brands and inﬂuencers across various industries
including fashion, jewellery and outdoor clothing to bring their unique perspective in the creation of bold
statement collections and enable MADE to create designs that become iconic.
Each design is a standalone piece, typically uniquely designed for MADE and allows for its customers to
shape and curate their home lifestyle choices. MADE’s business model enables it to deﬁne a new price
point for designer furniture which is signiﬁcantly lower than high-end designer brands while maintaining
high quality. MADE believes it offers an ever-changing range that is at the forefront of design, shaping and
capturing consumer tastes with, on average, nine new collections launched every week.
Strong appeal to a digitally native afﬂuent customer base
MADE’s curated product assortment resonates strongly with the younger, afﬂuent, digitally savvy and design
and sustainability-conscious population, including the important millennial customer base. MADE believes
this generation is expected to be the key driver of continued growth in furniture and homeware, as they
enter the prime home shopping age in the coming years, with 38% of home buyers across MADE’s
geographic markets being millennials (the largest cohort), and fuelled by increased spending power as they
rise through the workforce. MADE believes that its digital pureplay nature puts it in a strong position to
beneﬁt from the combination of the accelerated shift to online and digitally native generations entering their
prime home formation years and as a result, increasing their spending on furniture and homeware.
Furthermore, MADE appeals to the younger generation transitioning into new life commitments as well as
to a more mature, afﬂuent audience with appreciation for curated ranges.
MADE’s compelling customer value proposition is evidenced by its strong customer growth (active
customers grew from 0.6 million in 2018 to 1.1 million in 2020), and customer satisfaction demonstrated in
its “Excellent” UK Trustpilot rating, which is based on more than 89,000 reviews, with “Excellent” ratings
also in MADE’s core Continental European markets..
MADE believes it is well positioned to take advantage of the structural tailwinds driving the online furniture
and homeware market including sector consolidation, increasing focus on sustainability, working from home,
and millennials entering their core home formation years.
Disruptive, vertically integrated business model with strong competitive moats
MADE believes it operates a disruptive, asset-light, vertically integrated business model with strong
competitive moats. MADE has signiﬁcant control of every aspect of the value chain, from product
development and design, to sourcing, manufacturing and distribution, enabling it to prioritise and implement
an end-to-end sustainable approach throughout its operations. Having been optimised over the course of
more than a decade, the vertically integrated model maximises the customer value proposition in terms of
differentiated product offering, quality and value for money, while simultaneously providing scalability,
attractive margins and capital efﬁciency for MADE.
11 Over a third of SKUs is designed by MADE’s in-house designers.
12 MADE anticipates that its vertically integrated model will allow it to grow its range to approximately 10,000 SKUs in 2025.
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MADE directly sources approximately 95% of its products, which means it has signiﬁcant control over the
quality of its products and can promote the sourcing of sustainable raw materials and deliver strong gross
margins. As part of its asset-light business model, MADE outsources the manufacturing process to over 200
factories globally, including 69-factories in China, 41 in India, 35 in Vietnam and 44 in the United
Kingdom and Continental Europe. However, in order to maintain strong alignment over the process and
build strong relationships with the factories, MADE employs more than 150 people who are dedicated to
product and range development, quality and product-related ESG as well as overseeing the contract
manufacturing in local ofﬁces in China and Vietnam. MADE’s scalable supplier base is geographically
diversiﬁed with no supplier contributing more than 6% of its gross sales, reducing supplier concentration
risk and ensuring maximum agility.
Recent investments in expansion capacity in warehouses to open up additional facilities in the United
Kingdom and Continental Europe have positioned the business to scale sustainably with limited additional
capex requirements.
Just-in-time supply chain
MADE’s innovative, data-led “just in time” supply chain utilises a predictive model that improves with
scale, minimising inventory requirements and de-risking the frequent launch of new collections. MADE’s
operations are based on a short batch production model with frequent re-ordering. The predictive model
continually adapts the supply chain to demand evolution and allows MADE to implement a “test and learn”
process. When launching new products, the model allows MADE to decide prior to intake whether to
discontinue or reorder products following the ﬁrst test batch, thus eliminating the need to commit to large
bulk orders and reducing the risks associated with launching new collections. MADE’s “test and learn”
process has a success rate of approximately 60%.13
For products in the core range, MADE can automatically repeat orders in small batches to minimise lead
times for customers and reduce inventory. In 2020, on average, 59% of containers were presold at arrival,
and 56% of stock was in transit.
Sustainability
MADE’s ability to control all aspects of its supply chain enables it to embed sustainability throughout its
operations from design, sourcing and production, to sales and aftersales. MADE designs products with their
longevity in mind and is committed to numerous responsible sourcing targets over the next ﬁve years (from
its current targets in 2021), including: (i) reaching 100% recycled or recyclable packaging by 2025, from
25% reduction in plastic and 20% reduction in total packaging in 2021, (ii) reaching 100% sustainably
sourced key materials (including velvet, cotton and polyester) by 2025, from 100% recycled polyester
velvet, 25% recycled or organic cotton and 15% recycled other polyester in 2021, and (iii) reaching 100%
sustainably sourced, fully traceable timber in 2025, from 60% responsibly sourced, fully traceable timber in
2021. While production sustainability is primarily achieved through careful factory collaborations and control
teams on the ground, MADE has put in place, and is developing, certain initiatives focused on reusing,
refurbishing and re-cycling of its products. Through a give-away platform, which MADE has launched in
partnership with Geev, a third party donation platform, MADE seeks to encourage customers, when
purchasing a new item from MADE, to list the furniture they are replacing on the third party platform, with
a proportion of the customer’s original order value converted into a charitable donation. It is intended that a
take-back programme, which MADE plans to launch in the coming years, will allow customers to return
their old MADE furniture items directly to MADE to be reconditioned for a second life. MADE is also
focused on avoiding overproduction and waste and generally has no stock write-offs.
MADE believes its approach aligns strongly with the core values of its millennial customer base, who are
increasingly focused on transparency, sustainability and integrity to inform their brand choice and purchasing
decisions. Furthermore, MADE’s prioritisation of sustainability and control of its supply chain distinguishes
it from its competitors and positions it well to handle expected future changes in regulations and
environmental standards around sustainability. MADE is also enabled to take advantage of future growth
opportunities and expand into new geographies on the front foot while competitors are forced to react to
adapt their business models.
Highly attractive ﬁnancial proﬁle reﬂecting superior business model
MADE’s ﬁnancial model has enabled a proven track record of rapid growth, proﬁtability and cash efﬁciency.
In the period from 2015 to 2020, MADE grew its active customer base at a CAGR of 38% to 1.1 million
13 Reﬂecting the percentage of products that are not discontinued after one year.
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(of which active customers in the UK and Continental Europe grew at CAGRs of 32% and 47%,
respectively), driving gross sales CAGR of 36% to £315 million (of which gross sales in homewares and
furniture increased by CAGRs of 53% and 32%, respectively). MADE’s net revenue growth rate was
temporarily impacted by disruption from the COVID-19 pandemic which resulted in revenue recognition
relating to customer sales made in 2020 being deferred to 2021.
The Group has achieved growth across all its geographies – in the United Kingdom, gross sales grew at a
CAGR of 28% from £48 million in 2015 to £165 million in 2020, while gross sales in Continental Europe
grew at a CAGR of 49% over the same period from £21 million to £150 million. MADE has achieved a
similar gross sales growth proﬁle to the United Kingdom across its Continental European markets.14
Repeat orders have increased as a percentage of total orders to 48% in the United Kingdom in 2020 from
35% in 2015 and to 34% in Continental Europe in 2020 from 22% in 2015, driven by growing and
predictable retention and increased orders per customer related to range extension resulting in 100% gross
sales retention beyond the second year of a customer cohort. The high and increasing repeat order rate has
driven an increasing ability to forecast supply requirements and improve marketing efﬁciency. Order volumes
for the same period in the United Kingdom increased by 34% to 727,000 in 2020 from 170,000 in 2015
and in Continental Europe by 48% to 649,000 in 2020 from 91,000 in 2015.
MADE is typically proﬁtable on ﬁrst order in both the United Kingdom and Continental Europe, with
customer acquisition costs (“CAC”) expected to improve further as the business matures. In 2020, average
order value (“AOV”) and net contribution on ﬁrst order after fulﬁlment and marketing costs was £235 and
14%, respectively in the United Kingdom and £236 and 3%, respectively in Continental Europe. On a
repeat order basis in 2020, AOV and net contribution after fulﬁlment and marketing costs was £219 and
25%, respectively in the United Kingdom and £220 and 25%, respectively in Continental Europe.
In 2020, the United Kingdom delivered 13% Adjusted EBITDA contribution margin, and other core markets
including DACH (Germany, Austria and Switzerland) and France were also proﬁtable in 2020. Over
2018-2020, the Group made a one-off strategic investment in its team, platform and infrastructure to support
growth at scale, which impacted the Group’s Adjusted EBITDA margin, but has positioned the business for
further growth. The Group also made a one-off investment into its logistics platform in 2019, updating most
of its warehousing and splitting out the supply chain between the United Kingdom and the EU in
anticipation of Brexit.
MADE’s asset-light business model drives structurally attractive margins, with relatively low capex
requirements and negative working capital ensuring high cash conversion. Capex investments in 2020
represented 2.3% of net revenue, following investments in scalable infrastructure through 2018 and 2019
which saw capex at 4.1% and 4.2% of net revenue respectively. Net working capital as a percentage of net
revenue in 2020 was (24%), higher than (12%) delivered in 2018 and (11%) delivered in 2019 as a
consequence of a temporarily extended lead time offering to customers due to COVID-19 related supply
chain disruptions.
Experienced management team
MADE has a highly experienced and digitally native management team with a proven track record and
extensive experience working with leading global brands. The Group is led by Philippe Chainieux, CEO,
who joined MADE in 2013, with more than 20 years of experience leading e-commerce businesses
including Match.com and Meetic. Adrian Evans, CFO, joined MADE in 2017, with previous experience in
online fashion group YOOX NET-A-PORTER, where he held various senior ﬁnance and commercial roles
over 10 years. Nicola Thompson, COO, joined MADE in 2019, with previous experience as a Global
Customer Development Director at an online fashion and cosmetic retailer, ASOS Plc. Susanne Given serves
as Chair, with more than 25 years of experience in leading brands including SuperGroup PLC. Among
others, Susanne also currently sits on the boards of Morrisons, Hush Homewear, Tritax Big Box REIT PLC,
Trent Holdings Ltd and Al-Tayer Insignia. Additional hires have been made to build MADE’s organisational
capabilities and further promote entrepreneurship, creativity and sustainability.
Strategy
MADE aims to scale in existing markets by continued investments in operational excellence and brand
awareness, scale its curated homewares platform and expand internationally.

14 The level of growth in MADE’s Continental European markets being dependent on MADE’s maturity within the particular market.

34

Scale in existing markets
Invest in operational excellence
MADE continues to invest in technology, infrastructure and supply chain to unlock further value and enable
growth. One of MADE’s key focus areas is the continued reduction of lead times to customers, a metric
which is strongly correlated to trafﬁc conversion and topline performance. As the business scales and
disruption from the COVID-19 pandemic normalises, MADE expects to continue to shorten lead times,
further invest in working capital and utilise supplier relationships. MADE expects to achieve this by taking
advantage of its just-in-time predictive model. MADE will also continue to invest in a variety of software
and hardware functions, data analytics and modeling, supply chain operations, manufacturing processes, and
advanced quality and service assurance, and optimise stock positioning to ensure a positive customer
experience. Improvements in lead times should in turn improve conversion rates, frequency of purchases and
units per order, and minimise cancellations to support topline growth.
MADE is also focused on increasing retention by providing excellent customer support, leveraging its
customer relationship management (“CRM”) platform and proprietary data on customer behaviour to engage
with customers in a more tailored way. A particular emphasis has been placed on monitoring customer
satisfaction, by measuring customer feedback, monitoring reviews, contact per order ratios and tracking
repeat usage. These tools, combined with the wider range of products offered, particularly in homewares, are
expected to allow MADE to capture a greater share of wallet over the customer’s lifetime as they mature
and invest more in their homes.
Invest in brand awareness
MADE is currently active in eight countries in Europe (including the United Kingdom), with its Continental
Europe market comprising 48% of the Group’s gross sales in 2020. In Continental Europe, gross sales are
concentrated in France and Germany, with the rest primarily attributable to Benelux and to a lesser extent to
the other markets. Germany and France have demonstrated impressive growth trajectories, with Germany
surpassing the United Kingdom’s gross sales over the same respective period (relative to the year of market
entry). The brand has resonated well with a similar customer demographic across the United Kingdom,
Germany and France, and MADE believes is perceived as being modern, stylish, innovative and highquality.
Given its successful track record in scaling operations, MADE remains focused on further efforts to promote
brand recognition and leverage its successful marketing playbook. Historically, MADE has placed a lower
level of brand awareness investment into the major European markets of France and Germany compared to
the United Kingdom. Consequently, brand awareness in these regions lags behind the levels of MADE brand
awareness in the United Kingdom. An indicator of awareness within MADE’s markets is awareness amongst
the ABC1 female demographic, as MADE’s core target base. In 2020, brand awareness for the ABC1
female demographic in the UK stood at 43%, compared to 28% in France and 10% in Germany. MADE
therefore recognises a material opportunity to invest in enhancing brand awareness through France and
Germany via one off tactical marketing investments. This is expected to be achieved in the context of
cheaper media costs than historical norms due to the COVID-19 pandemic.
Scale curated homewares platform
In order to deliver its longer term vision of making MADE the go-to destination for design-led home
lifestyle products, MADE plans to accelerate the expansion of its homeware selection by developing a
curated homewares platform (which will include, amongst others, an extension of ceramics, home fragrances
and home improvement categories). MADE plans to sell like-minded and curated third party homeware
brands on its platform, with products selected to complement MADE’s overall aesthetic, customer
proposition and values regarding quality, affordability and sustainability. The initiative extends MADE’s
existing business model of building relationships with third party designers to one which also offers brands
and designers that have production capabilities, with access to MADE’s European wide digital customer base
and infrastructure. Due to the COVID-19 pandemic and store closures, routes to market via independent
local stores for design brands have become more limited. Additionally, due to brand and customer
alignment, targeted brands are more inclined to work with MADE rather than digital marketplaces. The
accelerated expansion into homewares is expected to improve order frequency, retention and the lifetime
value of each customer, with added beneﬁts of improving MADE’s overall brand awareness and trafﬁc,
promoting sales of its other product offerings and reducing customer acquisition costs over time.
MADE already has 30 external artisan and independent brands (including, for example, SWARF and datcha)
selling products on its curated platform, with plans to accelerate onboarding of further brands. MADE only
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integrates, and expects to continue to only integrate, brands that have the same level of quality standards as
MADE, which is assessed through onboarding and ongoing assessment. While products on the marketplace
are not, and will not necessarily be, exclusive to MADE, the curated platform offers, and is expected to
continue to offer, an unrivaled access online to a large, design savvy customer base across Europe. MADE
expects that the curated homewares platform will enable it to build an additional range of between 5,000 to
10,000 SKUs in the homeware category by 2025. Supported by investment in the platform, MADE plans to
leverage its well invested infrastructure and tried and tested marketing playbook to support the expansion of
its homewares proposition.
There are a number of changes from both a technology and supply chain perspective that MADE intends to
make to support the scalability of its curated homewares marketplace expansion. With respect to supply
chain for example, updates are largely expected to be around making sure that MADE systematises inbound
processes to deal with smaller and more frequent deliveries from more suppliers and that MADE’s
warehouse storage and technology processes are suitable.
Further international and RoW expansion
With plans to roll-out its curated homewares offering in Europe already under way, MADE plans to further
expand its homewares platform internationally beyond Europe by 2023. The global homewares and furniture
market opportunity is £504 billion with a very low global penetration of 15% (see Part IV: “Industry
Overview – Total Addressable Market”) and MADE believes it is well positioned to exploit the signiﬁcant
upside potential by expanding to other geographies. MADE plans to emulate the same international journey
of digitally native fashion players by beginning to ship homewares parcels to international regions outside of
MADE’s existing footprint, utilising partnerships with international shipping providers and leveraging
existing European logistics infrastructure. MADE’s international expansion is based upon replicability of its
current model and use of existing platform, stock base and infrastructure.
Medium-Term Ambitions
In accordance with MADE’s business plan, MADE is targeting gross sales of greater than £1.2 billion per
year by the end of 2025. Additionally, MADE aspires to deliver medium term Adjusted EBITDA in the low
teens as a percentage of net revenue. These ambitions are based upon a number of key assumptions
(including growth in online penetration and market conditions), which are discussed under
Part VIII: “Operating and Financial Review – Recent Developments, Current Trading and Prospects”. These
ambitions and related assumptions constitute forward-looking statements, which are not guarantees of future
ﬁnancial performance and the Group’s actual and future results could differ materially from those expressed
or implied by these forward-looking statements as a result of many factors, including but not limited to
those described under Part II: “Presentation of Financial and Other Information – Forward-Looking
Statements” and Part I: “Risk Factors”, including “MADE’s future results may differ materially from what is
expressed or implied by the medium-term ambitions included in this Registration Document and investors
should not place undue reliance on this information.”
History
MADE was founded in 2010 by Ning Li, Brent Hoberman, Chloe Macintosh and Julien Callède, and
launched its ﬁrst website in the United Kingdom that year. After the launch of the UK website, MADE has
gradually expanded its product offering, starting with upholstery, then furniture and more recently
homewares (including home and kitchen accessories) and lifestyle categories (offering products in relation to
cycling, travel and pets). In parallel to its product offering expansion, MADE commenced its international
expansion by launching its French website in January 2013, followed by websites for a number of other
European markets from 2013 to 2018, with Spain being the latest market that it entered in 2018. MADE
also entered Italy in 2013 via a partnership with a multi-media publishing group, in order to test the market
and partnership model. The organic option was successful, however, in this case, the partnership model did
not prove to be as efﬁcient a route to market as entering the market directly and MADE therefore decided
to terminate the partnership in 2016. In 2019, MADE ‘soft launched’ its position in Sweden and Denmark,
with an English language site. Initial indications within the market were positive, however, in early 2020,
following the COVID-19 pandemic impacting Europe, MADE decided to focus on other core markets and
so, given the early stage of the launch, halted sales to Sweden and Denmark.
MADE is headquartered in the United Kingdom, with local ofﬁces in its key trading markets, in France,
Germany and the Netherlands, as well as sourcing ofﬁces.
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MADE has built a large global sourcing network to support its product offering expansion. Alongside the
sourcing initiated in the United Kingdom and in Europe, the Group opened a ﬁrst sourcing ofﬁce in 2011 in
Shanghai and a second sourcing ofﬁce in 2016 in Ho Chi Minh City. The sourcing ofﬁces are dedicated to
ﬁnding new factories, managing existing factories, product development and quality control in Asia.
MADE has also opened showrooms across Europe, with the objective to provide a physical brand
experience to customers. MADE’s showrooms are localised in top European cities, where it has the most
concentrated customer base. The ﬁrst showroom was opened in London in 2012 and is now based in Soho,
central London. MADE now additionally operates (directly and through a third party concession showroom)
in six other showrooms, in Paris, Lyon, Berlin, Hamburg, Amsterdam and Redbrick (near Leeds, UK).
Products
MADE’s product offering consists of furniture and homeware products including sofas, chairs, tables, beds,
storage (including wardrobes, cabinets, bookcases, TV stands, storage benches and other storage and utility
items), lighting (including ﬂoor lamps, table lamps, bedside lamps and lamp shades), home furnishings
(including cushions, curtains, wallpapers, rugs and bedding sets) and garden furniture and accessories.
MADE designs and curates an ever-changing design range, with on average nine new product collections15
launched per week and around 40%16 of the range being renewed every year, with 1,790 SKUs17 in
development at any one time and 3,000 SKUs released in a year.18 MADE’s typical product life cycle
averages at around 3.5 years. In contrast to the industry norm of 12-18 months, MADE’s concept-to-product
process (starting with the concept idea from the designer/trend, followed by detailed concept design sketches
and technical drawings that are delivered to MADE’s on-the-ground teams for sample development, to
production, packaging development, testing and inspection, leading up to an on-site launch when the product
has shipped) is based on a typical timeline of four to six months. This timeline is achieved as a result of
not working with the traditional seasonal collections (typically two per year) but rather MADE’s capsule
collections, launched weekly, through MADE’s test and learn process, which is an agile process not
requiring MADE to stock collections in advance of sales. This allows MADE to refresh its product offering
continuously and address evolving customer tastes and needs, as well as to diversify its catalogue into new
categories such as home accessories (which includes, for example, wall art, mirrors and dinner sets). The
resulting variety and designer quality of MADE’s products, combined with affordable prices, results in a
strong customer value proposition. The business model also ensures that average markdown levels are low,
with average markdown being in the range of a single digit percentage.
MADE has a holistic single vision for an inspiring, well segmented, eclectic collection. Each design is a
standalone piece, uniquely created for MADE by world-class designers, enabling MADE’s customers to
curate their life at home, with products such as the following:
Sofas

Rugs

15 Refers to a 2021 ﬁgure for homeware and furniture. Collection is deﬁned as a capsule range of more than one SKU. The concentration of a
new collection and SKU release is always spread across a range of designers to cover the breadth of categories and styles in line with
MADE’s renewal approach.
16 Figure refers to new SKUs as a percentage of live SKUs (excluding clearance) throughout a year (current ﬁgure based on 2020 data).
17 Figure reﬂects the average over a three-year period from 2018 to 2020.
18 Refers to new SKUs launched in 2020.
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Dinnerware

Tables

Chairs

Cushions

Beds

Bedding

Storage

Lighting
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Outdoor Furniture

Outdoor Accessories

Desks

Wall Art

For product images and videos, MADE maintains its own photographers, videographers and studio facilities
across London, China and Vietnam in order to maintain image consistency and to create a point of
difference from other brands. While some of the product images and videos are taken in the local ofﬁces in
China and Vietnam, the ﬁnal images are retouched and produced in London, where MADE is in the process
of moving its studio location to increase its capacity.
Relationships with Designers
MADE works with over 150 established and up-and-coming designers, artists and collaborators both
in-house and externally, typically on the basis of license agreements or freelance agreements. Under
MADE’s standard designer license agreements, the designers receive royalty payments (as a percentage of
net delivered revenue, which varies based on product category) and grant MADE an exclusive global license
for the indeﬁnite use of the intellectual property relating to the design. Some designers work under MADE’s
designer freelance agreements, pursuant to which the designers are generally paid a ﬁxed fee for the
products they design, with the intellectual property relating to the design transferred to MADE upon
payment of the fee to the freelance designer. The designers operating under MADE’s license agreements as
well as freelance designers are generally named by MADE on its website as collaborators. MADE’s
in-house designers are salaried employees who also receive a bonus based on certain KPIs. The majority of
MADE’s designers work on other furniture, homewares and interior design projects, typically for high-end
home brands, and MADE welcomes the external experience, customer insight and industry intelligence that
the designers bring to its brand. Many of MADE’s designers return to work with MADE on diverse projects
over a period of time. MADE believes that designers and artists are incentivised to work with MADE,
beyond just the royalty payments they receive, as they are attracted to MADE’s platform and infrastructure
(which enables their designs to be transformed into products quickly), as well as a wide market audience.
MADE is committed to fostering a network and environment in which artists and designers feel inspired and
share similar values, including with their customers, who they have the chance to meet through showrooms
and other digital experiences. MADE’s average relationship with designers is over three years.
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MADE’s interaction with its in-house and external designers is throughout the design and production
process. The interaction begins with MADE creating a brief in conjunction with the designer, with MADE
then receiving the initial concept from the designer and providing feedback to the designer, based on ﬁt to
brief and aspirations. Adjustments are made until both parties are satisﬁed with the design and ﬁnal
drawings are submitted to the MADE team. During the product sampling process, sample reports are shared
by MADE’s development team with the designer and MADE’s design team, with ﬁnal samples signed off
by both parties.
In addition to partnering with leading designers for curated, unique designs, MADE also partners with
out-of-industry tastemakers, brands and inﬂuencers across various industries including fashion and jewellery
and outdoor clothing.
Customers
Approximately 49% of MADE’s customers are under 35 years old. Young, digitally native, afﬂuent
consumers are the core pillar of MADE’s customer base. In addition to Millennials and Generation Z
buyers, who comprise approximately 45% of MADE’s total customer base, MADE’s key customer
demographics also extend to afﬂuent Generation X buyers, who form approximately 33% of MADE’s total
customer base. In addition, approximately 53% of MADE’s customer base is formed of afﬂuent homeowners
in the United Kingdom. As MADE’s core customer cohorts start to age, form families, and mature into the
home market, MADE expects online sales of home goods to increase. MADE anticipates that the current
millennial generation will be a key driver of growth in the furniture and homeware market as they enter
their prime home formation ages over the next ﬁve years, when they are forecasted to comprise 38% of the
overall home buying population.
MADE has a large, active and loyal customer base, with approximately 1.1 million active customers in 2020
and approximately 1.2 million active customers in the last 12 months to the end of the ﬁrst quarter of 2021.
MADE has a high percentage of repeat purchases across the various markets in which it operates, with
repeat purchases constituting approximately 48% of orders in the United Kingdom in 2020.
MADE generally contracts
negotiated with customers.
dispatch, and can generally
single digit cancellation and

with its customers on standard sale terms and conditions, which are not
Customers are entitled to cancel orders free of charge at any time prior to
return products up to 30 days after delivery. MADE has historically had low,
return rates.

MADE’s customer service is focused on after sales service including handling customer enquiries and
managing returns and order cancellations. It has established dedicated, multilingual in-house customer service
teams across its local markets, which are supported by ﬂexible third party resources and operations,
engaging with customers via a variety of methods including through web live chat, email, WhatsApp and
calls.
MADE values customer feedback and regularly uses Trustpilot data to create tactical and strategic
improvements. MADE’s customer satisfaction is demonstrated in its “Excellent” UK Trustpilot rating, which
is based on more than 89,000 reviews. MADE has received similar ratings across its other core geographies.
Supply Chain
MADE’s ﬂexible, streamlined, vertically integrated supply chain lies at the core of its business model and
allows it to deliver high-end design at accessible prices. The supply chain consists of: (i) product
development and sourcing and (ii) logistics, last mile delivery and reverse logistics.
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Product Development and Sourcing
MADE’s design, product development, quality and sourcing team is the largest team in the organisation. The
team is located across London, China and Vietnam and works as one global, vertically integrated team
across all functions and processes. The team is led by directors and heads of department across the three
locations and is overseen by MADE’s global product director. The team covers the entire product lifecycle,
from concept design to development through to production, ordering and quality control. MADE’s on the
ground teams ensure that all materials and processes the products go through, and working conditions
through its supply chain, are up to its high standards.
Supplier base
MADE has a geographically diversiﬁed, scalable supplier base, consisting of a network of over 200 factories
globally across, amongst other, China, India, Vietnam, the United Kingdom and Continental Europe. MADE
aims to de-risk its supply chain by engaging a broad range of major and minor suppliers, eliminating the
dependency on a limited group of suppliers. No supply partner contributed more than 6% of MADE’s gross
sales for 2020. This operational model has enabled MADE to consistently expand intake margins (which,
pre-freight costs, royalties and agent commissions, increased from 54.4% in 2015 to 63.0% in 2020 at
constant currency) by increasing scale, continuing spread and efﬁciency in its supply base and direct
sourcing of raw materials with deeper integration.
MADE has adopted a set of standards that it applies across its supplier base, including with respect to
supplier on-boarding, manufacturing processes and raw materials traceability, to ensure that quality is
embedded in its products. It has robust processes in place to ensure that production standards are maintained
and that international quality standards are applied in its supplier selection process.
In addition, MADE strives to ensure the traceability of raw materials used in its products and follows
applicable regulations in relation to products, packaging and due diligence. See this Part V: “Business
Overview — Regulatory Environment” below. Most of MADE’s quality management is performed by its inhouse teams, with the exception of MADE’s newer supply regions, where inspections are currently
performed by external agencies, with a plan to perform these functions in-house in the future, when the
appropriate scale is reached. MADE’s quality procedures include, amongst others, product brief and technical
speciﬁcation checks, setting of acceptable performance standards, review of samples and ﬁnal inspection
checks of products.
Focus on sustainability
MADE’s products are created with a business-wide focus on sustainability, which is managed by its
sustainability team who are dedicated to creating and improving MADE’s sustainability strategy. The
supplier focus of the sustainability strategy is on using 100% sustainably sourced materials, such as recycled
velvet, upcycled/sustainable cotton, responsibly sourced timber and other new innovative materials for the
manufacture of MADE’s products by 2025. In addition, MADE seeks to partner with suppliers who use
sustainable, environmentally-friendly materials and packaging, and who share its commitment to ensure a
meaningful reduction in plastic waste and its sustainability strategy which sets forth a commitment to using
100% recycled or recyclable packaging by 2025. While production sustainability is primarily achieved
through careful factory collaborations and control teams on the ground, MADE has put in place, and is
developing, certain initiatives focused on reusing, refurbishing and re-cycling of its products. Through a
give-away platform, which MADE has launched in partnership with Geev, a third party donation platform,
MADE seeks to encourage customers, when purchasing a new item from MADE, to list the furniture they
are replacing on the third party platform, with a proportion of the customer’s original order value converted
into a charitable donation. It is intended that a take-back programme, which MADE plans to launch in the
coming years, will allow customers to return their old MADE furniture items directly to MADE to be
reconditioned for a second life. MADE is also focused on avoiding overproduction and waste and generally
has no stock write-offs. For further detail on MADE’s sustainability targets see this Part V: “Business
Overview – Key Strengths – Disruptive, vertically integrated business model with strong competitive moats –
Sustainability” above.
Small batch production and stock efﬁciency
MADE’s strategy with respect to development of its products rests on two key pillars, small batch
production and stock efﬁciency. Its supply base, sourcing relationships and partnership approach enables
unique “little and often” (i.e., “test and learn”) small batch production, which differs from the industry norm
of high volume seasonal buys. MADE’s “just in time” supply chain model, the core of which is small batch
production, enables it to achieve competitive lead times without increasing warehouse stock cover above a
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general level of 30 days. This model allows MADE to launch and test new products constantly with the
ﬂexibility to reorder or discontinue most product lines at short notice, resulting in less risk and relatively
limited ﬁnancial impact if a particular product does not sell well. By way of an example of MADE’s “just
in time” supply chain model efﬁciency, 59% of its products are presold at arrival in ports and around 56%
of its stock is usually in transit. With this strategy in place, MADE’s average rate of sale per SKU has
increased by 53% over the past ﬁve years and as volume grows across all product types, small batch
production has increased MADE’s stock commitment efﬁciency. MADE has limited sales seasonality, with
increases in demand focused on industry-wide winter and summer discounting periods and cyber week. Due
to MADE’s “just in time” supply model and competitive initial pricing, a requirement for discounting to
clear unsold stock is relatively limited.
As part of its asset-light business model, MADE outsources the manufacturing process to more than 200
factories globally, including 69 factories in China, 41 in India, 35 in Vietnam and 44 in the United
Kingdom and Continental Europe as of the date of this Registration Document. With its on-the-ground
presence, MADE is able to monitor and input signiﬁcantly into the manufacturing process despite the fact
that this is outsourced to contract manufacturers.
Logistics
MADE has made signiﬁcant investments in infrastructure and staff across its logistics platform which is
responsible for global shipping, warehouse operations, home delivery and reverse logistics.
Global shipping
MADE’s global shipping is managed via a number of freight forwarders, enabling MADE to contribute to
the creation of a competitive freight marketplace. The Group carries out a competitive tender process each
year with respect to its shipping partner base. The majority of MADE’s shipping derives from China,
Vietnam and India.
Warehouse operations
United Kingdom. MADE’s United Kingdom warehouse logistics operations are principally managed via two
sites, one in-house and the other through a third party logistics provider.
*

Furniture. MADE’s furniture warehouse logistics are operated in-house from a site located on DP
World Logistics Park at the port of London Gateway (with an 11-year lease agreement). The
warehouse measures 225,000 square feet in space, handles approximately 750,000 units per year, has
an average SKU range of 2,300 and is operated by an in-house workforce consisting of approximately
40 employees. The facility has a potential to scale, with the development of an additional 350,000
square feet leased site having been secured and to be delivered in 2021 and 2022.

*

Homewares. MADE’s homeware logistics are principally operated by iForce, a third party logistics
provider (with a ﬂexible contract, providing the ability to increase space, that expires in 2024) from a
warehouse located in Redditch. The warehouse measures 70,000 square feet in space, handles
approximately 1.6 million units per year, has an average SKU range of 2,100 and is operated by a
third party workforce consisting of approximately 25 people. The facility has a potential to scale, with
an additional 30,000 square feet space secured and to be delivered in 2021.

Continental Europe. MADE’s logistics operations in Continental Europe are managed via two sites in
Antwerp, operated by Katoen Natie, a third party logistics provider (with a contract that expires in 2022,
which is expected to be extended). The Antwerp hub distributes across seven countries in Continental
Europe, in which MADE operates. The sites collectively measure 380,000 square feet in space, handle
approximately 2 million units per year, have an average SKU range of 5,800 and are operated by a third
party workforce consisting of approximately 70 people. The facilities have a potential to scale, with an
additional 140,000 square feet space secured and to be delivered in 2021.
Home delivery
MADE’s last-mile delivery strategy is underpinned by an experienced, dedicated team that manages and
develops its home delivery relationships with third party carriers, which can be broadly divided into parcel
carriers and two-man carriers. With respect to both parcel and two-man carriers, MADE partners with
leading third party carrier specialists in each country, who provide local services that meet the needs of its
customers. The continual review of delivery logistics contracts and processes allows MADE to optimise
costs to serve opportunities and to operate efﬁciently. MADE dispatched approximately 2.2 million items
across the United Kingdom and Continental Europe in 2020.
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Reverse logistics
MADE also operates its own UK returns hub, which is located in Ipswich, where it has built the capacity to
re-box, replace, repair and restitch returned products to a high quality condition. This allows approximately
60% of returned products to be turned into back-to-good stock and ensures a 0% landﬁll, with remaining
products either sent to auctions or gifted to charities in a high quality condition. The returns hub is a
critical source of knowledge as it provides a feedback loop, by enabling the in-house assessment of the
reasons for returns, that are tracked in MADE’s system, highlighting quality control issues or handling
problems during transit and enabling MADE to facilitate its long term commitment to manage the end-oflife of its products. The same operations are outsourced for the returns of its customers located in
Continental Europe.
In addition to the return of any damaged products, which MADE has the ability to replace or repair in its
returns hub (which constitutes a smaller number of returns), the main reasons for returns generally relate to
issues such as wrong product size for a particular space as well as a small amount of returns relating to
delivery problems. MADE is constantly looking for ways to reduce any returns. For example, MADE has
put in place a ‘sofa sizer’, which helps customers understand whether a sofa will ﬁt in their space, and also
an augmented reality feature, which enables visualisation within the space.
Marketing
MADE has an established marketing approach that has enabled it to acquire customers in a highly cost
effective way. MADE’s customer acquisition and retention activity is aimed at attracting lifelong customers
rather than acquiring trafﬁc to convert to a one-time customer transaction. MADE continuously builds and
improves its marketing models and strategy using valuable feedback from data analytics. Over time, MADE
has continued to improve marketing efﬁciencies as it continues to develop its product range, increase brand
awareness in local markets and improve repeat order rates. Increasing brand awareness and repeat order rates
have resulted in an increased mix of direct trafﬁc. During 2020 and in the ﬁrst quarter of 2021 a reduction
in retailer demand for marketing due to the COVID-19 pandemic and increased customer demand has
resulted in enhanced marketing efﬁciency. This has been at least, partly offset by a longer lead-time offering
to customers as supply chains have been disrupted due to the COVID-19 pandemic.
MADE’s marketing strategy can be divided into the following three categories:
Brand marketing
Brand marketing includes outdoor advertising, TV advertising and other brand activation activities. The
objective of brand marketing is to increase brand awareness and customer engagement across the Group’s
core markets by building a connection with the customer that goes beyond the transaction. MADE’s brand
marketing involves a mix of traditional above-the-line media, social, content and advocacy-based marketing,
which is predominantly targeted at a digitally native, millennial audience that forms the majority of MADE’s
customer base. MADE actively engages with its communities on social media, including Instagram (where it
has approximately 1.3 million followers and received 24,200 mentions of aMADEdesign and 41,600
mentions of aMADEdotcom), Facebook (where it has approximately 1.8 million followers) and Pinterest
(with over 10 million monthly views)19 and has a growing network of inﬂuencers (engaging with around
800 inﬂuencers per month and with just over 3,000 inﬂuencers in total in 2020).
Performance marketing
Performance marketing consists of digital variable marketing channels and is based on a data-driven
approach to target high potential customers through the use of propensity models and personalised customerrelationship-marketing tools. MADE seeks to leverage its marketing efforts to acquire new customers and
ultimately convert its new customers into long-term, high-value customers that will return to MADE for
their furniture and homeware products. Through data analytics, which uses a combination of new and
historical data and data models and predictive algorithms that generate accurate customer forecasts and
predictions, MADE has visibility into future expected revenues from customers visiting its website.
Other marketing
Other marketing principally consists of (i) social inﬂuencer activities (including in-house team and activation
activities through the Group’s social platform), (ii) showrooms in the Group’s core markets that are used to
showcase product and increase brand awareness including via organisational events and (iii) non-working
media, including designing and producing marketing assets and photo shoots.
19 Figures obtained from Instagram, Facebook and Pinterest on 8 April 2020.
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As of 31 March 2021, MADE had seven showroom locations to engage with customers and showcase its
curated collections and designs.
Technology
MADE’s technology platform provides a seamless front-end online customer experience and an efﬁcient
back-end platform. The customer facing e-commerce platform includes eight local websites in languages
including English, French, German, Dutch and Spanish. The customer-facing system is designed to
accommodate increases in customer trafﬁc and to allow MADE to roll out into new countries and categories
quickly.
MADE has a dedicated in-house technology team (which formed approximately 50% of the entire
technology team as of 31 March 2021), which is supplemented by outsourced technology personnel from
third parties (43% of personnel being from a near-shore partner, with remaining 7% consisting of other
freelancers as of 31 March 2021), who perform a variety of front ofﬁce, back ofﬁce and other technology
operations and related functions across seven countries.
Highly scalable technical architecture
MADE’s technology platform is a ﬂexible ecosystem of third party and bespoke software components.
Best-in-class third party services such as a CRM (“Customer Relationship Management”) system, a CMS
system (“Content Management System”) and a PIM (“Product Information Management”) system are
encapsulated to avoid vendor lock-in. Other parts of the platform such as the bespoke customer-facing
catalogue experience and SEO tooling are developed in-house. The overall architecture is one of 40
independent “micro-services” which collaborate through “event sourcing” as a highly available and highly
scalable communications backbone.
Cloud based infrastructure
The third party services used by MADE are predominantly software as a service (“SaaS”) platforms that are
designed to allow for scalability. MADE’s own infrastructure is 100% cloud native, and operates across
multiple availability zones to ensure resilience. MADE’s website and back ofﬁce operational systems are
hosted by Amazon Web Services (“AWS”) where they scale on demand. All content is delivered to
consumers through efﬁcient global content delivery networks.
Data warehousing and analytics are hosted in the Google Cloud Platform (“GCP”). The data lake includes
operational data, customer data, marketing data and logistics data. This data is processed through Google
BigQuery into a data warehouse where it powers business intelligence reporting. It is also mined and
activated to optimise marketing activities, supply chain, website and merchandising. A dedicated team of
data scientists use it for ad-hoc analysis and predictive modelling, which in turn feeds back into the data
warehouse.
Security and customer data
When expanding and operating its technology platform, MADE constantly focuses on security and reliability.
To this end, MADE undertakes administrative and technical measures to protect its systems and the
consumer data that those systems process and store (for example, cloud storage, data encryption, virtual
private networks). MADE has developed policies and procedures designed to manage data security risks
(including disaster recovery planning, penetration and security testing), and implemented various security
measures, including password security, ﬁrewalls, automated backup systems and high-quality antivirus
software.
MADE seeks to use customer data responsibly and has established clear guidelines in connection with data
collection, storage and processing. Data is stored securely in line with the legal frameworks of the relevant
jurisdiction, with appropriate controls and regular audits. MADE is transparent about its use of data in its
privacy policy and other notiﬁcations that it provides to customers as necessary. It has established processes
in place to ensure that any collection of new data, or the use of data for a new purpose, is done
appropriately. MADE engages in a yearly penetration test, performed by a third party, which covers the
website (front-end, network and application programming interfaces) as well as the mobile iOS application
and the internals of the cardholder data environment. MADE also has incident management procedures with
respect to cyber-attacks and other information technology related incidents.
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Technology Investments
MADE has made signiﬁcant investments over the last three years including:
*

Re-platformed front ofﬁce. Investments include the development of a catalogue built on top of a
scalable search engine back-end, the adoption of modern Facebook inspired technology stack (React
and GraphQL), and a uniﬁed technology stack for client apps for web, mobile and showroom;

*

Enhanced control and integration in the back-ofﬁce. Investments include four warehouse migrations,
enhanced logistics chain insights (tracking last mile delivery, visibility into freight forwarding, reverse
logistics), business process automation, and improved internal tooling; and

*

Data platform. Investments include completion of data pipeline supporting re-platformed front- and
back-ofﬁce, ability to ingest and mine data at scale, and an ability to activate that data to optimise
business areas. As discussed in this Part V: “Business Overview — Marketing” above, MADE uses
data analytics to tailor its marketing strategy and adapt its business.

MADE’s single platform provides a uniform view of every key stage of the product journey from the initial
purchase order to a supplier, to arrival at the warehouse, to dispatch for ﬁnal delivery – and is synchronised
with the customer-facing site, continually updating product availability and lead times in real time. The
platform also provides analytics, forecasting and optimisation capabilities for MADE.
MADE intends to continue to invest in its technology platform in order to support future business growth.
Intellectual Property
MADE owns, licenses or has the right to use various trademarks, design rights and other proprietary rights
that are important to its business, including registered and unregistered trademarks, design rights, copyrights,
domain names and other intellectual property.
MADE has a portfolio of registered trademarks which currently consists of 36 registered trademarks in the
United Kingdom, the EU (through EUTMs which offer protection throughout all of the EU member states),
China, South Africa, WIPO and various other jurisdictions, and a pending trademark application in each of
China and the EU. MADE’s primary marks which are the subject of registered trademark protection and/or
applications are shown below:

MADE

MADE.COM

MADE’s intellectual property portfolio includes numerous domain names for websites that it uses in its
business. In addition, MADE has copyrights, technology, know-how processes and other intellectual property
rights that are not registered. MADE relies on a combination of trademark law, copyright law, nondisclosure and conﬁdentiality agreements and provisions in agreements and other measures to establish and
protect its proprietary rights to its products, packaging, processes and intellectual property.
MADE owns or licenses and in certain cases registers intellectual property rights in designs and copyright
arising as a result of its in-house and external designer collaborators. MADE registers a portion of its new
designs every six months as part of its robust portfolio management and expansion and strives to keep its
intellectual property protection up to date. It selects its most valuable and/or unique designs to register and
such registered design portfolio forms a subset of the total number of designs owned by MADE. There may
also be unregistered design rights subsisting in those designs arising in certain jurisdictions such as the EU
and the United Kingdom.
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Property
The following table lists MADE’s material properties as at the date of this Registration Document:
Name and Location

Tenure

Ofﬁces
London Ofﬁce, Singer Street. .......................................................................
Ipswich Customer Services Ofﬁce, Claydon Business Park ........................
Amsterdam Ofﬁce, Keizersgracht .................................................................
Berlin Ofﬁce, Rosenthaler Strasse.. ..............................................................
Paris Customer Services and Logistics Ofﬁce, Notre Dame de Victoires.. .
Paris Marketing Ofﬁce, Etienne Marcel. ......................................................
Shanghai Ofﬁce, Zhaohua Road. ..................................................................
Ho Chi Minh City Ofﬁce, Xuan Thuy .........................................................
Showrooms
London Showroom, Charing Cross Road.....................................................
Redbrick Showroom, Bradford Road. ..........................................................
Amsterdam Showroom, Raadhuisstraat.. ......................................................
Berlin Showroom, Rosenthaler Strasse.........................................................
Hamburg Showroom, ABC Strasse ..............................................................
Paris Showroom, Etienne Marcel .................................................................
Lyon Showroom, Jarente ..............................................................................
Logistics Centre
DP World Logistic Centre, London Gateway...............................................

Lease expiry

Leasehold
Leasehold
Leasehold
Leasehold
Leasehold
Leasehold
Leasehold
Leasehold

December
January
December
September
May
March
December
August

Leasehold
Concession
Leasehold
Leasehold
Leasehold
Leasehold
Leasehold

December 2027
N/A
June 2029
August 2026
January 2024
March 2026
March 2028

Leasehold

2027
2023
2029
2026
2026
2028
2022
2022

February 2024(1)

—————
Notes:
(1) The facility has a potential to scale, with the development of an additional 350,000 square feet leased site having been secured and to be
delivered in 2021 and 2022.

Insurance
MADE maintains insurance policies across its countries of operation covering a range of risks related to its
business, including, but not limited to, public and product liability, employer’s liability, carriage of goods,
property damage, business interruption, cyber risk, director and ofﬁcer cover and certain other customary
insurance policies as required by local laws, subject to customary limitations and exclusions. MADE
engages an insurance broker to assist in securing appropriate insurance coverage and reviews its coverage
with its broker periodically. The Directors believe that MADE’s insurance coverage, including the excess set,
maximum coverage amounts and terms and conditions of the policies, are consistent with customary industry
practices in the countries in which MADE operates.
Regulatory Environment
MADE is subject to laws and regulations in the jurisdictions in which it operates that affect companies
conducting business online, including regulations related to consumer protection, advertising, distance selling,
privacy, data protection, intellectual property, product liability, health and safety, competition, taxation, and
economic and other trade prohibitions or sanctions. By way of an example, MADE’s online sales to
consumers in the United Kingdom are subject to the UK Consumer Contracts (Information, Cancellation and
Additional Charges) Regulations 2013. In general, this gives consumers the right to return products for any
reason within a period of 14 days after the date on which goods are delivered. MADE currently offers
customers an extended returns period of 30 days in relation to most of its products.
MADE’s activities involving the use of customer data are subject to data protection laws and regulations
and, in many of the jurisdictions in which it operates, such data protection laws and regulations have
increased in recent years. For example, the GDPR and the UK Data Protection Act 2018 signiﬁcantly
changed the data protection landscape in the EU and the United Kingdom, strengthening the rights of
individuals, imposing stricter controls over the processing of personal data by both controllers and
processors of personal data, increasing the notiﬁcation obligations that apply in the event of a data breach
and increasing the sanctions for failure to comply with the relevant regulations.
In addition, MADE is also subject to all EU regulations regarding sustainability, including the EUTR, which
was adopted in 2013 to prohibit the circulation of illegally logged wood in the EU.
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MADE’s set of standards in relation to its supply chain reﬂects the requirements of the various UK and EU
regulations that apply to it and covers the following areas: (i) product standards (including mechanical,
assembly, labelling and marking and labelling standards), (ii) packaging standards, (iii) transit standards,
(iv) shipping standards, and (v) due diligence standards. In applying and observing these standards to ensure
compliance with all applicable regulations, MADE engages in testing and assessments, including, by way of
an example, testing of all products (including leather, fabric, glass and ceramic materials) that come into
contact with food or skin, testing and assessments of lighting products (including with respect to voltage),
product durability and safety assessments, ﬁre hazard assessment, assessment of labelling and marking
standards and product drop testing and container inspections.
Modern Slavery
MADE operates a number of policies and practices to ensure that it minimises the risk of harm associated
with modern slavery and human trafﬁcking, as well as related matters such as unsatisfactory working
conditions and discrimination. These policies are also designed, more generally, to ensure that MADE is
conducting business in an ethical and transparent manner.
In relation to its own workforce, these policies include MADE’s (i) recruitment policy (MADE conducts
eligibility to work checks for all employees globally to safeguard against human trafﬁcking or individuals
being forced to work against their will), and (ii) employee policies (MADE’s employee handbook includes
policies on diversity, health and safety and grievance procedures).
In relation to its supply chain, MADE conducts due diligence checks on its suppliers, both before it starts
working with them and during the relationship. In addition, MADE generally requires its suppliers to make
a number of contractual commitments to MADE pursuant to the supplier terms and conditions that they
sign, including in relation to compliance with applicable laws relating to child working and bonded labor,
workplace health, safety and welfare conditions. MADE’s suppliers also agree to assist and cooperate with
MADE on any due diligence checks, audits and inspections that MADE undertakes to verify their
compliance with these commitments. Inspections of most suppliers are carried out periodically by MADE’s
buying and quality teams, based in the United Kingdom, China and Vietnam.
MADE recognises that its commitment to a zero-tolerance approach to modern slavery is a continual
journey which requires it to review, and where necessary, modify its processes on a regular basis. As such,
MADE periodically reviews the effectiveness of the steps it has taken throughout the previous ﬁnancial
years to ensure that there is no slavery or human trafﬁcking taking place in any part of its business or
supply chains.
Employees
The average monthly number of employees (including directors), during each of the three years ended
31 December 2020, 31 December 2019 and 31 December 2018 was 629, 527 and 429, respectively.
The following table sets out details of MADE’s employees by function as of 31 March 2021:
31 March
2021

Employees by function (full and part time)
Casual Workers....................................................................................................................................
Customer Services and Experience .....................................................................................................
Executive, Finance, Legal, HR and Analytics....................................................................................
Global Marketing.................................................................................................................................
Logistics...............................................................................................................................................
Product and Merchandising.................................................................................................................
Technology...........................................................................................................................................

13
203
65
109
73
146
57

Total.....................................................................................................................................................

666
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The following table sets out details of MADE’s employees by location as of 31 March 2021:
31 March
2021

Employees by location (full and part time)
China....................................................................................................................................................
France...................................................................................................................................................
Germany...............................................................................................................................................
Netherlands ..........................................................................................................................................
United Kingdom ..................................................................................................................................
Vietnam................................................................................................................................................

60
48
29
31
488
10

Total.....................................................................................................................................................

666

MADE has a collective bargaining agreement in place in France, which sets out minimum practices covering
employment-related areas such as remuneration and notice periods. It also has a works council in France,
being a body regulated by applicable laws and regulations, comprising employee representatives, whose
members have been elected by the employees, which has the right to be consulted on various employeerelated matters.
Corporate Social Responsibility
MADE considers its approach to corporate responsibility through three stakeholder perspectives: people,
communities and the environment. The overarching respect for customers, focus on the wellbeing of society
and the service/products MADE provides are embedded through its approach.
People
MADE’s employees are the vital connection between its products and customers. MADE has a global,
dynamic and entrepreneurial team. Employee engagement is high, with Glassdoor, Inc. reviews, as at
11 May 2021, reporting that 85% of employees would recommend MADE to a friend and 97% of
employees approve of the CEO. MADE also regularly engages with its employees through a licensed
employee engagement platform and its own in-house developed surveys to secure feedback and enhance its
working environment.
MADE is a global, diverse and supportive organisation comprised of an international team, and is
committed to providing a diverse and inclusive workplace in each of its ofﬁces across the globe. MADE has
established a diversity and inclusion council dedicated to raising awareness and developing initiatives and
commitments across all areas of MADE’s business, building MADE’s talent pipeline and recruiting future
employees, educating existing teams and embedding diversity into MADE’s designer pool. MADE is also
keen on ensuring and promoting gender equality, with 40% female representation at C-suite level, 50%
representation at the director level (below C-suite level), gender pay gap of 17.1%20 in the United Kingdom
and negligible gender pay gap in Continental Europe. MADE also has its own in-house ‘Culture Club’
which organises a variety of social events and activities, to further engage with its employees, enhance its
collaborative and supportive culture and deepen a sense of belonging within MADE.
MADE provides its employees with a variety of incentives and beneﬁts including private healthcare,
pension, life insurance, season ticket loans, free and unlimited access to development courses, 25 days of
holiday per year (in addition to public and bank holidays) as well as a paid day off each year to get
involved in any community or charity volunteering, Everyday Flex policy (allowing employees to determine
their start and ﬁnish times and discuss other ﬂexible working arrangements) and employee and friends &
family discounts for use on MADE’s website. In addition, employees who were employed by the Group as
at 1 December 2020, were given the opportunity to participate in its MADE x Everyone Company Share
Option Plan, with equal share options offered to every employee across all levels in the organisation and
across all ofﬁces globally, with vesting periods over three years, commencing on 1 January 2021.
During the COVID-19 pandemic, MADE supported its employees in COVID-safe environments or with
remote working.

20 Being the difference in mean (average) hourly pay between all men and women. This has decreased from 21.9% in 2019.
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Communities
It is through collaboration with, and contribution to, its communities that MADE is able to deliver its goals.
Its communities consist of third party partners and suppliers, local charities, and local community
organisations. In response to the COVID-19 pandemic, MADE has donated over 2,500 items, including
sofa-beds, to NHS staff, at over 150 hospitals in the United Kingdom to help provide a resting place and
relief for keyworkers.
Environment
MADE has a four-stage sustainability strategy in place, consisting of (i) developing responsible sourcing,
(ii) using fully recyclable packaging, (iii) putting in place give-away and take-back initiatives to refurbish
and recycle old products, and (iv) customer transparency with respect to its sourcing and manufacturing
processes.
MADE is committed to producing high-quality products that are made from sustainable, environmentallyfriendly materials, and to that end, has developed a ‘responsible sourcing for key raw materials’ strategy
with goals through to 2025, as further described in this Part V: “Business Overview – Supply Chain – Focus
on sustainability” and this Part V: “Business Overview – Key Strengths – Disruptive, vertically integrated
business model with strong competitive moats – Sustainability” above.
In addition, MADE has put in place, and is developing, certain initiatives focused on reusing, refurbishing
and re-cycling of its products. Through a give-away platform, which MADE has launched in partnership
with Geev, a third party donation platform, MADE seeks to encourage customers, when purchasing a new
item from MADE, to list the furniture they are replacing on the third party platform, with a proportion of
the customer’s original order value converted into a charitable donation. It is intended that a take-back
programme, which MADE plans to launch in the coming years, will allow customers to return their old
MADE furniture items directly to MADE to be reconditioned for a second life. MADE is also focused on
avoiding overproduction and waste and generally has no stock write-offs.
The ﬁnal stage of MADE’s sustainability strategy consists of transparency to its customers, informing
customers that its products are: (i) sourced responsibly, (ii) made from organic materials, (iii) packaged in
recyclable packaging materials, and (iv) that the factories in which the products are manufactured apply and
observe globally-accepted working standards and are subject to regular factory inspections.
The sustainability targets are part of the key performance indicators underlying the senior management
team’s bonus calculations.
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PART VI
DIRECTORS, SENIOR MANAGERS AND CORPORATE GOVERNANCE
DIRECTORS AND SENIOR MANAGERS OF THE COMPANY
Board of Directors
The Directors of the Company as at the date of this Registration Document, their age, principal functions
within the Company and a brief description of their business experience and principal business activities
outside of the Company, are set out below.
Name

Age

Position

Susanne Given ..........................................
Ning Li .....................................................
Philippe Chainieux.… ..............................
Adrian Evans. ...........................................
Bruno Crémel.… ......................................
George McCulloch ...................................
Gwyn Burr ................................................

56
39
48
43
55
44
58

Matthew Price….......................................
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Chair
Founder, Vice Chair
Chief Executive Ofﬁcer
Chief Financial Ofﬁcer
Non-Executive Director
Non-Executive Director
Independent Non-Executive Director and Senior
Independent Director
Independent Non-Executive Director

The business address of each of the members of the board of directors of the Company from time to time,
including any duly constituted committee thereof (the “Board”) is 28 Irish Town, Gibraltar, GX11 1AA.
The management expertise and experience of each of the Directors is set out below:
Susanne Given (Chair)
Susanne is the Chair of the Group and a Non-Executive Director, having held the role of Chair since
1 April 2016 and of Non-Executive Director since 29 June 2015. Susanne has extensive experience in top
management positions, having worked in the consumer-facing sector for 25 years. During her executive
career, Susanne managed leading brands such as SuperGroup PLC, where she served as the Chief Operating
Ofﬁcer. In addition to Susanne’s experience with respect to leading executive positions, Susanne also has an
extensive non-executive portfolio of companies where she served as a director, and currently sits on the
boards of Morrisons Plc, Hush Homewear Ltd, Tritax Big Box REIT PLC, Trent Holdings Ltd, Al-Tayer
Insignia and Forward Partners.
Susanne graduated from Studenter Eksamen, Brønderslev Gymnasium.
Ning Li (Founder, Vice Chair)
Ning is the Vice Chair of the Group and a Non-Executive Director, having held the role of Vice Chair since
1 January 2017 and of Non-Executive Director since 29 May 2015. As well as founding the Group and
being its Chief Executive Ofﬁcer until 31 December 2016, Ning founded Typology, a Paris based skincare
brand providing highly natural, vegan products and co-founded MYFAB, a Paris based décor and gadget
category business, where he served as the Chief Executive Ofﬁcer until 2009. Ning has over a decade of
experience as an e-commerce entrepreneur and has extensive experience in executive roles within this
market.
Ning holds a Master of Science degree from HEC Paris.
Philippe Chainieux (Chief Executive Ofﬁcer)
Philippe is the Chief Executive Ofﬁcer of the Group. He joined MADE in 2013 as Managing Director,
having held the role until his promotion to Chief Executive Ofﬁcer on 1 January 2017. Philippe has
extensive experience in executive roles in public companies, having served as the Chief Operating Ofﬁcer
and later Chief Executive Ofﬁcer of Meetic. During his time at Meetic, the company underwent an IPO and
Philippe helped to drive the company’s international expansion, leading to a merger of Meetic with
Match.com. Philippe also has a wealth of experience with digital businesses, having held senior executive
roles at ifrance.com, SFR (part of Vivendi Universal) and Fnac.com.
Philippe holds a degree from the École Centrale Paris.
50

Adrian Evans (Chief Financial Ofﬁcer)
Adrian is the Chief Financial Ofﬁcer of the Group, having held the role since 17 July 2017. Adrian has
spent most of his career scaling fast growing digital companies. Before joining MADE, Adrian held various
senior ﬁnance leadership roles at THE NET-A-PORTER GROUP, including Group Financial Controller,
Director of Strategy and Chief Financial Ofﬁcer. He played a key role in the sale of the Group to YOOX to
become YOOX NET-A-PORTER GROUP. Following the transaction, Adrian served on the Executive Team
as Commercial Director for two years before joining MADE.
Adrian holds a Bachelor of Science in Physics from the University of Shefﬁeld and is an Associate of The
Chartered Institute of Management Accountants.
Bruno Crémel (Non-Executive Director)
Bruno is a Non-Executive Director of the Group, having held the role since 29 June 2015. Bruno started his
career as a senior civil servant in the French Ministry of Economy, managing the privatisation of various
banks and public insurance companies before being appointed Chief of Staff of the Minister of Economy
and Finance for two years.
In addition to his considerable public sector experience, Bruno has 20 years of experience in senior
executive positions in the private sector. He was the CEO of Darty France, leading electricals retailer, a
general partner and executive board member at LBO France and also held different senior executive
positions at worldwide retail leader Kering (CEO of PPR Interactive and Managing Director at Fnac). Bruno
currently serves as an independent director on the board of EDF. Bruno is also a general partner at Partech,
specialising in growing digital companies and a board member at Rouje SAS, Evaneos, Exporo, M-Files Oy
and SendinBlue SAS.
Bruno holds a Master of Science from the École Centrale Paris, graduated from the Institut d’Etudes
Politiques Paris and is an alumnus of the École Nationale d’Administration (Inspection Générale des
Finances).
George McCulloch (Non-Executive Director)
George is a Non-Executive Director of the Group, having held the role since 15 December 2011. George
has extensive experience as a director of, and investor in, private and public growth technology companies
and funds. He is a founder, partner and co-CEO at Level Equity Management, LLC, a private investment
ﬁrm that invests in growth-stage software and internet businesses. George was previously a managing
director at Insight Partners and a member of the technology investment team at Summit Partners. He is
presently a director of various privately-held technology businesses and served as a director at
publicly-traded Medidata Solutions from 2004 until 2019.
George holds a Bachelor of Arts degree from Stanford University.
Gwyn Burr (Independent Non-Executive Director and Senior Independent Director)
Gwyn is an Independent Non-Executive Director and Senior Independent Director of the Group, having held
the role since 7 May 2021. Gwyn has expertise in marketing, customer services, human resources,
sustainability and strategy, which she obtained while working in senior roles at major retail brands,
including Asda and Sainsbury’s. Gwyn has served on the boards of a diverse range of companies and has
experience as both member and chair of remuneration committees. Gwyn’s extensive board experience and
understanding of different points of view and business circumstances underpin her role as the Senior
Independent Director.
Gwyn holds a BSc (Hons) in Economics and History from the University of Bradford and has completed
business programs at both Stanford and Harvard Business School.
Matthew Price (Independent Non-Executive Director)
Matthew is an Independent Non-Executive Director of the Group, having held the role since 14 May 2021.
Matthew has experience in ﬁnance and in consumer facing business. Matthew currently serves as chief
ﬁnancial ofﬁcer of the Global Fashion Group and previously served as chief ﬁnancial ofﬁcer of
MoneySuperMarket.com from 2014 to 2018. He also served as ﬁnance director of Costa Coffee from 2009
to 2014 and managing director of its business in China. Matthew previously held senior ﬁnance and
commercial roles at Sodexo and J Sainsbury, including retail ﬁnance director and property director.
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Matthew holds a Bachelor of Arts in History from the University of Southampton. He also completed an
advanced management programme at INSEAD and is a qualiﬁed chartered accountant, having trained and
qualiﬁed with Deloitte in its corporate ﬁnance practice.
Senior Managers
The Group’s Senior Managers, as at the date of this Registration Document, are as follows:
Name

Age

Position

Philippe Chainieux ...................................
Adrian Evans ............................................
Nicola Thompson .....................................

48
43
43

Chief Executive Ofﬁcer
Chief Financial Ofﬁcer
Chief Operating Ofﬁcer

Philippe Chainieux (Chief Executive Ofﬁcer)
See “– Board of Directors” above for Philippe’s biography.
Adrian Evans (Chief Financial Ofﬁcer)
See “– Board of Directors” above for Adrian’s biography.
Nicola Thompson (Chief Operating Ofﬁcer)
Nicola is the Chief Operating Ofﬁcer of the Group, having held the role since 30 September 2019. Nicola
has over 20 years of retail experience, with over 10 years in senior leadership positions within high growth
e-commerce businesses in fashion. Prior to joining MADE, Nicola was part of the Executive Board at
ASOS Plc where she was responsible for Global Customer Development, covering international growth and
expansion strategy and overseeing customer services. Prior to taking on the Global Customer role at ASOS,
Nicola held a number of senior commercial and merchandising roles.
Nicola holds a Bachelor of Science in Geography from the University of Manchester.
Leadership Team
The Group has established a leadership team (comprising of the Corporate Leadership Team and the
Operations Leadership Team) which is responsible for, amongst other, the Group’s operations, long-term
growth and strategic and ﬁnancial planning. An overview of the functions and members of the leadership
team is provided below.
Corporate Leadership Team
The Corporate Leadership Team, overseen by the CEO, primarily focuses on the long-term growth plans of
the business, strategic and ﬁnancial planning, governance and policy, as well as areas such as new business
development, platform development, and evolving the Group’s customer proposition. The Corporate
Leadership Team includes the CEO (Philippe Chainieux), CFO (Adrian Evans) and COO (Nicola
Thompson).
Operations Leadership Team
The Operations Leadership Team, overseen by the COO, is responsible for the operation of the Group’s core
business. The Operations Leadership Team works to ensure that the Group is executing its strategy in the
most effective and efﬁcient way, moving resources to support the biggest opportunities, and working across
departments to break down silos and create focus and momentum on delivering the best possible experience
for the Group’s customers.
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REMUNERATION AND OTHER MATTERS
In the year ended 31 December 2020, the total remuneration paid (including contingent or deferred
compensation) and beneﬁts in kind granted (under any description whatsoever) to each of the Directors and
Senior Managers who served during 2020, was approximately £1,070,644 as set out in the table below:

Name

Title

Susanne Given .....................................
Ning Li.................................................
Philippe Chainieux...............................
Adrian Evans .......................................
Nicola Thompson.................................
Bruno Crémel.......................................
George McCulloch...............................

Chair
Vice Chair
Chief Executive Ofﬁcer
Chief Financial Ofﬁcer
Chief Operating Ofﬁcer
Non-Executive Director
Non-Executive Director

Base Salary
(£)

Other
Beneﬁts
(£)21

92,500
50,000
254,375
212,750
231,250
—
—

—
—
85,632
67,137
77,000
—
—

There is no arrangement under which any Director or Senior Manager has waived or agreed to waive future
emoluments.
DIRECTORS’ TERMS OF APPOINTMENT
Executive Directors
Philippe Chainieux (Chief Executive Ofﬁcer)
Philippe was appointed as Managing Director of the Group pursuant to a service contract dated 5 June
2013. His employment began on 2 September 2013. On 23 November 2016, Philippe was promoted to the
position of Chief Executive Ofﬁcer of the Group with effect from 1 January 2017.
Philippe is entitled to receive a salary of £310,000 per annum under his service contract and is eligible for
an annual discretionary bonus of £90,000. He is entitled to employer pension contributions of up to 4% and
participates in the Group’s private medical cover, and life assurance, schemes. He is entitled to 25 days of
paid holiday per year (increasing by one additional day for each year of employment up to a maximum of
30 days) plus bank and public holidays in England and Wales. In addition, he is entitled to be reimbursed
for reasonable expenses necessarily incurred arising from the performance of his duties.
Philippe’s service contract is terminable by either party on six months’ notice and he is subject to certain
post-termination restrictions, including conﬁdentiality, non-compete and non-solicit undertakings that apply
for a period of 24 months following the termination of his employment. The Group has the ability to
terminate Philippe’s service contract with immediate effect by making a payment in lieu of notice, which
shall consist of base salary only.
The Group is also entitled to put Philippe on garden leave during any period of notice. During such period
of garden leave, Philippe will be entitled to receive his salary and all contractual beneﬁts.
Further, Philippe accepted his appointment as Director of the Group on 31 December 2016. The acceptance
letter does not set out the terms and conditions of his appointment.
Adrian Evans (Chief Financial Ofﬁcer)
Adrian was appointed as Chief Financial Ofﬁcer of the Group pursuant to a service contract dated 25 May
2017. His employment began on 17 July 2017.
Adrian is entitled to receive a salary of £240,000 per annum under his service contract and is eligible for an
annual discretionary bonus of £80,000. He is entitled to employer pension contributions of up to 4% and
participates in the Group’s private medical cover, and life assurance, schemes. He is entitled to 25 days of
paid holiday per year (increasing by one additional day for each year of employment up to a maximum of
30 days) plus bank and public holidays in England and Wales. In addition, he is entitled to be reimbursed
for reasonable expenses necessarily incurred arising from the performance of his duties.
Adrian’s service contract is terminable by either party on six months’ notice and he is subject to certain
post-termination restrictions, including conﬁdentiality, non-compete and non-solicit undertakings that apply
for a period of 24 months following the termination of his employment. The Group has the ability to
21 Executive bonuses are tied to ﬁnancial performance, NPS and sustainability targets.
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terminate Adrian’s service contract with immediate effect by making a payment in lieu of notice, which
shall consist of base salary only.
The Group is also entitled to put Adrian on garden leave during any period of notice. During such period
of garden leave, Adrian will be entitled to receive his salary and all contractual beneﬁts.
Further, Adrian accepted his appointment as Director of the Group on 7 May 2021. The acceptance letter
does not set out the terms and conditions of his appointment.
Non-Executive Directors
Susanne Given (Chair)
Susanne accepted her appointment as Director of the Group on 29 June 2015. She currently serves as Chair
of the Group.
Pursuant to Susanne’s latest letter of appointment dated 29 May 2019, her appointment is for an initial
period of three years with effect from 1 April 2019, unless otherwise terminated earlier by and at the
discretion of either party upon one month’s written notice. Susanne’s appointment is subject to the Articles
(as deﬁned below), as amended from time to time, pursuant to which the Directors or shareholders may
decide to terminate Susanne’s appointment as Chair or Director with immediate effect and without any
entitlement to notice or compensation.
Susanne is entitled to receive an annual fee of £100,000. In addition, she is entitled to be reimbursed for
reasonable expenses necessarily incurred arising from the performance of her duties.
Susanne is subject to conﬁdentiality undertakings without limitation in time. She is not subject to
non-compete restrictive covenants.
The Group has a directors’ and ofﬁcers’ liability insurance in place and intends to maintain such cover for
the full term of Susanne’s appointment and for at least six years thereafter.
Ning Li (Founder, Vice Chair)
Ning accepted his appointment as Director of the Group on 29 May 2015 (prior to this date, in addition to
founding the business, Ning was the CEO and executive director of the Group, until the appointment of
Philippe Chainieux as CEO). He currently serves as Vice Chair of the Group.
Pursuant to Ning’s latest letter of appointment dated 20 June 2020, his appointment is for an initial term of
three years with effect from 1 January 2020, unless otherwise terminated earlier by and at the discretion of
either party upon one month’s written notice. Ning’s appointment is subject to the Shareholders’ Agreement
(as deﬁned below) and the Articles (as deﬁned below), as amended from time to time, pursuant to which
the Directors or shareholders may decide to terminate Ning’s appointment as Vice Chair with immediate
effect and without any entitlement to notice or to compensation.
Ning is entitled to receive an annual fee of £50,000. In addition, he is entitled to be reimbursed for
reasonable expenses necessarily incurred arising from the performance of his duties.
Ning is subject to conﬁdentiality undertakings without limitation in time. He is not subject to non-compete
restrictive covenants.
The Group has a directors’ and ofﬁcers’ liability insurance in place and intends to maintain such cover for
the full term of Ning’s appointment and for at least six years thereafter.
Bruno Crémel (Non-Executive Director)
Bruno accepted his appointment as Director of the Group on 29 June 2015. Bruno is not entitled to receive
a fee for his role. The appointment letter does not set out any terms and conditions of his appointment.
George McCulloch (Non-Executive Director)
George accepted his appointment as Director of the Group on 29 June 2015 (prior to this date, George was
a non-executive director of Made.com Design Ltd (“MDL”), the Group’s prior holding company). George is
not entitled to receive a fee for his role. The appointment letter does not set out any terms and conditions
of his appointment.
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Gwyn Burr (Independent Non-Executive Director and Senior Independent Director)
Gwyn accepted her appointment as Independent Non-Executive Director and Senior Independent Director of
the Group from 7 May 2021, in connection with the Group’s Admission as outlined in Part V: “Business
Overview – Overview” and Part X: “Additional Information – Proposed Pre-IPO Reorganisation”. Upon
Admission, Gwyn will also serve as chair of the remuneration committee of the Group.
Gwyn’s appointment took effect on 7 May 2021 and shall last until Listco’s ﬁrst annual general meeting, at
which point Gwyn will seek re-election by Listco’s shareholders. Gwyn’s appointment is subject to Listco’s
articles of association as amended from time to time. Gwyn’s appointment is terminable by either party on
three month’s prior written notice.
Gwyn is entitled to receive an annual fee of (i) £60,000 for her role as Non-Executive Director, (ii) £10,000
for her role as Senior Independent Director, and (iii) £10,000 for her role as remuneration committee chair.
In addition, she is entitled to be reimbursed for reasonable expenses necessarily incurred arising from the
performance of her duties.
Gwyn is subject to conﬁdentiality undertakings without limitation in time. She is not subject to non-compete
restrictive covenants.
The Group has a directors’ and ofﬁcers’ liability insurance in place and intends to maintain such cover for
the full term of Gwyn’s appointment.
Matthew Price (Independent Non-Executive Director)
Matthew accepted his appointment as Independent Non-Executive Director of the Group from 14 May 2021,
in connection with the Group’s Admission as outlined in Part V: “Business Overview – Overview” and
Part X: “Additional Information – Proposed Pre-IPO Reorganisation”. Upon Admission, Matthew will also
serve as chair of the audit committee of the Group.
Matthew’s appointment took effect on 14 May 2021 and shall last until Listco’s ﬁrst annual general meeting,
at which point Matthew will seek re-election by Listco’s shareholders. Matthew’s appointment is subject to
Listco’s articles of association as amended from time to time. Matthew’s appointment is terminable by either
party on three month’s prior written notice.
Matthew is entitled to receive an annual fee of (i) £60,000 for his role as Non-Executive Director, and
(ii) £10,000 for his role as audit committee chair. In addition, he is entitled to be reimbursed for reasonable
expenses necessarily incurred arising from the performance of his duties.
Matthew is subject to conﬁdentiality undertakings without limitation in time. He is not subject to
non-compete restrictive covenants.
The Group has a directors’ and ofﬁcers’ liability insurance in place and intends to maintain such cover for
the full term of Matthew’s appointment.
The Directors are not entitled to any beneﬁts upon termination of their employment or appointment (as
applicable).
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OTHER DIRECTORSHIPS AND PARTNERSHIPS
The Directors and Senior Managers listed in the table below are, or were within the past ﬁve years, a
member of the administrative, management or supervisory bodies or partner of the following companies or
partnerships (in addition to, where applicable, their directorships of the Company and any members of the
Group and subsidiaries of the companies listed below):
Name

Current directorships / partnerships

Former directorships / partnerships

Susanne Given .............

Tritax Bigbox REIT Plc
Hush Homeware Ltd
WM Morrison Supermarkets Plc
Al Tayer Insignia LLC
Trent Holdings Ltd
Forward Partners

Deloitte NSE LLP
Outﬁttery GmbH
Eurostar International Ltd
Push Doctor Ltd

Ning Li.........................

Good Brands SAS
Haka Investments Limited
Beyond Borders Acquisition Corp.

—

Philippe Chainieux.......

FEVAD

—

Adrian Evans ...............

Windermere Court Limited

YNAP Middle East Holding Limited

Nicola Thompson.........

—

ASOS Plc

Bruno Crémel...............

Partech Partners SAS
Partech Growth GP SAS
Rouje SAS
Evaneos
M-Files Oy
Exporo
Sendinblue SAS
Ataris SAS
EDF

—

George McCulloch.......

Level Equity Management, LLC
Level Equity Growth Partners I, L.P.
LEGP I AIV (B), L.P.
LEGP I AIV (NB), L.P.
Level Equity Partners (GP), LLC
Level Equity Associates, LLC
Level Equity Professionals, L.P.
Level Equity Growth Partners II, L.P.
LEGP II AIV (B), L.P.
LEGP II AIV (NB), L.P.
Level Equity Partners II (GP), L.P.
Level Equity Associates II, LLC
Level Equity Growth Partners III, L.P.
LEGP III AIV (B), L.P.
LEGP III AIV (NB), L.P.
Level Equity Partners III (GP), L.P.
Level Equity Associates III, LLC
Level Equity Growth Partners IV, L.P.
Level Equity Partners IV (GP), L.P.
Level Equity Associates IV, LLC
Level Equity Opportunities Fund 2015,
L.P.
Level Equity Opportunities Fund 2018,
L.P.
Level Structured Capital I, L.P.
Level Structured Capital I (GP), L.P.
Level Structured Capital Associates I,

Apogy LLC
EST Holdings, Inc. (Ensenta)
Riskonnect, Inc.
Vendini, Inc.
Medidata Solutions, Inc.
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Name

Current directorships / partnerships

Former directorships / partnerships

LLC
Level Equity-CloudCheckr Investors,
LLC
Level Equity-IMN Investors, LLC
Level Equity-Made Investors, LLC
Level Equity-VCS Investors, LLC
Accelo Inc.
Dash Hudson Inc.
Evaneos S.A.
FormAssembly, Inc.
Groove Labs, Inc.
Inbenta Holdings, Inc.
Financiere Powell (Powell Software)
StarTex Software, LLC
VivoAquatics, Inc.
Gwyn Burr ...................

Hammerson Plc
Just Eat Takeaway.com N.V.
Metro AG
Ingleby Farms and Forests ApS
Taylor Wimpey plc

Sainsbury’s Bank plc
DFS Furniture plc
Just Eat Limited

Matthew Price ..............

Global Fashion Group UK Services
Limited
Global Fashion Group UK Finance
Limited
GFG UK 1 Limited, London UK
Global Fashion Group TRM Limited
Global Fashion Group SA
Bigfoot GmbH
Jade 1076. GmbH
GFG Deutschland 1 GmbH
Bambino 49. VV UG
(haftungsbeschränkt)
GFG eCommerce Technologies GmbH
GFG Deutschland Holdings GmbH
BGN Brillant Services GmbH
New BGN Zalora GmbH
Zalora Group GmbH
Brillant 1257. GmbH
Jade 1249. GmbH
Jade 1250. GmbH
New Middle East eCommerce II GmbH
New Middle East eCommerce I GmbH
Middle East eCommerce Holding GmbH
Jade 1218. GmbH
Jade 1411. GmbH
Jade 1159. GmbH
Jade 1410. GmbH

Mortgage 2000 Limited
Moneysavingexpert.com Limited
Moneysupermarket.com Financial Group
Limited
Moneysupermarket.com Financial Group
Holdings Limited
Moneysupermarket Limited
Moneysupermarket.com Group PLC
Making millionaires Limited
Insuresupermarket.com Limited
Financial Services Net Limited
Travelsupermarket.com Limited
Moneysupermarket.com Ltd
Decision Technologies Limited
Sellmymobile.com Limited
Townside Limited
Podium Solutions Limited

Save as set out above, none of the Directors or Senior Managers has any business interest, or performs any
activities, outside of the Group, which are signiﬁcant with respect to the Group.
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INTERESTS OF THE DIRECTORS AND SENIOR MANAGERS
Each of the interests in the share capital of the Company of the Directors and Senior Managers (all of
which, unless otherwise stated, are beneﬁcial or are interests of a person connected with a Director or a
Senior Manager) on the date of this Registration Document are as follows:

George McCulloch(1) ........
Bruno Crémel(2) ................
Ning Li(3) .........................
Philippe Chainieux............
Susanne Given ..................
Adrian Evans ....................
Nicola Thompson..............

—————

Ordinary
Shares

Series B-1
Preferred
Shares

Series B-2
Preferred
Shares

Series C-1
Preferred
Shares

Series C-2
Preferred
Shares

Series C-3
Preferred
Shares

Series C-4
Preferred
Shares

Growth
Shares(4)

—
—
3,258,734
—
—
—
—

3,345,424
—
—
—
—
—
—

748,502
—
—
52,218
—
—
—

991,531
2,874,448
—
—
—
—
—

1,426,551
2,891,631
—
—
—
—
—

374,251
—
—
49,900
—
—
—

523,981
490,928
—
—
—
—
—

—
—
750,000
—
—
—
—

% of
Voting
Rights

Share
Options

24.1%
—
20.4%
—
10.6%(4)
—
0.3% 1,456,323
—
300,000
—
250,000
—
200,000

Notes:
(1) Holding through a connected entity, Level Equity Growth Funds.
(2) Holding through a connected entity, Partech Growth FCPI.
(3) Ning Li holds one ordinary share in his own name and the remaining shares through a connected entity, Haka Investments Limited.
(4) Growth shares do not carry any voting rights and as such have not been included in the percentage of voting rights.

In addition, no Director or Senior Manager has or has had any interest in any transaction which is or was
unusual in its nature or conditions or is or was signiﬁcant to the business of the Group and which was
effected by the Company in the current or immediately preceding ﬁnancial year or which was effected
during an earlier ﬁnancial year and remains in any respect outstanding or unperformed.
CONFLICTS OF INTEREST
Save for their capacities as persons legally and beneﬁcially interested in Shares as set out above – “Interests
of the Directors and Senior Managers”, and save for:
*

the appointment of Ning Li as a representative of Haka Investments Limited;22

*

the appointment of Bruno Crémel as a representative of Partech;23 and

*

the appointment of George McCulloch as representative of Level Equity,24

in each case pursuant to the terms of the Articles (see Part X: “Additional Information – Articles of
Association”), there are (i) no potential conﬂicts of interest between the duties of the Directors or Senior
Managers to the Company and their private interests and/or other duties that they may also have, and (ii) no
arrangements or understandings with any other Major Shareholders, customers, suppliers or others pursuant
to which any Director or Senior Manager was selected to be a Director or Senior Manager.
DIRECTORS’ AND SENIOR MANAGERS’ CONFIRMATIONS
As at the date of this Registration Document, no Director or Senior Manager has at any time within the last
ﬁve years:
*

been convicted in relation to fraudulent offences;

*

been associated with any bankruptcies, receiverships or liquidations or companies put into
administration in respect of which they were acting in the capacity of a member of the administrative,
management or supervisory bodies or a partner;

*

been subject to any ofﬁcial public incrimination and/or sanctions by any statutory or regulatory
authorities (including designated professional bodies); or

*

been disqualiﬁed by a court from acting as a member of the administrative, management or
supervisory body of a company or from acting in the management or conduct of the affairs of any
company.

22 Haka Investments Limited is a personal investment company, wholly-owned by Ning Li, which holds 10.6% of the voting rights in the
Company.
23 Bruno Crémel is a general partner at Partech, which manages Partech Growth FCPI, which holds 20.4% of the voting rights in the
Company.
24 George McCulloch is a partner at Level Equity Management, LLC, which manages the Level Equity Growth Funds that hold 24.1% of the
voting rights in the Company.

58

There are no family relationships between any Directors or Senior Managers.
CORPORATE GOVERNANCE
As a private limited company incorporated in Gibraltar, the Company is not required to comply with the
provisions of the UK Corporate Governance Code. Notwithstanding this, the Board has established a
Remuneration Committee and a Transaction Committee, each with formally delegated duties and
responsibilities with written terms of reference. From time to time, separate committees may be set up by
the Board to consider speciﬁc issues when the need arises.
The Remuneration Committee assists the Board in determining its responsibilities in relation to remuneration,
including, amongst other matters, making recommendations to the Board on the Company’s policy on
executive remuneration, determining the individual remuneration and beneﬁts package of each of the
executive directors. The Remuneration Committee is composed of Susanne Given, Bruno Crémel and
George McCulloch and meets no less than once per year and otherwise as required.
The Transaction Committee assists the Board with the potential initial public offering of the Company. The
Transaction Committee is composed of Susanne Given, Bruno Crémel and George McCulloch and meets as
required.
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PART VII
SELECTED FINANCIAL INFORMATION
The tables below set out the Group’s selected ﬁnancial information for the periods indicated, as reported in
accordance with IFRS, which has been extracted without material adjustment from the historical ﬁnancial
information set out in Part IX (Group Historical Financial Information).
Consolidated Income Statement
Three months ended
31 March
2021

2020

Revenue ...............................................
Cost of sales.........................................

£m
(unaudited)
82.4
(40.9)

58.1
(28.0)

Gross proﬁt.........................................
Distribution expenses...........................
Administrative expenses ......................
Operating loss.....................................

41.5
(16.4)
(26.5)
(1.4)

Finance costs........................................
Finance income ....................................

Year ended 31 December
2020

2019

2018

247.3
(115.7)

£m
(audited)
211.8
(96.6)

173.4
(80.4)

30.1
(14.5)
(22.2)
(6.6)

131.6
(56.6)
(87.8)
(12.8)

115.2
(51.5)
(82.6)
(18.9)

93.0
(33.0)
(64.6)
(4.6)

(0.4)
—

(0.2)
—

(1.4)
—

(0.7)
0.1

(0.5)
0.1

Loss before tax ...................................
Income tax (expense)/credit.................

(1.8)
—

(6.8)
—

(14.2)
6.6

(19.5)
(0.1)

(5.0)
1.0

Loss for the year ................................

(1.8)

(6.8)

(7.6)

(19.6)

(4.0)

Loss for the year attributed to
equity holders of the Company ........

(1.8)

(6.8)

(7.6)

(19.6)

(4.0)

60

Consolidated Statement of Financial Position
As of
31 March
2021

As of 31 December
2020

£m
(unaudited)
Non-current assets
Property, plant and equipment.....................................
Intangible assets...........................................................
Right of Use Assets.....................................................
Deferred tax asset ........................................................
Rent deposits................................................................

2019

2018

£m
(audited)

3.0
9.3
11.0
11.6
0.5

3.4
8.9
12.3
12.2
0.5

5.1
7.9
15.0
5.1
0.5

3.4
5.4
—
4.13
0.5

35.4

37.3

33.6

13.4

24.2
8.8
2.9
74.5

21.5
13.2
1.2
50.4

25.6
8.7
3.2
17.5

17.9
8.7
5.7
35.6

110.4

86.3

55.0

67.9

Total assets..................................................................

145.8

123.6

88.6

81.3

Current liabilities .......................................................
Lease liabilities ............................................................
Trade and other payables.............................................
Deferred liability. .........................................................
Deferred revenue..........................................................
Provisions.....................................................................

(3.4)
(49.7)
(4.3)
(66.3)
—

(4.5)
(39.6)
(6.0)
(52.8)
—

(4.1)
(36.9)
(5.4)
(19.6)
(0.1)

—
(31.5)
(1.5)
(14.9)
—

(102.9)

(66.1)

(47.9)

(9.7)
(1.3)
(9.7)

(12.7)
(1.1)
—

—
(0.6)
—

(20.7)

(20.7)

(13.8)

(0.6)

(144.4)

(123.6)

(79.9)

(48.5)

Current assets
Inventories....................................................................
Trade and other receivables.........................................
Derivative asset............................................................
Cash. ............................................................................

(123.7)
Non-current liabilities
Lease liabilities ............................................................
Provisions.....................................................................
Interest bearing loans and borrowings… ....................

(9.7)
(1.3)
(9.7)

Total liabilities ............................................................
Net assets.....................................................................

1.4

0.0

8.7

32.8

Capital reserves
Share capital.................................................................
Share premium.............................................................
Foreign currency translation reserve ...........................
Hedging reserve. ..........................................................
Other reserves. .............................................................
Accumulated deﬁcit .....................................................

0.0
62.2
0.0
(0.7)
(20.2)
(39.9)

0.0
62.2
0.0
(3.4)
(20.2)
(38.6)

0.0
61.6
0.0
(1.3)
(20.2)
(31.4)

0.0
61.5
0.1
3.3
(20.2)
(11.9)

1.4

0.0

8.7

32.8
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Consolidated Statement of Cash Flows
Three months ended
31 March
2021

Year ended 31 December

2020

2020

£m
(unaudited)
Net cash ﬂows from operating
activities ...............................................
Net cash ﬂows used in investing
activities ...............................................
Net cash ﬂow from ﬁnancing activities
Cash and cash equivalents at
31 December .......................................

2019

2018

£m
(audited)

26.8

(0.4)

32.2

(6.6)

2.4

(1.7)
(1.0)

(1.9)
8.9

(5.7)
6.4

(8.5)
(3.0)

(6.0)
25.4

74.5

24.1

50.4

17.5

35.6

Key performance indicators
The Group monitors several key metrics to track the ﬁnancial and operating performance of its business.
These measures are derived from the Group’s internal ﬁnancial and analytics systems. The Directors believe
that these measures provide readers with useful information regarding the Group’s ﬁnancial and operating
performance and facilitate an understanding of the underlying performance of the Group. As some of these
measures are not determined in accordance with IFRS, and are thus susceptible to varying calculations, they
may not be comparable with other similarly titled measures of performance of other companies. For more
information on the deﬁnition and calculation of these metrics, including a reconciliation to the Group’s
reported historical ﬁnancial information prepared on an IFRS basis, where relevant, please see
Part VIII: “Operating and Financial Review — Non-IFRS Financial Measures”.
For the three months
ended 31 March

Non-ﬁnancial KPIs
LTM Active customers (‘000)(2)..........
United Kingdom...............................
Continental Europe..........................
Gross Sales per active customer (£)....
United Kingdom...............................
Continental Europe..........................
Orders (£’000)(3) ..................................
United Kingdom...............................
Continental Europe..........................
Repeat order mix (%)(4) .......................
United Kingdom...............................
Continental Europe..........................
Orders per active customer..................
United Kingdom...............................
Continental Europe..........................
AOV (£)(5)............................................
United Kingdom...............................
Continental Europe..........................
Homeware sales mix (% of total gross
sales)(6) .................................................
Financial KPIs
Gross Sales (£m)(1) ..............................
United Kingdom...............................
Continental Europe..........................
Deferred income (£m) .........................

For the years ended 31 December

2021

2020

2020

2019

2018

1,165
586
579

829
415
414

786
399
386
308
325
291
1,025
544
481
40%
46%
32%
1.30
1.36
1.25
236
239
233

599
331
268
323
338
304
775
446
328
37%
44%
29%
1.29
1.35
1.22
250
251
248

465
242
223
43%
50%
34%
*
*
*
235
235
236

310
157
153
42%
49%
34%

217
220
214

1,055
532
523
298
310
286
1,377
727
650
41%
48%
34%
1.31
1.37
1.24
229
227
231

28%

25%

27%

23%

20%

110
57
53
66

67
34
33
21

315
165
150
53

242
130
112
20

194
112
82
15

*
*
*

*
*
*

*
*
*
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For the three months
ended 31 March

Net Revenue (£m)................................
Gross margin........................................
Fulﬁlment costs (% net revenue)(7) .....
Marketing costs (% of net revenue)(8)
Marketing costs (% of gross sales)(8) ..
United Kingdom...............................
Continental Europe..........................
Overhead costs (% of net revenue)(9)..
Adjusted EBITDA(10) ..........................
Adjusted EBITDA margin(10) ..............
United Kingdom...............................
Continental Europe..........................
Capital Expenditures (% of net
revenue)(11) ...........................................
Net Working Capital (£m)(12) ..............
Net Working Capital delta (% of net
revenue)(13) ...........................................
Free Cash Flow(14) ...............................
Free Cash Flow (% of net revenue)....

For the years ended 31 December

2021

2020

2020

2019

2018

82
50.4%
20.0%
17.0%
12.8%
8.9%
17.0%
11.4%
1.8
2.0%
14.8%
7.1%

58
51.8%
24.3%
22.5%
19.5%
15.3%
23.9%
13.4%
(4.9)
(8.4%)
6.3%
(3.5%)

247
53.2%
22.9%
20.3%
16.0%
11.8%
20.6%
12.1%
(5.1)
(2.1%)
13.0%
0.8%

212
54.4%
22.2%
22.6%
19.8%
15.8%
24.5%
14.2%
(9.8)
(4.6%)
10.6%
2.0%

173
53.6%
19.0%
21.6%
19.4%
15.6%
24.6%
13.7%
(1.2)
(0.7%)
15.5%
2.5%

2.0%
(84)

3.2%
(28)

2.3%
(58)

4.2%
(23)

4.1%
(20)

(31%)
24
29.6%

(8%)
(3)
(6.0%)

(14%)
23
9.4%

(1%)
(18)
(8.5%)

(3%)
(4)
(2.3%)

—————
* Information not provided on a quarterly basis.
(1) Sales at the point of transaction excluding applicable VAT.
(2) The number of existing customers who have placed at least one order during the period. For the ﬁrst quarter of 2021 and 2020 this is
measured on an LTM (last twelve months) basis.
(3) The total number of orders received during the period, inclusive of orders that may eventually be returned or cancelled.
(4) Percentage of orders excluding ﬁrst time customer orders.
(5) AOV (Average Order Value) equals the value of all sales orders (excluding VAT) divided by the number of orders.
(6) Percentage of gross product sales relating to homeware products (lighting, textiles, home accessories, kitchen & dining accessories,
outdoor & leisure).
(7) Consists of all costs incurred to the point of sale as determined by the customer (home, place of work or alternative address),
including: warehousing costs (including own personnel), delivery costs, transaction processing fees and returns processing are the main
cost categories. Fulﬁlment costs are equal to distribution costs (as per statutory account deﬁnition) plus the interest expense related to
warehousing lease costs.
(8) Consists of all online and ofﬂine advertising expenditure, the cost of public relations, non-working media, in-house inﬂuencer teams and
showrooms (including showroom lease charges and staff costs). Marketing costs exclude one-off items.
(9) Consists of the employment costs of all head ofﬁce functions (including, legal, ﬁnance, human resources, product buying, logistics, IT and
sales and marketing), IT maintenance costs, lease charges and other property related costs for the ofﬁce, general ofﬁce costs, professional
fees, and net foreign exchange differences. Overhead costs exclude depreciation, amortisation and impairment of intangible assets,
exceptional items and share based payments.
(10) Represents Non-IFRS measure. See Part II: “Presentation of Financial and Other Information — Non-IFRS measures.” For information on
the use and limitation of Adjusted EBITDA, as well as the reconciliation of Adjusted EBITDA to operating loss, see Part VIII: “Operating
and Financial Review — Non-IFRS Financial Measures.”
(11) Capital Expenditure refers to additions of Property, Plant and Equipment and Intangible Assets
(12) Net working capital relates to the balance of reported inventories, trade and other receivables, rent deposits, trade and other payables,
deferred revenue and provisions as per the balance sheet.
(13) Net working capital delta (% revenue) refers to the change in Net working capital over the period divided by net revenue of the period
(14) Free cash ﬂow relates to net cash movements less interest charges (excluding interest unwind from leases), issuance of equity, and loans.
Represents non-IFRS measure. See Part II: “Presentation of Financial and Other Information — Non-IFRS measures.” For information on
the use and limitation of free cash ﬂow, as well as the reconciliation of free cash ﬂow to change in cash and cash equivalents, see
Part VIII: “Operating and Financial Review — Non-IFRS Financial Measures.”
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PART VIII
OPERATING AND FINANCIAL REVIEW
The following is a discussion and analysis of the Group’s ﬁnancial condition and results of operations and
should be read in conjunction with the combined and consolidated historical ﬁnancial information, the
accompanying notes, as well as the accountant’s report, included within Part IX (Group Historical Financial
Information), as well as the description of the Group’s business included elsewhere in this Registration
Document.
This discussion of the Group’s ﬁnancial condition and results of operations contains forward-looking
statements which, although based on assumptions that the Group considers reasonable, are subject to risks
and uncertainties which could cause actual events or conditions to differ materially from those expressed or
implied by the forward-looking statements. For a discussion of risks and uncertainties facing the Group as
a result of various factors, see Part II (Presentation of Financial and Other Information) and Part I (Risk
Factors). In addition, certain industry issues also impact the Group’s ﬁnancial condition and results of
operations, as described in Part IV (Industry Overview).
Overview
MADE is the leading digitally native lifestyle brand in home. MADE’s mission is to make high-end
designer furniture and homeware products accessible to everyone. MADE sells its products across the United
Kingdom, Germany, Switzerland, Austria, France, Belgium, Spain and the Netherlands via its e-commerce
platform, which provides an inspiring and seamless customer experience, while its asset light vertically
integrated model allows for scalability.
MADE was founded in 2010 and launched its ﬁrst website in the United Kingdom that year. After launch
in the United Kingdom, MADE has gradually expanded its product offering, starting with upholstery, then
furniture and more recently homewares and lifestyle categories. In parallel to its product offering expansion,
MADE commenced its international expansion by launching its French website in January 2013, followed
by websites for a number of other European markets from 2013 to 2018, with Spain being the latest market
that it entered in 2018. MADE is headquartered in the United Kingdom, with local ofﬁces in its key trading
markets, in France, Germany and the Netherlands, as well as sourcing ofﬁces.
MADE believes it provides its customers with high-quality, responsibly made, affordable products,
underpinned by exclusive designs, that enable customers to curate their life at home. MADE’s fresh and
ever-changing range, with nine new collections25 launched on average every week and around 40% of its
range renewed each year, consists of over 6,000 curated furniture and homeware products. To create its
product range, MADE partners with over 150 established and up-and-coming designers, artists and
collaborators. Its customer proposition has enabled MADE to develop a large, active and loyal customer
base, with approximately 1.1 million active customers in 2020 and approximately 1.2 million active
customers in the last 12 months to the end of the ﬁrst quarter of 2021. Of total customer orders in the three
months ended 31 March 2021, approximately 48% of gross sales were generated from customers in
Continental Europe and 52% from the United Kingdom. For the same period, repeat orders in the United
Kingdom (as MADE’s most mature market) constituted approximately 50% of MADE’s total UK customer
orders. MADE is the most popular home and living brand for UK millennials, the most reviewed home
brand on UK Trustpilot, has an “Excellent” Trustpilot rating in the United Kingdom and core Continental
European markets and has more than 3.1 million26 followers across its social media accounts.
MADE’s business model is centered around a ﬂexible asset-light supply chain, vertically integrated across all
functions and processes, covering the entire product lifecycle from product development and sourcing
(including concept design, development, production and ordering) through to global shipping, warehousing
and home delivery. Sustainability is embedded into MADE’s operations with growing visibility and
transparency given to its customers. MADE designs products with their longevity in mind and is committed
to its sustainability initiatives.
The Group’s gross sales, net revenue and Adjusted EBITDA (as deﬁned below) were £109.5 million,
£82.4 million and £1.8 million, respectively, for the three months ended 31 March 2021 and £315 million,
£247 million and (£5.1 million), respectively, for the year ended 31 December 2020. MADE’s business is
also highly cash generative, due to its strong margins, an attractive negative working capital proﬁle and
25 Refers to a 2021 ﬁgure for homeware and furniture. Collection is deﬁned as capsule range of more than one SKU.
26 Figure includes 1.3 million followers on Instagram and 1.8 million followers on Facebook as at 8 April 2020.
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relatively low capital expenditure requirements. Due to the partnerships that MADE has built, it has the
beneﬁts of a vertically integrated business, without the need to make all of the related infrastructure
investments itself.
Principal Factors Affecting the Group’s Results of Operations
The Group’s business, ﬁnancial condition and results of operations have been affected in the years under
review, and are expected to continue to be affected, by certain principal factors and developments relating to
its business described below.
Prospective investors should also read the sections entitled Part I: “Risk Factors”, Part IV: “Industry
Overview” and Part V: “Business Overview” for further information relating to factors that could materially
affect, directly or indirectly, the Group’s business, ﬁnancial condition and results of operations in the future.
Growth of online penetration
The Group operates within the European furniture and homeware e-commerce market. In 2020, the retail
market for furniture and homeware was worth £94 billion in the United Kingdom, France, Austria, the
Netherlands, Belgium, Germany, Switzerland and Spain, the Group’s addressable geographical markets.
Online penetration in the homeware and home furnishings market is relatively low compared to other
consumer goods, measuring at 12% in 2019 for the United Kingdom, France, Germany, Austria, Belgium,
Spain, the Netherlands and Switzerland. The COVID-19 pandemic accelerated customers’ shift towards
online channels and led to an increased wallet share towards their home environments See this
Part VIII: “Operating and Financial Review — Principal Factors Affecting the Group’s Results of
Operations — COVID-19” below. In MADE’s addressable geographical markets, online sales of home
furnishings and homewares in 2020 accounted for 37%, 19%, 10%, 11%, 14%, 5%, 11% and 18% of total
retail home furnishings and homeware sales in the United Kingdom, Belgium, Germany, France, the
Netherlands, Austria, Switzerland and Spain, respectively. Euromonitor estimates that the value of the
furnishings and homeware retail market in the Group’s core geographies is expected to grow from
£94 billion to £118 billion in 2025 with online representing approximately 20% of total retail sales value.
The Directors believe that the home furnishings and homeware online market has reached an inﬂexion point,
similar to that historically experienced in the shift to online in other consumer categories, and will continue
to grow materially above the total expected market growth over the next ﬁve years. For more information
about the expected growth of the online home furnishings and homeware market see Part IV: “Industry
Overview”.
Consumer acquisition and retention
The Group has experienced signiﬁcant revenue growth as it has developed its unique curated range,
expanded geographically and invested in marketing, its technology platform and customer service proposition
in order to grow its active customer base.
The increase in the number of orders from 2018 to 2020 and from the ﬁrst quarter of 2020 to the ﬁrst
quarter of 2021 is principally attributable to an increase in the number of new customers (primarily as a
result of investments in marketing, range development and platform enhancements) supported by improving
customer acquisition costs, increased customer retention and geographic expansion (including, the expansion
into Spain in 2018). MADE delivers positive post marketing contribution on ﬁrst order in its core
geographies, with proﬁtable repeat orders that are becoming an increasing part of the order mix. Of the
increase in gross sales between 2019 and 2020, over 50% came from the Continental European markets.
From 2018 to 2020, and through the ﬁrst quarter of 2021, the Group also expanded its product range.
Additional product categories and more collections have been introduced within each category, increasing the
number of SKUs from approximately 4,200 in 2018 to approximately 6,000 in 2020. Average order value,
or AOV, over the period has generally reduced primarily due to the introduction of a larger homeware
range. The introduction of homeware product tends to reduce AOV, but it enhances marketing efﬁciency and
frequency, thereby increasing life time value per customer. Also, as a consequence of the COVID-19
pandemic, the AOV was further impacted in 2020 due to an increase in lead times offered to customers
stemming from supply chain disruptions. See this Part VIII: “Operating and Financial Review — Principal
Factors Affecting the Group’s Results of Operations — COVID-19” below.
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IT capital expenditure and investments in platform
Over the last three years, the Group has made IT capital investments totaling £13.5 million on systems
development to support growth to date and ambitions to further scale trading. The Group continued to grow
its investment in technology with an increase in development expenditure of 8.0% for the ﬁrst quarter of
2021, and of 38.1% and 52.0% for the years ended 31 December 2019 and 2018, respectively. IT capital
expenditure remained broadly consistent year on year in 2020 since investments in infrastructure for scale
were made in 2018 and 2019. Development expenditure was focused principally on enhancing the customer
experience whilst strengthening the operating infrastructure to support future growth and continuing to
enhance analytical insight. See Part V: “Business Overview — Technology”. The front-end system has been
further enhanced to improve the customer experience, and modiﬁcations have been made to the back-end
system to improve the functionality in managing the supply chain and to ensure scalability. The Group
launched local language websites in Switzerland and Spain in 2017 and 2018, respectively. In the last three
years, the Group’s website content has seen continuous improvement with new features, more relevant
product information, improved imagery and customer-derived content, such as shoppable onsite customer
generated content. The capital costs of the intangible assets created by the IT development work, including
research and development costs, are amortised over three years and included within administrative expenses.
Marketing investment
During the periods under review, the Group invested signiﬁcantly in marketing, a key component of the
Group’s strategy to bring more trafﬁc to its websites, acquire new customers and increase brand awareness.
The Group’s marketing strategy can be divided into the following categories: (1) brand marketing,
(2) performance marketing and (3) other marketing (including seven showrooms in key markets). See
Part V: “Business Overview — Marketing” for further details on the Group’s marketing strategy.
Marketing costs are included within administrative expenses. The following table sets forth marketing costs,
marketing expenditure as a percentage of gross sales and net revenue, and Consumer Acquisition Cost for
each of the periods indicated.
For the three months
ended 31 March

Marketing costs(1) ................................
Percentage of gross sales.....................
United Kingdom...............................
Continental Europe..........................
Percentage of net revenue ...................
Consumer Acquisition Cost (CAC)(2) .
United Kingdom...............................
Continental Europe..........................

2021

2020

14.0
12.8%
8.9%
17.0%
17.0%
*
*
*

13.1
19.5%
15.3%
23.9%
22.5%

For the years ended 31 December

*
*
*

2020

2019

2018

(£m)
50.2
16.0%
11.8%
20.6%
20.3%
46
34
57

47.9
19.8%
15.8%
24.5%
22.6%
60
49
70

37.5
19.4%
15.6%
24.6%
21.6%
62
51
74

—————
(1) Consists of all online and ofﬂine advertising expenditure, the cost of public relations, non-working media, in-house inﬂuencer teams and
showrooms (including showroom lease charges and staff costs). Marketing costs exclude one-off items.
(2) Total brand and performance marketing costs (excludes showroom and non-working media costs) less costs related to customer retention
divided by the number of new customers.
* CAC information is not provided on a quarterly basis.

Over time the Group has continued to improve marketing efﬁciencies as it continues to develop its product
range, increase brand awareness in local markets and build repeat order rates. Increasing brand awareness
and repeat order rates has resulted in an increased mix of direct trafﬁc, consequently reducing marketing
costs as a percentage of gross sales (which for Continental Europe were 29.4%, 28.1%, 24.6%, 24.5% and
20.6% for 2016, 2017, 2018, 2019 and 2020, respectively and for the United Kingdom were 17.9%, 15.0%,
15.6%, 15.8% and 11.8% for 2016, 2017, 2018, 2019 and 2020, respectively). During 2020 and in the ﬁrst
quarter of 2021 a reduction in retailer demand for marketing due to COVID-19 and increased customer
demand has resulted in further enhanced marketing efﬁciency.
Typically, newly launched regions require a greater level of marketing investment in early years post launch
to develop brand awareness and to grow the initial customer base. Following initial investments, marketing
investment as a percentage of revenue typically reduces in line with the trend experienced in the Group’s
original UK market.
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Customer acquisition costs have decreased signiﬁcantly from 2016 (when CAC was £82 for Continental
Europe and £59 for the United Kingdom) to 2020 (when CAC was £57 for Continental Europe and £34 for
the UK).
The Group expects to decrease investments in marketing in 2021 as a percentage of both gross sales and
revenue. This is due to the growing maturity of MADE’s key geographies, ongoing development in product
range, an improving lead-time proposition and the ongoing effects of the COVID-19 pandemic. Through
2022 and 2023, the Group intends to make one-off marketing investments in brand awareness to accelerate
growth in Continental Europe (primarily in Germany and France) in an amount initially estimated at
£20 million but subject to continued monitoring by the Group. See Part V: “Business Overview —
Strategy”. As a result, and also due to the unwind of the COVID-19 effects on marketing prices, marketing
costs as a percentage of revenue and gross sales are expected to increase in 2022 and 2023. Following the
period of one-off brand awareness investment, the Group expects to continue to deliver ongoing marketing
efﬁciencies in line with historical trends.
Product mix
In order to deliver its longer term vision to become a home-lifestyle destination, the Group plans to
accelerate the expansion of its homeware selection by developing a curated homewares platform. See
Part V: “Business Overview — Strategy”. As a percentage of total gross sales in the three months ended
31 March 2021 and the years ended 31 December 2020, 2019 and 2018, sales of homeware products were
28%, 27%, 23% and 20%, respectively. From 2015 to 2020, the Group’s homeware sales mix, based on
gross sales, increased by 12 percentage points. The increase in homeware sales was attributable to the
Group’s strategic initiative to grow the homeware range, pursuant to which homewares SKUs increased from
500 in 2015 to 2,300 in 2020. In addition, increasing homeware sales have contributed to the development
of order frequency which increased from 1.24 orders per customer in 2015 to 1.31 orders per customer in
2020. The shift in product mix from primarily furniture to increasingly homeware has translated into a
reduction in AOV (from £263 in 2015 to £229 in 2020) but also a reduction in the average cost of
acquiring customers. In the UK the cost of acquiring customers for the homeware segment was £16 in 2020
while the cost of acquiring furniture customers amounted to £47 for the same period. Homewares acquired
customers have a very similar annual repeat gross sales proﬁle as furniture acquired customers after the ﬁrst
year following acquisition. Consequently, homewares customer life time value to CAC ratio is higher than
that experienced for furniture acquired customers.
COVID-19
The COVID-19 pandemic and related counter-measures and restrictions imposed by governments (across all
geographies the Group operates in), including, without limitation, business closures, restrictions on
non-essential business activities, travel restrictions, quarantines and cancellations of gatherings and events
have materially impacted how the Group conducts its business and have affected its results of operations
and ﬁnancial condition. In particular, COVID-19 has impacted the Group in the following ways:
*

Acceleration of growth of online penetration. Prior to COVID-19, trafﬁc to the Group’s websites had
been growing as a result of targeted investment, expansion into new geographic markets, and a market
proclivity to increased online shopping. See this Part VIII: “Operating and Financial Review —
Growth of online penetration” above. COVID-19 accelerated the pre-existing customer shift from
traditional bricks and mortar retailers to online channels and led to an increased wallet share towards
their home environments. The Company believes the recent trend towards purchasing for the home
online to be an inﬂexion point for the sector and consequently anticipates online penetration to be
accelerated compared to pre COVID-19 forecasts.

*

Supply chain disruptions. The Group experienced temporary supply chain disruptions, resulting in
material extensions to the typical lead times offered to customers. Extended lead times negatively
impacted conversion rates and resulted in an increased interval between timing of a sale to recognition
of revenue. Temporary supply chain disruptions were characterised by three key periods:
○

In the ﬁrst six months of 2020, COVID-19 outbreaks in Asia affected the Group’s suppliers in
the region and consequently impacted production cycles, leading to product production delays.
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○

As COVID-19 spread to Western Europe and governments began introducing restrictions and
other mitigating actions, visibility on future demand for the Group’s products became less clear.
Consequently, to contain costs and to mitigate risks to the business stemming from uncertain
demand, the Group decided to reduce stock commitments. By May 2020, as increased demand
levels began to become clear, management increased product ordering accordingly.

○

Beginning in November 2020, global freight disruptions resulting from, among other things, the
COVID-19 pandemic have resulted in market wide reduced freight capacity, delays in freight
shipping, higher freight costs. The impact of such disruptions have been more acute in the ﬁrst
quarter of 2021. Although at a lower level than experienced in the ﬁrst quarter of 2021, MADE
anticipates that freight costs higher than those experienced before the COVID-19 pandemic will
persist throughout 2021.

*

Increased lead times. The Group’s products are sold on a lead time or express delivery, meaning that
when a customer makes a purchase, they are provided with an estimate of how long it will take for
the product to be delivered to them. Furniture products generally have higher lead times relative to
homeware products. Through its use of data analytics, the Group has determined that longer lead times
systematically result in reduced conversion rates. As a result of the COVID-19 pandemic supply chain
disruptions described above, lead times for furniture increased by up to eight weeks compared to
target levels. Such longer lead times negatively impacted the Group’s customer conversion rate. In
addition, longer lead times resulted in a reduction in units per order and AOV as customers tend to be
less inclined to add additional products to their basket when time to delivery is extended. The Group’s
growth in gross sales for the ﬁrst three quarters of 2020 varied signiﬁcantly from 12% in ﬁrst quarter
to 38% in the second quarter and 16% in the third quarter. As lead times started to normalise in the
fourth quarter of 2020 and the ﬁrst quarter of 2021 gross sales growth accelerated to 55% and 63%,
respectively. Gross sales growth for 2020 was approximately 30%. Prior to 2020, the Group had
successfully reduced the average lead-time proposition offered to customers through better alignment of
supply and demand by both consistently building sales volume per SKU and continual development of
predictive analytics. One of the Group’s key strategic priorities is to reduce its lead times below the
level delivered prior to the COVID-19 pandemic, with the aim of increasing its conversion rates. See
Part V: “Business Overview — Strategy”. In particular, MADE intends to invest in reducing lead time
for furniture, moving from four to six weeks lead times to one to two weeks over the next two years.

*

Under the Group’s revenue recognition policy, revenue is only recognised when the product is
delivered to customers. Consequently, due to unusually long lead times, revenue recognition was
delayed for much of 2020 and the increase in gross sales in 2020 was therefore reﬂected within
deferred income rather than revenue to a greater extent than would normally be the case, as shown in
the table below. As a result, net revenue year-on-year growth was below gross sales growth. This also
affected EBITDA (by approximately £8 million).
For the three months
ended 31 March
2021
Gross sales..................................
Net revenue ................................
Deferred income .........................
Deferred income days(1) .............

2020

For the years ended 31 December
2020

2019

(£m, unless otherwise indicated)
67
315
58
247
(21)
(53)
30
65

110
82
(66)
59

242
212
(20)
31

2018
194
173
(15)
29

—————
(1) Refers to (deferred income / (gross sales less cancellations))*days in the period
*

As increased levels of stock are delivered, the Group expects to recognise higher revenue to the third
quarter of 2021 as deferred income normalises (absent further sustained disruptions). In addition, the
Group also expects deferred income to trend downwards as the Group invests and achieves a reduction
in its lead times.

*

Furlough arrangements and voluntary payment reduction. In accordance with government schemes,
during the period when demand levels were unclear, in the United Kingdom, Germany and France, the
Group furloughed (or utilised similar government schemes in relation to) a maximum of 137
employees from April until June 2020. As an increased demand proﬁle became clear, the Group
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ceased furlough arrangements, repurposing or absorbing costs of staff who were unable to work due to
government guidance. 30% of the Group’s employees agreed to a voluntary temporary reduction in
pay in exchange for a corresponding reduction in working hours between April and June of 2020.
Senior members of the leadership team agreed to reduced pay for the three month period without a
corresponding reduction in working hours. In addition to the Group’s participation in government
furlough schemes, the Group has received only limited additional governmental support, mainly in the
form of VAT deferrals and limited rates relief restricted to the Group’s London showroom.
*

Lease concessions. The Group negotiated certain lease concessions from its landlords, principally by
agreeing to defer the payments of monthly rent to the end of the lease period, and in two cases,
simultaneously extending the lease term by six months. The Group estimates cashﬂow savings of
approximately £2 million in 2020 as a result of these concessions.

*

Reduced marketing costs. Marketing costs decreased as a result of COVID-19 related reductions in
demand from retailers for advertisement, resulting in decreases in prices for marketing. Such reduction
in advertising costs combined with an increase in online trafﬁc and demand led to a general decrease
in marketing costs per visitor. See this Part VIII: “Operating and Financial Review —Principal
Factors Affecting the Group’s Results of Operations — Marketing investment” above.

Centralised infrastructure
During the period under review, the Group has handled the increase in scale and activity of its business by
centralising management infrastructure in its head ofﬁce location in London. This has enabled the Group to
use its infrastructure effectively across different geographical markets. The Group’s central teams based in
London include: central services, technology, product and merchandising leadership, creative and marketing
teams. Technology development and technology licence arrangement decisions are centralised in London,
delivering increased efﬁciency and consistency of technology platform across all regions. Through its
centralised marketing team, the Group generates marketing content and images for use across all of its
websites. At 31 March 2021, there were 322 full-time employees in the London head ofﬁce. The Group can
address the increase in markets served and products sold by increasing the size of the London-based teams,
and by more efﬁciently utilising the capacity of existing teams and facilities of central functional areas, such
as IT, logistics, ﬁnance and human resources. The Group also maintains a UK customer service ofﬁce in
Ipswich delivering customer service support for the UK market and providing services across European
markets. Such centralisation has resulted in increased cost efﬁciency, as resources and know-how are more
effectively leveraged across jurisdictions.
Supplier base
The Group operates a vertically integrated model working directly with designers and buying directly from
manufacturers in Asia and Europe. As of 31 March 2021, the Group had 205 factories, approximately 94%
of which were located in China, India, Vietnam, the United Kingdom and Continental Europe. Currently, no
supply partner of the Group contributes more than 6% of gross sales. In the year ended 31 December 2020,
the top 10 suppliers accounted for 36.1% of gross sales, indicating a good degree of diversiﬁcation. This
sourcing strategy reduces the cost of sales and enables the Group to maintain good value price points for its
customers while achieving gross margins in excess of 53% in 2020. Because the Group controls and
manages the supply chain by using their systems to monitor and control the ﬂow of products, it is able to
determine the lead times and stock availability for customers. The Group principally fulﬁls orders in the
United Kingdom directly from a leased warehouse at London Gateway port (staffed with its own
employees), and from a third party warehouse in Redditch. Demand in Europe is fulﬁlled from third party
warehouses in the port of Antwerp, Belgium. Products are also sold online while in manufacture or in
transit from the manufacturer to the warehouses. As a consequence, the deferred income (sales orders made,
but not yet fulﬁlled, for which cash has been received in full) signiﬁcantly increases the total current
liabilities which in turn exceed current assets, leading to negative working capital. This allows the Group to
run a constant negative working capital position, which has increased annually with revenue beneﬁting free
cash ﬂow. This trend has been pronounced in 2020 due to the disruption in supply chain caused by the
COVID-19 pandemic, as further discussed above.
Operational and logistical infrastructure
Prior to 2018, the Group operated three warehouses with third party providers. As two of these third party
agreements came to an end, the decision was taken to invest in a proprietary warehouse in the United
Kingdom and more scalable third party warehousing in Europe. This transition was effected over the course
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of 2019, and completed in the ﬁrst quarter of 2020. The transition had originally been planned to be
undertaken between 2019 to 2021, but the threat of a hard Brexit and industrial action in France (where the
previous European warehousing activities were located) led the Group to accelerate the process and complete
the transition in 2019. Thus, in 2019, the Group decided to cease operations at two of its existing third
party operated warehouses in the United Kingdom and France and to open a proprietary warehouse in the
United Kingdom (London Gateway) and two third party outsourced facilities in Antwerp, Belgium with an
industrial third-party provider.
These changes to the Group’s warehouses resulted in a substantially larger footprint, with ﬂexibility for
further expansion, in order to support future growth. In addition, the Group incurred a number of one-off
costs (reﬂected as exceptional items in the Group’s results for the year ended 31 December 2019),
including: warehouse start-up costs, costs incurred in connection with the running of dual warehouses,
warehouse closing costs and costs related to inefﬁciencies during the transition period (such as additional
charges from carriers and one-off layoff costs). During the period of transition, customer services costs
(incurred to a third party based on volumes) increased due to higher stafﬁng and external support required
to handle a higher rate of calls and queries from customers, attributed to disruption to orders and deliveries.
However, following the transition, the level of costs has reduced, supporting the view that the higher levels
incurred were only exceptional in nature and not recurring items. The Group’s investments in warehouses
allow for future substantial growth as well as an expectation of higher service levels and ongoing
efﬁciencies in future years. In addition to the one-off costs reﬂected as exceptional items, the warehousing
transition also impacted the Group’s ﬁnancial proﬁle due to an accommodation in trading dynamics required
to ensure successful transition without adversely impacting customer experience. This included extending
lead-time buffers, promoting products that were not economically viable to move between warehouses and
reducing sales initiatives during critical periods of transition, thereby impacting top and certain cost line
development. The warehouse transition programme was completed in the ﬁrst quarter of 2020.
Foreign currency ﬂuctuations
The Group is subject to transaction and translation foreign currency ﬂuctuations. The Group uses forward
foreign exchange contracts to manage a material portion of its transaction exposures incurred in US dollars
and Euros. The foreign exchange contracts are designated as cash ﬂow hedges and are entered into for
periods consistent with foreign currency exposure of the underlying transactions, generally from one to
twelve months. The Group’s revenue is denominated in the currency of the country where the related
product is sold – pounds sterling for the Group’s UK sales, Swiss Francs for Switzerland and Euro for other
European regions. The Group seeks to match the currency of its revenue and expenses for its operations in
each jurisdiction to reduce its exposure to currency ﬂuctuations. The Group incurs distribution expenses and
marketing expenses primarily in pounds sterling and euro. Other administrative expenses are primarily
incurred in pounds sterling. Most of the Group’s cost of sales is denominated in US dollars, as most items
are purchased from Asia, so the Group’s revenue and costs of sales are in different currencies, exposing the
Group to currency ﬂuctuations. In the year ended 31 December 2020, none of the Group’s revenue was in
US dollars; 52.1% of the Group’s revenue was in pounds sterling, 46.3% in euro, and 1.6% in other
currencies. In the year ended 31 December 2020, 82% of cost of sales was in US dollars, 9% in pounds
sterling and 9% in euro. Accordingly, ﬂuctuations in the value of these currencies can affect the Group’s
results of operations. When the US dollar appreciates against the pound sterling, the Group’s gross proﬁt
margins tend to decrease, whereas, when the US dollar depreciates against the pound sterling, the Group’s
proﬁt margins tend to increase. Conversely, as the Group receives more euros in revenue than expenses
incurred, appreciation of the euro against the pound sterling increases the operating proﬁt, whereas,
depreciation of the euro against the pound sterling reduces the operating proﬁt. A ﬁve cent change in the
GBP/USD exchange rate (based on 2021 forecast exchange rates and assuming no hedges are in place)
would have an impact on EBITDA margin of approximately 1.4 percentage points and a ﬁve cent change in
GBP/EUR exchange rate (based on 2021 forecast exchange rates and assuming no hedges are in place)
would have an impact on EBITDA margin of approximately 0.8 percentage points. The Group aims to
maintain gross proﬁt margins to targeted levels through the use of forward contracts to purchase currency up
to 12 months in advance. 75-80% of 2021 foreign exchange requirements are covered by existing hedges
placed in 2020.
The Group reports its consolidated ﬁnancial statements in pounds sterling and, consequently, the presentation
of the ﬁnancial statements may also be affected by movements in foreign exchange rates. Income and
expenses related to transactions in foreign currencies are recorded by the Group’s entities at the average
exchange rate for the month. At the end of each month, items denominated in foreign currencies are
retranslated at the rates prevailing at the end of the month.
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For the purpose of presenting consolidated ﬁnancial information, the assets and liabilities of the Group’s
subsidiaries are expressed in pounds sterling, using exchange rates prevailing at the end of the month.
Exchange differences arising on translation of month-end balances of the subsidiary companies are
recognised in other comprehensive income and are transferred to the foreign currency translation reserve. No
exchange differences were recorded (£nil) in the three months ended 31 March 2021 or in the three months
ended 31 March 2020. In the year ended 31 December 2020, no exchange differences were recorded (£nil),
and in the year ended 31 December 2019, a loss of £0.1 million was recorded (£nil in year ended
31 December 2018). Full details regarding the foreign currency accounting policy are set out in note 2 to
the Audited Consolidated Financial Statements.
Brexit
The impact of Brexit on the Group’s operations has been limited as a consequence of the Group’s decision
to accelerate its investment in a proprietary warehouse in the United Kingdom (London Gateway) and more
scalable third party warehousing in Europe (with two facilities in Antwerp) in 2019 in anticipation of Brexit.
By restructuring its warehouses, the Group successfully separated the United Kingdom and Continental
European logistic operations, thus signiﬁcantly reducing the potential impact from any regulatory and
customs changes introduced as a result of Brexit.
Notwithstanding the above, the Group decided to focus on its core business and suspend trading in Ireland
due to increased shipping costs and regulatory complexities of shipping from the United Kingdom to Ireland
as a consequence of Brexit. In addition, the Group’s operations were affected to a limited extent by port
disruptions that occurred in December 2020 and January 2021 which disrupted the transport of goods. As
these port disruptions were against the backdrop of ongoing global freight disruptions, they did not have a
signiﬁcant additional impact on the Group’s results of operations.
Recent Developments, Current Trading and Prospects
In accordance with MADE’s business plan, MADE is targeting gross sales of greater than £1.2 billion per
year by the end of 2025, representing a CAGR from 2020 to 2025 of 31%. Additionally, MADE is aspiring
to deliver medium term Adjusted EBITDA in the low teens as a percentage of net revenue. MADE expects
continued negative working capital in the medium term, in the mid-to-high single digits as a percentage of
net revenue. MADE is also targeting capital expenditures in the range of 3% to 4% of net revenue in the
medium term at the higher end of that range in the short term. Overall MADE aims to deliver medium term
free cash ﬂow at around 10% of net revenue. Working towards these ambitions, for the year ending
31 December 2021, MADE estimates that gross sales will increase by approximately 40% and then continue
growing at ~30%+ over the medium term as MADE approaches its medium term gross sales target of
greater than £1.2 billion per year by the end of 2025. MADE anticipates deferred income as a percentage of
gross sales in the year ending 31 December 2021 to be below the 2019 level as the Group invests to reduce
the lead-time offer to customers. For the same period, MADE expects to see some deterioration in gross
margin due to freight costs to ship products from suppliers to MADE’s warehouses being inﬂated through
2021 due to global cost increases resulting from capacity issues affecting all suppliers; this impact may be
offset in operating leverage from other costs, such as distribution, sales and marketing and overhead costs.
In 2020 deferred income was higher than historic trends due to supply chain disruptions resulting in a
temporarily extended lead-time offer to customers. Due to the unwinding of the high 2020 deferred income
balance through 2021, net revenue is expected to grow ahead of sales growth at approximately 65% (55%
in the United Kingdom and 75% in Continental Europe) in 2021. In the short term, gross margin and
fulﬁlment costs, marketing costs and overheads (as a percentage of net revenue) are expected to decline.
In the determination of these targets, MADE has generally assumed that there will be no changes in existing
political, legal, ﬁscal, market or economic conditions or in applicable legislation, regulations or rules
(including, but not limited to, accounting policies and accounting treatments), which, individually or in the
aggregate, would be material to the Group’s results of operations. In addition, MADE has assumed that
online penetration grows at the expected CAGR as set out in Part IV: “Industry Overview”, and that MADE
is able to maintain and develop its existing customer proposition supported by the medium-term growth
drivers as disclosed in Part V: “Business Overview — Strategy”, including, among others, continuous
improvement of MADE’s range and lead time (which increases sales per SKU), investment in brand
recognition in Continental Europe and scaling of the homeware range (which is expected to result in an
increase in total homeware mix to approximately 40-50%). One of the key drivers of homewares gross sales
mix expansion is expected to be MADE’s new curated marketplace, introducing likeminded artisan brands to
MADE’s product range, which is expected to deliver approximately 10% of MADE’s total gross sales by
2025. Increased overall mix of gross sales delivered from homewares is expected to result in a slight decline
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in AOV over the medium to long term of approximately 3-4% per annum due to the lower selling price of
homewares product. However, increased homewares mix is expected to improve the overall customer
economics of the business.
Certain statements in this Part VIII, including in particular the ﬁnancial targets described immediately above,
constitute forward-looking statements. These forward-looking statements are not guarantees of future ﬁnancial
performance and the Group’s actual and future results could differ materially from those expressed or
implied by these forward-looking statements as a result of many factors, including but not limited to those
described under Part II: “Presentation of Financial and Other Information—Forward-Looking Statements”
and Part I: “Risk Factors”, including “MADE’s future results may differ materially from what is expressed
or implied by the medium-term ambitions included in this Registration Document and investors should not
place undue reliance on this information”.
Description of Revenue Model
The Group begins to actively market and sell its products to customers when they are in the manufacturing
and shipping phase. This can be up to 16 weeks prior to delivery to the customer. Customers are generally
entitled to cancel orders free of charge prior to delivery, and to return them up to 30 days after delivery.
Both cancellation rate and return rate are in the mid-single digit percentage.
The Group uses a combination of performance and brand marketing to drive new customer acquisition, and
then uses targeted customer relationship management marketing to drive repeat orders.
AOV averaged £235 in the ﬁrst quarter of 2021 and £229 in 2020, having reduced from £236 in 2019
(compared to £250 in 2018) relating to an increased mix of homeware products, which was offset by a
propensity for customers to “trade up” and lower mark down levels through the ﬁrst quarter of 2021. The
trend reﬂects the ongoing expansion of the homewares product range, where units typically sell for lower
average prices compared to furniture items.
The Group has limited sales seasonality, with increases in demand focused on industry-wide cyber, winter
and summer discounting periods. Due to the Group’s just-in-time supply model and competitive initial
pricing, a requirement for discounting to clear unsold stock is limited. Consequently, average discount levels
for the Group are relatively low. The Group tends to use discount periods to grow new customer volumes
and to increase repeat order frequency.
Description of Key Income Statement Line Items
The following section presents the key income statement line items set out in the Group’s Consolidated
Financial Statements and in the Interim Consolidated Financial Statements.
Revenue (Net)
Revenue consists of online sales of products (net of returns and relevant vouchers and promotional
discounts) at point of delivery to customers, charges for delivery and revenue for disposal obsolete stock
and trade orders, but excluding value added tax. Net revenue also includes research and development
expenditure credit (“RDEC”).
Cost of Sales
Cost of sales consists of the cost of products the Group sells, designer royalties that are linked to the
volume of sales of speciﬁc products or product groups, freight charges for transportation of goods from
suppliers to the warehouses, cost of replacement stock for damaged products or those not successfully
delivered, import duties, commissions, product related environmental taxes and charges and product testing
costs.
Distribution expenses
Distribution expenses include all costs incurred to the point of sale as determined by the customer (home,
place of work or alternative address). Warehousing costs (including own personnel), delivery costs,
transaction processing fees and returns processing are the main cost categories.
Administrative expenses
Administrative expenses consist of marketing costs and all other general and administration costs. Marketing
costs consist of all online and ofﬂine advertising and marketing expenditure, the cost of public relations,
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non-working media, in-house inﬂuencer teams and showrooms (including showroom lease charges and staff
costs).
General and administration costs consist of the employment costs of all head ofﬁce functions (including
legal, ﬁnance, human resources, product buying, logistics, IT and sales and marketing), share based
payments, IT maintenance costs, lease charges and other property-related costs for the ofﬁce, general ofﬁce
costs, professional fees, depreciation, amortisation and impairment of intangible assets and net foreign
exchange differences. General and administration costs include these costs for Group ofﬁces in the United
Kingdom, Continental Europe, China and Vietnam.
Finance costs and ﬁnance income
Finance costs consist of bank interest payable, loan arrangement fees and the impact of any discount
unwinding on long-term liabilities. Finance income consists of bank interest receivable, being interest from
cash deposits.
Income tax credit
Income tax credits include movements in deferred tax assets (“DTA”) and small and medium sized
enterprise research and development tax credits.
Non-IFRS Financial Measures
Adjusted EBITDA and Adjusted EBITDA margin
Adjusted EBITDA is a non-IFRS measure. It is used to evaluate the Group’s operating performance,
generate future operating plans and make strategic decisions regarding the allocation of capital. The
exclusion of certain expenses in calculating Adjusted EBITDA facilitates operating performance comparisons
on period-to-period bases. Accordingly, Adjusted EBITDA is presented in the historical ﬁnancial information
to provide additional information to understand and evaluate the Group’s operating performance.
The Group deﬁnes Adjusted EBITDA as EBITDA adjusted to include the unwinding of the discount on
lease liabilities and depreciation of right-of-use assets (from the date of adoption of IFRS 16) to reﬂect the
fact that lease related costs are key underlying business operating expenses; exclude the impact of any share
based payment expenses to reﬂect the fact that this item is not directly correlated to underlying business
performance; and exclude the impact of any items deemed to be exceptional in nature.
Exceptional items are deﬁned as transactions that, in the opinion of the Directors, should be adjusted in
order to provide a consistent and comparable view of the underlying business. Generally this will include
those items that are largely one-off or material in nature and which have been incurred outside of the
normal business operations, including but not limited to restructuring and business transformation
programmes and fund-raising activities.

73

The following table sets out the reconciliation of Adjusted EBITDA to operating loss. As a result of using
the modiﬁed retrospective approach to adopt IFRS 16 ‘Leases’, the results for the year ended 31 December
2018 have not been restated which means that they are not directly comparable to the results presented for
the year ended 31 December 2019. The impact of applying IFRS 16 on the reported loss before tax for the
year ended 31 December 2019 was not material. The Group continues to present the cost of leases in
Adjusted EBITDA consistent with the presentation of rent expense in 2018:
For the three months
ended 31 March
2021

2020

For the years ended 31 December
2020

2019

2018

(1.8)

(6.8)

(£m)
(14.2)

(19.5)

(5.0)

0.6
1.1
1.0
0.4
1.3

0.6
0.9
1.0
0.2
(4.1)

2.4
4.0
3.9
1.4
(2.5)

1.9
2.8
3.2
0.6
(11.0)

1.0
2.1
—
0.4
(1.5)

(1.0)
(0.1)
0.6
—
—
1.0
—

(1.0)
(0.1)
0.1
—
—
—
0.2

(3.9)
(0.5)
0.2
—
0.9
0.5
0.2

(3.2)
(0.4)
0.2
—
—
—
4.6

—
—
0.2
—
—
—
0.1

Adjusted EBITDA ...............................

1.8

(4.9)

(5.1)

(9.8)

(1.2)

Adjusted EBITDA margin...................

2.0%

(8.4%)

(2.1%)

(4.6%)

(0.7%)

Loss before tax ....................................
Adjustments for
Depreciation of property, plant and
equipment.........................................
Amortisation of intangible assets ....
Depreciation of right of use assets..
Net ﬁnance expense.........................
EBITDA ...............................................
Adjustments for
Depreciation of right of use assets..
Interest expense on lease liabilities .
Share based payments expense .......
Exceptional items:
Restructuring ................................
Fundraising...................................
Supply chain transformation........

The Group presents regional Adjusted EBITDA on a pre-central cost basis. This excludes head ofﬁce and
shared service related costs:
For the three months
ended 31 March
2021
Adjusted EBITDA ...............................
Central administration costs ................
Adjusted EBITDA pre-central costs....
United Kingdom...............................
Continental Europe..........................

2020

1.8
7.4
9.2
6.2
3.0

(4.9)
5.8
0.9
1.9
(1.0)

For the years ended 31 December
2020
(£m)
(5.1)
22.8
17.7
16.7
1.0

2019

2018

(9.8)
23.8
14.0
12.1
1.9

(1.2)
18.6
17.4
15.6
1.8

Free Cash Flow
Free cash ﬂow is deﬁned as the change in cash and cash equivalents less cash received or utilised relating
to ﬁnancing or share equity issues.
MADE considers free cash ﬂow to be a useful measure as it represents the cash MADE generated after
accounting for cash outﬂows to support operations and maintain its capital assets.
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Reconciliation to Free Cash Flow
The following table sets out the reconciliation of free cash ﬂow to change in cash and cash equivalents:
For the three months
ended 31 March

For the three years ended 31 December

2021

2020

2020

2019

2018

Change in cash and cash equivalents..

24.1

6.6

32.9

(18.1)

21.8

Less interest expenses (excluding
interest unwind from leases)............
Less issuance of share equity ..........
Less proceeds of borrowings...........
Free Cash Flow....................................

0.3
(0.0)
(0.0)
24.4

(0.1)
(0.0)
(10.0)
(3.5)

0.9
(0.6)
(9.9)
23.3

0.2
(0.1)
—
(18.0)

0.5
(30.3)
4.0
(4.0)

Comparison of Results for the Group for the Three Months Ended 31 March 2021 and 31 March 2020
The following table presents the Group’s results for the three months ended 31 March 2021 and 2020.
For the three months
ended 31 March
2021
£m

2020
£m

Revenue .......................................................................................................................
Cost of sales ................................................................................................................

82.4
(40.9)

58.1
(28.0)

Gross proﬁt..................................................................................................................
Distribution expenses...................................................................................................
Administrative expenses ..............................................................................................

41.5
(16.4)
(26.5)

30.1
(14.5)
(22.2)

Operating loss .............................................................................................................

(1.4)

(6.6)

Finance costs................................................................................................................
Loss before tax............................................................................................................
Income tax expense .....................................................................................................

(0.4)
(1.8)
—

(0.2)
(6.8)
—

Loss for the period......................................................................................................

(1.8)

(6.8)

Loss for the period attributed to equity holders of the Company..............................

(1.8)

(6.8)

Revenue
Gross sales increased by £42 million, or 62.5%, to £109.5 million or the three months ended 31 March
2021 from £67.2 million for the three months ended 31 March 2020. Supply chain disruptions related to the
COVID-19 pandemic persisted through the period, particularly in relation to global freight disruptions. Stock
began to arrive and was dispatched to customers at a greater level towards the end of the quarter. This
resulted in an ongoing high deferred revenue, meaning that revenue growth continued to lag gross sales
growth (see this Part VIII: “Operating and Financial Review – Principal Factors Affecting the Group’s
Results of Operations – COVID-19”).
Despite ongoing delays to revenue recognition, revenue increased by £24.3 million, or 41.6%, to
£82.4 million for the three months ended 31 March 2021 from £58.1 million for the three months ended
31 March 2020. The increase was primarily driven by an increase in both in the UK operations and
Continental European operations which was largely attributable to an increase in the number of new
customers (primarily as a result of investments in marketing, product range development and platform
enhancements) and an overall growth in online penetration.
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The following table presents the revenue by geography:
For the three months
ended 31 March
2021
£m

2020
£m

UK................................................................................................................................
Continental Europe ......................................................................................................

41.5
40.9

29.3
28.8

Total Revenue..............................................................................................................

82.4

58.1

UK operations. Revenue derived from UK operations increased by £12.2 million, or 41.6%, to £41.5 million
for the three months ended 31 March 2021 from £29.3 million for the three months ended 31 March 2020.
The increase was primarily driven by an increase in customer orders resulting in higher customer revenues
and shipping and handling revenues.
Continental European operations. Revenue derived from Continental European operations increased by
£12.1 million, or 42.0%, to £40.9 million for the three months ended 31 March 2021 from £28.8 million for
the three months ended 31 March 2020. The increase was primarily driven by an increase in customer
orders resulting in higher customer revenues and shipping and handling revenues.
Cost of Sales
Cost of sales increased by £12.9 million, or 46.1%, to £40.9 million for the three months ended 31 March
2021 from £28.0 million for the three months ended 31 March 2020.
Gross proﬁt
Gross proﬁt increased by £11.4 million, or 37.9%, to £41.5 million for the three months ended 31 March
2021 from £30.1 million for the three months ended 31 March 2020. Gross margin decreased to 50.4% for
the three months ended 31 March 2021 from 51.8% for the three months ended 31 March 2020. Reduced
gross margin was primarily driven by increased freight costs reﬂecting the impact of market wide freight
capacity constraints and foreign exchange differences. These adverse impacts were partly offset by improved
underlying trading margins, with a greater proportion of products sold at full price.
On a constant currency basis (using the Q1 2021 effective rate), gross margin decreased to 50.4% for the
three months ended 31 March 2021 from 50.9% for the three months ended 31 March 2020.
Distribution expenses
Distribution expenses increased by £1.9 million, or 13.1%, to £16.4 million for the three months ended
31 March 2021 from £14.5 million for the three months ended 31 March 2020. The increase was linked to
the revenue growth in the period and also reﬂects the economic beneﬁts of the ﬁxed vs variable cost
structure of the warehousing operating model. Efﬁciency gains on a year-on-year basis compared to revenue
growth were primarily due to the new warehousing platform which was ﬁnalised in the ﬁrst quarter of 2020
and carrier gains, partly related to lower returns rates experienced over recent periods.
Administrative expenses
Administrative expenses increased by £4.3 million, or 19.4%, to £26.5 million for the three months ended
31 March 2021 from £22.2 million for the three months ended 31 March 2020. The increase included
£1.0 million of exceptional costs recognised in the 3 months to 31 March 2021 relating to pre-IPO
preparations. Excluding the impact of such exceptional costs, the year on year increase was primarily due to
an increase in performance marketing expenses and wages and salaries at a rate which is behind revenue
growth, indicating ongoing efﬁciency gains.
Operating loss
Operating loss decreased by £5.2 million, or 78.8%, to £1.4 million in for the three months ended 31 March
2021 from £6.6 million for the three months ended 31 March 2020. The decrease was primarily due to the
revenue growth in the period together with ongoing administrative cost efﬁciency gains.
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Finance costs
Finance costs increased by £0.2 million, or 100%, to £0.4 million for the three months ended 31 March
2021 from £0.2 million for the three months ended 31 March 2020. The increase was due to interest
expense on a term loan which was entered into in May 2020.
Loss before tax
Loss before tax decreased by £5.0 million, or 73.5%, to £1.8 million for the three months ended 31 March
2021 from £6.8 million for the three months ended 31 March 2020. The decrease was primarily due to the
revenue growth in the period together with ongoing administrative cost efﬁciency gains.
Income tax expense (credit)
No income tax expense (credit) was reported for the three months ended 31 March 2021 or for the three
months ended 31 March 2020.
Loss for the period
Loss for the period decreased by £5.0 million, or 73.5%, to £1.8 million for the three months ended
31 March 2021 from £6.8 million for the three months ended 31 March 2020.
Comparison of Results for the Group for the Years Ended 31 December 2020 and 31 December 2019
The following table presents the Group’s results for the years ended 31 December 2020 and 2019.
For the years ended
31 December
2020
£m

2019
£m

Revenue .......................................................................................................................
Cost of sales ................................................................................................................

247.3
(115.7)

211.8
(96.6)

Gross proﬁt..................................................................................................................
Distribution expenses...................................................................................................
Administrative expenses ..............................................................................................

131.6
(56.6)
(87.8)

115.2
(51.5)
(82.6)

Operating loss .............................................................................................................

(12.8)

(18.9)

Finance costs................................................................................................................
Finance income............................................................................................................

(1.4)
—

(0.7)
0.1

Loss before tax............................................................................................................
Income tax expense .....................................................................................................

(14.2)
6.6

(19.5)
(0.1)

Loss for the year .........................................................................................................

(7.6)

(19.6)

Loss for the year attributed to equity holders of the Company .................................

(7.6)

(19.6)

Revenue
Revenue increased by £35.5 million, or 16.8%, to £247.3 million in 2020 from £211.8 million in 2019. The
increase was primarily driven by an increase in orders both in the UK operations and Continental European
operations which was largely attributable to an increase in the number of new customers (primarily as a
result of investments in marketing, range development and platform enhancements) and on an overall
increase in online penetration (further accelerated as a consequence of the COVID-19) pandemic.
Accordingly, gross sales increased more than 30% during 2020 compared to 2019. During 2020, COVID-19
related supply chain disruptions extended customer lead-times in all regions, resulting in deferred income
increasing more than 169% (due to the timing of revenue recognition). Such deferred income will be
recognised as revenue when products are delivered to customers in future periods.
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The following table presents the revenue by geography:
For the years ended
31 December
2020
£m

2019
£m

UK................................................................................................................................
Continental Europe ......................................................................................................

128.8
118.5

114.3
97.5

Total Revenue(1) ..........................................................................................................

247.3

211.8

—————
(1) During the year ended 31 December 2020 the Group recognised £0.8 million of other revenue relating to amounts receivable under the
Research and Development Expenditure Credit (RDEC) scheme (2019: £nil; 2018: £nil).

UK operations. Revenue derived from UK operations increased by £14.5 million, or 12.7%, to £128.8 in
2020 from £114.3 million in 2019. The increase was primarily driven by an increase in customer orders
resulting in higher customer revenues and shipping and handling revenues.
Continental European operations. Revenue derived from Continental European operations increased by
£21.0 million, or 21.5%, to £118.5 million in 2020 from £97.5 million in 2019. The increase in revenues
was primarily driven by an increase in customer orders resulting in higher customer revenues (primarily in
France, Germany and the Netherlands).
Cost of Sales
Cost of sales increased by £19.1 million, or 19.8%, to £115.7 million in 2020 from £96.6 million in 2019.
The increase was primarily driven by an increase in the volume of orders dispatched and the impact of
adverse currency exchange rates.
Gross proﬁt
Gross proﬁt increased by £16.4 million, or 14.2%, to £131.6 million in 2020 from £115.2 million in 2019.
Gross margin decreased to 53.2% in 2020 from 54.4% in 2019. The reduction in reported gross margin
largely reﬂects the impact of foreign currency pressures. On a constant currency basis, the Group improved
gross margin 2.2 percentage points from 2019 to 2020.
Distribution expenses
Distribution expenses increased by £5.1 million, or 9.9%, to £56.6 million in 2020 from £51.5 million in
2019. The increase was behind revenue growth due to moving from a third party logistics warehouse model
for large goods warehousing to a leased warehouse with MADE’s own staff for the large goods warehouse
in the UK during 2019. An increase in number of orders delivered resulted in higher delivery costs,
warehouse costs, credit card processing fees and other distribution costs.
Administrative expenses
Administrative expenses increased by £5.2 million, or 6.3%, to £87.8 million in 2020 from £82.6 million in
2019. The increase included £1.6 million of exceptional costs recognised in 2020, mainly relating to a
restructuring programme. Excluding the impact of such exceptional costs, the year on year increase was
primarily due to an increase in performance marketing expenses and wages and salaries, partially offset by a
decrease in brand and showroom marketing costs.
Operating loss
Operating loss decreased by £6.1 million, or 32.3%, to £12.8 million in 2020 from £18.9 million in 2019.
The decrease was primarily due to growth in revenues together with marketing and overhead cost
efﬁciencies. In addition, the 2019 operating loss included £4.6 million of one-off cost investment in the
supply chain operations that was not repeated in 2020.
Finance income/costs
Finance costs increased by £0.7 million, or 100%, to £1.4 million in 2020 from £0.7 million in 2019. The
increase is due to additional interest costs arising from a term loan entered into in May 2020.
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Loss before tax
Loss before tax decreased by £5.3 million, or 27.2%, to £14.2 million in 2020 from £19.5 million in 2019.
The decrease was a function of revenue growth and cost efﬁciencies, partly offset by foreign currency
headwinds.
Income tax expense
Income tax credit increased by £6.7 million to £6.6 million in 2020 from a £0.1 million tax expense in
2019. The increase was due to the recognition of deferred tax assets relating to cumulative tax allowable
losses to date which the Group anticipates to be utilised in future years.
Loss for the year
Loss for the year decreased by £12.0 million, or 61.2%, to £7.6 million in 2020 from £19.6 million in
2019.
Comparison of Results for the Group for the Years Ended 31 December 2019 and 31 December 2018
The following table presents the Group’s results for the years ended 31 December 2019 and 2018:
For the years ended
31 December
2019
£m

2018
£m

Revenue .......................................................................................................................
Cost of sales ................................................................................................................

211.8
(96.6)

173.4
(80.4)

Gross proﬁt..................................................................................................................
Distribution expenses...................................................................................................
Administrative expenses ..............................................................................................

115.2
(51.5)
(82.6)

93.0
(33.0)
(64.6)

Operating loss .............................................................................................................

(18.9)

(4.6)

Finance costs................................................................................................................
Finance income............................................................................................................

(0.7)
0.1

(0.5)
0.1

Loss before tax............................................................................................................
Income tax (expense)/credit.........................................................................................

(19.5)
(0.1)

(5.0)
1.0

Loss for the year .........................................................................................................

(19.6)

(4.0)

Loss for the year attributed to equity holders of the Company .................................

(19.6)

(4.0)

Revenue
Revenue increased by £38.4 million, or 22.1%, to £211.8 million in 2019 from £173.4 million in 2018. The
increase was primarily driven by an increase in orders both in the UK operations and Continental European
operations which was largely attributable to an increase in the number of new customers (primarily as a
result of investments in marketing, product range development and platform enhancements) and an overall
growth in online penetration.
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The following table presents the revenue by geography:
For the years ended
31 December
2019
£m

2018
£m

UK................................................................................................................................
Continental Europe ......................................................................................................

114.3
97.5

100.4
73.0

Total Revenue..............................................................................................................

211.8

173.4

UK operations. Revenue derived from UK operations increased by £13.9 million, or 13.8%, to £114.3 million in
2019 from £100.4 million in 2018. The increase was primarily driven by an increase in customer orders resulting
in higher customer revenues and shipping and handling revenues.
Continental European operations. Revenue derived from Continental European operations increased by
£24.5 million, or 33.6%, to £97.5 million in 2019 from £73.0 million in 2018. The increase was primarily
driven by an increase in customer orders resulting in higher customer revenues and shipping and handling
revenues.
Cost of Sales
Cost of sales increased by £16.2 million, or 20.1%, to £96.6 million in 2019 from £80.4 million in 2018.
The increase was primarily driven by an increase in the volume of orders dispatched, partly offset by the
impact of favourable currency exchange rates.
Gross proﬁt
Gross proﬁt increased by £22.2 million, or 23.8%, to £115.2 million in 2019 from £93.0 million in 2018.
Gross margin increased to 54.4% in 2019 from 53.6% in 2018. The improvement in reported gross margin
was due to ongoing reduction in cost of product with scale and a favourable foreign currency position in
2019. However, gross margin was impacted by disruption from warehouse moves during 2019. On a
constant currency basis the Group gross margin reduced by 1.2 percentage points from 2018 to 2019.
Distribution expenses
Distribution expenses increased by £18.5 million, or 56.1%, to £51.5 million in 2019 from £33.0 million in
2018. This included £4.6 million of exceptional costs relating to a supply chain transformation programme
implemented in 2019. Excluding the impact of this, the year on year increase was primarily due to an
increase in volume of orders with an increase in delivery costs and warehouse costs as a higher quality and
more scalable logistics platform was implemented. To a lesser extent, the increase was due to an increase in
credit card processing fees related to new payment methods and other distribution costs.
Administrative expenses
Administrative expenses increased by £18.0 million, or 27.9%, to £82.6 million in 2019 from £64.6 million
in 2018. The increase was primarily due to an increase in marketing expenses, wages and salaries,
technology and IT maintenance costs, China ofﬁce costs, professional service fees, depreciation, amortisation
and foreign exchange differences, partially offset by a decrease in UK ofﬁce costs. During 2019, the Group
invested in its team and overhead base for future growth.
Operating proﬁt (loss)
Operating loss increased by £14.3 million, or 310.9%, to £18.9 million in 2019 from £4.6 million in 2018.
The increase was primarily due to the impact of the supply chain transformation program implemented in
2019, which required a one-off cost investment and also resulted in some short term cost inefﬁciencies and
impacted growth.
Finance income/costs
Finance costs increased by £0.2 million, or 40.0%, to £0.7 million in 2019 from £0.5 million in 2018. The
increase was primarily due to the adoption of IFRS 16 in 2019, with the cost of discount unwinding on
lease liabilities being reported against ﬁnance costs.
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Loss before tax
Loss before tax increased by £14.5 million, or 290.0%, to £19.5 million in 2019 from £5.0 million in 2018.
The increase was primarily due to the impact of the supply chain transformation program implemented in
2019, which required a one-off cost investment and also resulted in some short term cost inefﬁciencies.
Income tax expense (credit)
Income tax expense increased by £1.1 million, to £0.1 million in 2019 from a tax credit of £1.0 million in
2018. The increase was primarily due to the fact that the Company moved out of the small and medium
sized enterprises R&D tax credit regime and into the R&D expenditure credit regime in 2019.
Loss for the year
Loss for the year increased by £15.6 million, or 390.0%, to £19.6 million in 2019 from £4.0 million in
2018. The increase was primarily due to the impact of the supply chain transformation program
implemented in 2019, which required a one-off cost investment and also resulted in some short term cost
inefﬁciencies.
Liquidity and Capital Resources
Overview
The Group’s liquidity requirements, including both its short and long-term requirements, are primarily
ﬁnanced by the Group’s cash ﬂow from operating activities, liquid funds and credit facilities. The primary
use of this liquidity is to fund the Group’s operations and growth plan. When cash ﬂow permits, the Group
will consider other uses of capital.
Working capital
The Group’s free cash ﬂow is supported by a negative net working capital position impacted by stock,
debtors, creditors, and deferred income. For the year ended 31 December 2020 the working capital
(expressed as a percentage of revenue) was (24)% (compared to (11%) for the year ended 31 December
2019). The increased level of negative working capital in 2020 related to long lead times due to supply
chain disruptions resulting from the COVID-19 pandemic in 2020. The effect was to increase deferred
income levels from (9%) of net revenue in 2019 to (21%) of net revenue in 2020 and decreased stock
levels from 12% of net revenue in 2019 to 9% of net revenue in 2020. Additionally, a greater portion of
stock in 2020 comprised goods-in-transit compared to 2019.
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Cash ﬂow analysis
The following table presents the primary components of the Group’s cash ﬂow for the years ended
31 December 2020, 2019 and 2018 and for the three months ended 31 March 2021 and 2020, respectively.
For the three months
ended 31 March
2021

2020

For the years ended 31 December
2020

2019

2018

(in £m)
Net cash (outﬂow)/inﬂow from
operating activities ...............................
Net cash outﬂow used in investing
activities ...............................................
Net cash (outﬂow)/inﬂow from
ﬁnancing activities ...............................
Foreign exchange differences on cash
and cash equivalents ............................

26.8

(0.4)

32.2

(6.6)

2.4

(1.7)

(1.9)

(5.7)

(8.5)

(6.0)

(1.0)

8.9

6.4

(3.0)

25.4

—

—

—

—

Change in cash and cash equivalents

24.1

6.6

32.9

(18.1)

21.8

Cash and cash equivalents at the
beginning of the period .......................

50.4

17.5

17.5

35.6

13.8

Cash and cash equivalents at the end
of the period .......................................

74.5

24.1

50.4

17.5

35.6

—

Cash ﬂow from operating activities
Cash inﬂow from operating activities increased by £27.2 million, to an inﬂow of £26.8 million for the three
months ended 31 March 2021, from an outﬂow of £0.4 million for the three months ended 31 March 2020.
Increased cash inﬂow was principally due to increased negative working capital as the Group continued to
sell product on extended lead times and improved trading proﬁtability.
Cash outﬂow from operating activities increased by £38.8 million, to an inﬂow of £32.2 million in 2020,
from an outﬂow of £6.6 million in 2019, principally reﬂecting an increase in deferred revenue as a result of
lead time disruptions.
Cash outﬂow from operating activities increased by £9.0 million, to £6.6 million in 2019 from an inﬂow of
£2.4 million in 2018, principally due to one off expenditure on supply chain infrastructure and investments
to prepare the Group for growth over the coming years.
Cash ﬂow from investing activities
Cash outﬂow used in investing activities decreased by £0.2 million, to £1.7 million for the three months
ended 31 March 2021 from £1.9 million for the three months ended 31 March 2020, principally due to
reduced levels of capital expenditure as the Group invested in infrastructure for growth through prior
periods.
Cash outﬂow used in investing activities decreased by £2.8 million, to £5.7 million in 2020 from
£8.5 million in 2019, principally due to a reduction in capital expenditure on tangible ﬁxed assets.
Cash outﬂow used in investing activities increased by £2.5 million, to £8.5 million in 2019 from
£6.0 million in 2018, principally due to increased capital expenditure on leasehold improvements.
Cash ﬂow from ﬁnancing activities
Cash outﬂow from ﬁnancing activities increased by £9.9 million, to £1.0 million for the three months ended
31 March 2021 from an inﬂow of £8.9 million for the three months ended 31 March 2020, principally due
to draw down of a revolving credit ﬁnancing facility in 2020.
Cash inﬂow from ﬁnancing activities increased by £9.4 million, to an inﬂow of £6.4 million in 2020 from
an outﬂow of £3 million in 2019, principally due to the £10 million term loan entered into in May 2020,
partially offset by interest arising from ﬁnancing facilities.
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Cash outﬂow from ﬁnancing activities increased by £28.4 million, to an outﬂow of £3.0 million in 2019
from an inﬂow of £25.4 million in 2018, principally reﬂecting the £30.3 million capital injection received in
2018 as well as the inclusion of lease payments in ﬁnancing activities in 2019 upon the adoption of
IFRS 16. Operating lease rental payments were previously presented within cash ﬂows from operations.
Cash
The Group had cash in the amount of £74.5 million at 31 March 2021, £50.4 million at 31 December 2020,
£17.5 million at 31 December 2019 and £35.6 million at 31 December 2018.
Capital expenditure
The Group’s net capital expenditure, being the net cash outﬂow used in investing activities was £5.7 million
for the year ended 31 December 2020, £5.0 million of which corresponded to IT and R&D, and
£0.7 million to other expenditures.
The Group’s net capital expenditure for the year ended 31 December 2019 was £8.5 million, of which
£5.5 million corresponded to IT and R&D, £1.0 million to warehouse restructuring expenditures,
£1.5 million to showroom expenditures and £0.4 million to other expenditures.
The Group’s net capital expenditure for the year ended 31 December 2018 was £6.0 million, of which
£3.9 million corresponded to IT and R&D, £0.4 million to warehouse restructuring expenditures,
£0.6 million to showroom expenditures and £1.2 million to other expenditures.
As of 31 December 2020, the Group had no commitments for the acquisition of property, plant and
equipment. The Group has planned capital expenditures for its 2021 ﬁnancial year primarily for ongoing
technology investments and logistics capacity expansion within existing sites. The Group expects to fund
these capital expenditures from existing cash reserves and free cash ﬂow generated from operations.
Directors believe that the Group’s ongoing capital expenditure requirements in the medium term will be
broadly in line with revenue growth, pending further investments in new initiatives following the Offering.
See Part V: “Business Overview — Strategy.”
Financing Arrangements and Commitments
Description of material ﬁnancing arrangements and commitments
The table below presents the terms and maturity of the Group’s interest-bearing loans, facilities and
borrowings as at 31 March 2021:
Group

Nominal
interest rate

Average
effective
interest rate

Currency

Year of
maturity

Nominal
value

Carrying
amount as of
31 March
2020

9.75%

10.75%

GBP

2023

10.0 million

9.7 million

Term loan.................................................

Contractual commitments and contingent liabilities
The Group had the following contractual commitments as at 31 March 2021:
Payment Due by Period
Total

Less than
1 year

1-2 years

3-5 years

More than
5 years

Property lease.......................................
Repayment of bank loan......................

13.5
12.1

4.8
0.7

(in £m)
4.3
1.0

4.4
10.4

—
—

Total.....................................................

25.6

5.5

5.3

14.8

—

Contractual Obligations

As at 31 March 2021, the Group has capital commitments for expenditure on property, plant and equipment
contracted, but not provided for, of £3.0 million.
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Off-Balance Sheet Arrangements
As at 31 December 2020, the Group did not have any off-balance sheet arrangements.
Disclosures About Financial Risks
The Group’s activities expose it to a number of ﬁnancial risks, which are described in more detail in
Note 23 to the Audited Consolidated Financial Statements.
The Group manages its foreign currency risk with respect to the US dollar through the use of forward
contracts to purchase currency up to 12 months in advance. The fair value of forward foreign exchange
contracts recognised in the Statement of Financial Position for the year ended 31 December 2020 included a
current ﬁnancial asset of £1.2 million and a current ﬁnancial liability of £6.0 million. Cash ﬂows relating to
these contracts will occur during the year ending 31 December 2021, and the gains or losses will be
recognised in the period that they realised. More information about the Group’s foreign currency option
contracts are detailed in Note 15 to the Audited Consolidated Financial Statements.
Key Accounting Policies
For a description of the Group’s critical accounting judgements and key sources of estimation uncertainty,
see Note 2 to the Audited Consolidated Financial Statements.
For a description of new standards, interpretations and amendments, see Note 3 to the Audited Consolidated
Financial Statements.
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PART IX
GROUP HISTORICAL FINANCIAL INFORMATION
SECTION A: ACCOUNTANT’S
INFORMATION

REPORT

ON

THE

GROUP

HISTORICAL

FINANCIAL

The Directors
Made.com Limited
28 Irish Town
Gibraltar
GX11 1AA
25 May 2021
Dear Ladies and Gentlemen
Made.com Limited
We report on the ﬁnancial information set out in section B of Part IX: “Group Historical Financial
Information” for the three years ended 31 December 2018, 31 December 2019 and 31 December 2020 (the
“Financial Information”).
This report is required by item 18.3.1 of Annex 1 of the UK version of Commission Delegated Regulation
(EU) 2019/980 and is given for the purpose of complying with that item and for no other purpose.
Save for any responsibility that may arise under Prospectus Regulation Rule 5.3.2R (2)(f) to any person as
and to the extent there provided, to the fullest extent permitted by law we do not assume any responsibility
and will not accept any liability to any other person for any loss suffered by any such other person as a
result of, arising out of, or in connection with this report or our statement, required by and given solely for
the purposes of complying with item 1.3 of Annex 1 to the UK version of Commission Delegated
Regulation (EU) 2019/980, consenting to its inclusion in the registration document dated 25 May 2021 (the
“Registration Document”).
Opinion on the Financial Information
In our opinion, the ﬁnancial information gives, for the purposes of the Registration Document, a true and
fair view of the state of affairs of the Made.com Limited as at the dates stated and of its proﬁts, cash ﬂows
and changes in equity for the periods then ended in accordance with International Financial Reporting
Standards as adopted by the European Union.
Responsibilities
The Directors of Made.com Limited are responsible for preparing the Financial Information in accordance
with International Financial Reporting Standards as adopted by the European Union.
It is our responsibility to form an opinion on the Financial Information and to report our opinion to you.
Basis of Preparation
The Financial Information has been prepared for inclusion in the Registration Document dated 25 May 2021
of Made.com Limited on the basis of the accounting policies set out in Note 1.
Basis of opinion
We conducted our work in accordance with Standards for Investment Reporting issued by the Financial
Reporting Council in the United Kingdom. We are independent in accordance with the FRC’s Ethical
Standard as applied to Investment Circular Reporting Engagements, and we have fulﬁlled our other ethical
responsibilities in accordance with these requirements.
Our work included an assessment of evidence relevant to the amounts and disclosures in the Financial
Information. It also included an assessment of signiﬁcant estimates and judgments made by those responsible
for the preparation of the Financial Information and whether the accounting policies are appropriate to the
entity’s circumstances, consistently applied and adequately disclosed.
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We planned and performed our work so as to obtain all the information and explanations which we
considered necessary in order to provide us with sufﬁcient evidence to give reasonable assurance that the
Financial Information is free from material misstatement whether caused by fraud or other irregularity or
error.
Our work has not been carried out in accordance with auditing or other standards and practices generally
accepted in other jurisdictions and accordingly should not be relied upon as if it had been carried out in
accordance with those standards and practices.
Conclusions Relating to Going Concern
We have not identiﬁed a material uncertainty related to events or conditions that, individually or collectively,
may cast signiﬁcant doubt on Made.com Limited’s ability to continue as a going concern for a period of at
least 12 months from the date of the Registration Document. We conclude that the Directors’ use of the
going concern basis of accounting in the preparation of the Financial Information is appropriate.
Declaration
For the purposes of item 1.2 of Annex 1 the UK version of Commission Delegated Regulation (EU)
2019/980 we are responsible for this report as part of the Registration Document and declare that, to the
best of our knowledge, the information contained in this report is in accordance with the facts and that the
report contains no omission likely to affect its import. This declaration is included in the Registration
Document in compliance with item 1.2 of Annex 1 of the UK version of Commission Delegated Regulation
(EU) 2019/980.
Yours faithfully
Ernst & Young LLP
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SECTION B: GROUP HISTORICAL FINANCIAL INFORMATION
Consolidated income statement for the years ended 31 December 2020, 2019 and 2018
Notes
Revenue........................................................................
Cost of sales.................................................................
Gross proﬁt ..................................................................
Distribution expenses...................................................
Administrative expenses ..............................................
Operating loss ..............................................................
Finance costs................................................................
Finance income ............................................................
Loss before tax ............................................................
Income tax credit/(expense).........................................

5

6
6
9

Loss for the year attributed to equity holders of the
Company.....................................................................
Loss per share (pence per share):
Basic and diluted loss for the year attributable to
ordinary equity holders of the parent..........................
Non-GAAP measures:
Adjusted EBITDA loss................................................

2020

2019

2018

£m
247.3
(115.7)
131.6
(56.6)
(87.8)
(12.8)
(1.4)
—
(14.2)
6.6

£m
211.8
(96.6)
115.2
(51.5)
(82.6)
(18.9)
(0.7)
0.1
(19.5)
(0.1)

£m
173.4
(80.4)
93.0
(33.0)
(64.6)
(4.6)
(0.5)
0.1
(5.0)
1.0

(7.6)

(19.6)

(4.0)

20

(24.0)p

(62.1)p

(12.7)p

26

£(5.1)m

£(9.8)m

£(1.2)m

Consolidated statement of comprehensive income for the years ended 31 December 2020, 2019 and 2018
2020

2019

2018

Loss for the year..................................................................................
Other comprehensive income/(loss)
Other comprehensive income to be reclassiﬁed to proﬁt or loss in
subsequent years (net of tax):
Unrealised (losses)/gains on cash ﬂow hedges ...................................
Exchange differences on translation of foreign operations.................

£m
(7.6)

£m
(19.6)

£m
(4.0)

(2.1)
—

(4.6)
(0.1)

4.7
—

Net other comprehensive (loss)/income to be reclassiﬁed to proﬁt
or loss in subsequent years ...............................................................

(2.1)

(4.7)

4.7

Other comprehensive (loss)/income for the year, net of tax .........

(2.1)

(4.7)

4.7

Total comprehensive (loss)/income for the year, net of tax,
attributable to equity holders of the Company..............................

(9.7)

(24.3)

0.7
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Consolidated balance sheets at 31 December 2020, 2019 and 2018
Notes
Non-current assets
Property, plant and equipment.....................................
Intangible assets...........................................................
Right of Use Assets.....................................................
Deferred tax asset ........................................................
Rent deposits................................................................

10
11
19
9

Current assets
Inventories....................................................................
Trade and other receivables.........................................
Derivative asset............................................................
Cash .............................................................................

12
13
15
14

Total assets..................................................................
Current liabilities
Lease liabilities ............................................................
Trade and other payables.............................................
Derivative liability .......................................................
Deferred revenue..........................................................
Provisions.....................................................................

19
16
15
18
17

Non-current liabilities
Lease liabilities ............................................................
Provisions.....................................................................
Interest bearing loans and borrowings ........................

19
17
15

Total liabilities ............................................................
Net assets.....................................................................
Capital and reserves
Share capital.................................................................
Share premium.............................................................
Foreign currency translation reserve ...........................
Hedging reserve ...........................................................
Other reserves ..............................................................
Accumulated deﬁcit ...................................................

21
21
21
21
21
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2020

2019

2018

£m

£m

£m

3.4
8.9
12.3
12.2
0.5

5.1
7.9
15.0
5.1
0.5

3.4
5.4
—
4.1
0.5

37.3

33.6

13.4

21.5
13.2
1.2
50.4

25.6
8.7
3.2
17.5

17.9
8.7
5.7
35.6

86.3

55.0

67.9

123.6

88.6

81.3

(4.5)
(39.6)
(6.0)
(52.8)
—

(4.1)
(36.9)
(5.4)
(19.6)
(0.1)

—
(31.5)
(1.5)
(14.9)
—

(102.9)

(66.1)

(47.9)

(9.7)
(1.3)
(9.7)
(20.7)

(12.7)
(1.1)
—
(13.8)

—
(0.6)
—
(0.6)

(123.6)

(79.9)

(48.5)

0.0

8.7

32.8

0.0
62.2
0.0
(3.4)
(20.2)
(38.6)

0.0
61.6
0.0
(1.3)
(20.2)
(31.4)

0.0
61.5
0.1
3.3
(20.2)
(11.9)

0.0

8.7

32.8

Consolidated statement of changes in equity for the years ended 31 December 2020, 2019 and 2018

At 1 January 2018 .....................................

Share
capital

Share
premium

Foreign
currency
translation
reserve

£m
0.0

£m
32.1

£m
0.1

£m
(1.4)

—

—

—

—

Hedging
reserve

Other Accumulated
reserves
deﬁcit
£m
(20.2)

Total

£m
(8.1)

£m
2.5

—

(4.0)

(4.0)

Loss for the year ..........................................
Other comprehensive income:
Cash ﬂow hedges – gains deferred in equity
Cash ﬂow hedges – losses transferred out of
equity............................................................
Translation differences .................................
Tax on other comprehensive income...........

—

—

—

4.1

—

—

4.1

—
—
—

—
—
—

—
—
—

1.6
—
(1.0)

—
—
—

—
—
—

1.6
—
(1.0)

Total comprehensive income/(loss) for the
year ..............................................................

—

—

—

4.7

(4.0)

0.7

Share based payments..................................
Share capital issued......................................
At 31 December 2018.................................

—
—
0.0

—
29.4
61.5

—
—
0.1

—
—
3.3

0.2
—
(11.9)

0.2
29.4
32.8

Adoption of IFRS 16 ...................................

—

—

—

—

(0.1)

(0.1)

Restated at 1 January 2019 ......................
Loss for the year ..........................................
Other comprehensive income:
Cash ﬂow hedges – losses deferred in equity
Cash ﬂow hedges – gains transferred out of
equity............................................................
Translation differences .................................
Tax on other comprehensive income...........

0.0
—

61.5
—

0.1
—

3.3
—

(12.0)
(19.6)

32.7
(19.6)

—

—

—

(2.2)

—

—

(2.2)

—
—
—

—
—
—

—
(0.1)
—

(3.5)
—
1.1

—
—
—

—
—
—

(3.5)
(0.1)
1.1

Total comprehensive loss for the year.........

—

—

(0.1)

(4.6)

—

Share based payments..................................
Share options exercised................................
At 31 December 2019.................................

—
—
0.0

—
0.1
61.6

—
—
0.0

—
—
(1.3)

Share
capital

Share
premium

Foreign
currency
translation
reserve

£m
0.0

£m
61.6

£m
0.0

£m
(1.3)

—

—

—

—

At 1 January 2020

Hedging
reserve

—
—
(20.2)
—
(20.2)
—

—
—
(20.2)

(19.6)

(24.3)

0.2
—
(31.4)

0.2
0.1
8.7

Other Accumulated
reserves
deﬁcit
£m
(20.2)

Total

£m
(31.4)

£m
8.7

—

(7.6)

(7.6)

Loss for the year ..........................................
Other comprehensive income:
Cash ﬂow hedges – losses deferred in equity
Cash ﬂow hedges – losses transferred out of
equity............................................................
Translation differences .................................
Tax on other comprehensive income...........

—

—

—

(4.8)

—

—

(4.8)

—
—
—

—
—
—

—
—
—

2.3
—
0.4

—
—
—

—
—
—

2.3
—
0.4

Total comprehensive loss for the year.........
Share based payments..................................
Share options exercised................................
Warrants issued ............................................

—
—
—
—

—
—
0.6
—

—
—
—
—

(2.1)
—
—
—

—
—
—
—

(7.6)
0.2
—
0.2

(9.7)
0.2
0.6
0.2

At 31 December 2020.................................

0.0

62.2

0.0

(3.4)

(38.6)

0.0

All equity disclosed above is attributable to the owners of the parent.
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(20.2)

Consolidated statements of cash ﬂows for the years ended 31 December 2020, 2019 and 2018
Notes
Operating activities
Loss before tax ............................................................
Adjustments to reconcile loss before tax to net cash
ﬂows
Depreciation of property, plant and equipment ..........
Amortisation of intangible assets ................................
Amortisation of right of use assets .............................
Share-based payment expense .....................................
Net ﬁnance expense.....................................................

10
11
19
22
6

2020

2019

2018

£m

£m

£m

(14.2)

(19.5)

(5.0)

2.4
4.0
3.9
0.2
1.4

1.9
2.8
3.2
0.2
0.6

1.0
2.1
—
0.2
0.4

Working capital adjustments:
Decrease/(increase) in trade receivables......................
Decrease/(increase) in inventories ...............................
(Increase)/decrease in other receivables, prepayments
and accrued income .....................................................
Increase in trade payables, taxes and social security..
Increase in accruals and deferred revenue ..................
Increase/(decrease) in provisions.................................

0.3
4.1

(0.4)
(6.9)

0.7
(4.0)

(5.5)
1.8
34.0
0.1

0.2
1.4
10.0
0.1

(2.7)
8.4
1.6
(0.6)

Cash ﬂows from operating activities .......................
Interest received ...........................................................
Interest paid .................................................................
Income tax received.....................................................

32.5
—
(0.9)
0.6

(6.4)
0.1
(0.3)
—

2.2
0.1
(0.5)
0.7

Net cash inﬂow/(outﬂow) from operating activities

32.2

(6.6)

2.4

(0.7)
(5.0)
—

(3.1)
(5.3)
(0.1)

(2.4)
(3.6)
—

(5.7)

(8.5)

(6.0)

(4.1)
19.9
(10.0)
0.6
—

(3.1)
—
—
0.1
—

—
—
(4.0)
30.3
(0.9)

Net cash inﬂow/(outﬂow) from ﬁnancing activities

6.4

(3.0)

25.4

Net increase/(decrease) in cash ...................................
Cash at 1 January ........................................................

32.9
17.5

(18.1)
35.6

21.8
13.8

50.4

17.5

35.6

Investing activities
Purchase of property, plant and equipment.................
Expenditure on intangible assets .................................
Lease start up costs......................................................

10
11

Net cash outﬂow used in investing activities ..........
Financing activities
Repayment of lease liabilities......................................
Proceeds from borrowings...........................................
Repayment of borrowings ...........................................
Proceeds from the issue of share capital.....................
Share issuance fees ......................................................

19

Cash at 31 December ................................................

14
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Notes to the Group historical ﬁnancial information for the years ended 31 December 2020, 2019 and 2018
1.
Principal accounting policies
Made.com Limited (the ‘Company’) and its subsidiaries (together the ‘Group’) are engaged in the online
retail of furnishings and homeware.
The Company is limited by shares, incorporated and domiciled in Gibraltar, and was incorporated on 27th
May 2015. The address of its registered ofﬁce is 28 Irish Town, Gibraltar, GX11 1AA.
The basis of preparation and accounting policies used in preparing the historical ﬁnancial information in
respect of the Group for the 3 years ended 31 December 2020 is set out below. These accounting policies
have been consistently applied in all material respects to all the years presented unless otherwise stated.
Basis of preparation
The consolidated historical ﬁnancial information of the Group for the years ended 31 December 2020,
31 December 2019 and 31 December 2018 (the Historical Financial Information) has been prepared
speciﬁcally for the purpose of this Registration Document and in accordance with International Financial
Reporting Standards (IFRS) and Interpretations as issued by the International Accounting Standards Board
(IASB) adopted pursuant to Regulation (EC) no. 1606/2002 as it applies to the European Union and in
accordance with the Prospectus Regulation (EU) 2017/1129 as supplemented by Commission Delegated
Regulation (EU) 2019/980 as it forms part of the retained EU law as deﬁned by the EU (Withdrawal)
Act 2018.
The Historical Financial Information has been prepared on a historical cost basis except for derivative
ﬁnancial instruments which are held at fair value. The ﬁnancial information is presented in Pounds
Sterling (£) and all values are rounded to the nearest million (£m), except when otherwise indicated.
The Historical Financial Information does not constitute statutory accounts within the meaning of
section 434(3) of the UK Companies Act 2006.
The principal accounting policies adopted in the preparation of this ﬁnancial information are set out below.
These policies have been consistently applied for all years presented, apart from any changes in accounting
policies arising as a result of the adoption of new accounting standards as disclosed in Note 3.
Basis of consolidation
The Historical Financial Information consolidates the results of Made.com Limited and its subsidiary
undertakings for the years ended 31 December 2020, 31 December 2019 and 31 December 2018.
Control is achieved when the Group is exposed, or has rights, to variable returns from its involvement with
the investee and can affect those returns through its power over the investee. Speciﬁcally, the Group controls
an investee if and only if the Group has:
*

Power over the investee (i.e. existing rights that give it the current ability to direct the relevant
activities of the investee),

*

Exposure, or rights, to variable returns from its involvement with the investee, and

*

The ability to use its power over the investee to affect its returns.

The ﬁnancial statements of subsidiaries are prepared for the same reporting years using consistent accounting
policies. All intercompany transactions and balances, including unrealised proﬁts arising from intra-group
transactions, have been eliminated on consolidation.
Going concern
The ﬁnancial information has been prepared on a going concern basis. The Group has reported a loss of
£7.6m (2019: loss of £19.6m) for the year ended 31 December 2020 and is in a net asset position of £0.0m
as at 31 December 2020 (2019: net asset position £8.7m), with a net current liability position of £(16.6)m
arising from higher than usual deferred revenues outstanding at the year-end (2019: net current liability
position of £11.1m).
At the time of preparing the ﬁnancial information the Group has a strong cash position, with a cash balance
of £74.5m and a reduction in the net current liability position to £(13.3)m as at 31 March 2021. Since early
2020, the Group has been exposed to extraordinary market conditions due to the COVID-19 pandemic.
During this period, despite temporary disruptions to its supply chain, the Group has delivered ongoing
strong sales growth, broadly aligned to levels delivered through previous years. Temporary supply chain
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disruptions have meant that the Group sold product on extended lead-times for much of 2020. This
impacted customer conversion which in turn has impacted gross sales growth. The supply chain disruptions
also impacted revenue recognition timing, resulting in a high level of deferred income at
31st December 2020. As stock levels normalise through 2021, the Group expects to continue delivering
strong growth in all of its markets.
The Directors have reviewed the Group’s forecast and projections for the period to December 2022 (the
‘Forecast Period’), including their assessment of trading and associated cash ﬂow forecasts, including
forecast liquidity and loan covenant compliance, and have a reasonable expectation that the Group has
adequate ﬁnancial resources to continue its operations for the foreseeable future. The Group has continued to
trade throughout the COVID-19 pandemic which continues to create signiﬁcant market uncertainty. The
Directors have run various scenarios and stress tests over the period to December 2022 that consider
economic growth and demand. The Directors have also considered mitigations at their disposal to enhance
liquidity if required. Following various plausible scenarios and stress tests, the Group would still continue to
have sufﬁcient cash headroom throughout the Forecast Period and still have the necessary liquidity to
continue trading.
To date, performance has continued to be strong and with the measures that management have put in place
the Directors judge that the Group will continue to operate as a going concern and it is well positioned to
do so given the online ‘pure-play’ nature of its business model and the ﬂexibility it possesses in its cost
base.
Summary of signiﬁcant accounting policies
a)
Revenue recognition
The Group derives revenue from contracts with customers relating to online sales of furnishings and
homewares. The primary performance obligation is the delivery of furniture and homewares products to the
location speciﬁed in the online sales contract. This is the point at which control is considered to have
passed to the customer, and revenue from both the sale of the goods and the associated delivery service is
recognised.
Revenue is measured net of discount vouchers used and VAT. At the point revenue is recognised, a
provision is also taken up for any future returns that may occur under the rights of return in the original
contract, which is up to 30 days from receipt of goods. The provision for returns is calculated based on
estimated return rates and then subsequently adjusted as returns are incurred. An associated right of return
asset is recognised in inventory, representing the value of the products that are expected to be returned from
the customer.
The difference in timing between the receipt of cash from customers and the satisfaction of the performance
obligation gives rise to a contract liability recognised as deferred revenue on the balance sheet. Deferred
revenue represents cash collected for goods, net of discount vouchers used and VAT, for which delivery to
the customer has not yet been made.
b)
Foreign currencies
The Group’s historical ﬁnancial information is presented in Pounds Sterling (£), which is also the parent
company’s functional currency. For each entity, the Group determines the functional currency and items
included in the ﬁnancial statements of each entity are measured using that functional currency.
(i)

Transactions and Balances
Transactions in foreign currencies are initially recorded by the Group’s entities at the respective
functional currency rates at the date the transaction ﬁrst qualiﬁes for recognition. At the end of each
reporting period, monetary items denominated in foreign currencies are retranslated at the rates
prevailing at the end of the reporting period.

(ii)

Group
For presenting consolidated ﬁnancial information, the assets and liabilities of the Group’s foreign
operations are expressed in Pounds Sterling (£) using exchange rates prevailing at the end of the
reporting period. Income and expenses are translated at the average exchange rate for the period.
Exchange differences arising are recognised in other comprehensive income (OCI) and are transferred
to the foreign currency translation reserve.
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c)
Current income tax
Current income tax assets and liabilities are measured at the amount expected to be recovered from, or
payable to, the taxation authorities. The tax rates and tax laws used to compute the amount are those that
are enacted or substantively enacted at the reporting date. Current income tax relating to items recognised
directly in equity is recognised in equity and not in the income statement. Management periodically
evaluates positions taken in the tax returns with respect to situations in which applicable tax regulations are
subject to interpretation and establishes provisions where applicable.
Deferred tax
Deferred tax is provided using the liability method on all temporary differences arising between the tax
bases of assets and liabilities and their carrying amounts in the historical ﬁnancial information with the
following exceptions:
*

Where the temporary differences arise from the initial recognition of goodwill or of an asset or
liability in a transaction that is not a business combination and, at the time of the transaction, affects
neither the accounting proﬁt nor taxable proﬁt or loss;

*

In respect of taxable temporary differences associated with investments in subsidiaries when the timing
of the reversal of the temporary differences can be controlled and it is probable that the temporary
differences will not reverse in the foreseeable future.

Deferred tax assets are recognised only to the extent that the directors consider it is probable that there will
be taxable proﬁts against which the deductible temporary differences, and the carry forward of unused tax
credits or unused tax losses can be utilised.
Deferred tax assets and liabilities are measured on an undiscounted basis at tax rates that are expected to
apply in the period when the related asset is realised or liability is settled, based on tax rates enacted or
substantively enacted by the reporting date.
The carrying amount of deferred tax assets is reviewed at each reporting date and reduced to the extent that
it is no longer probable that sufﬁcient taxable proﬁts will be available to allow all or part of the deferred
tax asset to be utilised. Unrecognised deferred tax assets are reassessed at each reporting date and are
recognised to the extent that it has become probable that future taxable proﬁts will allow the deferred tax
asset to be recovered. Deferred tax assets and liabilities are offset, only if a legally enforceable right exists
to set off deferred tax assets against tax liabilities, the deferred taxes relate to the same taxation authority
and that authority permits the Group to make a single net payment.
Deferred tax is charged or credited to OCI if it relates to items that are charged or credited to OCI.
Similarly, deferred tax is charged or credited directly to equity if it relates to items that are credited or
charged directly to equity.
d)
Property, plant and equipment
Property, plant and equipment is stated at cost, net of accumulated depreciation and accumulated impairment
losses, if any. All repair and maintenance costs are recognised in proﬁt or loss as incurred.
Depreciation is charged to write off the cost of assets, over their estimated useful lives, using the straightline method. Residual values and useful lives are reviewed at each period end, with the effect of any
changes in estimate accounted for on a prospective basis.
The following useful lives are used in the calculation of depreciation:
Fixtures & ﬁttings
Computer equipment
Ofﬁce equipment

–
–
–

3 years or the life of the lease (if less than 3 years)
3 years
3 years

The gain or loss arising on the disposal or retirement of an item of property, plant and equipment is
determined as the difference between the disposal proceeds and the carrying amount of the asset and is
recognised in the income statement.
Assets in the course of construction are held at cost less recognised impairment loss. Depreciation is not
provided on these assets.
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e)
Intangible assets
Intangible assets acquired separately are measured on initial recognition at cost. Following initial recognition,
intangible assets are carried at cost less any accumulated amortisation and accumulated impairment losses.
Internally generated intangibles, excluding capitalised development costs, are not capitalised and the related
expenditure is reﬂected in proﬁt or loss in the period in which the expenditure is incurred.
Intangible assets are amortised over the useful economic life and assessed for impairment whenever there is
an indication that the intangible asset may be impaired. The amortisation period and the amortisation method
for an intangible asset with a ﬁnite useful life are reviewed at least at the end of each reporting period.
Amoritisation of intangible assets is recognised in Administrative expenses in the income statement.
Research and development costs
Research costs are expensed as incurred. Development expenditure on an individual project is recognised as
an intangible asset when the Group can demonstrate the technical feasibility of completing the intangible
asset so that it will be available for use or sale, its intention to complete and its ability to use or sell the
asset, how the asset will generate future economic beneﬁts, the availability of resources to complete the
asset and the ability to reliably measure the expenditure during development.
Subsequent measurement of intangible assets
Intangible assets with a ﬁnite life are amortised on a straight-line basis over their estimated useful lives as
follows:
Domain name
Website development costs
Trademarks and IP

–
–
–

10 years
3 years
3 years

f)
Impairment of non-current ﬁnancial assets
At each reporting date, the Group assesses the carrying amounts of its non-ﬁnancial assets (including
property, plant and equipment, intangible assets and right-of-use assets) to determine whether there is any
indication that those assets have suffered an impairment loss. If any such indication exists, the recoverable
amount of the asset is estimated to determine the extent of the impairment loss (if any). Where it is not
possible to estimate the recoverable amount of an individual asset, the Group estimates the recoverable
amount of the cash-generating unit to which the asset belongs. Where a reasonable and consistent basis of
allocation can be identiﬁed, corporate assets are also allocated to individual cash-generating units, or
otherwise they are allocated to the smallest group of cash-generating units for which a reasonable and
consistent allocation basis can be identiﬁed. The lowest level of cash-generating unit will be a countryspeciﬁc website.
The recoverable amount is the higher of fair value less costs of disposal and value in use. In assessing
value in use, the estimated future cash ﬂows are discounted to their present value using a pre-tax discount
rate that reﬂects current market assessments of the time value of money and the risks speciﬁc to the asset
for which the estimates of future cash ﬂows have not been adjusted.
If the recoverable amount of an asset (or cash-generating unit) is estimated to be less than its carrying
amount, the carrying amount of the asset (or cash-generating unit) is reduced to its recoverable amount.
Impairment losses are immediately recognised in the income statement.
g)
Inventories
Inventories are valued at the lower of cost and net realisable value.
Net realisable value represents the estimated selling price for inventories less all estimated costs of
completion and costs necessary to make the sale. Where necessary, provision is made to reduce the carrying
value to no less than net realisable value, having regard to the nature and condition of the inventory.
h)
Provisions
Provisions are recognised when the Group has a present obligation (legal or constructive) as a result of a
past event, it is probable that an outﬂow of resources embodying economic beneﬁts will be required to
settle the obligation and a reliable estimate can be made.
The amount recognised as a provision is the best estimate of the consideration required to settle the present
obligation considering the risks and uncertainties surrounding the obligation.
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The timing of cash outﬂows are by their nature uncertain and are therefore best estimates. Provisions are
discounted if the time value of money is material to the provisions recognised.
i)
Adjusted EBITDA
Adjusted EBITDA is a non-GAAP measure. It is used by the Directors and senior management to evaluate
the Group’s operating performance, generate future operating plans and make strategic decisions regarding
the allocation of capital. The exclusion of certain expenses in calculating Adjusted EBITDA facilitates
operating performance comparisons on period-to-period bases. Accordingly, adjusted EBITDA is presented in
the historical ﬁnancial information to provide additional information to understand and evaluate the Group’s
operating performance.
EBITDA is deﬁned as proﬁt or loss before tax, interest, depreciation and amortisation. The Group deﬁnes
adjusted EBITDA as EBITDA adjusted to include the unwinding of the discount on lease liabilities and
depreciation of right-of-use assets (from the date of adoption of IFRS 16) to reﬂect the fact that lease
related costs are key underlying business operating expenses; exclude the impact of any share based
payment expenses to reﬂect the fact that this item is not directly correlated to underlying business
performance; and exclude the impact of any items deemed to be exceptional in nature.
Exceptional items
Exceptional items are deﬁned as transactions that, in the opinion of the Directors, should be disclosed and
adjusted from EBITDA in order to provide a consistent and comparable view of the underlying business.
This will include those items that are one-off and material in nature and which have been incurred outside
of the normal business operations, including but not limited to restructuring and business transformation
programmes and fund-raising activities.
j)
Financial instruments
A ﬁnancial instrument is any contract that gives rise to a ﬁnancial asset of one entity and a ﬁnancial
liability or equity instrument of another entity.
Trade and other receivables
Trade and other receivables are classiﬁed as ﬁnancial assets measured at amortised cost under IFRS 9
Financial Instruments and recognised when it is probable that a future economic beneﬁt will ﬂow to the
Group. Trade and other receivables are carried at original invoice amount (deemed as the fair value by
management) less any provisions for impairment. Provisions for expected credit losses are made using the
simpliﬁed approach in line with IFRS 9. Provisions are recognised based on lifetime expected credit losses
at each reporting date, with reference to factors including previous historical credit loss experience and as
well as forward looking factors speciﬁc to the debtors and general economic conditions.
Trade and other payables and interest-bearing loans
Trade and other payables and interest-bearing loans are classiﬁed as ‘loans and payables’ under IFRS 9
Financial Instruments and are recognised initially at fair value. Subsequent to initial recognition they are
measured at amortised cost using the effective interest method.
Cash
Cash in the statement of ﬁnancial position comprises cash at banks and on hand.
Warrant instruments
Warrant instruments granted over shares as part of ﬁnancing arrangements are classiﬁed as equity
instruments where the terms are on a ﬁxed-for-ﬁxed basis where a derivative that will be settled by the
issuer exchanging a ﬁxed amount of cash or another ﬁnancial asset for a ﬁxed number of its own equity
instruments. These instruments are recognised at fair value on the date of issue and are not subsequently
remeasured. The initial carrying value of the associated interest-bearing loan is adjusted for the fair value of
the warrant instruments issued.
Financial assets and liabilities at fair value through proﬁt or loss
These categories include derivative ﬁnancial instruments entered into by the Group that are not designated
as hedging instruments in hedge relationships. Refer to note (q) for further details.
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k)
Derecognition of ﬁnancial instruments
A ﬁnancial liability is derecognised when the obligation under the liability is discharged, cancelled, or
expires.
A ﬁnancial asset is derecognised when the rights to receive cash ﬂows from the asset have expired.
l)
Fair value measurement
The fair values of ﬁnancial instruments measured at amortised cost and derivative instruments recognised at
fair value are disclosed in Note 15.
Fair value is the price that would be received to sell an asset or paid to transfer a liability in an orderly
transaction between market participants at the measurement date. The fair value measurement is based on
the presumption that the transaction to sell the asset or transfer the liability takes place either:
*

In the principal market for the asset or liability, or

*

In the absence of a principal market, in the most advantageous market for the asset or liability.

The principal or the most advantageous market must be accessible by the Group.
The fair value of an asset or a liability is measured using the assumptions that market participants would
use when pricing the asset or liability, assuming that market participants act in their economic best interest.
The Group uses valuation techniques that are appropriate in the circumstances and for which sufﬁcient data
is available to measure fair value, maximising the use of relevant observable inputs and minimising the use
of unobservable inputs.
All assets and liabilities for which fair value is disclosed in the historical ﬁnancial information are
categorised within the fair value hierarchy, described as follows, based on the lowest level input that is
signiﬁcant to the fair value measurement as a whole:
*

Level 1 – Quoted (unadjusted) market prices in active markets for identical assets or liabilities

*

Level 2 – Valuation techniques for which the lowest level input that is signiﬁcant to the fair value
measurement is directly or indirectly observable

*

Level 3 – Valuation techniques for which the lowest level input that is signiﬁcant to the fair value
measurement is unobservable

m) Leases
The Group assesses at contract inception whether a contract is, or contains, a lease. That is, if the contract
conveys the right to control the use of an identiﬁed asset for a period of time in exchange for consideration.
The Group applies a single recognition and measurement approach for all leases, except for short-term
leases or leases of low-value assets. The Group recognises lease liabilities representing the future value of
contractual lease payments and right-of-use assets representing the right to use the underlying assets.
(i)

Right-of-use assets
The Group recognises a right-of-use asset at the commencement date of the lease, which is deﬁned as
the date that the underlying asset is available for use. A right-of-use asset is measured at cost, less
any accumulated depreciation and impairment losses, and adjusted for any remeasurement of the
associated lease liability. The cost of a right-of-use asset includes the value of the lease liability
initially recognised; any lease payments made on or before the commencement date; any initial direct
costs incurred; less any lease incentives received. Right-of-use assets are depreciated on a straight-line
basis over the lease term. The right-of use asset is also subject to impairment. Refer to accounting
policy 2(f).

(ii)

Lease liabilities
At the commencement date of the lease, the Group recognises a lease liability measured at the present
value of contractual payments to be made over the lease term. The lease payments include ﬁxed
payments less any lease incentives receivable and variable lease payments that depend on an index or
a rate. Variable lease payments that do not depend on an index or a rate are recognised as expenses in
the period in which the event or condition that triggers the payment occurs.
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In calculating the present value of lease payments, the Group uses its incremental borrowing rate at
the lease commencement date because the interest rate implicit in the lease is not readily determinable.
After the commencement date, the discount is unwound over the life of the lease, recognised as
interest expense in the income statement. As lease payments are made, the lease liability is reduced. In
addition, the carrying amount of lease liabilities is remeasured if there is a modiﬁcation, a change in
the lease term, a change in the lease payments (e.g., changes to future payments resulting from a
change in an index or rate used to determine such lease payments) or a change in the assessment of
an option to purchase the underlying asset.
(iii) Short-term leases and leases of low-value assets
The Group applies the short-term lease recognition exemption to any of its short-term leases for
property (i.e., those leases that have a lease term of 12 months or less from the commencement date).
It also applies the lease of low-value assets recognition exemption to leases of ofﬁce equipment that
are considered to be low value. Lease payments on short-term leases and leases of low value assets
are recognised as an expense on a straight-line basis over the lease term.
Lease accounting policy for the 12 months ended 31 December 2018
The determination of whether an arrangement is (or contains) a lease is based on the substance of the
arrangement at the inception date. The arrangement is assessed for whether fulﬁlment of the
arrangement is dependent on the use of a speciﬁc asset or assets or the arrangement conveys a right to
use the asset or assets, even if that right is not explicitly speciﬁed in an arrangement.
Operating lease payments are recognised as an operating expense in the income statement on a
straight-line basis over the lease term.
n)
Government grants
Government grants are recognised when there is a reasonable assurance that the grant will be received and
all attached conditions will be complied with. When the grant relates to an expense item, it is recognised as
a deduction to the amount reported through that expense line.
o)
Current versus non-current classiﬁcation
The Group presents assets and liabilities in the statement of ﬁnancial position based on current/non-current
classiﬁcation. An asset is current when it is:
*

Expected to be realised or intended to be sold or consumed in the normal operating cycle,

*

Held primarily for the purpose of trading,

*

Expected to be realised within 12 months after the reporting period, or

*

Cash or cash equivalent unless restricted from being exchanged or used to settle a liability for at least
12 months after the reporting period.

All other assets are classiﬁed as non-current.
A liability is current when:
*

It is expected to be settled in the normal operating cycle,

*

It is held primarily for the purpose of trading,

*

It is due to be settled within 12 months after the reporting period, or

*

There is no unconditional right to defer the settlement of the liability for at least 12 months after the
reporting period.

The Group classiﬁes all other liabilities as non-current.
Deferred tax assets and liabilities are classiﬁed as non-current assets and liabilities unless they are expected
to be realised within 12 months.
p)
Share based payments
Employees (including Directors) of the Group receive remuneration in the form of share-based payments
whereby employees render services as consideration for equity instruments (equity-settled transactions).
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The cost of equity-settled transactions is determined by the fair value at the date when the grant is made
using the Black-Scholes valuation model.
That cost is recognised, together with a corresponding increase in equity, over the period in which the
performance and/or service conditions are fulﬁlled in employee beneﬁts expense. The cumulative expense
recognised for equity-settled transactions at each reporting date until the vesting date reﬂects the extent to
which the vesting period has expired and the Group’s best estimate of the number of equity instruments that
will ultimately vest. The income statement expense or credit for a period represents the movement in
cumulative expense recognised as at the beginning and end of that period and is recognised in employee
beneﬁts expense.
No expense is recognised for awards that do not ultimately vest, except for equity-settled transactions, for
which vesting is conditional upon a market or non-vesting condition. These are treated as vesting
irrespective of whether or not the market or non-vesting condition is satisﬁed, provided that all other
performance and/or service conditions are satisﬁed.
q)
Derivative ﬁnancial instruments and hedge accounting
Initial recognition and subsequent measurement
The Group uses derivative ﬁnancial instruments, such as forward currency contracts to hedge its foreign
currency risks. Such derivative ﬁnancial instruments are initially recognised at fair value on the date on
which a derivative contract is entered into and are subsequently remeasured at fair value. Derivatives are
carried as ﬁnancial assets when the fair value is positive and as ﬁnancial liabilities when the fair value is
negative.
For the purposes of hedge accounting, hedges are classiﬁed as:
*

fair value hedges when hedging the exposure to changes in the fair value of a recognised asset or
liability or an unrecognised ﬁrm commitment;

*

cash ﬂow hedges when hedging the exposure to variability in cash ﬂows that is either attributable to a
particular risk associated with an unrecognised asset or liability or a highly probable forecast
transaction or the foreign currency risk in an unrecognised ﬁrm commitment; or

*

hedges of a net investment in a foreign operation.

Any gains or losses arising from changes in the fair value of derivatives are taken directly to proﬁt or loss,
except for the effective portion of cash ﬂow hedges, which is recognised in OCI and later reclassiﬁed to
proﬁt or loss when the hedge item affects proﬁt or loss.
At the inception of a hedge relationship, the Group formally designates and documents the hedge
relationship to which it wishes to apply hedge accounting and the risk management objective and strategy
for undertaking the hedge. The documentation includes identiﬁcation of the hedging instrument, the hedged
item or transaction, the nature of the risk being hedged and how the Group will assess the effectiveness of
the hedging instrument’s fair value in offsetting the exposure to changes in the hedged item’s fair value or
cash ﬂows attributable to the hedged risk. Such hedges are expected to be highly effective in achieving
offsetting changes in fair value or cash ﬂows and are assessed on an ongoing basis to determine that they
actually have been highly effective throughout the ﬁnancial reporting periods for which they were
designated.
Hedge accounting is applied to hedges that meet this strict criteria. Currently, the Group only has hedges
that meet the classiﬁcation of cash ﬂow hedges (refer to (r) Cash ﬂow hedges for further details).
r)
Cash ﬂow hedges
The Group uses forward currency contracts as hedges of its exposure to foreign currency risk in forecast
transactions and ﬁrm commitments. The effective portion of the gain or loss on the foreign currency contract
is recognised in OCI in the cash ﬂow hedge reserve, while any ineffective portion is recognised immediately
in the income statement.
Amounts recognised in OCI are accounted for in line with the underlying hedged transaction.
or losses on cash ﬂow hedges linked to purchases of stock items are initially reclassed to
then recognised in the proﬁt or loss at the point that the inventory is sold. Realised gains or
ﬂow hedges linked to sales in foreign currency are reclassed to the income statement when
recognised.
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Realised gains
inventory and
losses on cash
the revenue is

If the hedging instrument expires or is sold, terminated or exercised without replacement or rollover (as part
of the hedging strategy), or if its designation as a hedge is revoked, or when the hedge no longer meets the
criteria for hedge accounting, any cumulative gain or loss previously recognised in OCI remains separately
in equity until the forecast transaction occurs or the foreign currency ﬁrm commitment is met.
2.
Critical accounting judgements and key sources of estimation uncertainty
In the application of the Group’s accounting policies, management is required to make judgements, estimates
and assumptions about the carrying amounts of assets and liabilities that are not readily apparent from other
sources.
The estimates and underlying assumptions are reviewed on an ongoing basis. Revisions to accounting
estimates are recognised in the period in which the estimate is revised if the revision affects only that period
or in the period of the revision and future periods if the revision affects both current and future periods.
Estimates and assumptions
The key assumptions concerning the future and other key sources of estimation uncertainty at the reporting
date, that have a signiﬁcant risk of causing a material adjustment to the carrying amounts of the assets and
liabilities within the next ﬁnancial period, are described below. The Group based its assumptions and
estimates on parameters available when this historical ﬁnancial information was prepared. Existing
circumstances and assumptions about future developments, however, may change due to market changes or
circumstances arising beyond the control of the Group. Such changes are reﬂected in the assumptions when
they occur.
Revenue recognition
Revenue on the sale of products to customers is recognised at the point of delivery to the customer. An
element of estimation is applied at the point of dispatch from the warehouse based on average delivery days
to calculate the value of dispatched but undelivered revenue at the reporting date which is then recognised
in deferred revenue.
Refund accruals
Accruals for sales returns are estimated based on historical returns and are recorded in order to allocate
them to the same period in which the original revenue is recorded. These accruals are reviewed regularly
and updated to reﬂect management’s latest best estimates. Actual returns could vary from these estimates.
Share option valuation
Critical estimates and assumptions are applied in determining the value of certain inputs to include in the
Black-Scholes valuation model to the calculation of fair value of employee share options that would
normally be determined with reference to active market data, including share price value which is derived
using a discounted cashﬂow model to determine company valuation and volatility rates which are estimated
with reference to comparable companies.
Deferred tax assets
Deferred tax assets are recognised for tax losses carried forward to the extent that the realisation of the
related beneﬁt through future taxable proﬁts is probable. The assessment of the carrying value of the
deferred tax asset is based on management’s best estimate of the timing and amount of future taxable
proﬁts. Refer to note 9 for further details of unused tax losses and deferred tax assets.
Impairment of non-ﬁnancial assets
Impairment exists when the carrying value of an asset or cash generating unit exceeds its recoverable
amount, which is the higher of its fair value less costs of disposal and its value in use. The fair value less
costs of disposal calculation is based on available data from binding sales transactions, conducted at arm’s
length, for similar assets or observable market prices less incremental costs of disposing of the asset. The
value in use calculation is based on a discounted cash ﬂow model.
Key judgements
In the process of applying the Group’s accounting policies, management has made the following judgements
which have had the most signiﬁcant effect on the amounts recognised in the consolidated historical ﬁnancial
information:
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Capitalisation criteria for intangible assets
The Group capitalises costs relating to ongoing website and technology development and improvement
projects that underpin the business operations. Management apply judgments as to the nature of the future
economic beneﬁts of the projects when assessing whether the costs incurred meet the criteria for
capitalisation.
Determination of lease term of contracts with renewal and termination options
When the Group is a lessee, judgement is applied in determining the lease term where extension or
termination options exist. Management considers factors including, but not limited to, the period included in
the initial investment case; any costs associated with termination or extension options; and any other facts
that may create an economic incentive for either the Group or the landlord to exercise an option.
3.

New standards, interpretations and amendments

New standard,
interpretation and
amendment

Date of adoption

Impact

Amendment to IFRS 16
Covid-19 Related Rent
Concessions

1 January 2020

During the ﬁnancial year commencing 1 January 2020 the Group
early adopted the Amendment to IFRS 16 Covid-19 Related Rent
Concessions, which was issued on 28 May 2020. The amendment
provides relief to lessees from applying IFRS 16 guidance on
lease modiﬁcation accounting for rent concessions arising as a
direct consequence of the Covid-19 pandemic. As a practical
expedient, a lessee may elect not to assess whether a Covid-19
related rent concession from a lessor is a lease modiﬁcation. A
lessee that makes this election accounts for any change in lease
payments resulting from the Covid-19 related rent concession the
same way it would account for the change under IFRS 16, if the
change were not a lease modiﬁcation. The impact of adopting the
amendment was a reduction in costs recognised in the income
statement relating to leases (depreciation and discount unwind) of
£0.1m.

IFRS 16 Leases

1 January 2019

During the ﬁnancial year commencing 1 January 2019 the Group
adopted a new standard which had become effective during the
period, IFRS 16 Leases. IFRS 16 supersedes IAS 17 Leases,
IFRIC 4 Determining whether an Arrangement contains a Lease,
SIC-15 Operating Leases-Incentives and SIC-27 Evaluating the
Substance of Transactions Involving the Legal Form of a Lease.
The standard sets out the principles for the recognition,
measurement, presentation and disclosure of leases and requires
lessees to recognise most leases on the balance sheet.
The Group elected to use the modiﬁed retrospective approach for
adoption of the new standard. Under this method, comparative
ﬁgures have not been restated and the cumulative effect of initially
applying the standard is an additional £0.1m expense recognised
as an adjustment to the opening balance of retained earnings at
1 January 2019. The group also applied a number of practical
expedients available under the modiﬁed retrospective approach on
transition date, including relying on the previous identiﬁcation of
a lease (as provided by IAS 17) for all contracts that existed on the
date of initial application and accounting for operating leases with
a remaining lease term of less than 12 months as at 1 January 2019
as short-term leases.
Adopting this new standard resulted in the Group recognising
£6.7m of right-to-use assets and £8.2m of accompanying lease
liabilities for the Group’s showrooms and ofﬁces, while
derecognising £1.4m of straight-line rent accruals on the balance
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New standard,
interpretation and
amendment

Date of adoption

Impact
sheet at 1 January 2019. The weighted average incremental
borrowing rate applied to the Group’s lease portfolio on 1 January
2019 was 3%. Following adoption, the Group no longer
recognises rent expense and instead incurs a depreciation charge
arising from the right-to-use assets and interest charges arising
from lease ﬁnancing. Refer to note 2 Accounting Policies for the
updated accounting policy on lease accounting.

IFRS 15 Revenue from
Contracts with
customers

1 January 2018

There was no material impact on the historical ﬁnancial
information as a result of the adoption this standard.

IFRS 9 Financial
Instruments

1 January 2018

There was no material impact on the historical ﬁnancial
information as a result of the adoption this standard.

As at 31 December 2020, no other new and revised standards, amendments and interpretations have been
issued that would have a material or relevant impact on the Group’s results.
4.
Capital management
For the purpose of the Group’s capital management, capital includes issued capital, share premium and all
other equity reserves attributable to the equity holders of the parent. The primary objective of the Group’s
capital management is to maximise the shareholder value and to ensure that it has the capital required to
operate and grow the business at a reasonable cost of capital without incurring undue ﬁnancial risks.
The Group manages its capital structure and makes adjustments in light of changes in economic conditions.
To maintain or adjust the capital structure, the Group may seek to raise funds by issue issuing new shares
to reduce debt. The management of debt is considered to be an important element in controlling the capital
structure. The Group has arranged debt facilities to allow for ﬂuctuations in working capital requirements.
There have been no changes to the capital management policy in the period.
5.
Segmental analysis
The Group’s operating segments are reported based on the ﬁnancial information provided to the Board of
Directors. The Board is identiﬁed as the Chief Operating Decision Maker for the business and are
responsible for making strategic decisions. For strategic management decision making and reporting
purposes, the Group is organised into business units based on location of customers. The Group is
considered to have two reportable segments: UK operations and Continental Europe operations.
Revenues for both segments are generated from the online sale of furniture and homewares products. Each
market is served by separate websites, and there are no inter-segment transactions. The Group operates a
direct-to-consumer model and as such there is no reliance on a single customer or group of major
customers.
The Board assesses segment performance based on a regional measure of adjusted EBITDA (before the
allocation of central costs), which excludes the impact of exceptional costs but includes an allocation of
lease related expenses (depreciation and interest). Total assets and liabilities, as well as other speciﬁc
disclosures in relation to segment assets and liabilities, are not disclosed as this information is not provided
by segment to the Chief Operating Decision Maker on a regular basis.
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The total of non-current assets other than ﬁnancial instruments and deferred tax assets located in the UK is
£17.9m (2019: £20.6m; 2018: £8.6m). The remaining £6.6m of non-current assets are located in other
countries (2019: £7.4m; 2018: £0.2m), with £3.7m located in Germany (2019: £4.3m; 2018: £nil).
UK

Continental Europe

Total

2020

2019

2018

2020

2019

2018

2020

2019

2018

£m
128.0

£m
114.3

£m
100.4

£m
—

£m
—

£m
—

£m
128.0

£m
114.3

£m
100.4

—

—

—

118.5

97.5

73.0

118.5

97.5

73.0

128.0

114.3

100.4

118.5

97.5

73.0

246.5

211.8

173.4

0.8
247.3

—
211.8

—
173.4

17.7
(22.8)
(5.1)

14.0
(23.8)
(9.8)

17.4
(18.6)
(1.2)

Share based payment expense ...
Depreciation of property plant
and equipment ............................
Amortisation of intangible assets
Net interest (expense)/revenue...
Exceptional Items.......................

(0.2)

(0.2)

(0.2)

(2.4)
(4.0)
(0.9)
(1.6)

(1.9)
(2.8)
(0.2)
(4.6)

(1.0)
(2.1)
(0.4)
(0.1)

Loss before tax...........................

(14.2)

(19.5)

(5.0)

Revenue from customers in UK
Revenue from customers in
Europe ........................................
Total Segment Revenue .............
Other revenue1 ...........................
Total Revenue ............................
Regional adjusted EBITDA2......
Central administration costs.......
Adjusted EBITDA......................

16.7

12.1

15.6

1.0

1.9

1.8

—————
1
2

6.

During the year ended 31 December 2020 the Group recognised £0.8m of other revenue relating to amounts receivable under the Research
and Development Expenditure Credit (RDEC) scheme (2019: £nil; 2018: £nil).
Included within regional adjusted EBIDTA is £2.5m (2019: £2.2m; 2018: N/A) of lease depreciation allocated to UK operations and £1.4m
(2019: £1.0m; 2018: N/A) of lease depreciation allocated to Continental Europe operations, as well as £0.3m (2019: £0.3m: 2018: N/A) of
lease interest expense allocated to UK operations and £0.2m (2019: £0.1m: 2018: N/A) of lease interest expense allocated to Continental
Europe operations.

Net ﬁnancing costs
2020

2019

2018

£m

£m

£m

(0.9)
(0.5)
(1.4)

(0.3)
(0.4)
(0.7)

(0.5)
—
(0.5)

—

0.1

0.1

Total ﬁnance income..........................................................................

—

0.1

0.1

Net ﬁnance expense ...........................................................................

(1.4)

(0.6)

(0.4)

Finance costs:
Bank interest on interest-bearing loans and borrowings ....................
Interest expense on lease liabilities .....................................................
Total ﬁnance costs..............................................................................
Finance income:
Bank interest ........................................................................................
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7.

Employee beneﬁts expense
2020

2019

2018

Wages and salaries...............................................................................
Social security costs ............................................................................
Pension contributions...........................................................................
Share based payment expense .............................................................

£m
20.8
2.6
0.5
0.2

£m
18.1
2.4
0.5
0.2

£m
14.0
1.7
0.5
0.2

Total employee beneﬁts expense.......................................................

24.1

21.2

16.4

Included with wages and salaries in the year ended 31 December 2020 is an amount of £0.4m (2019: £nil;
2018: £nil) relating to government grants received through Covid-19 speciﬁc local government assistance
schemes including the Coronavirus Job Retention Scheme in the UK. There are no unfulﬁlled conditions or
contingencies attached to these grants.
Average monthly number of employees during the year was as follows:
2020

2019

2018

262
306
61

194
266
67

177
203
49

629

527

429

2020

2019

2018

Salaries, fees and other short-term employee beneﬁts........................
Pension contributions...........................................................................
Share based payment expense .............................................................

1.0
—
0.1

0.7
—
—

0.6
—
—

Total costs of key management personnel ......................................

1.1

0.7

0.6

Administration .....................................................................................
Marketing and products.......................................................................
Technical ..............................................................................................

Compensation of key management personnel of the Group:

The amounts disclosed in the table are amounts recognised as an expense during the reporting period related
to key management personnel.
Key management personnel comprise of directors and heads of the executive and ﬁnance departments.
The aggregate emoluments paid to the highest paid Director during the year were £0.3m (2019: £0.3m;
2018 £0.3m). A 2.5% pension contribution was also paid during the year (2019: 2.7%; 2018: 2.0%). This
Director exercised nil share options in the Company in the year (2019: nil; 2018: 67,369).
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8.
Operating loss
Operating loss includes the following items, classiﬁed within distribution and administrative expenses:

Depreciation of property, plant and equipment ..........
Amortisation of intangible assets ................................
Depreciation of right of use assets(1) ..........................
Minimum lease payments recognised as an operating
lease expense ...............................................................
Net foreign exchange loss ...........................................

Notes

2020

2019

2018

10
11
19

£m
2.4
4.0
3.9

£m
1.9
2.8
3.2

£m
1.0
2.1
—

0.1
0.5

—
1.2

2.3
0.8

—————
(1) £1.3m of depreciation of right of use assets on warehouse leases is classiﬁed within distribution expenses (2019: £1.0m). The remaining
£2.6m of depreciation of right of use assets is classiﬁed within administrative expenses (2019: £2.2m).

9.
(a)

Income taxes
Income tax recognised in the income statement:
2020

2019

2018

£m

£m

£m

Current income tax:
Current income tax credit....................................................................
Foreign tax paid...................................................................................
Total current tax...................................................................................
Deferred tax:
Relating to:
Origination and reversal of temporary differences .........................
Effect of changes in the tax rate .....................................................

—
0.1
0.1

—
—
—

(0.7)
—
(0.7)

(6.1)
(0.6)

0.1
—

(0.3)
—

Total deferred tax ..............................................................................

(6.7)

0.1

(0.3)

Total income tax (credit)/expense reported in the income
statement .............................................................................................

(6.6)

0.1

(1.0)

2020
Deferred tax (credit)/expense ..............................................................
Total income tax (credited)/charged to other comprehensive income
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£m
(0.4)
(0.4)

2019
£m
(1.1)
(1.1)

2018
£m
1.0
1.0

(b)

Reconciliation of total tax expense

A reconciliation between tax expense and the accounting proﬁt using the UK’s domestic tax rate has been
presented for the years ended 31 December 2020, 2019 and 2018 as follows:

Loss before tax ....................................................................................
Loss before tax multiplied by the standard rate of corporation tax in
the UK of 19.0% (2019: 19%; 2018 19.0%)......................................
Permanent differences..........................................................................
Non-deductible expenses .....................................................................
Share options exercised .......................................................................
Foreign tax credit.................................................................................
R&D tax credit ....................................................................................
Tax losses not utilised .........................................................................
Recognition of deferred tax on tax losses previously unrecognised..
Tax rate changes ..................................................................................
Total tax (credit)/charge reported in the consolidated income
statement .............................................................................................

(c)

2020

2019

2018

£m
(14.2)

£m
(19.5)

£m
(5.0)

(2.7)
0.2
—
(0.2)
0.1
0.1
—
(3.1)
(1.0)

(3.7)
—
0.3
—
—
—
3.1
—
0.4

(1.0)
—
0.5
—
—
(0.7)
0.1
—
0.1

(6.6)

0.1

(1.0)

Reconciliation of deferred tax assets
2020

2019

2018

As at 1 January..................................................................................
Deferred tax (credited)/charged to the income statement ...................
Deferred tax (credited)/charged to other comprehensive income.......

£m
(5.1)
(6.7)
(0.4)

£m
(4.3)
0.3
(1.1)

£m
(4.8)
(0.3)
1.0

As at 31 December.............................................................................

(12.2)

(5.1)

(4.1)

The deferred tax (asset)/liability balance relates to the following:
2020
Capital allowances ...............................................................................
Derivative instruments .........................................................................
Unused tax losses ................................................................................

£m
0.8
(1.0)
(12.0)
(12.2)

2019

2018

£m
0.6
(0.4)
(5.3)

£m
0.6
0.6
(5.3)

(5.1)

(4.1)

Deferred tax assets are recognised for tax losses carried forward to the extent that the realisation of the
related beneﬁt through future taxable proﬁts is probable. The Group has recognised a deferred tax asset of
£12.2m at 31 December 2020 (2019: £5.1m; 2018: £4.1m) relating to unused tax losses, supported by the
latest board approved 5 year plan that forecasts future taxable proﬁts against which the deferred tax asset
will be utilised over the next 3 years. The Group has elected not to recognise any deferred tax assets
relating to employee share options. The estimated value of unrecognised deferred tax assets on vested but
unexercised options at 31 December 2020 is £3.9m.
(d) Factors that may affect future tax changes
On 16 March 2016, a further reduction in the UK corporation tax rate to 17% from 1 April 2020 was
announced in the Chancellor’s Budget. As at 31 December 2018, this reduction had been substantively
enacted. Therefore, a tax rate of 17% has been used to measure the deferred tax assets and liabilities as at
31 December 2018 and 2019.
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The 2020 Finance Bill announced that the planned reduction in the main rate of corporation tax from 19%
to 17% from 1 April 2020 would not occur and that the corporation tax rate would remain at 19% from
1 April 2020 and that this rate will be maintained from 1 April 2021. Deferred tax assets and liabilities that
had previously been measured at 17% have been remeasured at 19% at 31 December 2020 as that is the
rate expected to be in effect when the asset or liability reverses.
Following the Chancellor’s budget announcement on 3 March 2021, the UK headline corporation tax rate is
expected to increase on 1 April 2023 from 19% to 25%. This has not yet been substantively enacted,
however to the extent the rate does increase we would expect the effective tax rate to increase accordingly.
Any carried forwarded losses still unused at the point that the rate change becomes substantively enacted
will be remeasured at 25%. The impact of remeasuring the deferred tax asset recognised at 31 December
2020 at 25% would be an increase of £3.9m.
10.

Property, plant and equipment
Assets
under
construction

Fixtures &
Fittings

Computer
equipment

Ofﬁce
equipment

Total

£m

£m

£m

£m

£m

Cost:
At 1 January 2018 ...................
Additions..................................
Reclassiﬁcations .......................

0.1
1.8
(0.6)

1.8
1.0
0.6

0.7
0.4
—

0.2
0.2
—

2.8
3.4
—

At 31 December 2018 .............
Additions..................................
Reclassiﬁcations .......................

1.3
1.1
(2.4)

3.4
1.9
2.4

1.1
0.5
—

0.4
0.1
—

6.2
3.6
0.0

At 31 December 2019 .............

—

7.7

1.6

0.5

9.8

Additions..................................
At 31 December 2020 .............

—
—

0.5
8.2

0.2
1.8

—
0.5

0.7
10.5

Depreciation:
At 1 January 2018 ...................
Charge for the year ..................

—
—

1.3
0.6

0.4
0.3

0.1
0.1

1.8
1.0

At 31 December 2018 .............
Charge for the year ..................

—
—

1.9
1.5

0.7
0.3

0.2
0.1

2.8
1.9

At 31 December 2019 .............
Charge for the year ..................
At 31 December 2020 .............

—
—
—

3.4
2.0
5.4

1.0
0.3
1.3

0.3
0.1
0.4

4.7
2.4
7.1

Net book value:
At 31 December 2020 .............

—

2.8

0.5

0.1

3.4

At 31 December 2019 .............

—

4.3

0.6

0.2

5.1

At 31 December 2018 .............

1.3

1.5

0.4

0.2

3.4

In the year ended 31 December 2019, £2.4m of assets relating to the refurbishment of the London
showroom were reclassed from assets under construction to ﬁxtures and ﬁttings.
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11.

Intangible assets

Domain
name

Website
development
costs

Trademarks
and IP assets

Total

£m

£m

£m

£m

Cost:
At 1 January 2018 ....................................
Additions...................................................

0.1
—

8.3
3.6

—
0.1

8.4
3.7

At 31 December 2018 ..............................
Additions...................................................

0.1
—

11.9
5.0

0.1
0.3

12.1
5.3

At 31 December 2019 ..............................
Additions...................................................
At 31 December 2020 ..............................

0.1
—
0.1

16.9
4.9
21.8

0.4
0.1
0.5

17.4
5.0
22.4

Amortisation:
At 1 January 2018 ....................................
Charge for the year...................................

0.1
—

4.5
2.1

—
—

4.6
2.1

At 31 December 2018 ..............................
Charge for the year...................................

0.1
—

6.6
2.7

—
0.1

6.7
2.8

At 31 December 2019 ..............................
Charge for the year...................................

0.1
—

9.3
3.9

0.1
0.1

9.5
4.0

At 31 December 2020 ..............................

0.1

13.2

0.2

13.5

Net Book Value:
At 31 December 2020 ..............................

—

8.6

0.3

8.9

At 31 December 2019 ..............................

—

7.6

0.3

7.9

At 31 December 2018 ..............................

—

5.3

0.1

5.4

On 14 May 2020 the Group entered into a loan agreement with Silicon Valley Bank. The terms of this
agreement include a pledge on the Group’s IP and Trademark assets (note 15).
12.

Inventories

Finished goods.....................................................................................

2020

2019

2018

£m
21.5

£m
25.6

£m
17.9

21.5

25.6

17.9

On 14 May 2020 the Group entered into a loan agreement with Silicon Valley Bank. The terms of this
agreement include a pledge on the Group’s inventory on hand (note 15).
The cost of inventories recognised as an expense are £111.7m (2019: £93.2m; 2018: £77.8m). There has
been no material stock write offs in the period (2019: £nil; 2018: £nil). Included within the inventory
balance reported at 31 December 2020 is a ‘right to return’ asset of £0.7m (2019: £ 0.6m; 2018: £0.4m)
associated with the provision for future returns recognised within deferred revenue (note 18).
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13.

Trade and other receivables

Trade receivables .................................................................................
Other receivables .................................................................................
Prepayments and accrued income .......................................................
Tax debtor...........................................................................................

2020

2019

2018

£m
0.2
10.6
1.7
0.7

£m
0.4
6.1
1.6
0.6

£m
—
5.6
2.4
0.7

13.2

8.7

8.7

Included within Other Receivables is £6.2m of amounts due from payment providers which are expected to
be settled within 5 working days (2019: £4.5m; 2018: £4.5m) and an amount of £4m due from Silicon
Valley Bank which is expected to be settled in 15 days of year end (2019: £nil; 2018: £nil). At
31 December 2019, an amount of £1.3 million has been recognised in Other Receivables for agreed supplier
rebates (2018: £1.0m). Trade and other receivables are non-interest bearing and are generally on terms of 7
to 30 days. As at 31 December 2020, £nil of trade receivables were impaired and fully provided for
(2019: £nil; 2018: £0.7m).
Gross trade receivables are denominated in the following currencies:

Pound Sterling .....................................................................................
Euro......................................................................................................

2020

2019

2018

£m
0.1
0.1

£m
—
0.4

£m
—
—

0.2

0.4

—

2020

2019

2018

£m
—

£m
—

£m
—

0.1
—
0.1

0.2
—
0.2

—
—
—

0.2

0.4

—

The aging analysis of trade receivables is as follows:

Neither past due nor impaired
Past due but not impaired:
0-30 days .............................................................................................
30-60 days ...........................................................................................
Greater than 60 days ...........................................................................

The Group continually assesses the recoverability of trade receivables and the level of provisioning required.
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14. Cash
For the purposes of the statement of cash ﬂows, cash includes cash on hand and in banks. Cash at banks
earns interest at ﬂoating rates based on daily deposit rates. Cash at the end of the ﬁnancial year as shown
in the statement of cash ﬂows is equal to the related items in the statement of ﬁnancial position as follows:
2020

2019

2018

£m
50.4

£m
17.5

£m
35.6

2020

2019

2018

GBP......................................................................................................
EUR .....................................................................................................
CHF......................................................................................................
DKK.....................................................................................................
SEK ......................................................................................................
USD .....................................................................................................
RMB.....................................................................................................

£m
37.3
10.3
2.5
0.2
0.0
0.0
0.1

£m
13.8
3.3
0.3
0.1
0.0
0.0
—

£m
32.9
1.5
0.4
—
—
0.8
—

Total.....................................................................................................

50.4

17.5

35.6

Cash at banks and on hand .................................................................
Cash is denominated in the following currencies:

15.

Financial assets and ﬁnancial liabilities

Group and Company
Interest-bearing loans and borrowings
Term loan
On 14 May 2020, the Group entered into a loan agreement with Silicon Valley Bank for a term loan of
£10m. The term loan had a ﬂoating rate of interest and is secured by a ﬁxed and ﬂoating charge over the
Group’s assets, including available inventory (refer to note 12) and IP and Trademark assets (refer to
note 11). This security interest in the Group’s assets is enforceable upon a default event, including a failure
to repay or failure to comply with the agreed covenants. In addition, the Group issued warrant instruments
over 43,500 ordinary shares in the ultimate parent to the lenders. The warrants were issued with an exercise
price of £0.001 per share and are valid for 10 years from grant date. The fair value of the warrant
instruments is £0.2m, which has been recognised in equity and offset against the initial proceeds of the
loan.
The loan, classiﬁed as non-current, is repayable in full in May 2023. The Group was in compliance with
the ﬁnancial and other covenants within this facility throughout the ﬁnancial year, including minimum
liquidity requirements and revenue growth targets.
The loan is held at amortised cost. The carrying value of the loan at 31 December 2020 is £9.7m. The fair
value of the loan at 31 December 2020 is £10.0m.
Revolving credit facility
On 17 January 2020, the Group entered into an agreement with Silicon Valley Bank for a revolving credit
facility of up to £10m, which replaced the previous revolving credit facility with Silicon Valley Bank which
matured on 31 December 2019. The Group drew down £10m against this facility on the 13 March 2020.
This was fully repaid on 14 May 2020. The facility is available until the 17 January 2022. Interest on any
drawn amounts is charged at the higher of 5.25% or LIBOR +4.50%. Any undrawn amounts attract a fee of
1% p.a. The Group was in compliance with the ﬁnancial and other covenants within this facility throughout
the ﬁnancial year, including minimum liquidity requirements.
Foreign exchange contracts
The group uses forward foreign exchange contracts to manage its transaction exposures incurred on
purchases of inventory in USD and revenues earned in EUR. The foreign exchange contracts are designated
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as cash ﬂow hedges and are entered into for periods consistent with foreign currency exposure of the
underlying transactions, generally from one to twelve months.
The Group enters into derivative ﬁnancial instruments with various counterparties, principally ﬁnancial
institutions with investment grade credit ratings. Foreign exchange contracts are valued using valuation
techniques, which employs the use of market observable inputs. The most frequently applied valuation
techniques include forward pricing and swap models, using present value calculations. The models
incorporate various inputs including the credit quality of counterparties, foreign exchange spot and forward
rates, yield curves of the respective currencies, currency basis spreads between the respective currencies and
forward rate curves of the underlying commodity. All derivative contracts are fully cash collateralised,
thereby eliminating both counterparty and the Group’s own non-performance risk. As at 31 December 2020,
the marked-to-market value of derivative liability position is net of a credit valuation adjustment attributable
to derivative counterparty default risk. Derivative contracts are categorised as level 2 within the fair value
hierarchy.
Hedge ineffectiveness can arise from differences in the timing of the cash ﬂows of the hedged items and the
hedging instruments; the counterparties’ credit risk differently impacting the fair value movements of the
hedging instruments and hedged items; and changes to the forecasted amount of cash ﬂows of hedged items
and hedging instruments.
During the year ended 31 December 2020, the Group recognised realised losses on cashﬂow hedges of
£0.9m in Cost of Sales (2019: realised gains of £6.6m; 2018: realised losses of £1.5m) and recognised
realised gains of £1.5m in revenue (2019: £nil; 2018: realised losses of £0.1m).
At 31 December 2020 unrealised losses on cashﬂow hedges of £4.8m have been recognised in the cashﬂow
hedge reserve (2019: £2.2m; 2018: unrealised gains of £4.1m). At 31 December 2020 realised losses on
cashﬂow hedges of £1.1m have been recognised in inventory (2019: £0.2m; 2018: realised gains of £0.6m)
and £0.1m of realised gains on cashﬂow hedges have been recognised in deferred revenue (2019: £0.2m;
2018: £nil).
The net fair value of forward foreign exchange contracts recognised in the statement of ﬁnancial position
was a current liability of £4.8m (2019: current liability of £2.2m; 2018: current asset of £4.2m). Cashﬂows
relating to these contracts will occur during within 12 months of the reporting date, and gains or losses will
be recognised in the same period. The table below illustrates the maturity proﬁle of the notional value of
the outstanding foreign exchange contracts, which are to be settled gross:
Maturity

As at 31 December 2020
USD:GBP foreign exchange contracts
(hedging highly probable forecast
purchases)
Notional Amount (£m) – cash inﬂows .....
Average forward rate (GBP:USD) ............
EUR:GBP foreign exchange contracts
(hedging highly probable forecast sales)
Notional Amount (£m) – cash outﬂows ...
Average forward rate (GBP:EUR) ............
As at 31 December 2019
USD:GBP foreign exchange contracts
(hedging highly probable forecast
purchases)
Notional Amount (£m) – cash inﬂows .....
Average forward rate (GBP:USD) ............
EUR:GBP foreign exchange contracts
(hedging highly probable forecast sales)
Notional Amount (£m) – cash outﬂows ...
Average forward rate (GBP:EUR) ............
As at 31 December 2018
USD:GBP foreign exchange contracts
(hedging highly probable forecast
purchases)
Notional Amount (£m) – cash inﬂows .....
Average forward rate (GBP:USD) ............
EUR:GBP foreign exchange contracts
(hedging highly probable forecast sales)
Notional Amount (£m) – cash outﬂows ...
Average forward rate (GBP:EUR) ............

Less than
1 month

1 to 3
months

3 to 6
months

6 to 9
months

9 to 12
months

Total

11.9
1.30

19.6
1.30

27.3
1.30

25.9
1.29

23.2
1.29

107.9
1.30

(7.0)
1.13

(6.1)
1.11

(10.8)
1.11

(16.6)
1.08

(16.4)
1.08

(56.9)
1.10

12.6
1.27

17.0
1.29

23.1
1.30

22.9
1.22

22.9
1.22

98.5
1.26

(5.4)
1.10

(4.1)
1.08

(7.4)
1.08

(11.1)
1.09

(13.4)
1.08

(41.4)
1.09

6.4
1.40

11.4
1.40

16.3
1.41

17.1
1.40

15.3
1.38

66.5
1.40

(2.6)
1.14

(5.3)
1.14

(7.9)
1.14

(7.9)
1.13

(8.0)
1.13

(31.7)
1.14
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The table below reports the notional amount of the foreign currency cash ﬂow hedges as well as the impact
of the hedging instruments on the Group’s ﬁnancial position:
2020

Derivative Assets
USD:GBP foreign exchange contracts....
EUR:GBP foreign exchange contracts....

Total .........................................................

16.

2018

Notional
amount

Carrying
amount

Notional
amount

Carrying
amount

Notional
amount

Carrying
amount

£m

£m

£m

£m

£m

£m

—
42.9

—
1.2

13.4
41.4

0.2
3.0

62.3
—

5.7
—

Total .........................................................
Derivative liabilities
USD:GBP foreign exchange contracts....
EUR:GBP foreign exchange contracts....

2019

1.2

107.9
14.0

(5.7)
(0.3)
(6.0)

3.2

85.1
—

(5.4)
—

5.7

4.2
31.7

(5.4)

(0.5)
(1.0)
(1.5)

Trade and other payables

Current
Trade payables .....................................................................................
Taxation and social security ................................................................
Accruals ...............................................................................................

2020

2019

2018

£m

£m

£m

17.5
10.7
11.4

21.4
5.1
10.4

21.9
3.1
6.5

39.6

36.9

31.5

Amounts included within taxation and social security represent current VAT amounts payable.
17.

Provisions
Legal Dilapidation
provisions
provisions

Group and Company

Total

At 1 January 2018 ...............................................................................
Created during the year .......................................................................
Utilised/released during the year .........................................................
At 31 December 2018 .........................................................................

£m
0.5
—
(0.5)
—

£m
0.1
0.5
—
0.6

£m
0.6
0.5
(0.5)
0.6

Addition during the year .....................................................................
Utilised/released during the year .........................................................
At 31 December 2019 .........................................................................

0.1
—
0.1

0.5
—
1.1

0.6
—
1.2

Addition during the year .....................................................................
Utilised/released during the year .........................................................
At 31 December 2020 .........................................................................

—
(0.1)
—

0.2
—
1.3

0.2
(0.1)
1.3

Analysis of provisions:

Current .................................................................................................
Non-current ..........................................................................................
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2020

2019

2018

£m
—
1.3

£m
0.1
1.1

£m
—
0.6

Dilapidations provision
Additional dilapidation provisions have been taken up in 2020 to recognise future obligations under the
lease contracts for the Group’s ofﬁce, warehouse and showroom premises in the UK and Europe. The
provisions are expected to be utilised within 2 to 8 years (2019: 4 to 9 years; 2018: 7 to 10 years).
18. Deferred revenue
The Group begins to actively market and sell its products to customers when they are in the manufacturing
and shipping phase. This can typically be up to 12 weeks prior to delivery to the customer, although recent
short-term supply chain pressures have meant that this can be up to 18 weeks. Customers are entitled to
cancel orders free of charge prior to delivery, and can return them up to 30 days after delivery. Revenue is
recognised at the point that the products are delivered to the customer. The lead time between the customer
placing the sale order and the delivery of the order creates a deferred revenue contractual liability. Revenues
of £19.6m were recognised in the year ended 31 December 2020 that were reported as deferred revenue at
the beginning of the year (2019: £14.9m; 2018: £14.3m). The carrying balance of customer orders not yet
fulﬁlled at 31 December 2020 is £52.8m (2019: £19.6m; 2018: £14.9m) which is expected to be recognised
within 1 to 6 months of the year end (2019: 1 to 3 months; 2018: 1 to 3 months), in line with prevailing
lead times. Included within this balance is an amount of £1.4m relating to a provision for future returns
(2019: £1.3m; 2018: £0.9m).
19. Leases
The Group has entered into a number of lease contracts, as a lessee for properties including ofﬁces,
showrooms and warehouses. These lease contracts generally have terms between 3 to 10 years. Lease
contracts with terms of less than 12 months are classiﬁed as short term. The value of short term leases
recognised as an expense in the income statement in the year ended 31 December 2020 was £0.1m
(2019: £0.5m).
Set out below are the carrying amounts of the right-of-use assets relating to these lease contracts that have
been recognised in the historical ﬁnancial information for the years ended 31 December 2020 and
31 December 2019, including the movements during the year. Note that the balances reported as at
1 January 2019 represent the carrying values of the right of use assets recognised upon transition to
IFRS 16:
Group and Company

Warehouses

Ofﬁces

Showrooms

Total

At 1 January 2019..............................................
Additions ............................................................
Amortisation expense.........................................

£m
—
6.4
(1.1)

£m
3.3
1.1
(0.9)

£m
3.4
4.0
(1.2)

£m
6.7
11.5
(3.2)

At 1 January 2020..............................................
Additions ............................................................
Amortisation expense.........................................
Foreign exchange ...............................................
At 31 December 2020........................................

5.3
0.2
(1.3)
—
4.2

3.5
0.6
(1.1)
0.1
3.1

6.2
—
(1.5)
0.3
5.0

15.0
0.8
(3.9)
0.4
12.3
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Set out below are the carrying amounts of the lease liabilities relating to these lease contracts that have been
recognised in the historical ﬁnancial information for the years ended 31 December 2020 and 31 December
2019, including the movements during the year. Note that the balances reported as at 1 January 2019
represent the carrying values of the lease liabilities recognised upon transition to IFRS 16:
Group and Company

Warehouses

Ofﬁces

Showrooms

Total

At 1 January 2019..............................................
Additions ............................................................
Lease payment....................................................
Interest Expense .................................................
At 1 January 2020..............................................
Additions ............................................................

£m
—
6.3
(0.7)
0.1
5.7
0.1

£m
4.3
1.0
(1.2)
0.1
4.2
0.6

£m
3.9
4.0
(1.2)
0.2
6.9
—

£m
8.2
11.3
(3.1)
0.4
16.8
0.7

Lease payment....................................................
Interest Expense .................................................
Foreign exchange ...............................................
At 31 December 2020........................................

(1.1)
0.1
—
4.8

(1.2)
0.1
0.1
3.8

(1.8)
0.3
0.2
5.6

(4.1)
0.5
0.3
14.2

Current................................................................
Non-Current........................................................

1.3
4.4

1.2
3.0

1.6
5.3

4.1
12.7

At 31 December 2019........................................

5.7

4.2

6.9

16.8

Current................................................................
Non-Current........................................................

1.8
3.0

1.1
2.7

1.6
4.0

4.5
9.7

At 31 December 2020........................................

4.8

3.8

5.6

14.2

The total amount paid for leases (including short term leases) in the year ended 31 December 2020 was
£4.2m (2019: £3.6m).
Several of the leases in the Group’s portfolio include extension or termination options. Management applies
judgement in assessing the likelihood of exercising any such options on a lease-by-lease basis. At
31 December 2020, the undiscounted potential future payments relating to periods beyond any break options
that have been assumed is £12.8m (2019: £12.4m).
The carrying value of lease liabilities recognised at 1 January 2019, on adoption of IFRS 16, is reconciled
to the future minimum rental payments under non-cancellable operating leases as at 31 December 2018 as
follows:
£m
Future minimum rental payments at 31 December 2018.................................................................
Impact of discounting .......................................................................................................................
Short term leases ...............................................................................................................................
Lease commencing on 1 January 2019 ............................................................................................

8.6
(0.6)
(0.5)
0.7
8.2
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As at 31 December 2018, the Group had entered into a number of leases for properties. The future
minimum rentals payable under non-cancellable operating leases are as follows:
£m
Within one year.................................................................................................................................
After one year but not more than ﬁve years ....................................................................................

2.5
6.1
8.6

20. Earnings per share
Basic earnings per share is calculated by dividing the net loss for the period attributable to ordinary equity
holders of the parent by the weighted average number of shares outstanding during the period. The
weighted average number of shares represents the weighted average number of ordinary, preference and
growth shares in issue during the reporting period. All classes of shares have equal voting and dividend
rights and as such are treated as one single class of shares for the purposes of calculating earnings per
share.
Diluted earnings per share amounts are calculated by dividing the net proﬁt/(loss) attributable to ordinary
equity holders of the parent by the weighted average number of shares outstanding during the period plus
the weighted average number of shares that would be issued on conversion of any dilutive potential
ordinary shares into ordinary shares. The outstanding share options are non-dilutive for the periods
presented.
The following reﬂects the income and share data used in the basic earnings per share computations:
2020
Loss attributable to ordinary equity holders of the parent (£m) .
Weighted average number of shares ............................................
Weighted average dilutive potential ordinary shares ...................
Diluted weighted average number of shares................................
Basic and diluted loss per share (pence per share) .....................

(7.6)
31,718,602
—
31,718,602
(24.0)p

2019
(19.6)
31,545,594
—
31,545,594
(62.1)p

2018
(4.0)
31,478,317
—
31,478,317
(12.7)p

There have been no other transactions involving actual ordinary shares or potential ordinary shares between
the reporting date and the date of authorisation of this historical ﬁnancial information.
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At 31 December 2017 ..........
Share capital authorised .......
At 31 December 2018 ..........
Share capital authorised .......
At 31 December 2019 ..........
Share capital authorised .......
At 31 December 2019 ..........
At 31 December 2017 ..........
Share capital issued ..............
Shares sold............................
At 31 December 2018 ..........
Share capital issued ..............
Shares sold............................
At 31 December 2019 ..........
Share capital issued ..............
Shares sold............................
At 31 December 2020 ..........

4,842,632
—
4,842,632
—
4,842,632
—
4,842,632
3,873,116
—
(189,261)
3,683,855
—
—
3,683,855
—
—
3,683,855

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

12,996,413
7,003,587
20,000,000
—
20,000,000
—
20,000,000
7,276,318
114,012
(545,782)
6,844,548
67,277
—
6,911,825
346,014
—
7,257,839

No of
shares

£m

No of
shares
£m
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
4,274,615
—
4,274,615
—
4,274,615
—
4,274,615
4,219,220
—
(7,891)
4,211,329
—
—
4,211,329
—
—
4,211,329

No of
shares

£0.001 each

Preferred shares

Preferred shares

£0.001 each

Series B-1

Series A

£0.001 each

Ordinary shares

21. Issued share capital and reserves
Authorised share capital

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

£m
1,327,610
—
1,327,610
—
1,327,610
—
1,327,610
1,305,952
—
(6,232)
1,299,720
—
—
1,299,720
—
—
1,299,720

No of
shares

£0.001 each

Preferred shares

Series B-2

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

£m
3,865,979
—
3,865,979
—
3,865,979
—
3,865,979
3,865,979
—
—
3,865,979
—
—
3,865,979
—
—
3,865,979

No of
shares

£0.001 each

Preferred shares

Series C-1

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

£m
6,060,606
—
6,060,606
—
6,060,606
—
6,060,606
6,060,606
—
—
6,060,606
—
—
6,060,606
—
—
6,060,606

No of
shares

£0.001 each

Preferred shares

Series C-2

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

£m
673,651
—
673,651
—
673,651
—
673,651
673,651
—
—
673,651
—
—
673,651
—
—
673,651

No of
shares

£0.001 each

Preferred shares

Series C-3

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

£m

836,821
7,163,179
8,000,000
—
8,000,000
—
8,000,000
836,821
2,817,134
—
3,653,955
—
—
3,653,955
—
—
3,653,955

No of
shares

£0.001 each

Preferred shares

Series C-4

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

£m

5,720,095
—
5,720,095
—
5,720,095
—
5,720,095
1,184,675
—
—
1,184,675
—
—
1,184,675
—
—
1,184,675

No of
shares

£0.001 each

Growth shares

—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—
—

£m

Share Capital
During the year ended 31 December 2020, the Group issued 346,014 ordinary shares related to options
exercised under the General Employee Share Plan.
During the year ended 31 December 2019, the Group issued 67,277 ordinary shares related to options
exercised under the General Employee Share Plan.
During the year ended 31 December 2018, the Group issued 2,817,134 Series C-4 preference shares through
both a primary and a secondary fundraising. Under the primary fundraising, the Group received £30.0m of
cash. Under the secondary fundraising, the Group received £0.3m of cash and exchanged 749,166 of
existing ordinary and preference shares for newly issued Series C-4 preference shares. Costs of £0.9m
associated with the share issue were incurred and recognised in the share premium reserve.
Rights for the different classes of shares
Each ordinary and preference share gives the holder the right to vote at annual general meetings and to
receive dividends declared and distributed (pari passu as if all equity shares were one class of shares).
Preferred shares are convertible to common shares at the holder’s discretion, on a one-to-one basis.
In the event of liquidation the assets of the Company remaining after the payment of its liabilities shall be
applied in the following order of priority:
–

Series C Preferred Shares

–

Series B Preferred Shares

–

Series A Preferred Shares

–

Ordinary Shares (including growth shares)

Nature and purpose of reserves
Foreign currency translation reserve
Exchange differences relating to the translation from the functional currencies of the Group’s foreign
subsidiaries into Pounds Sterling are accounted for by entries made directly to the foreign currency
translation reserve. Note that is reserve arises in the consolidated Group only, not in the Company.
Hedging reserve
The hedging reserve is used to recognise the unrealised gains and losses on cash ﬂow hedges held by the
Group that qualify for hedge accounting.
Other reserves
Other reserves relate to the investment in Made.com Design Ltd by Made.com Limited.
Share options and share based payments
Share options have been granted in respect of the ordinary shares issued by the parent. Refer to note 22 for
further details.
Dividends
No dividends have been paid or proposed during the year ended 31 December 2020 (2019: nil; 2018: nil).
22. Share-based payments
Under the General Employee Share-option Plan (GESP), the Group, at its discretion, may grant share
options over ordinary shares of the parent to employees and directors. The options are granted as equitysettled. The fair value of share options granted is estimated at the date of grant using a Black-Scholes
simulation model. The expense associated with issuing these options is pushed down from the ultimate
parent company to the entity in which the employees are employed.
The key inputs used in the Black-Scholes pricing model to determine the fair value include the share price
at the date of grant, which is calculated with reference to the company valuation at the time of grant,
adjusted for existing preference rights, and divided by the issued share capital and outstanding options at the
time of grant; the exercise price attached to the option; the vesting period of the award; an appropriate risk
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free rate; the impact of any dividend rights attached to the grant; and an expected share price volatility,
estimated with reference to published volatility rates of publicly listed comparable companies.
Share option granted during the historical ﬁnancial period
2020
On 10 June 2020, the Group granted 300,000 options to employees. 200,000 options were granted with an
exercise price of £10.16; 100,000 options were granted with an exercise price of £14.51. The options will
vest in 3 equal tranches over a 3 year vesting period. If the Group achieves an ‘exit event’ such as an IPO
within 18 months of the grant date, 50% of the options will automatically vest at the date of admission. If
the event occurs between 18 months and three years from grant date, any unvested options will
automatically vest. No performance conditions other than continued service are attached to the options.
The fair values calculated for the options and the relevant inputs into the Black-Scholes models were:

Fair value (£) ..........................................................................................................
Weighted average share price (£) ...........................................................................
Expected volatility (%) ...........................................................................................
Risk-free interest rate (%).......................................................................................
Expected life of share options (periods) ................................................................
Dividend yield (%) .................................................................................................

Exercise
price £10.16

Exercise
price £14.56

£0.97
£6.13
50%
0.03%
3
N/A

£0.51
£6.13
50%
0.03%
3
N/A

2019
On 7 February 2019, the Group granted 40,000 options to employees. 26,667 options were granted with an
exercise price of £5.00; 13,333 options were granted with an exercise price of £7.24. The options will vest
in 3 equal tranches over a 3 year vesting period. If the Group achieves an ‘exit event’ such as an IPO
within 18 months of the grant date, 50% of the options will automatically vest at the date of admission. If
the event occurs between 18 months and three years from grant date, any unvested options will
automatically vest. No performance conditions other than continued service are attached to the options.
The fair values calculated for the options and the relevant inputs into the Black-Scholes models were:

Fair value (£) ..........................................................................................................
Weighted average share price (£) ...........................................................................
Expected volatility (%) ...........................................................................................
Risk-free interest rate (%).......................................................................................
Expected life of share options (periods) ................................................................
Dividend yield (%) .................................................................................................

Exercise
price £5.00

Exercise
price £7.24

£2.41
£6.17
50%
0.50%
3
N/A

£1.62
£6.17
50%
0.50%
3
N/A

On 4 July 2019, the Group granted 190,000 options to employees. 126,667 options were granted with an
exercise price of £10.16; 63,333 options were granted with an exercise price of £14.51. The options will
vest in 3 equal tranches over a 3 year vesting period. If the Group achieves an ‘exit event’ such as an IPO
within 18 months of the grant date, 50% of the options will automatically vest at the date of admission. If
the event occurs between 18 months and three years from grant date, any unvested options will
automatically vest. No performance conditions other than continued service are attached to the options.
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The fair values calculated for the options and the relevant inputs into the Black-Scholes models were:
Exercise
price £10.16

Exercise
price £14.51

£1.08
£6.17
50%
0.50%
3
N/A

£0.60
£6.17
50%
0.50%
3
N/A

Fair value (£) ..........................................................................................................
Weighted average share price (£) ...........................................................................
Expected volatility (%) ...........................................................................................
Risk-free interest rate (%).......................................................................................
Expected life of share options (periods) ................................................................
Dividend yield (%) .................................................................................................

2018
On 26 February 2018, the Group granted 185,000 options to employees. 123,333 options were granted with
an exercise price of £5.00; 61,667 options were granted with an exercise price of £7.24. The options will
vest in 3 equal tranches over a 3 year vesting period. If the Group achieves an ‘exit event’ such as an IPO
within 18 months of the grant date, 50% of the options will automatically vest at the date of admission. If
the event occurs between 18 months and three years from grant date, any unvested options will
automatically vest. No performance conditions other than continued service are attached to the options.
The fair values calculated for the options and the relevant inputs into the Black-Scholes models were:
Exercise
price £5.00

Exercise
price £7.24

£2.55
£6.16
50%
0.67%
3
N/A

£1.79
£6.16
50%
0.67%
3
N/A

Fair value (£) ..........................................................................................................
Weighted average share price (£) ...........................................................................
Expected volatility (%) ...........................................................................................
Risk-free interest rate (%).......................................................................................
Expected life of share options (periods) ................................................................
Dividend yield (%) .................................................................................................

Movements during the historical ﬁnancial period
The following table shows the movement in the number of share options outstanding and the weighted
average exercise prices during in the years ending 31 December 2020, 2019 and 2018:
2020
Weighted
Average
exercise price

2019
Weighted
Number of
Average
options exercise price

2018
Weighted
Number of
Average
options exercise price

Number of
options

Outstanding at 1 January.........................
Granted.....................................................
Exercised during the year........................
Lapsed and forfeited during the year......
Outstanding at 31 December...................

£
3.99
11.61
1.66
7.88
4.65

4,362,464
300,000
(346,014)
(73,334)
4,243,116

£
3.60
10.59
1.93
5.75
3.99

4,213,074
230,000
(67,277)
(13,333)
4,362,464

£
3.48
5.75
1.93
4.83
3.60

4,200,420
185,000
(114,013)
(58,333)
4,213,074

Exercisable at 31 December....................

4.10

3,883,116

3.38

4,051,805

3.22

3,478,907
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The number of options outstanding at the end of 31 December 2020, 2019 and 2018 have a range of
exercise prices between £1.63 and £14.51 and have the following terms:
Term of the option

2020

2019

2018

1 June 2010 – 1 June 2020..........................................................
8 May 2013 – 8 May 2023..........................................................
24 January 2014 – 24 January 2024............................................
13 May 2014 – 13 May 2024......................................................
18 September 2014 – 18 September 2024 ..................................
7 November 2014 – 7 November 2024.......................................
2 December 2014 – 2 December 2024........................................
19 September 2016 – 19 September 2026 ..................................
1 August 2017 – 1 August 2027. ................................................
4 September 2017 – 4 September 2027 ......................................
26 February 2018 – 26 February 2028........................................
7 February 2019 – 7 February 2029............................................
4 July 2019 – 4 July 2029 ...........................................................
10 June 2020 – 10 June 2030......................................................

—
191,507
—
201,274
1,050,336
92,500
28,500
1,260,666
690,000
100,000
165,000
—
163,333
300,000

11,054
266,507
253,960
201,274
1,050,336
92,500
28,500
1,266,666
690,000
100,000
171,667
40,000
190,000
—

11,054
311,507
266,237
201,274
1,050,336
92,500
28,500
1,276,666
690,000
100,000
185,000
—
—
—

Total ..............................................................................................

4,243,116

4,362,464

4,213,074

23. Risk management
The Group is exposed to market risk, credit risk, foreign exchange risk and liquidity risk. The Group’s
principal ﬁnancial instruments are Trade and other receivables, Trade and other payables, Cash, loans and
borrowings and current ﬁnancial asset/liability.
This note provides further detail on ﬁnancial risk management and includes quantitative information on the
speciﬁc risks the Group is exposed to.
Market risk
Market risk is the risk that the fair value of future cash ﬂows of a ﬁnancial instrument will ﬂuctuate
because of changes in market prices. Market risk comprise three types of risk: interest rate risk, currency
risk and other prices risk, such as equity price risk.
The Group’s exposure is primarily to the ﬁnancial risks of changes in foreign currency exchange rates and
interest rate risk.
Sensitivity analysis
The Company recognises that movements in certain risk variables (such as interest rates or foreign exchange
rates) might affect the value of its other receivables. Therefore the Company has assessed:
a)

What would be reasonably possible changes in the risk variables at the end of the reporting period,
and

b)

The effects on proﬁt or loss and equity if such changes in the risk variables were to occur.

Interest rate risk
Interest rate risk is the risk that the fair value or future cash ﬂows of a ﬁnancial instrument will ﬂuctuate
because of changes in market interest rates. The Group has low exposure to interest rate risk as, except for
the interest-bearing loan, all trade and other receivables and payables are non-interest bearing.
The Group cash balances are held in current bank accounts and earn immaterial levels of interest.
Management has concluded that any changes in the LIBOR rates will have an immaterial impact on interest
income earned on the Group cash balances. No interest rate sensitivity has been included in relation to the
Group’s cash balances.
Foreign currency risk
Foreign currency risk is the risk that the fair value or future cash ﬂows of a ﬁnancial instrument will
ﬂuctuate because of changes in foreign exchange rates. The Group’s exposure to foreign exchange risk
primarily arises when revenue and expenses are denominated in a different currency from the Group’s
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presentational currency. Foreign exchange risk also arises when the individual entities enter into transactions
that are not denominated in their functional currency.
Foreign currency sensitivity
The Group operates internationally and is therefore exposed to a foreign currency transaction risk, primarily
on purchases and sales denominated in US dollars and Euros. The Group’s presentational currency is
Sterling, and therefore the Group is exposed to foreign currency translation risks due to movements in
foreign exchange rates on the translation of non-sterling assets and liabilities.
The Group’s policy is to match foreign currency transaction exposures where possible. Where appropriate,
the Group uses ﬁnancial instruments in the form of forward exchange contracts to hedge future foreign
currency cash ﬂows.
At 31 December 2020 the Group has performed a sensitivity analysis to determine the impact of a +/- 3%
movement in both GBP:USD and GBP:EUR cross rates on the carrying value of balance sheet items
including cash, other receivables, trade creditors and the outstanding cashﬂow hedges. A 3% increase/
decrease in GBP:USD would have resulted in a £0.3m increase/£0.3m decrease in the income statement
(2019: £0.3/£0.3m; 2018: £0.1m/£0.2m) and an additional deferred loss of £2.6m/deferred gain of £2.8m
recognised in Other Comprehensive Income (2019: £2.4m/£2.5m; 2018: £1.8m/£1.9m). A 3% increase/
decrease in GBP:EUR would have resulted in a £0.2m decrease/£0.3m increase in the income statement
(2019: £nil/£nil; 2018: £nil/£nil) and an additional deferred gain of £1.6m/deferred loss of 1.7m recognised
in Other Comprehensive Income (2019: £1.1m/£1.2m; 2018: £1.0m/£1.0m).
Liquidity risk
Liquidity risk for the Group arises from the management of working capital commitments and meeting its
ﬁnancial obligations as they fall due. The Group’s policy is to review cash ﬂow forecasts / projections
regularly as well as information regarding cash balances to ensure that it has signiﬁcant cash to allow it to
meet its liabilities when they become due. The Group reviews its long-term funding requirements in parallel
with its long-term strategy, with an objective of aligning both in a timely manner.
The contractual undiscounted cash ﬂows for current Trade and Other Payables and Deferred Revenue is
equal to their carrying value. The undiscounted contractual cash ﬂows for current lease liabilities, due within
one year, if £5.0m (2019: £4.5m).
The maturity proﬁle of the contractual undiscounted cash ﬂows for the Group’s non-current ﬁnancial
liabilities is as follows:
Maturity

1 to 2 years

2 to 3 years

3 to 4 years

4 to 5 years

More than
5 years

Total

As at 31 December 2020
Lease Liabilities.......................................
Interest bearing loans and borrowings ....

4.6
1.0

3.2
10.4

1.2
—

0.7
—

0.5
—

10.2
11.4

Total .........................................................

5.6

13.6

1.2

0.7

0.5

21.6

As at 31 December 2019
Lease Liabilities.......................................

4.7

4.3

2.6

1.1

1.2

13.9

Total .........................................................

4.7

4.3

2.6

1.1

1.2

13.9

The Group did not have any non-current ﬁnancial liabilities at 31 December 2018.
Credit risk
Credit risk is the risk of ﬁnancial loss to the group if a customer or counterparty fails to meet its
contractual obligations under a ﬁnancial instrument or customer contract, leading to a ﬁnancial loss. The
Group is mainly exposed to credit risk from its operating activities (primarily for trade receivables – credit
sales).
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Trade receivables
The Group has a low retail credit risk due to transactions being principally of a high value, low volume and
short maturity. The risk of default is considered to be low, and write-offs due to bad debts are extremely
low.
Cash deposits
Credit risk from balances with banks and ﬁnancial institutions is managed in accordance with the Group’s
policy. The Group deposits cash with reputable ﬁnancial institutions, from which management believes the
possibilities of loss to be remote. The Group’s maximum exposure to credit risk for the components of the
statement of ﬁnancial position at 31 December 2020, 2019 and 2018 is the carrying amount.
24. Related party transactions
Note 25 provides the information about the Group’s structure including the details of the subsidiaries and
the holding company.
Transactions with key management personnel
Directors’ services
During the year ended 31 December 2020, payments were made to B Hoberman, S Given and N Li, in
their capacity as directors of the parent company, for directors services totalling £0.2m (2019: £0.2m;
2018: £0.2m). These amounts are included within Note 7 to the ﬁnancial information.
Share options and remuneration
For details of the share options held by the directors of the company, as well as remuneration of key
management personnel of the Group, please refer to Note 7 Employee Beneﬁts and Note 22 Share Based
Payments.
25. Group structure
As at 31 December 2020, 2019 and 2018, Made.com Design Ltd held directly or indirectly* 100% voting
shares of the following subsidiaries, which are consolidated into this historical ﬁnancial information:
Group company

Country of Incorporation

Nature of business

Made.com
Made.com
Made.com
Made.com

England and Wales
Hong Kong
China
Netherlands

Online retail of furnishings and homeware
Holding company
Sourcing agent and quality assurance
Dormant

Design Ltd ....................
Trading Limited* ..........
Company Limited* .......
Netherlands B.V. *........

—————
*

subsidiaries indirectly held through Made.com Design Ltd

Made.com Netherlands B.V. is a wholly owned subsidiary that was incorporated on 23 December 2019. It is
currently dormant.
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26. Adjusted EBITDA
The following table sets out the reconciliation of Adjusted EBITDA to operating loss:

Loss before tax .............................................................................
Depreciation of property, plant and equipment .......................
Amortisation of intangible assets .............................................
Depreciation of right of use assets...........................................
Net ﬁnance expense..................................................................
EBITDA........................................................................................
Adjustments for:
Depreciation of right of use assets...........................................
Interest expense on lease liabilities..........................................
Share based payment expense..................................................
Exceptional items
Restructuring.........................................................................
Fundraising ...........................................................................
Supply chain transformation ................................................
Adjusted EBITDA1 .....................................................................

2020

2019

2018

£m
(14.2)
2.4
4.0
3.9
1.4
(2.5)

£m
(19.5)
1.9
2.8
3.2
0.6
(11.0)

£m
(5.0)
1.0
2.1
—
0.4
(1.5)

(3.9)
(0.5)
(0.2)

(3.2)
(0.4)
(0.2)

—
—
(0.2)

0.9
0.5
0.2

—
—
4.6

—
—
0.1

(5.1)

(9.8)

(1.2)

—————
1

The deﬁnition of Adjusted EBITDA has been updated in the current year. In the year ended 31 December 2019 the Adjusted EBITDA
ﬁgure included an adjustment for translational FX of £1.2m. The impact of translational FX is now included within the measure of
underlying operational performance.

Exceptional items
In the year ended 31 December 2020 exceptional costs of £0.9m have arisen as a result of a restructuring
programme undertaken to centralise regional commercial marketing operations; £0.5m of costs have been
incurred relating to fundraising activities; and £0.2m of additional costs related to the 2019 supply chain
transformation activities.
In the year ended 31 December 2019 of £4.6m arose from 3 warehouse moves warehouse, including startup costs associated with setting up the new warehouses; closure costs incurred in exiting the previous
warehouses; as well as certain one-off dual running costs arising during the transfer period. Some initial
costs relating to this programme (£0.1m) were incurred in December 2018 and have been presented as
exceptional in the Adjusted EBITDA for the year ended 31 December 2018.
On 11 March 2020, the World Health Organisation declared the Covid-19 virus outbreak a global pandemic.
This has resulted in signiﬁcant social and economic disruption and uncertainty. The pandemic was declared
after 31 December 2019 and is considered to be a non-adjusting post balance sheet event. The Group has
performed an assessment of the impact that these events may have had on the carrying values of the assets
and liabilities recognised at 31 December 2019. The key factors considered were the settlement terms of the
assets and liabilities as well as the Group performance during the period following the declaration of the
pandemic.
Current assets and liabilities including Inventories, Deferred Revenue, Trade and Other Receivables and
Trade and Other Payables all settled within the ﬁrst 3 months of 2020. In addition, the Group has continued
to trade during this period and has delivered strong sales growth as consumer migration towards online
shopping accelerated. As such, the events that have arisen subsequent to year end have not had a material
impact on the Group’s assets and liabilities as reported at 31 December 2019.
27. Post balance sheet events
2020
On 1 January 2021, the Group granted 349,200 options to employees under a one-off company-wide grant
(the “All Employee Grant’’). Under the terms of the grant, all employees were granted 600 options each
with an exercise price of £10.56. A small number of these options (36,000) were granted as phantom
options and will be accounted for as cash-settled. The remaining options (313,200) are accounted for as
equity settled. The options will vest in 3 equal tranches over a 3 year vesting period. No performance
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conditions other than continued service are attached to the options. In the event of an IPO occurring prior to
the second anniversary of the Vesting Commencement Date, 50% of the options automatically vest; of the
remaining 50%, one-third will vest at the second anniversary of the grant date and the remainder will vest
at the third anniversary of the grant date. The fair value per option has been calculated as £6.13. The grant
of these options is a non-adjusting event.
On 25 March 2021 the Group ﬁled an initial draft of a prospectus and registration document with the
Financial Conduct Authority (FCA) as part of a planned Initial Public Offering (IPO). The Group is
currently undertaking the necessary steps required to prepare for an admission to trade on the London Stock
Exchange’s main market. This is a non-adjusting event and the Group has not made any adjustments to
share option vesting schedules at 31 December 2020. In the event that the IPO is successful, the Group has
estimated that the impact of accelerated vesting of both the outstanding grants at 31 December 2020 plus
the All Employee Grant issued on 1 January 2021 will be an additional £0.1m of share based payment
expense recognised in the twelve months ended 31 December 2021.
On 13 April 2021 the Board of the ultimate parent company, Made.com Limited, approved a reorganisation
steps plan involving the incorporation of a new UK entity (Made.com Group Plc) and the transfer of
ownership of the Group from Made.com Limited to Made.com Group Plc via a share-for-share exchange.
The execution of this steps plan is due to take place immediately prior to Admission.
2019
On 11 March 2020, the World Health Organisation declared the Covid-19 virus outbreak a global pandemic.
This has resulted in signiﬁcant social and economic disruption and uncertainty. The pandemic was declared
after 31 December 2019 and is considered to be a non-adjusting post balance sheet event. The Group has
performed an assessment of the impact that these events may have had on the carrying values of the assets
and liabilities recognised at 31 December 2019. The key factors considered were the settlement terms of the
assets and liabilities as well as the Group performance during the period following the declaration of the
pandemic.
Current assets and liabilities including Inventories, Deferred Revenue, Trade and Other Receivables and
Trade and Other Payables all settled within the ﬁrst 3 months of 2020. In addition, the Group has continued
to trade during this period and has delivered strong sales growth as consumer migration towards online
shopping accelerated. As such, the events that have arisen subsequent to year end have not had a material
impact on the Groups assets and liabilities as reported at 31 December 2019.
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SECTION C: UNAUDITED INTERIM FINANCIAL INFORMATION
Interim condensed consolidated income statement for the 3 months ended 31 March 2021

Notes

Unaudited

Unaudited

31 March
2021

31 March
2020

£m
82.4
(40.9)

£m
58.1
(28.0)

Gross proﬁt ...................................................................................
Distribution expenses ...................................................................
Administrative expenses...............................................................

41.5
(16.4)
(26.5)

30.1
(14.5)
(22.2)

Operating loss...............................................................................

(1.4)

(6.6)

Finance costs ................................................................................
Loss before tax .............................................................................
Income tax (expense)/credit .........................................................

(0.4)
(1.8)
—

(0.2)
(6.8)
—

Loss for the year attributed to equity holders of the
Company......................................................................................

(1.8)

(6.8)

Revenue ........................................................................................
Cost of sales .................................................................................

Loss per share (pence per share):
Basic and diluted loss for the year attributable to ordinary equity
holders of the Company ...............................................................
Non-GAAP measures:
Adjusted EBITDA proﬁt/(loss) ....................................................

3

8

(5.6)p

12

1.8

(21.2)p
(4.9)

Interim condensed consolidated statement of comprehensive income for the 3 months ended 31 March 2021
Unaudited

Unaudited

31 March
2021

31 March
2020

£m
(1.8)

£m
(6.8)

2.7

2.6

2.7

2.6

Other comprehensive income for the year, net of tax ......................................

2.7

2.6

Total comprehensive income/(loss) for the year, net of tax, attributable to
equity holders of the Company ...........................................................................

0.9

(4.2)

Loss for the year.....................................................................................................
Other comprehensive income/(loss)
Other comprehensive income to be reclassiﬁed to proﬁt or loss in subsequent
years (net of tax):
Unrealised gains on cash ﬂow hedges ...................................................................
Net other comprehensive (loss)/income to be reclassiﬁed to proﬁt or loss in
subsequent years ...................................................................................................
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Interim condensed consolidated statement of ﬁnancial position as at 31 March 2021
Unaudited

Audited

As at
31 March
2021

As at
31 December
2020

£m

£m

3.0
9.3
11.0
11.6
0.5

3.4
8.9
12.3
12.2
0.5

35.4

37.3

24.2
8.8
2.9
74.5

21.5
13.2
1.2
50.4

110.4

86.3

145.8

123.6

6
6
6
7

(3.4)
(49.7)
(4.3)
(66.3)
(123.7)

(4.5)
(39.6)
(6.0)
(52.8)
(102.9)

6

(9.7)
(1.3)
(9.7)

(9.7)
(1.3)
(9.7)

(20.7)

(20.7)

(144.4)

(123.6)

Notes
Non-current assets
Property, plant and equipment ..............................................
Intangible assets ....................................................................
Right of Use assets................................................................
Deferred tax asset..................................................................
Rent deposits .........................................................................

Current assets
Inventories .............................................................................
Trade and other receivables ..................................................
Derivative asset .....................................................................
Cash .......................................................................................

5
5
5

6
6

Total assets ...........................................................................
Current liabilities
Lease liabilities......................................................................
Trade and other payables ......................................................
Derivative liability.................................................................
Deferred revenue ...................................................................

Non-current liabilities
Lease liabilities......................................................................
Provisions ..............................................................................
Interest bearing loans and borrowings..................................

6

Total liabilities......................................................................
Net assets ..............................................................................
Capital and reserves
Share capital ..........................................................................
Share premium ......................................................................
Foreign currency translation reserve.....................................
Hedging reserve.....................................................................
Other reserves........................................................................
Accumulated deﬁcit .............................................................
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9
9
9
9
9

1.4

0.0

0.0
62.2
0.0
(0.7)
(20.2)
(39.9)

0.0
62.2
0.0
(3.4)
(20.2)
(38.6)

1.4

0.0

Interim condensed consolidated statement of changes in equity for the 3 months ended 31 March 2021

At 1 January 2020
Loss for the year...........
Other comprehensive
income:
Cash ﬂow hedges –
gains deferred in equity
Cash ﬂow hedges –
losses transferred out of
equity ............................
Translation differences..
Tax on other
comprehensive income .
Total comprehensive
loss for the year............

Share capital

Share
premium

Foreign
currency
translation
reserve

£m
0.0

£m
61.6

£m
0.0

£m
(1.3)

—

—

—

—

—

—

—

—
—

—
—

—

—

—

—

Hedging
reserve

Other
reserves
£m
(20.2)

Accumulated
deﬁcit

Total

£m
(31.4)

£m
8.7

—

(6.8)

(6.8)

2.2

—

—

2.2

—

1.1
—

—
—

—
—

1.1

—

(0.7)

—

—

(0.7)

2.6

—

(6.8)

(4.2)

—

0.1

0.1

Share based payments ..
At 31 March 2020
(unaudited) ..................

—

—

—

—

0.0

61.6

0.0

1.3

(20.2)

(38.1)

4.6

At 1 January 2021......

0.0

62.2

0.0

(3.4)

(20.2)

(38.6)

0.0

Loss for the year...........
Other comprehensive
income:
Cash ﬂow hedges –
gains deferred in equity
Cash ﬂow hedges –
gains transferred out of
equity ............................
Translation differences..
Tax on other
comprehensive income .

—

—

—

—

—

(1.8)

(1.8)

—

—

—

3.4

—

—

3.4

—
—

—
—

—
—

(0.1)
—

—
—

—
—

(0.1)
—

—

—

—

(0.6)

—

—

(0.6)

—

—

—

2.7

—

(1.8)

0.9

—

—

—

0.5

0.5

0.0

(0.7)

(39.9)

1.4

Total comprehensive
income/(loss) for the
year ...............................
Share based payments ..
At 31 March 2021
(unaudited) ..................

—
0.0

62.2

All equity disclosed above is attributable to the owners of the parent.
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(20.2)

Interim condensed consolidated statement of cash ﬂows for the 3 months ended 31 March 2021
Unaudited

Unaudited

31 March
2021

31 March
2020

£m

£m

(1.8)

(6.8)

0.6
1.1
1.0
0.6
0.4

0.6
0.9
1.0
0.1
0.2

—
(2.8)
4.4
5.5
18.1
27.1
—

0.3
5.4
2.3
(7.9)
2.8
(1.1)
—

Interest paid ..................................................................................
Income tax received .....................................................................

(0.3)
—

(0.1)
0.8

Net cash inﬂow/(outﬂow) from operating activities ................

26.8

(0.4)

Investing activities
Purchase of property, plant and equipment .................................
Expenditure on tangible assets.....................................................
Net cash outﬂow used in investing activities ...........................

(0.1)
(1.6)
(1.7)

(0.4)
(1.5)
(1.9)

Financing activities
Repayment of lease liabilities ......................................................
Proceeds from borrowings ...........................................................

(1.0)
—

(1.1)
10.0

Net cash (outﬂow)/inﬂow from ﬁnancing activities.................

(1.0)

8.9

Net increase in cash and cash equivalents...................................
Cash and cash equivalents at 1 January ......................................

24.1
50.4

6.6
17.5

Cash and cash equivalents at 31 March..................................

74.5

24.1

Notes
Operating activities
Loss before tax .............................................................................
Adjustments to reconcile loss before tax to net cash ﬂows
Depreciation of property, plant and equipment ...........................
Amortisation of intangible assets .................................................
Depreciation of right of use assets...............................................
Share-based payment expense......................................................
Net ﬁnance expense......................................................................
Working capital adjustments:
Decrease in trade receivables .......................................................
(Increase)/decrease in inventories ................................................
Decrease in other receivables, prepayments and accrued income
Increase/(decrease) in trade payables, taxes and social security .
Increase in accruals and deferred revenue ...................................
Cash ﬂows from operating activities ...........................................
Interest received............................................................................
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4
4
4

Interim condensed consolidated notes to the ﬁnancial statements for the 3 months ended 31 March 2021
1.
General Information
The interim condensed consolidated ﬁnancial information of Made.com Ltd comprises the results of
Made.com Limited (the ‘Company’) and its subsidiaries (together the ‘Group’) for the 3 months ended
31 March 2021.
2.
Basis of preparation and changes to the Group’s accounting policies
Basis of preparation
The interim condensed consolidated ﬁnancial information for the 3 months ended 31 March 2021 (the
Interim Financial Information) has been prepared in accordance with IAS 34 Interim Financial Reporting,
speciﬁcally for the purpose of this prospectus and in accordance with the Prospectus Regulation (EU) 2017/
1129, as supplemented by Commission Delegated Regulation (EU) 2019/980 as it forms part of retained EU
law as deﬁned in the EU (Withdrawal) Act 2018. They do not include all the information and disclosures
required in the annual ﬁnancial statements and should be read in conjunction with the Historical Financial
Information for the 3 years ended 31 December 2020. The Interim Financial Information does not constitute
statutory accounts within the meaning of section 434(3) of the UK Companies Act 2006.
Accounting policies
The accounting policies adopted in the preparation of the interim condensed consolidated ﬁnancial
information are consistent with those followed in the preparation of the Historical Financial Information for
the year ended 31 December 2020 as set out in note 1 of those statements. The Group has not adopted any
new standards, interpretations or amendments in the 3 months ended 31 March 2021. Several amendments
apply for the ﬁrst time in 2021, but do not have an impact on the interim condensed consolidated ﬁnancial
information of the Group.
Critical accounting judgements and key sources of estimation and uncertainty
In the application of the Group’s accounting policies, management is required to make judgements, estimates
and assumptions about the carrying amounts of assets and liabilities that are not readily apparent from other
sources. The key sources of estimation, uncertainty and judgement applied in the preparation of the Interim
Financial Information are consistent with those applied in the Historical Financial Information for the year
ended 31 December 2020, as disclosed in note 2 to that ﬁnancial information, with the exception of share
based payments. Management has applied a judgment at 31 March 2021 that the likelihood of an IPO event
occurring in June 2021 is highly certain and therefore the vesting assumptions have been amended
accordingly resulting in an additional cost of £0.2m being recognised the income statement at 31 March
2021.
Going concern
The ﬁnancial information has been prepared on a going concern basis. The Group has reported a loss of
£1.8m (2020: loss of £6.8m) for the 3 months ended 31 March 2021 and is in a net asset position of £1.4m
as at 31 March 2021 (31 December 2020: net asset position £0.0m), with a net current liability position of
£(13.3)m arising from higher than usual deferred revenues outstanding at the year-end (31 December
2020: net current liability position of £(16.6)m). The Group has a strong cash position, with a cash balance
of £74.5m at 31 March 2021.
Since early 2020, the Group has been exposed to extraordinary market conditions due to the COVID-19
pandemic. During this period, despite temporary disruptions to its supply chain, the Group has delivered
ongoing strong sales growth, broadly aligned to levels delivered through previous years. Temporary supply
chain disruptions have meant that the Group sold product on extended lead-times for much of 2020. This
impacted customer conversion which in turn impacted gross sales growth. The supply chain disruptions also
impacted revenue recognition timing, resulting in a high level of deferred income at 31 March 2021. As
stock levels normalise through 2021, the Group expects to continue delivering strong growth in all of its
markets.
The Directors have reviewed the Group’s forecast and projections for the period to December 2022 (the
‘Forecast Period’), including their assessment of trading and associated cash ﬂow forecasts, including
forecast liquidity and loan covenant compliance, and have a reasonable expectation that the Group has
adequate ﬁnancial resources to continue its operations for the foreseeable future. The Group has continued to
trade throughout the COVID-19 pandemic which continues to create signiﬁcant market uncertainty. The
Directors have run various scenarios and stress tests over the period to December 2022 that consider
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economic growth and demand. The Directors have also considered mitigations at their disposal to enhance
liquidity if required. Following various plausible scenarios and stress tests, the Group would still continue to
have sufﬁcient cash headroom throughout the Forecast Period and still have the necessary liquidity to
continue trading.
To date, performance has continued to be strong and with the measures that management have put in place
the Directors judge that the Group will continue to operate as a going concern and it is well positioned to
do so given the online ‘pure-play’ nature of its business model and the ﬂexibility it possesses in its cost
base.
3.
Segmental analysis
The Group’s operating segments are reported based on the ﬁnancial information provided to the Board of
Directors. The Board is identiﬁed as the Chief Operating Decision Maker for the business and are
responsible for making strategic decisions. For strategic management decision making and reporting
purposes, the Group is organised into business units based on location of customers. The Group is
considered to have two reportable segments: UK operations and Continental Europe operations.
Revenues for both segments are generated from the online sale of furniture and homewares products. Each
market is served by separate websites, and there are no inter-segment transactions. The Group operates a
direct-to-consumer model and as such there is no reliance on a single customer or group of major
customers.
The Board assesses segment performance based on a regional measure of adjusted EBITDA (before the
allocation of central costs), which excludes the impact of exceptional costs and share based payment but
includes an allocation of lease related expenses (depreciation and interest). Total assets and liabilities, as
well as other speciﬁc disclosures in relation to segment assets and liabilities, are not disclosed as this
information is not provided by segment to the Chief Operating Decision Maker on a regular basis.
UK

Continental Europe

Total

31 March
2021

31 March
2020

31 March
2021

31 March
2020

31 March
2021

31 March
2020

Revenue from customers in UK..............
Revenue from customers in Europe........

£m
41.5
—

£m
29.3
—

£m
—
40.9

£m
—
28.8

£m
41.5
40.9

£m
29.3
28.8

Total segment revenue.............................

41.5

29.3

40.9

28.8

82.4

58.1

—
82.4

—
58.1

9.2
(7.4)
1.8

0.9
(5.8)
(4.9)

Share based payment expense..............
Depreciation of property plant and
equipment.................................................
Amortisation of intangible assets ............
Net interest (expense)/revenue ................
Exceptional Items (note 12) ....................

(0.6)

(0.1)

(0.6)
(1.1)
(0.3)
(1.0)

(0.6)
(0.9)
(0.1)
(0.2)

Loss before tax ........................................

(1.8)

(6.8)

Other revenue ..........................................
Total revenue ...........................................
Regional adjusted EBITDA(1) .................
Central administration costs ....................
Adjusted EBITDA(1) ................................

6.2

1.9

3.0

(1.0)

—————
(1) Included within regional adjusted EBIDTA is £0.7m of lease depreciation allocated to UK operations (2020: £0.7m) and £0.3m of lease
depreciation allocated to Continental Europe operations (2020: £0.3m), as well as £0.1m of lease interest expense allocated to UK
operations (2020: £0.1m) and £nil of lease interest expense allocated to Continental Europe operations.

The nature of the Group’s business model is such that there will be some seasonality driving the sales
proﬁle linked to promotional activity. Historically there is one key promotion in the ﬁrst quarter of the year
and two in the second half of the year, falling into the third and fourth quarters. The Group’s revenue is
therefore generally expected to be higher in the second half of the year.
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4.
Operating loss
Operating loss includes the following items, classiﬁed within distribution and administrative expenses:
Notes

2021
£m
(0.6)
(1.1)
(1.0)
(0.9)

Depreciation of property, plant and equipment ...........................
Amortisation of intangible assets .................................................
Depreciation of right of use assets(1) ...........................................
Net foreign exchange gain/(loss) .................................................

—————

2020
£m
(0.6)
(0.9)
(1.0)
(0.5)

(1) £0.3m of depreciation of right of use assets on warehouse leases in classiﬁed within distribution expenses (2020: £0.3m). The remaining
£0.7m of depreciation of right of use assets is classiﬁed within administrative expenses (2020: £0.7m).

5.
Capital expenditure and commitments
During the 3 monhts ended 31 March 2021, the Group capitalised website development costs of £1.6m
(2020: £1.5m) and recorded additions to property, plant and equipment of £0.1m (2020: £0.4m).
There were no disposals of property, plant and equipment during the period (2020: £nil).
There were no new leases entered in to during the period ended 31 March 2021. In the 3 months ended
31 March 2020, the Group entered into one new lease resulting in the recognition of a right of use £0.4m.
As at 31 March 2021, the Group has capital commitments for expenditure on property, plant and equipment
contracted, but not provided for, of £3.0m (2020: nil).
6.
Financial assets and ﬁnancial liabilities
The carrying value of the Group’s ﬁnancial assets and liabilities at the period end was:

Financial assets
Assets held at amortised cost
Cash....................................................................................................................
Trade receivables................................................................................................
Other receivables................................................................................................
Assets held at fair value
Derivatives..........................................................................................................
Derivative liabilities
Liabilities held at amortised cost
Trade payables ...................................................................................................
Accruals..............................................................................................................
Lease liabilities...................................................................................................
Term loan ...........................................................................................................
Liabilities held at fair value
Derivatives..........................................................................................................

Unaudited

Audited

As at
31 March
2021

As at
31 December
2020

£m

£m

74.5
0.2
5.4

50.4
0.1
10.1

2.9

1.2

(20.7)
(15.9)
(13.1)
(9.7)

(22.2)
(11.3)
(14.2)
(9.7)

(4.3)

(6.0)

The fair value of the Group’s ﬁnancial assets and liabilities held at amortised cost approximates their
carrying value.
Derivative assets and liabilities held at fair value
The group uses forward foreign exchange contracts to manage its transaction exposures incurred in USD and
EUR. The foreign exchange contracts are designated as cash ﬂow hedges and are entered into for periods
consistent with foreign currency exposure of the underlying transactions, generally from one to twelve
months.
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The Group enters into derivative ﬁnancial instruments with various counterparties, principally ﬁnancial
institutions with investment grade credit ratings. Foreign exchange contracts are valued using valuation
techniques, which employs the use of market observable inputs. The most frequently applied valuation
techniques include forward pricing and swap models, using present value calculations. The models
incorporate various inputs including the credit quality of counterparties, foreign exchange spot and forward
rates, yield curves of the respective currencies, currency basis spreads between the respective currencies and
forward rate curves of the underlying commodity. All derivative contracts are fully cash collateralised,
thereby eliminating both counterparty and the Group’s own non-performance risk. As at 31 March 2021, the
marked-to-market value of derivative liability position is net of a credit valuation adjustment attributable to
derivative counterparty default risk. Derivative contracts are categorised as level 2 within the fair value
hierarchy.
During the 3 months ended 31 March 2021, the Group recognised realised losses on cashﬂow hedges of
£1.7m in Cost of Sales (2020: £0.2m) and recognised realised gains of £0.3m in revenue (2020: £0.7nil).
7.
Deferred revenue
The Group begins to actively market and sell its products to customers when they are in the manufacturing
and shipping phase. This can typically be up to 12 weeks prior to delivery to the customer, although recent
short-term supply chain pressures have meant that this can be up to 18 weeks. Customers are entitled to
cancel orders free of charge prior to delivery and can return them up to 30 days after delivery. Revenue is
recognised at the point that the products are delivered to the customer. The lead time between the customer
placing the sale order and the delivery of the order creates a deferred revenue contractual liability. Revenues
of £48.5m were recognised in the 3 months ended 31 March 2021 that were reported as deferred revenue at
the beginning of the year (3 months to 31 March 2020: £16.1m). The carrying balance of customer orders
not yet fulﬁlled at 31 March 2021 is £66.3m (31 Dec 2020: £52.8m) which is expected to be recognised
within 3 to 6 months of the period end (31 Dec 2020: 1 to 6 months), in line with prevailing lead times.
Included within this balance is an amount of £1.3m relating to a provision for future returns (31 Dec
2020: £1.4m).
8.
Earnings per share
Basic earnings per share is calculated by dividing the net loss for the period attributable to ordinary equity
holders of the parent by the weighted average number of shares outstanding during the period. The
weighted average number of shares represents the weighted average number of ordinary, preference and
growth shares in issue during the reporting period. All classes of shares have equal voting and dividend
rights and as such are treated as one single class of shares for the purposes of calculating earnings per
share.
Diluted earnings per share amounts are calculated by dividing the net proﬁt/(loss) attributable to ordinary
equity holders of the parent by the weighted average number of shares outstanding during the period plus
the weighted average number of shares that would be issued on conversion of any dilutive potential
ordinary shares into ordinary shares. The outstanding share options are non-dilutive for the periods
presented.
The following reﬂects the income and share data used in the basic earnings per share computations:
2021
Loss attributable to ordinary equity holders of the Company (£m)......................
Weighted average number of shares.......................................................................
Weighted average dilutive potential ordinary shares .............................................
Diluted weighted average number of shares ..........................................................
Basic and diluted loss per share (pence per share)................................................

(1.8)
31,891,609
—
31,891,609
(5.6)p

2020
(6.8)
31,545,595
—
31,545,595
(21.6)p

There have been no other transactions involving actual ordinary shares or potential ordinary shares between
the reporting date and the date of authorisation of this ﬁnancial information.
9.
Issued share capital and reserves
Share Capital
During the 3 months ended 31 March 2021, the Group issued no ordinary shares (2020: none).
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Rights for the different classes of shares
Each ordinary and preference share gives the holder the right to vote at annual general meetings and to
receive dividends declared and distributed (pari passu as if all equity shares were one class of shares).
Preferred shares are convertible to common shares at the holder’s discretion, on a one-to-one basis.
In the event of liquidation the assets of the Company remaining after the payment of its liabilities shall be
applied in the following order of priority:
*

Series C Preferred Shares

*

Series B Preferred Shares

*

Series A Preferred Shares

*

Ordinary Shares (including growth shares)

Nature and purpose of reserves
Foreign currency translation reserve
Exchange differences relating to the translation from the functional currencies of the Group’s foreign
subsidiaries into Pounds Sterling are accounted for by entries made directly to the foreign currency
translation reserve. Note that is reserve arises in the consolidated Group only, not in the Company.
Hedging reserve
The hedging reserve is used to recognise the unrealised gains and losses on cash ﬂow hedges held by the
Group that qualify for hedge accounting.
Other reserves
Other reserves relate to the investment in Made.com Design Ltd by Made.com Limited.
Share options and share based payments
Share options have been granted in respect of the ordinary shares issued by the parent. Refer to note 10 for
further details.
Dividends
No dividends have been paid or proposed during the 3 months ended 31 March 2021 (2020: nil).
10. Share-based payments
Under the General Employee Share-option Plan (GESP), the Group, at its discretion, may grant share
options over ordinary shares of the parent to employees and directors. The options are granted as equitysettled. The fair value of share options granted is estimated at the date of grant using a Black-Scholes
simulation model. The expense associated with issuing these options is pushed down from the ultimate
parent company to the entity in which the employees are employed.
The key inputs used in the Black-Scholes pricing model to determine the fair value include the share price
at the date of grant, which is calculated with reference to the company valuation at the time of grant,
adjusted for existing preference rights, and divided by the issued share capital and outstanding options at the
time of grant; the exercise price attached to the option; the vesting period of the award; an appropriate risk
free rate; the impact of any dividend rights attached to the grant; and an expected share price volatility,
estimated with reference to published volatility rates of publicly listed comparable companies.
Current year grants
On 1 January 2021, the Group granted 349,200 options to employees under a one-off company-wide grant
(the ‘’All Employee Grant’’). A small number of these options (36,000) were granted as phantom options
and will be accounted for as cash-settled. The remaining options (313,200) are accounted for as equity
settled. Under the terms of the grant, all employees were granted 600 options each with an exercise price of
£10.56. The options will vest in 3 equal tranches over a 3 year vesting period. No performance conditions
other than continued service are attached to the options. In the event of an IPO occurring prior to the
second anniversary of the grant date, 50% of the options automatically vest; of the remaining 50%, onethird will vest at the second anniversary of the grant date and the remainder will vest at the third
anniversary of the grant date. At as 31 March 2021, the Group has assumed that the options will vest in
this manner in June 2021.
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The fair values calculated for the options and the relevant inputs into the Black-Scholes models were:
Exercise
price £10.56
Fair value (£).....................................................................................................................................
Weighted average share price (£) .....................................................................................................
Expected volatility (%) .....................................................................................................................
Risk-free interest rate (%) .................................................................................................................
Expected life of share options (periods)...........................................................................................
Dividend yield (%)............................................................................................................................

£6.31
£14.32
50%
0.14%
3
N/A

In addition to the All Employee Grant, on 1 January 2021, the Group granted 70,000 options to senior
management. 46,667 options were granted with an exercise price of £10.16. 23,333 options were granted
with an exercise price of £14.51. The options will vest in 12 equal tranches over a 3 year vesting period.
The options will not be subject to accelerated vesting in the event of an IPO. No performance conditions
other than continued service are attached to the options.
The fair values calculated for the options and the relevant inputs into the Black-Scholes models were:

Fair value (£) ..........................................................................................................
Weighted average share price (£) ...........................................................................
Expected volatility (%) ...........................................................................................
Risk-free interest rate (%).......................................................................................
Expected life of share options (periods) ................................................................
Dividend yield (%) .................................................................................................

Exercise
price £10.16

Exercise
price £14.51

£6.50
£14.32
50%
0.14%
3
N/A

£4.76
£14.32
50%
0.14%
3
N/A

Movements during the year
The following table shows the movement in the number of share options outstanding and the weighted
average exercise prices during in the 3 months ended 31 March 2021 and 2020:
2021
Weighted
Average
exercise
price

2020

Number of
options

Weighted
Average
exercise
price

Number of
options

Outstanding at 1 January ...................................
Granted ...............................................................
Exercised during the year ..................................
Lapsed and forfeited during the year ................
Outstanding at 31 March ...................................

£
4.65
10.70
—
10.56
5.13

4,243,116
383,200
—
(24,000)
4,602,316

£
3.99
—
—
5.75
3.97

4,362,464
—
—
(40,000)
4,322,464

Exercisable at 31 March ....................................

4.12

3,943,116

3.44

4,205,139
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The number of options outstanding at the end of 31 March 2021 have a range of exercise prices from £1.63
to £14.51 and have the following terms:
2021

2020

Term of the option
1 June 2010 – 1 June 2020. ...................................................................................
8 May 2013 – 8 May 2023. ...................................................................................
24 January 2014 – 24 January 2024......................................................................
13 May 2014 – 13 May 2024. ...............................................................................
18 September 2014 – 18 September 2024.............................................................
7 November 2014 – 7 November 2024 .................................................................
2 December 2014 – 2 December 2024 ..................................................................
19 September 2016 – 19 September 2026.............................................................
1 August 2017 – 1 August 2027............................................................................
4 September 2017 – 4 September 2027.................................................................
26 February 2018 – 26 February 2028 ..................................................................
7 February 2019 – 7 February 2029 ......................................................................
4 July 2019 – 4 July 2029 .....................................................................................
10 June 2020 – 10 June 2030. ...............................................................................
1 January 2021 – 1 January 2031..........................................................................

—
191,507
—
201,274
1,050,336
92,500
28,500
1,260,666
690,000
100,000
165,000
—
163,333
300,000
359,200

11,054
191,507
253,960
276,274
1,050,336
92,500
28,500
1,266,666
690,000
100,000
171,667
—
190,000
—
—

Total ........................................................................................................................

4,602,316

4,322,464

11. Related party transactions
The Group’s signiﬁcant related parties are disclosed in the most recent audited ﬁnancial statements for the
year ended 31 December 2020. There were no material changes to these related parties in the period. Other
than compensation paid to key management personnel, no material related party transactions have taken
place in the 3 months to 31 March 2021.
12. Adjusted EBITDA
The following table sets out the reconciliation of Adjusted EBITDA to operating loss:

Loss before tax
Depreciation of property, plant and equipment......................................................
Amortisation of intangible assets ...........................................................................
Depreciation of right of use assets .........................................................................
Net ﬁnance expense ................................................................................................
EBITDA ..................................................................................................................
Adjustments for:
Depreciation of right of use assets .........................................................................
Interest expense on lease liabilities ........................................................................
Share based payment expense ................................................................................
Exceptional items
Fundraising..............................................................................................................
Supply chain transformation...................................................................................
Adjusted EBITDA ..................................................................................................

2021

2020

£m
(1.8)
0.6
1.1
1.0
0.4
1.3

£m
(6.8)
0.6
0.9
1.0
0.2
(4.1)

(1.0)
(0.1)
0.6

(1.0)
(0.1)
0.1

1.0
—
1.8

—
0.2
(4.9)

Exceptional items
In the 3 months ended 31 March 2021 costs of £1.0m have been incurred relating to IPO preparation
activities.
In the 3 months ended 31 March 2020 £0.2m of additional costs related to the 2019 supply chain
transformation activities have been recognised.
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Post balance sheet events
On 13 April 2021 the Board of the ultimate parent company, Made.com Limited, approved a reorganisation
steps plan involving the incorporation of a new UK entity (Made.com Group Plc) and the transfer of
ownership of the Group from Made.com Limited to Made.com Group Plc via a share-for-share exchange.
The execution of this steps plan is due to take place immediately prior to Admission.
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PART X
ADDITIONAL INFORMATION
1.
RESPONSIBILITY
The Company and its Directors (whose names and functions appear on page 25 of this Registration
Document) accept responsibility for the information contained in this Registration Document. To the best of
the knowledge of the Company and the Directors, the information contained in this Registration Document
is in accordance with the facts and this Registration Document makes no omission likely to affect its
import.
2.
2.1

INCORPORATION
The Company was incorporated and registered in Gibraltar on 27 May 2015 as a private company
limited by shares under the Gibraltar Companies Act 2014 (as amended) (the “2014 Act”) with the
name Made.com Limited and with the registered number 113041.

2.2

The Company’s registered ofﬁce is located at 28 Irish Town, Gibraltar, GX11 1AA. Its telephone
number is +44 020 3668 2329. The Company’s LEI is 213800QZIRZFE9BTT130.

2.3

The principal laws and legislation under which the Company operates and the Ordinary Shares have
been created are the 2014 Act and regulations made thereunder.

2.4

The business of the Company, and its principal activity, is to act as the ultimate holding company of
the Group.

2.5

By resolution of the Company’s shareholders (the “Shareholders”) dated 30 September 2020, EY
Limited, whose address is Regal House, Queensway, Gibraltar, GX11 1AA, was appointed as the
auditors of the Company. EY Limited is registered to carry out audit work by the Gibraltar Financial
Services Commission.

2.6

The Group’s website is https://www.corporate.made.com/. Information contained on the Group’s
website or the contents of any website accessible from hyperlinks on the Group’s website are not
incorporated into and do not form part of this Registration Document.

3.
3.1

SHARE CAPITAL
Immediately prior to the publication of this Registration Document, the share capital of the Company
was as follows:
Shares

Number

Ordinary shares of £0.001 each
Series A preferred shares of £0.001 each.
Series B-1 preferred shares of £0.001 each
Series B-2 preferred shares of £0.001 each
Series C-1 preferred shares of £0.001 each
Series C-2 preferred shares of £0.001 each
Series C-3 preferred shares of £0.001 each
Series C-4 preferred shares of £0.001 each
Growth shares of £0.001 each
Outstanding share options and warrants over ordinary shares of £0.001 each.

7,257,838
3,683,855
4,211,329
1,299,720
3,865,979
6,060,606
673,651
3,653,955
1,184,675
4,682,416

3.2

The Company was incorporated on 27 May 2015 as a private company limited by shares. The
authorised issued share capital at the time of incorporation of the Company was 100 ordinary shares
of £1.00 each. At the time of incorporation of the Company, Andrew Jefferies-Mor and Kelly Ann
Mir, the initial subscribers to the Company’s memorandum each subscribed for one ordinary share of
£1.00 each.

3.3

Since incorporation, the Company’s share capital has been issued in conformity with the laws of
Gibraltar.
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3.4

The following changes have occurred in the share capital of the Company since its incorporation (each
of which has been duly authorised and approved pursuant to the applicable articles of association of
the Company):
a)

On 29 May 2015, 98 ordinary shares of £1.00 each were issued to Ning Li.

b)

On 29 May 2015, Andrew Jefferies-Mor and Kelly Ann Mir, each transferred their one ordinary
share of £1.00 to Ning Li.

c)

On 16 June 2015, the 100 ordinary shares of £1.00 each in the issued share capital of the
Company were sub-divided into 100,000 ordinary shares of £0.001 each.

d)

On 29 June 2015,
(i) the Company’s authorised share capital was increased from £100.00 divided into 100,000
ordinary shares of £0.001 each, to £22,386.899 divided into 10,943,051 ordinary shares,
5,769,000 series A preferred shares, 4,327,546 series B-1 preferred shares and 1,347,302
series B-2 preferred shares, all of £0.001 each;
(ii)

the Company and certain shareholders of MDL (which served as a holding Company of
the Group prior to the incorporation of the Company) entered into a share exchange
agreement, pursuant to which the shareholders transferred their shares in MDL, to the
Company, in exchange for the issue of the following shares of £0.001 each in the capital
of the Company: (i) 4,591,000 ordinary shares to Ning Li, (ii) 573,250 ordinary shares and
231,000 series A preferred shares to Chloe Macintosh, (iii) 1,615,000 series A preferred
shares, 398,994 series B-1 preferred shares and 249,500 series B-2 preferred shares to
PROFounders Capital L.P., (iv) 8,000 ordinary shares to Simon Rigby, (v) 35,000 ordinary
shares to Carson Roen, (vi) 1,973 ordinary shares to Carrie Shell, (vii) 75,000 ordinary
shares to Andrew Skipper, (viii) 23,020 ordinary shares to David Vanek, (ix) 245,535
series B-1 preferred shares to Wyandanch Partners, LP, (x) 1,615,000 series A preferred
shares to Archimedia Investments Limited, (xi) 4,508,000 ordinary shares to By Design
(UK) Limited, (xii) 730,000 ordinary shares to Julien Callède, (xiii) 13,154 ordinary shares
and 99,800 series B-2 preferred shares to Philippe Chainieux, (xiv) 46,038 ordinary shares
to John Clark, (xv) 552,453 series B-1 preferred shares to Enﬁeld Investments Holding
Corp., (xvi) 40,700 ordinary shares to Ben Gothard, (xvii) 45,298 ordinary shares to Brent
Hoberman, (xviii) 2,308,000 series A preferred shares and 249,500 series B-2 preferred
shares to Jaina Capital Limited, (xix) 3,289 ordinary shares to Annabel Kilner, (xx) 61,384
series B-1 preferred shares to Kite Venture Partners I Limited, (xxi) 100,000 ordinary
shares to Win Kwok, and (xxii) 3,069,180 series B-1 preferred shares and 748,502 series
B-2 preferred shares to Level Equity Growth Partners I, L.P. (“Level Equity Growth
Partners”);

(iii) the Company’s authorised share capital was increased from £22,386.899 divided into
10,943,051 Ordinary Shares, 5,769,000 Series A Preferred Shares, 4,327,546 Series B-1
Preferred Shares and 1,347,302 Series B-2 Preferred Shares, all of £0.001 each, to the new
total limit of £26,926.530 divided into 8,911,740 Ordinary Shares, 4,842,632 Series A
Preferred Shares, 4,274,615 Series B-1 Preferred Shares, 1,327,610 Series B-2 Preferred
Shares, 3,865,979 Series C-1 Preferred Shares, 3,030,303 Series C-2 Preferred Shares and
673,651 Series C-3 Preferred Shares, all of £0.001 each;
(iv) the following shares were transferred to Level Equity Opportunities Fund 2015, L.P.
(“Level Equity Opportunities Fund”) and Partech and re-designated as series C-2
preferred shares of £0.001 each: (i) 777,200 ordinary shares were transferred by By Design
(UK) Limited to Level Equity Opportunities Fund, (ii) 194,600 ordinary shares were
transferred by By Design (UK) Limited to Partech, (iii) 617,078 ordinary shares were
transferred by Ning Li to Partech, (iv) 145,357 ordinary shares were transferred by Julien
Callède to Partech, (v) 176,255 ordinary shares were transferred by Chloe Macintosh to
Partech, (vi) 578,219 series A preferred shares were transferred by Jaina Capital Limited to
Partech, (vii) 348,149 series A preferred shares were transferred by Archimedia Investments
Limited to Partech, (viii) 52,931 series B-1 preferred shares were transferred by
Wyandanch Partners, LP to Partech, (ix) 13,154 ordinary shares and 19,692 series B-2
preferred shares were transferred by Philippe Chainieux to Partech, (x) 10,074 ordinary
shares were transferred by Win Kwok to Partech, (xi) 4,604 ordinary shares were
transferred by Carson Roen to Partech, (xii) 5,354 ordinary shares were transferred by Ben
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Gothard to Partech, (xiii) 6,056 ordinary shares were transferred by John Clark to Partech,
(xiv) 1,973 ordinary shares were transferred by Carrie Shell to Partech, (xv) 3,289 ordinary
shares were transferred by Annabel Kilner to Partech, (xvi) 23,020 ordinary shares were
transferred by David Vanek to Partech, (xvii) 45,298 ordinary shares were transferred by
Brent Hoberman to Partech, and (xviii) 8,000 ordinary shares were transferred by Simon
Rigby to Partech;
(v)

the following series C preferred shares of £0.001 each were issued by the
Company: (i) 2,874,448 series C-1 preferred shares to Partech, (ii) 124,750 series C-3
preferred shares to PROFounders Capital L.P., (iii) 49,900 series C-3 preferred shares to
Philippe Chainieux, (iv) 124,750 series C-3 preferred shares to Jaina Capital Limited,
(v) 991,531 series C-1 preferred shares to Level Equity Opportunities Fund, and
(vi) 374,251 series C-3 preferred shares to Level Equity Growth Partners; and

(vi) the following shares (each of £0.001 each) were re-classiﬁed as C-2 preferred shares of
£0.001 each: (i) 2,031,312 ordinary shares, (ii) 926,368 series A preferred shares,
(iii) 52,931 series B-1 preferred shares, and (iv) 19,692 series B-2 preferred shares.
e)

On 24 July 2015,
(i) the following shares (each of £0.001 each) were re-classiﬁed as series C-2 preferred shares
of £0.001 each: (i) 955,351 ordinary shares, (ii) 776,251 series A preferred shares and ,
(iii) 10,822 series B-1 preferred shares, each of £0.001; and
(ii)

f)

On 29 July 2015,
(i) the Company allotted: (i) 478,183 series C-4 preferred shares of £0.001 each to Europe
Ventures II L.P. and, (ii) 2,989 series C-4 preferred shares of £0.001 each to Fabrice
Fraikin; and
(ii)

g)

the Company’s share capital was increased to £30,934.214 by additional 140,560 ordinary
shares of £0.001 each, 3,030,303 series C-2 preferred shares of £0.001 each and 836,821
series C-4 preferred shares of £0.001 each.

the following shares (each of £0.001 each) were transferred to Europe Ventures II
L.P.: (i) 616,329 ordinary shares from Ning Li, (ii) 339,022 ordinary shares from By
Design (UK) Limited, (iii) 605,151 series A preferred shares from Jaina Capital Limited
and (iv) 171,100 series A preferred shares from Archimedia Investments Limited. Further,
10,822 series B-1 preferred shares of £0.001 each were transferred from Wyandanch
Partners, LP to Fabrice Fraikin.

On 4 August 2015,
(i) the Company issued the following shares (each of £0.001 each): (i) 179,319 series C-4
preferred shares to Level Equity Opportunities Fund, (ii) 57,750 ordinary shares each and
112,500 ordinary shares, separately, to Chloe Macintosh, (iii) 26,435 ordinary shares and
18,863 ordinary shares, separately, to Brent Hoberman, (iv) 3,289 ordinary shares to
Annabel Kilner, (v) 4,500 ordinary shares to Simon Rigby, and (vi) 1,973 ordinary shares
to Carrie Shell;
(ii)

the following shares (each of £0.001 each) were transferred to Level Equity Opportunities
Fund: (i) 95,007 ordinary shares transferred from Chloe Macintosh, (ii) 5,347 ordinary
shares transferred from Ben Gothard, (iii) 339,021 ordinary shares transferred from By
Design (UK) Limited, (iv) 104,294 series A preferred shares transferred by Archimedia
Investments Limited, (v) 44,573 series B-1 preferred shares transferred from Wyandanch
Partners, LP, (vi) 6,049 ordinary shares transferred from John Clark, (vii) 26,435 ordinary
shares and 18,863 ordinary shares, separately, transferred from Brent Hoberman,
(viii) 3,289 ordinary shares transferred from Annabel Kilner, (ix) 1,973 ordinary shares
transferred from Carrie Shell and (x) 4,500 ordinary shares transferred from Simon Rigby;
and

(iii) the following shares (each of £0.001 each) were re-classiﬁed as series C-2 preferred shares
of £0.001 each: (i) 500,484 ordinary shares, (ii) 104,294 series A preferred shares, and
(iii) 44,573 series B-1 preferred shares.
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h)

On 12 August 2015, the Company issued 37,500 ordinary shares of £0.001 each to Chloe
Macintosh.

i)

On 28 August 2015,
(i) the following shares were transferred to Partech: (i) 339,022 ordinary shares from By
Design (UK) Limited and, (ii) 88,971 series A preferred shares from Archimedia
Investments Limited; and
(ii)

j)

the following shares (each of £0.001 each) were re-classiﬁed as series C-2 preferred shares
of £0.001 each: (i) 339,022 ordinary shares, and (ii) 88,971 series A preferred shares.

On 3 September 2015,
(i)

the Company issued the following shares (each of £0.001 each): (i) 49,329 ordinary shares
to Julien Callède, (ii) 13,154 ordinary shares to Philippe Chainieux, (iii) 176,330 series C-4
preferred shares to Partech and (iv) 23,020 ordinary shares to David Vanek;

(ii)

the following shares (each of £0.001 each) were transferred for Partech: (i) 21,658 series
B-2 preferred shares and 13,154 ordinary shares from Philippe Chainieux, (ii) 103,374 and
49,329 ordinary shares, separately, from Julien Callède, and (iii) 23,020 ordinary shares
from David Vanek; and

(iii) the following shares (each of £0.001 each) were re-classiﬁed as series C-2 preferred shares
of £0.001 each: (i) 188,877 ordinary shares, and (ii) 21,658 series B-2 preferred shares.
k)

On 8 December 2016, the Company’s share capital was increased to £34,432.846 by additional
3,498,632 ordinary shares of £0.001 each.

l)

On 16 February 2017, the following shares (each of £0.001 each) were transferred: (i) 276,244
series B-1 preferred shares from Enﬁeld Investments Holdings Corp. to Level Equity
Opportunities Fund, (ii) 276,209 series B-1 preferred shares from Enﬁeld Investments Holdings
Corp. to Europe Ventures II L.P., and (iii) 61,384 series B-1 preferred shares from Kite Venture
Partners Limited to Europe Ventures II L.P.

m)

On 29 June 2017, the Company’s share capital was increased to £40,598.422 by additional
5,720,095 growth shares of £0.001 each and 436,481 ordinary shares of £0.001 each.

n)

On 30 June 2017, the Company issued the following shares (each of £0.001 each): (i) 434,675
growth shares to Julien Callède, and (ii) 750,000 growth shares to Ning Li.

o)

On 31 August 2017, the following shares (each of £0.001 each) were transferred by Ning Li to
Haka Investments Limited: (i) 3,457,592 ordinary shares, and (ii) 750,000 growth shares.

p)

On 6 March 2018, the Company’s share capital was increased to £54,765.188 by additional
7,003,587 ordinary shares of £0.001 each and 7,163,179 series C-4 preferred shares of £0.001
each.

q)

On 12 March 2018, the Company issued 2,067,967 series C-4 preferred shares to State Street
Nominees Limited, on behalf of SMALLCAP World Fund, Inc.

r)

On 14 May 2018,
(i) the Company issued the following shares (each of £0.001 each): (i) 7,500 ordinary shares
to Suzanne Beechey, (ii) 67,369 ordinary shares to Philippe Chainieux, (iii) 89,907 series
C-4 preferred shares to Europe Ventures II L.P, (iv) 30,143 ordinary shares to Jonathan
Howell, (v) 5,000 ordinary shares to Win Kwok, (vi) 172,331 series C-4 preferred shares
to Level Equity Opportunities Fund, (vii) 172,331 series C-4 preferred shares to Level
Equity-Made Investors LLC (“Level Equity-Made”), (viii) 314,598 series C-4 preferred
shares to Partech, (ix) 2,500 ordinary shares to Simon Rigby, and (x) 1,500 ordinary shares
to Lisa Tomlins; and
(ii)

the following shares (each of £0.001 each) were transferred: (i) 12,962 series A preferred
shares from Archimedia Investments Limited to Level Equity Opportunities Fund,
(ii) 10,172 ordinary shares from Win Kwok to Level Equity Opportunities Fund, (iii) 4,313
ordinary shares from Andrew Skipper to Level Equity Opportunities Fund, (iv) 144,884
ordinary shares from By Design (UK) Limited to Level Equity Opportunities Fund,
(v) 137,356 series A preferred shares from PROFounders Capital L.P. to Level
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Equity-Made, (vi) 34,975 series A preferred shares from Archimedia Investments Limited
to Level Equity-Made, (vii) 30,516 ordinary shares from Julien Callède to Partech,
(viii) 1,725 ordinary shares from Ben Gothard to Partech, (ix) 67,369 ordinary shares from
Philippe Chainieux to Partech, (x) 198,859 ordinary shares from Haka Investments Limited
to Partech, (xi) 7,500 ordinary shares from Suzanne Beechey to Partech, (xii) 6,232 series
B-2 preferred shares from Philippe Chainieux to Partech, (xiii) 2,397 series A preferred
shares from Archimedia Investments Limited to Partech, (xiv) 1,571 series A preferred
shares from Archimedia Investments Limited to Europe Ventures II L.P., (xv) 7,891 series
B-1 preferred shares from Wyandanch Partners, LP to Europe Ventures II L.P, (xvi) 1,952
ordinary shares from John Clark to Europe Ventures II L.P., (xvii) 42,602 ordinary shares
from Chloe Macintosh to Europe Ventures II L.P., (xviii) 1,748 ordinary shares from
Carson Roen to Europe Ventures II L.P., (xix) 2,500 ordinary shares from Simon Rigby to
Europe Ventures II L.P., (xx) 30,143 ordinary shares from Jonathan Howell to Europe
Ventures II L.P., (xxi) 1,500 ordinary shares from Lisa Tomlins to Europe Ventures II L.P.
Prior to the transfers, the relevant shares were re-classiﬁed as series C-4 preferred shares of
£0.001 each.
s)

On 7 February 2019, the Company issued 10,000 ordinary shares of £0.001 each to James
Smith.

t)

On 4 July 2019, the Company issued 12,277 ordinary shares of £0.001 each to Jonathan Howell.

u)

On 8 January 2020, the Company issued 45,000 ordinary shares of £0.001 each to Win Kwok.

v)

On 14 May 2020,
(i) the Company executed a warrant instrument, conferring the right to subscribe for 21,750
ordinary shares of £0.001 each, in favour of Silicon Valley Bank (“SVB”); and
(ii)

the Company executed a warrant instrument, conferring the right to subscribe for 21,750
ordinary shares of £0.001 each, in favour of SVB Innovation Credit Fund VIII, L.P. (“SVB
Innovation”).

3.5
a)

Save as otherwise disclosed in this Registration Document:
no share or loan capital of the Company has, within the period covered by the historical ﬁnancial
information set out in this Registration Document, been issued or been agreed to be issued, fully or
partly paid, either for cash or for a consideration other than cash to any person;

b)

no commissions, discounts, brokerages or other special terms have been granted by the Company or
any of its subsidiaries within the period covered by the historical ﬁnancial information set out in this
Registration Document in connection with the issue or sale of any share or loan capital of any such
company;

c)

there are no acquisition rights in respect of the Company’s capital nor has the Company or any of the
Shareholders undertaken to increase the capital of the Company; and

d)

no share or loan capital of the Company or any of its subsidiaries is under option or agreed,
conditionally or unconditionally, to be put under option.

4.
DIVIDEND POLICY
The Company generally retains any future earnings to ﬁnance the operation and expansion of its business.
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5.
5.1

MAJOR SHAREHOLDERS
In so far as is known to the Directors, the following are the interests which represent, directly or
indirectly, 3% or more of the voting rights of the Company as at the date of this Registration
Document:

Shareholders
Level Equity Growth
Funds(1) ...........................
Partech Growth FCPI .....
Haka Investments
Limited (Founder) ..........
Europe Ventures II LP....
By Design (UK) Limited
PROFounders Capital
L.P. ..................................
State Street Nominees
Limited(3) ........................
Jaina Capital Ltd ............

Ordinary
shares

Series A
preferred
shares

Series B-1
preferred
shares

Series B-2
preferred
shares

Series C-1
preferred
shares

Series C-2
preferred
shares

Series C-3
preferred
shares

Series C-4
preferred
shares

Total(2)

—
—

—
—

3,345,424
—

748,502
—

991,531
2,874,448

1,426,551
2,891,631

374,251
—

523,981
490,928

7,410,240
6,257,007

24.1%
20.4%

3,258,733
—
2,374,251

—
—
—

—
337,593
—

—
—
—

—
—
—

—
1,731,602
—

—
—
—

—
568,090
—

3,258,733
2,637,285
2,374,251

10.6%
8.6%
7.7%

—

1,477,644

398,994

249,500

—

—

124,750

—

2,250,888

7.3%

—
—

—
1,124,630

—
—

—
249,500

—
—

—
—

—
124,750

2,067,967
—

2,067,967
1,498,880

6.7%
4.9%

% of voting
rights

—————
Notes:
(1) Level Equity Growth Funds include: (i) Level Equity Growth Partners I L.P., (ii) Level Equity Opportunities Fund 2015 L.P., and
(iii) Level Equity-Made Investors, LLC.
(2) On an as converted basis (excluding non-voting growth shares).
(3) On behalf of SMALLCAP World Fund, Inc.

5.2

Pursuant to the terms of the Shareholders’ Agreement (as set out in this Part X: “Additional
Information – Material Contracts – Shareholders’ Agreement”), certain shareholders beneﬁt from
customary contractual consent/veto rights, including over share sales, asset sales and initial public
offerings, as a result of which they can exercise negative control over the Company. Save for these
rights and as disclosed above, insofar as is known to the Directors, there is no other person who (i) is
or will be, directly or indirectly, interested in 3% or more of the voting rights of the Company, or
(ii) can, will or could, directly or indirectly, jointly or severally, exercise control over the Company.
No holder of the series A preferred shares, the series B preferred shares, the series C preferred shares
or the ordinary shares has voting rights that differ from those of any other holders of the series A
preferred shares, the series B preferred shares, the series C preferred shares or the ordinary shares. The
Directors have no knowledge of any arrangements the operation of which may at a subsequent date
result in a change of control of the Company.

6.
ARTICLES OF ASSOCIATION
The articles of association of the Company (the “Articles”), which were adopted pursuant to a resolution of
the Company passed on 6 March 2018 (as amended by a resolution of the Company on 21 May 2021), are
articles suitable for a company of the size and with the ownership proﬁle of the Company (including the
treatment of assets on a liquidation or return of capital and anti-dilution protections for shareholders).
The Articles are not comparable to the customary articles for a UK public limited company. Should the
Company (or a new holding company of the Company) proceed with a public listing in the United
Kingdom, it will adopt new articles of association, which are suitable for a company whose shares are
admitted to the premium listing segment of the Ofﬁcial List and to trading on the main market of the
London Stock Exchange.
The Articles contain provisions, inter alia, to the following effect:
6.1

Objects
The Company’s objects are not restricted by the Articles. Accordingly, pursuant to the 2014 Act, the
Company’s objects are unrestricted.

6.2

Limited liability
The liability of the members is limited to the amount, if any, unpaid on the shares in the Company
respectively held by them.
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6.3

Share classes and rights
As at the date of this Registration Document, the Company’s capital is made up of:
(i)

ordinary shares;

(ii)

series A preferred shares;

(iii) series B-1 preferred shares and series B-2 preferred shares (together the “series B preferred
shares”);
(iv) series C-1 preferred shares, series C-2 preferred shares, series C-3 preferred shares and series C4 preferred shares (together the “series C preferred shares”); and
(v)

growth shares,

(together, the “Shares”). There are no deferred shares in issue.
Set out in the paragraphs below is a description of the rights, preferences and restrictions attaching to
each class and series of Shares.
6.4

Voting rights
Each series A preferred share, series B preferred share, series C preferred share and ordinary share
carries one vote per share. Such shares confer on their holders the right to receive notice of, to speak
and to vote at, any general meeting of the Company, and to receive and vote on, or otherwise
constitute the holder an eligible member for the purposes of, proposed written resolutions of the
Company.
The deferred shares (if issued) and the growth shares do not entitle the holder of such shares to
receive notice of, to speak or to vote at, any general meeting of the Company, nor to receive or vote
on, or otherwise constitute the holder an eligible member for the purposes of, proposed written
resolutions of the Company.

6.5

Dividends
The Company may, by ordinary resolution, declare dividends. The Directors may decide to pay interim
dividends. A dividend must not be declared unless the Directors have made a recommendation as to
its amount and lawfulness. Such a dividend must not exceed the amount recommended by the
Directors.
The balance of any proﬁts resolved to be distributed and capable of being lawfully distributed in any
ﬁnancial year or period with the prior written consent of the Investor Majority are to be distributed
amongst the holders of the series A preferred shares, series B preferred shares, series C preferred
shares and the ordinary shares (pari passu as if the same were one class of shares).
The deferred shares (if issued) and the growth shares do not carry any entitlement to receive
dividends.

6.6

Conversion rights
Any individual holder of preferred shares may, at any time, convert all or any number of its preferred
shares into ordinary shares by written notice to the Board.
Upon the consummation of the ﬁrst ﬁrm commitment underwritten public offering, underwritten by a
nationally recognised underwriter satisfactory to the holders of a majority of the series C-1 preferred
shares, series C-2 preferred shares and the series C-4 preferred shares (the “Investor Majority”)
where:
(i)

the per share price for such public offering is not less than £7.24; and

(ii)

the amount of free ﬂoat is at least £50,000,000 and represents at least 25% of the issued share
capital immediately following such public offering,

all of the preferred shares shall automatically convert into ordinary shares on a 1 for 1 basis.
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A holder of growth shares that are not Qualifying Growth Shares (as deﬁned in the Articles) may
serve a notice on the Board specifying that all or any of its growth shares are to convert into or be
re-designated as ordinary shares upon payment to the Company of the hurdle amount applicable to its
growth shares.
On a public offering where the subscription price per share in respect of new ordinary shares issued at
the time of such offering (“IPO Price”) is less than the hurdle amount applicable to any growth share,
all of such growth shares shall automatically be converted into deferred shares on a 1 for 1 basis.
If the IPO Price is equal to or greater than the hurdle amount applicable to any growth share, the
Company will issue to each holder of such growth shares, in return for the growth shares being
bought back by the Company for par value, such number of new ordinary shares which have a total
value equal to the proceeds the holder of such growth shares would have received in accordance with
the Articles on a sale of shares in the Company which would result in the purchaser (whether alone or
acting in concert) acquiring a controlling interest in the Company.
6.7

Variation of class rights
The consent of the holders of more than 50% of the series B preferred shares is required for approval
of the variation, modiﬁcation, abrogation or cancellation of any special rights attaching to such shares,
provided that where such variation, modiﬁcation, abrogation or cancellation is with respect to only
series B-1 preferred shares or only series B-2 preferred shares, the consent in writing of the holders of
more than 50% of the affected series of shares will be required.
The consent of an Investor Majority is required for the approval of the variation, modiﬁcation,
abrogation or cancellation of any special rights attaching to the series C preferred shares.
For the series A preferred shares, the growth shares and the ordinary shares, the special rights attached
to each of such class of shares may be varied or abrogated or cancelled only with the consent in
writing of the holders of greater than 50% of the issued shares of that class entitled at the time to
vote at a general meeting of the Company.

6.8

Transfer of shares
The Board shall refuse to register any transfer of Shares made in contravention of the Articles but
shall not otherwise be entitled to refuse to register any transfer of Shares. The Board may refuse to
register a transfer if it is a transfer to a bankrupt, a minor or a person of unsound mind or where the
transfer is to an employee, director, or prospective employee or director, who in the opinion of the
Board is subject to taxation in the United Kingdom and such person has not entered into a joint
Section 431 Income Tax (Earnings and Pensions) Act 2003 election with the Company.
Holders of growth shares may transfer their growth shares only in speciﬁc circumstances set out in the
Articles which include:
(i)

to the Company or any person nominated by the Board (acting with the approval of the Level
Equity Director and the Partech Director); and

(ii)

with Investor Majority Consent.

There are no speciﬁc restrictions in the Articles on the transfer of series C preferred shares.
The holders of the series C preferred shares (“Series C Shareholders”) have rights of ﬁrst refusal
over the transfer of any series A preferred share and/or ordinary share. Any such shares not acquired
by a Series C Shareholder (pursuant to its rights of ﬁrst refusal) may be transferred to a third party at
any time within three months after the date of the last offer by the Company to a Series C
Shareholder, provided that, in relation to such transfer of series A preferred shares and ordinary shares
only, the Series C Shareholders are given the opportunity to transfer such number of their Equity
Shares as determined under the Articles to such third party.
Notwithstanding the above and the Articles, any shareholder may transfer its Equity Shares (subject to
tag along rights) with Investor Majority Consent and the approval of the Board.
The Articles also contain provisions on mandatory transfers, tag along rights and drag along rights,
which supplement the above provisions.
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6.9

Alteration of share capital
Subject to the 2014 Act and the Articles, the Company may by ordinary resolution, increase its share
capital, consolidate and divide all or any of its share capital, re-classify all or any of its share capital,
sub-divide its shares or any of them or cancel shares.
Speciﬁcally, the Articles provide that:
(i)

Investor Majority Consent is required for the Company to create a new class of shares having
rights senior to or on parity with the series C preferred shares;

(ii)

Series B Majority Consent is required for the Company to create a new class of shares having
rights senior to or on parity with the series B preferred shares; and

(iii) Investor Majority Consent and Series B Majority Consent are required for the Company to alter,
increase, sub-divide or consolidate its share capital (other than in connection with the operation
of a share option scheme or the issue of growth shares or the issue of shares which the
Company is required to make by reason of a right attached to a Share).
6.10 Reduction of capital
The Company may, by special resolution, reduce its share capital and any capital redemption reserve
fund in any manner save that Investor Majority Consent and Series B Majority Consent are required
for the Company to reduce its share capital.
6.11 Purchase of own shares
Under the Articles, the Company has the authority in accordance with sections 105 to 116 of the 2014
Act to purchase its own shares in issue save that Investor Majority Consent and Series B Majority
Consent are required for the Company to enter into any contract to purchase any of the Company’s
shares or to buy in any such Shares.
6.12 General meetings
As a Gibraltar private company limited by shares, the Company is required to hold a general meeting
as its annual general meeting each year save that the Company may by special resolution dispense
with the holding of an annual general meeting.
6.13 Directors
(a) Number of Directors
The Articles provide that the number of directors constituting the Board shall at all times be at least
three. There is no maximum number of directors.
(b)

Appointment of Directors
Any person who is willing to act as a director, may be appointed to be a director by ordinary
resolution or a decision of the Directors.
The Articles provide that the Board shall be appointed as follows:
(i) Partech, for so long as it holds any Equity Shares, shall be entitled to appoint one director to
the Board (the “Partech Director”);
(ii)

Level Equity, for so long as it holds any Equity Shares, shall be entitled to appoint one director
to the Board (the “Level Equity Director”); and

(iii) Ning Li (the “Founder”), for so long as he holds any Equity Shares, shall be entitled to appoint
one director to the Board (the “Founder Director”).
The Board shall appoint two independent directors (each an “INED”) to be mutually agreed by
Partech, Level Equity and the Founder.
The Board shall be entitled to appoint the chief executive ofﬁcer of the Company at any time.
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(c)

Vacation of Ofﬁce
The Articles set out various circumstances in which a person shall cease to be a director of the
Company, for example, if:
(i)

that person ceases to be a director by virtue of the 2014 Act or is prohibited by law from being
a director;

(ii)

a bankruptcy order is made against that person or a composition is made with that person’s
creditors generally in satisfaction of that person’s debts;

(iii) a registered medical practitioner who is treating that person gives a written opinion to the
Company stating that that person has become physically or mentally incapable of acting as a
director and may remain so for more than three months;
(iv) by reason of that person’s mental health, a court makes an order which wholly or partly prevents
that person from personally exercising any powers or rights which that person would otherwise
have; or
(v)

the Company received notiﬁcation from that person that that person is resigning and such
resignation has taken effect in accordance with its terms.

Partech shall be entitled to remove from ofﬁce any Partech Director.
Level Equity shall be entitled to remove from ofﬁce any Level Equity Director.
The Founder shall be entitled to remove from ofﬁce any Founder Director.
The removal of any INED shall be agreed by at least two of Partech, Level Equity and the Founder.
Subject to the above, the Company may, by ordinary resolution of which special notice has been
given, or by special resolution, remove any Director from ofﬁce.
(d)

Alternate Director
Any Director may, by written notice, appoint as an alternate any person who is willing to act as that
Director’s alternate. Any Director who has appointed an alternate may, at his or her discretion, revoke
such appointment by written notice to the Company signed by the appointor, or in any other manner
approved by the Directors.

(e)

Term of Ofﬁce
Save as disclosed in paragraph (c) above (Vacation of Ofﬁce), the Articles do not contain any other
provision relating to the Directors’ term of ofﬁce.

(f)

Remuneration of Directors
Directors are entitled to such remuneration as the Directors determine for their services to the
Company as directors and for any other service, which they undertake for the Company. Subject to the
Articles, a director’s remuneration may take any form and include any arrangements in connection
with the payment of a pension, allowance or gratuity, or any death, sickness or disability beneﬁts, to
or in respect of that director.
In general, the Company may pay any reasonable expenses which the Directors properly incur in
connection with their attendance at meetings of directors or committees of directors, general meetings
or separate meetings of the holders of any class of shares or of debentures of the Company or
otherwise in connection with the exercise of their powers and the discharge of their responsibilities in
relation to the Company. Speciﬁcally, the Partech Director, the Level Equity Director, the Founder
Director and the INEDs are entitled to be reimbursed all reasonable expenses by the Company but
shall not otherwise be entitled to receive any other remuneration unless ﬁrst approved by the Board.
An alternate director is not entitled to receive any remuneration from the Company except such part of
the alternate’s appointor’s remuneration as the appointor may direct by written notice to the Company
but shall not otherwise be entitled to receive any other remuneration unless ﬁrst approved by the
Board.
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6.14 IPO Exchange Mechanism
The Board can require shareholders to transfer all of their shares in the Company to Listco for the
purposes of an IPO that has been approved by the requisite shareholders under the Shareholders’
Agreement.
Each shareholder of the Company will be deemed under the IPO Exchange Mechanism to have
appointed each of the Directors to be their attorney to take such action as is necessary or desirable to
effect and consummate the IPO Reorganisation.
Following an IPO Reorganisation (as deﬁned in the Articles), if a person becomes a shareholder of the
Company pursuant to the exercise of a pre-existing option or warrant to acquire ordinary shares in the
Company, such person shall be required to transfer its, his or her ordinary shares in the Company to
Listco. Such shareholder will be deemed to have appointed each of the Directors to be its, his or her
attorney to take such action is necessary or desirable to effect and consummate such transfer.
7.
SUBSIDIARIES
The Company is the holding company of the Group. The principal subsidiaries and subsidiary undertakings
of the Company are as follows:
Name
Made.com Design Ltd

Principal activity
(1)

Country of
incorporation

Percentage ownership
(direct or indirect)

...........

Retail sale via mail
order houses or via
internet.

England and Wales

100% direct ownership

Made.com Netherlands B.V. ......

Operational and
marketing support
services to MDL.
Currently dormant.

Netherlands

100% indirect
ownership

Made.com Trading Limited .......

Holding company.

Hong Kong

100% indirect
ownership

Made.com Company Limited ....

Product development
and sourcing support
services to MDL.

China

100% indirect
ownership

—————
Notes:
(1) In addition, MDL has a branch ofﬁce in France, Germany and the Netherlands and a representative ofﬁce in Vietnam.

Group structure
The following structure chart illustrates the Group structure as at the date of this Registration Document:
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8.
SHARE INCENTIVE ARRANGEMENTS
The Group has granted options, which give holders the right to acquire ordinary shares in the Company for
the relevant exercise price. Following completion of the steps described in this Part X: “Additional
Information – Proposed Pre-IPO Reorganisation”, options will continue to subsist over ordinary shares in
Listco. The Group has operated three share plans, which comprise (i) the Company Share Option Plan,
(ii) the Non-Qualifying Share Option Plan, and (iii) the MADE x Everyone Company Share Option Plan. In
addition, the Group has entered into agreements with directors and employees for the grant of options
(including Enterprise Management Incentive options), which include options granted to, amongst others, the
Chair, Chief Executive Ofﬁcer, Company Secretary and General Counsel and certain former employees of
the Company. Further details of these options are set out below. The exercise of options under any of these
arrangements may be satisﬁed with the issue of new ordinary shares in the Company. The number of
ordinary shares in the Company and/or the option exercise price may be adjusted on a variation of share
capital of the Company so that the total exercise price payable in respect of an option remains unchanged.
Company Share Option Plan
Options granted as UK tax-advantaged options under the Company Share Option Plan (the “CSOP
Options”) over 1,219,999 shares in the Company are currently held by current and former employees. The
CSOP Options have exercise prices of between £3.62 and £14.51 per Company share.
CSOP Options over 955,827 shares in the Company (which, following completion of the steps described in
this Part X: “Additional Information – Proposed Pre-IPO Reorganisation”, represent 9,558,270 ordinary
shares in the capital of Listco with exercise prices of between £0.362 and £1.451 per share) are currently
vested and exercisable. CSOP Options will vest and become exercisable in respect of an additional
1,058,290 ordinary shares in Listco immediately prior to Admission, in respect of 333,330 ordinary shares
in Listco on 30 December 2021, in respect of 666,680 ordinary shares in Listco on 30 December 2022, in
respect of 583,420 ordinary shares in Listco, and in respect of 58,290 ordinary shares in Listco on a
quarterly basis commencing on 1 October 2021 until fully vested on 1 January 2024. Vesting is conditional
on the participants remaining employed by the Group. Once vested, CSOP Options may be exercised at any
time before the business day immediately preceding the 10th anniversary of grant, following which
unexercised options lapse.
Non-Qualifying Share Option Plan
Options granted as non-tax advantaged options under the Non-Qualifying Share Option Plan (the “NonQualifying Options”) over 268,333 shares in the Company are currently held by current and former
employees. The Non-Qualifying Options have exercise prices of between £3.62 and £14.51 per Company
share.
Following completion of the steps described in this Part X: “Additional Information – Proposed Pre – IPO
Reorganisation”, Non-Qualifying Options shall remain outstanding over 2,683,330 ordinary shares in Listco,
with exercise prices of between £0.362 and £1.451 per share.
Non-Qualifying Options over 168,328 shares in the Company (which, following completion of the steps
described in this Part X: “Additional Information – Proposed Pre-IPO Reorganisation”, represent 1,683,280
ordinary shares in Listco) are currently vested and exercisable. Non-Qualifying Options will vest in respect
of the remaining 1,000,050 ordinary shares in Listco immediately prior to Admission, conditional on the
participants remaining employed by the Group. Following vesting, Non-Qualifying Options may be exercised
at any time until the 10th anniversary of grant, following which unexercised options lapse.
MADE x Everyone Company Share Option Plan
The MADE x Everyone Company Share Option Plan provides for the grant of tax-advantaged options to
employees in the UK under Part A, non-tax advantaged options under Part B and cash-based options over a
notional number of shares under Part C.
Options over 237,600 shares in the Company are currently held by employees under Part A and options
over 51,600 shares in the Company are currently held by employees under Part B. In addition, cash-based
options are currently held under Part C by reference to a notional 36,000 shares in the Company by
employees based in China and Vietnam. All options under the plan have an exercise price of £10.56 per
share.
Following completion of the steps described in this Part X: “Additional Information – Proposed Pre-IPO
Reorganisation”, options shall remain outstanding over 2,376,000 ordinary shares in Listco under Part A,
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over 516,000 ordinary shares in Listco under Part B and over a notional 360,000 ordinary shares in Listco
under Part C, each with an exercise price of £1.056 per share.
All options granted under the MADE x Everyone Company Share Option Plan have an exercise price of
£10.56 per Company share and will, subject to the participants remaining employed by the Group, vest and
become exercisable as to 50% upon Admission, as to a further one-sixth on 1 January 2023 and as to the
remainder on 1 January 2024. Options granted under Part A and Part B of the MADE x Everyone
Company Share Option Plan will remain exercisable until 1 January 2031, following which unexercised
options lapse. Options granted under Part C of the MADE x Everyone Company Share Option Plan will be
deemed immediately exercised upon vesting, provided that Listco’s share price is above the exercise price
(as adjusted as a result of the proposed pre-IPO reorganisation) on each vesting date. If on any vesting date
Listco’s share price is below the exercise price, options granted under Part C will not be deemed exercised
but will continue to be capable of exercise on the next vesting date, provided that options granted under
Part C will lapse to the extent not exercised if Listco’s share price is not above the exercise price on
1 January 2024.
Individual option agreements with directors and employees
Individual options granted as tax-advantaged Enterprise Management Incentive options (the “EMI Options”)
and non-tax advantaged options (the “Unapproved Options”) over 2,258,758 and 566,026 shares in the
Company respectively are currently held by current and former directors and employees. All EMI Options
and all Unapproved Options are vested and may be exercised at any time until the business day
immediately preceding the 10th anniversary of grant (following which, if unexercised, they will lapse), save
that Unapproved Options over 349,359 shares in the Company have no automatic lapse date. The EMI
Options and Unapproved Options have exercise prices of between £1.6291 and £7.24 per Company share.
Following completion of the steps described in this Part X: “Additional Information – Proposed Pre-IPO
Reorganisation”, EMI Options and Unapproved Options shall remain outstanding over 22,587,580 and
5,660,260 ordinary shares in Listco respectively, with exercise prices of between £0.16291 and £0.724 per
share.
9.
PENSIONS
An overview of the Company’s pension contributions, including the total amounts set aside or accrued by
the Company or its subsidiaries to provide pension, retirement or similar beneﬁts are set out in Note 7 of
Part IX: “Group Historical Financial Information”. The total amount set aside or accrued by the Company
or its subsidiaries to provide pension, retirement or similar beneﬁts was nil as at 31 December 2020.
10. MATERIAL CONTRACTS
The following are the only contracts (not being contracts entered into in the ordinary course of business)
which have been entered into by members of the Group within the two years immediately preceding the
date of this Registration Document and which are, or may be, material or which have been entered into at
any time by members of the Group and/or which contain any provision under which any member of the
Group has any obligation or entitlement which is, or may be, material to the Group as at the date of this
Registration Document:
10.1 Shareholders’ Agreement
The Company and its shareholders, including the Founder, Partech, Level Equity and certain managers
are party to a subscription and shareholders’ agreement relating to the Company dated 29 June 2015
(as amended) (the “Shareholders’ Agreement”). The Shareholders’ Agreement regulates the
relationship between the parties as indirect shareholders of the Group.
The Shareholders’ Agreement contains provisions that govern matters such as: (i) decisions requiring
consent of certain shareholders, (ii) Group governance, and (iii) exit events (including sale processes
and initial public offerings). Certain shareholders also beneﬁt from customary contractual consent/veto
rights under the Shareholders’ Agreement, including over share sales, asset sales and initial public
offerings. The Shareholder’s Agreement shall terminate and cease to have effect upon an initial public
offering approved in accordance with the Shareholders’ Agreement save that this does not release any
party from liability for breaches of this agreement which occurred prior to its termination.
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10.2 Mezzanine Term Loan Agreement
The Company as guarantor, MDL as borrower (the “Borrower”) and SVB are a party to a mezzanine
term loan agreement dated 14 May 2020 (as amended from time to time) (the “Mezzanine Term
Loan Agreement”). Pursuant to the Mezzanine Term Loan Agreement, SVB has made available to the
Borrower a term loan facility in an amount of up to £10,000,000 (the “Mezzanine Facility”).
The maturity date of the Mezzanine Term Loan Agreement is 14 May 2023. Amounts outstanding
under the Mezzanine Term Loan Agreement accrue interest at a ﬂoating rate per annum equal to the
higher of (i) the Bank of England’s Base Rate plus 9.00% per annum, and (ii) 9.75% per annum. As
at 14 May 2021, the Mezzanine Facility was fully drawn. The Mezzanine Facility is subject to
scheduled amortisation in the event the T6M net revenue of the Group has grown by less than 8.0%
in the six-month period prior to the end of each quarter. No such amortisation will apply if, within 10
business days of the delivery of statements evidencing the net revenue of the Group having grown by
less than 8.0% in the six-month period prior to the end of the relevant quarter, any shareholder in the
Company or within 5 business days of the delivery of statements evidencing the net revenue of the
Group having grown by less than 8.0% in the six-month period prior to the end of the relevant
quarter, an investor approved by SVB injects an equity cure in an amount of not less that £5,000,000.
The Mezzanine Facility may be utilised to ﬁnance the Borrower’s general corporate purposes.
The Mezzanine Term Loan Agreement contains change of control provisions pursuant to which SVB’s
consent is required to permit the direct or indirect change of ownership or control of any of the
Company’s subsidiaries or permit the entry by the Company’s shareholders into a transaction or a
series of transactions which result in a new shareholder or shareholders acquiring at least 40% of the
voting shares of the Company. In addition, the Mezzanine Term Loan Agreement contains certain
customary afﬁrmative and negative covenants including, limitations on, subject to certain exceptions,
the ability of the Company and the Borrower to, among other things, declare, make or pay dividends
or other distributions, make certain acquisitions or disposals, grant security and incur debt. The
Mezzanine Term Loan Agreement is subject to purported subordination mechanics with respect to the
Revolving Line Loan Agreement further described below.
The Mezzanine Facility may be prepaid in full by the Borrower on 5 business days prior notice. Such
prepayment requires the Borrower to pay a prepayment fee of 2.00% of the total principal amount
standing if the prepayment occurs on or prior to the ﬁrst anniversary of the initial drawing or 1.00%
of the total principal amount standing if the prepayment occurs following the ﬁrst anniversary but on
or prior to the second anniversary of the initial drawing. The prepayment fee shall not apply in certain
circumstances, including in the event the guarantor lists on a Stock Exchange.
Further, in connection with the Mezzanine Term Loan Agreement, the Borrower has granted an “all
monies” security interest in favour of SVB under certain all assets English law debentures and Belgian
law ﬂoating pledges. Further, the Company has granted a guarantee and indemnity in connection with
the Borrower’s obligations under the Mezzanine Term Loan Agreement.
10.3 Revolving Line Loan Agreement
The Company as guarantor, the Borrower (as deﬁned above) and SVB (as deﬁned above) are a party
to a revolving line loan agreement dated 17 January 2020 (as amended from time to time) (the
“Revolving Line Loan Agreement”). Pursuant to the Revolving Line Loan Agreement, SVB has
made available a multicurrency revolving line of credit (the “Revolving Facility”) to the Borrower
(i) for the period from 31 March 2021 up to and including 30 April 2021, up to a maximum amount
of £6,000,000 and (ii) for the period on and from 1 May 2021, up to a maximum amount of
£10,000,000.
The Revolving Facility can be drawn in minimum amounts of £1,000,000 with an option to draw in
either GBP, USD or EURO. Amounts outstanding under the Revolving Line Loan Agreement accrue
interest at a ﬂoating rate relevant to the currency drawn plus a margin with such rate to be not less
than 5.25% per annum. The maturity date of the Revolving Line Loan Agreement is 17 January 2022.
An unused revolving line fee of 1% per annum of the average unused portion of the total commitment
under the Revolving Facility is payable quarterly in arrears. An early termination fee of 1% of the
total commitment under the Revolving Facility is payable on the date of such early termination if the
Revolving Facility is voluntarily terminated by the Company or the Borrower or involuntarily
terminated by acceleration of the Revolving Facility. Such termination fee shall be waived if the
Revolving Facility is reﬁnanced by SVB.
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The Revolving Facility is subject to a clean down whereby all drawings are to be reduced to £0 for at
least 15 successive days twice in each 12 month period. In addition, if the aggregate of all drawings
is in excess of £5,000,000 at any time, within 120 days of that time, the Revolving Facility is
required to be reduced below £5,000,000 for at least 15 successive days. As at 14 May 2021, the
Revolving Facility was undrawn.
The Revolving Facility may be utilised solely to ﬁnance the Borrower’s general corporate and working
capital purposes.
The Revolving Line Loan Agreement contains a change of control provision pursuant to which SVB’s
consent is required to permit the change of ownership or control of any of the Company’s subsidiaries
or permit the entry by the Borrower’s shareholders into a transaction or a series of transactions which
result in a new shareholder acquiring at least 40% of the voting shares of the Borrower. Unlike the
Mezzanine Term Loan Agreement, the change of control provision does not extend to indirect changes
of ownership or control of the Company. However, the Revolving Line Loan Agreement contains a
cross-default provision, which would be triggered by the occurrence of a default (including, a breach
of the change of control provision) under the Mezzanine Term Loan Agreement (or any other
ﬁnancing agreements) provided more than £100,000 of debt is accelerated. In addition, the Revolving
Line Loan Agreement contains certain customary afﬁrmative and negative covenants including,
limitations on, subject to certain exceptions, the ability of the Company and the Borrower to, among
other things, declare, make or pay dividends or other distributions, make certain acquisitions or
disposals, grant security and incur debt. The Revolving Line Loan Agreement also requires the
Borrower to maintain at all times at least £20,000,000 in liquidity being the aggregate amount of the
Group’s cash in hand, cash equivalents and available commitment under the Revolving Facility plus an
amount equal to 75% of the value of the Borrower’s eligible inventory up to a maximum amount of
£8,000,000.
In connection with the Revolving Line Loan Agreement, the Borrower has granted an “all monies”
security interest in favour of SVB under certain all assets English law debentures and Belgian law
ﬂoating pledges. Further, the Company has granted a guarantee and indemnity in connection with the
Borrower’s obligations under the Revolving Line Loan Agreement.
10.4 Warrant Instruments
In connection with the Mezzanine Term Loan Agreement, the Company executed warrant instruments
in favour of SVB and SVB Innovation. Pursuant to the warrant instruments, on 14 May 2020, the
Company issued warrants over 43,500 ordinary shares (21,750 to each of SVB and SVB Innovation).
The warrants confer the right on their holders to subscribe for ordinary shares, in cash, at an exercise
price of £0.001 per ordinary share. The warrants are exercisable in whole or in part at any time on or
prior to 14 May 2030.
Under the terms of these warrants, the Company is required to give each warrant holder at least
10 days’ notice of a listing of the Company’s securities on the London Stock Exchange or the
granting of permission for any of the Company’s securities to be traded on the London Stock
Exchange. The warrant holders may elect to exercise their rights under the warrants to subscribe for
ordinary shares in the Company conditionally on, but immediately prior to the completion of such
listing.
10.5 Reorganisation Deed
In order to facilitate the Proposed Pre-IPO Reorganisation, Listco, the Company and certain
shareholders of the Company entered into the Reorganisation Deed on 21 May 2021.
Pursuant to the terms of the Reorganisation Deed:
(a) immediately prior to Admission, Listco will acquire, and certain shareholders of the Company
will transfer, all of the:
(i)

ordinary and preferred shares with a nominal value of £0.001 each in the Company in
exchange for ordinary shares with a nominal value of £0.001 each in Listco with
materially equivalent rights to such ordinary shares in the capital of the Company on a 1
for 1 basis; and
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(ii)

growth shares with a nominal value of £0.001 each in the Company in exchange for such
number of ordinary shares in Listco as calculated under the Company’s current articles of
association as if an IPO of the Company (rather than Listco) were to take place,

(the “Share Exchange”);
(b)

to ensure that immediately following the Share Exchange, each shareholder will hold the same
number of ordinary shares that it would have held in the Company if an IPO of the Company
(rather than Listco) were proposed to take place, Ning Li (the current sole shareholder of Listco)
will waive his right to receive 1,000 ordinary shares in Listco under the Share Exchange, being
the number of ordinary shares in Listco that he currently holds (and will hold) immediately prior
to the Share Exchange;

(c)

the Share Exchange is conditional upon the approval of the relevant Company shareholders, and
the Board and Listco resolving, to proceed with the proposed IPO. If these conditions are not
satisﬁed on or before 31 December 2021, the Reorganisation Deed will automatically terminate;

(d)

the Shareholders’ Agreement will be terminated immediately prior to Admission and the
Company will be released from all liabilities under the Shareholders’ Agreement (including
liabilities which arose prior to such termination);

(e)

each shareholder of the Company agrees not to transfer its, his or her shares in the Company
from the date of the Reorganisation Deed until the earlier of Admission and 31 December 2021;

(f)

Ning Li (the sole shareholder of Listco) agrees not to transfer his shares in Listco or to exercise
his rights as shareholder to create, issue, buy back or redeem any securities in Listco without the
prior written consent of the Company or other than as contemplated by the Reorganisation
Agreement; and

(g)

each shareholder of the Company appoints each of the Directors as its, his or her attorney to
take such action as is necessary or desirable to effect and consummate the Proposed Pre-IPO
Reorganisation.

11. LITIGATION
There are no governmental, legal or arbitration proceedings (including any such proceedings which are
pending or threatened of which the Company is aware) during the 12 months preceding the date of this
Registration Document, which may have, or have had in the recent past, a signiﬁcant effect on the
Company’s and/or the Group’s ﬁnancial position or proﬁtability.
12. NO SIGNIFICANT CHANGE
There has been no signiﬁcant change in the ﬁnancial position or ﬁnancial performance of the Group since
31 March 2021, the date to which the Group’s Interim Historical Financial Information was published.
13. RELATED PARTY TRANSACTIONS
Save as set out in Note 24 and 25 of Part IX: “Group Historical Financial Information”, there were no
related party transactions entered into by the Company or any other member of the Group during the
ﬁnancial years ended 31 December 2020, 2019 and 2018 and during the period up to the date of this
Registration Document.
14. PROPERTY
For further information on the Group’s principal properties refer to Part V: “Business Overview – Property”.
15. PROPOSED PRE-IPO REORGANISATION
15.1 In connection with and immediately prior to Admission, the Group will undertake a reorganisation of
its corporate structure which will result in Listco becoming the ultimate holding company of the
Group and the Company becoming a wholly-owned direct subsidiary of Listco (“Proposed Pre-IPO
Reorganisation”).
15.2 The following steps relating to the Proposed Pre-IPO Reorganisation have taken place prior to the
publication of this Registration Document:
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(a)

on 20 April 2021, Oakwood Corporate Nominees 2021 Limited (an incorporation agent)
incorporated Listco with 1,000 ordinary shares of £0.001 each;

(b)

on 22 April 2021, Ning Li (an existing shareholder of the Company) acquired 1,000 ordinary
shares of £0.001 each in Listco from Oakwood Corporate Nominees 2021 Limited for £1.
Immediately following such acquisition, Listco issued a redeemable preference share with
nominal value of £49,999 (the “Redeemable Preference Share”) to Ning Li;

(c)

on 21 May 2021, an extraordinary general meeting of the Company was held. At this meeting, a
special resolution of the Company was passed to amend the Company’s articles of association to
introduce a mechanism for the Board to require shareholders to exchange their shares in the
Company for shares in a new holding company of the Company for the purposes of an IPO
which has been approved by the relevant shareholders under the Shareholders’ Agreement (the
“IPO Exchange Mechanism”); and

(d)

on 21 May 2021, Listco, the Company and certain shareholders of the Company entered into a
reorganisation deed (the “Reorganisation Deed”). Under the terms of the Reorganisation Deed,
the Company’s shareholders agreed to exchange their shares in the Company for ordinary shares
in Listco immediately prior to Admission. As a consequence of this exchange, Listco will
become the holding company of the Company.

15.3 The following steps relating to the Proposed Pre-IPO Reorganisation will take place after the
publication of this Registration Document and immediately prior to Admission:
(a)

in accordance with the terms of the Reorganisation Deed, Listco will acquire the entire issued
share capital of the Company from the Shareholders of the Company in exchange for ordinary
shares issued by Listco to the Shareholders of the Company, thereby making Listco the new
holding company of the Group;

(b)

to the extent that they agree to do so, the holders of options over ordinary shares in the
Company will cancel their options in exchange for options over ordinary shares of Listco; and

(c)

Listco will subdivide each of its ordinary shares of £0.001 each into 10 ordinary shares of
£0.0001 each (the “Subdivision”).

15.4 It is expected that after publication of this Registration Document and prior to Admission, SVB and
SVB Innovation will exercise their warrants over, in aggregate, 43,500 ordinary shares of £0.001 each
in the Company and will enter into an agreement with the Company and Listco to transfer their
43,500 ordinary shares of £0.001 each in the Company to Listco in exchange for 43,500 ordinary
shares of £0.001 each in Listco immediately prior to Admission. Following such transfer, their
ordinary shares in Listco will be subdivided under the Subdivision and SVB and SVB Innovation will
therefore hold 435,000 ordinary shares of £0.0001 each in Listco immediately following the
Subdivision.
15.5 The effect of the steps above is to ensure that, immediately after the exchanges of shares and options
set out above, and prior to the Subdivision:
(a)

each of the existing shareholders of the Company (including SVB and SVB Innovation following
the exercise of their warrants) holds the same number of ordinary shares in Listco that they
would have held in the Company if an IPO of the Company were proposed to take place; and

(b)

each of the optionholders of the Company holds options over the same number of ordinary
shares in Listco as the number of ordinary shares in the Company that are subject to their
existing options.
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15.6 The diagram below sets out the New Group structure expected on the date of Admission:

15.7 On Admission, Listco will redeem the Redeemable Preference Share out of the proceeds of the
primary offering.
15.8 Following Admission:
(a) it is anticipated that Listco will undertake a court approved reduction of capital in which the
share premium of Listco will be cancelled to create a pool of distributable reserves in Listco;
and
(b)

if any holders of options or warrants over ordinary shares in the Company do not cancel their
options or warrants in exchange for options or warrants over ordinary shares of Listco prior to
Admission, as and when they exercise such options or warrants, the ordinary shares in the
Company issued to them upon such exercise will be transferred to Listco in exchange for
ordinary shares in Listco by way of the IPO Exchange Mechanism.

16. CONSENTS
Ernst & Young LLP (“EY”) (who is registered to carry out audit work by the Institute of Chartered
Accountants in England and Wales) has given and has not withdrawn its written consent to the inclusion of
the report in Part IX: “Group Historical Financial Information – Accountant’s Report on the Group
Historical Financial Information”, and has authorised the contents of its report for the purposes of item 1.3
of Annex 1 of the Prospectus Delegated Regulation.
17. MISCELLANEOUS
The ﬁnancial information contained in this Registration Document does not amount to statutory accounts
within the meaning of section 434(3) of the UK Companies Act.
18. DOCUMENTS AVAILABLE FOR INSPECTION
Copies
of
the
following
documents
are
available
on
the
Group’s
website,
at
https://www.corporate.made.com/, for a period of 12 months following the date of this Registration
Document:
(a)

the Articles;

(b)

the historical ﬁnancial information in respect of the three ﬁnancial years ended 31 December 2020,
2019 and 2018, together with the related accountant’s report from EY, which is set out in
Part IX: “Group Historical Financial Information – Accountant’s Report on the Group Historical
Financial Information”;

(c)

the EY letter of consent referred to in this Part X: “Additional Information – Consents”; and

(d)

this Registration Document.
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This Registration Document will be published in electronic form and will be available on the Group’s
website at https://www.corporate.made.com/.
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PART XI
DEFINITIONS
The following deﬁnitions apply throughout this Registration Document unless the context requires otherwise:
“2014 Act”

means the Companies Act 2014 of Gibraltar (as amended);

“Adjusted EBITDA”

means EBITDA adjusted to include the unwinding of the discount on
lease liabilities and depreciation of right-of-use assets (from the date of
adoption of IFRS 16) to reﬂect the fact that lease-related costs are key
underlying business operating expenses; exclude the impact of any
share based payment expenses to reﬂect the fact that this item is not
directly correlated to underlying business performance; and exclude the
impact of any items deemed to be exceptional in nature;

“Admission”

means the admission of Listco’s shares to the premium listing segment
of the Ofﬁcial List of the FCA and to trading on the London Stock
Exchange’s main market for listed securities;

“AOV”

means the value of all sales orders (excluding VAT) divided by the
number of orders;

“Articles”

means the articles of association of the Company in force as at the date
of this Registration Document;

“Audited Consolidated Financial
Statements”

means the audited consolidated ﬁnancial statements of the Group;

“AWS”

means Amazon Web Services;

“Board”

means the board of directors of the Company from time to time,
including any duly constituted committee thereof;

“Borrower”

means MDL;

“Brexit”

means the United Kingdom’s exit from the European Union;

“Bribery Act”

means the Bribery Act 2010 (as amended);

“CAC”

means customer acquisition cost;

“CEO”

means Philippe Chainieux, the chief executive ofﬁcer of the Group;

“CFO”

means Adrian Evans, the chief ﬁnancial ofﬁcer of the Group;

“Chair”

means Susanne Given, the chair of the Group;

“City Code”

means the UK City Code on Takeovers and Mergers;

“CMS”

means content management system;

“Code”

means Internal Revenue Code of 1986, as amended;

“Company”

means Made.com Limited;

“concert party”

has the meaning given in the City Code;

“COO”

means Nicola Thompson, the chief operating ofﬁcer of the Group;

“CRM”

means customer relationship management;

“CSOP Options”

means options granted as UK tax-advantaged options under the
Company Share Option Plan;

“CTR”

means click-through rate;

“Directors”

means the directors of the Company (whose names appear on page 25 of
this Registration Document);

“Disclosure and Transparency
Rules”

means the disclosure guidance and transparency rules made by the FCA
under Part VI of FSMA;

155

“DTA”

means deferred tax assets;

“EEA”

means the European Economic Area;

“EMI Options”

means individual options granted as tax-advantaged Enterprise
Management Incentive options;

“Equity Shares”

means the series A preferred shares, series B-1 preferred shares, series
B-2 preferred shares, series C-1 preferred shares, series C-2 preferred
shares, series C-3 preferred shares, series C-4 preferred shares and the
ordinary shares;

“ESG”

means environmental, social and corporate governance;

“EU”

means the European Union;

“EUTR”

means EU Timber Regulations;

“EY”

means Ernst & Young LLP;

“FCA”

means the Financial Conduct Authority of the United Kingdom;

“Founder Director”

means a director appointed to the Board by the Founder;

“Founder”

means Ning Li;

“FSMA”

means the Financial Services and Markets Act 2000 (as amended);

“FY 2018”

means the Group’s ﬁnancial year ended 31 December 2018;

“FY 2019”

means the Group’s ﬁnancial year ended 31 December 2019;

“FY 2020”

means the Group’s ﬁnancial year ended 31 December 2020;

“GAAP”

means the generally accepted accounting principles;

“GCP”

means Google Cloud Platform;

“GDPR”

means the General Data Protection Regulation (Regulation (EU) 2016/
679) (as it forms part of retained EU law and implemented through the
Data Protection Act 2018);

“Group Historical Financial
Information”

means the ﬁnancial information relating to the Group for each of the
years ended 31 December 2020, 2019 and 2018;

“Group”

means the Group deﬁned in Note 1 of Section B of Part IX: “Group
Historical Financial Information”;

“HMRC”

means Her Majesty’s Revenue and Customs;

“IFRS”

means the International Financial Reporting Standards as adopted in the
EU;

“INED”

means an independent director appointed to the Board;

“Investor Director(s)”

means Bruno Crémel and George McCulloch;

“Investor Majority Consent”

means the consent of the Investor Majority;

“Investor Majority”

means, as of the determination date, the holders of a majority of the
series C-1 preferred shares, series C-2 preferred shares and series C-4
preferred shares (as if the same constituted one class) issued as of such
date;

“IPO Exchange Mechanism”

means the mechanism in the Company’s articles of association for the
Board to require shareholders to transfer their shares to a new holding
company of the Company for the purposes of an IPO;

“IPO Price”

means the subscription price per share in respect of new ordinary shares
issued on a public offering at the time of such offering;

“Last twelve month (LTM) active
customers”

means the number of customers who have placed at least one order in
the last 12 months during the reporting period;
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“Level Equity Director”

means a director appointed to the Board by Level Equity;

“Level Equity Growth Partners”

means Level Equity Growth Partners I, L.P.;

“Level Equity Management”

means Level Equity Management, LLC;

“Level Equity Opportunities Fund”

means Level Equity Opportunities Fund 2015, L.P.;

“Level Equity”

means Level Equity Growth Partners, Level Equity Opportunities Fund
and Level Equity-Made;

“Level Equity-Made”

means Level Equity-Made Investors LLC;

“Listco”

means Made.com Group Plc;

“Listing Rules”

means the rules relating to admission to the Ofﬁcial List under Part VI
FSMA;

“London Stock Exchange”

means London Stock Exchange plc;

“MADE”

means the Group;

“MDL”

means Made.com Design Ltd;

“Mezzanine Facility”

means the term loan facility in an amount of up to £10,000,000 that
SVB has made available to the Borrower pursuant to the Mezzanine
Term Loan Agreement;

“Mezzanine Term Loan
Agreement”

means the mezzanine term loan agreement dated 14 May 2020 (as
amended from time to time) to which the Company, as guarantor, MDL,
as borrower and Silicon Valley Bank as lender are a party;

“New Group”

means at and following completion of the Proposed Pre-IPO
Reorganisation, Listco and its subsidiaries and subsidiary
undertakings from time to time;

“Non-Qualifying Options”

means options granted as non-tax advantaged options under the
Company’s Non-Qualifying Share Option Plan;

“NPS”

means net-promoter-score;

“Ofﬁcial List”

means the ofﬁcial list maintained by the FCA for the purposes of Part VI
of FSMA;

“Order”

means the Financial Services and Markets Act 2000 (Financial
Promotion) Order 2005;

“Ordinary Shares”

means ordinary shares of £0.001 each in the capital of the Company;

“Partech Director”

means a director appointed to the Board by Partech;

“Partech”

means Partech Growth FCPI;

“PCI-DSS”

means Payment Card Industry Data Security Standard;

“Product Information
Management”

means product information management;

“Proposed Pre-IPO
Reorganisation”

means the proposed reorganisation of the Group’s corporate structure
prior to Admission and as further described in Part X: “Additional
Information – Proposed-Pre-IPO Reorganisation”;

“Prospectus Delegated Regulation”

means Delegated Regulation (EU) 2019/980 of 14 March 2019
supplementing the Prospectus Regulation, as it forms part of retained
EU law;

“Prospectus Regulation Rules”

means the prospectus rules published by the FCA under section 73A of
FSMA;

“RDEC”

means research and development expenditure credit;

“Redeemable Preference Share”

means a redeemable preference share in the capital of the Company with
nominal value of GBP 49,999;
157

“Registration Document”

means this document relating to and prepared by the Company in
accordance with the Prospectus Regulation Rules;

“Reorganisation Deed”

means the reorganisation deed entered into by Listco, the Company and
certain shareholders of the Company connection with the Proposed PreIPO Reorganisation;

“Reporting Accountant”

means Ernst & Young LLP;

“retained EU law”

has the meaning given to it in Withdrawal Act;

“Revolving Facility”

means the multicurrency revolving line of credit made available to the
Borrower by SVB pursuant to the Revolving Line Loan Agreement;

“Revolving Line Loan Agreement”

means the revolving line loan agreement dated 17 January 2020 (as
amended from time to time) to which the Company as guarantor, its
wholly-owned subsidiary, the Borrower and SVB are a party;

“SaaS”

means software as a service;

“Securities Act”

means the US Securities Act of 1933 (as amended);

“Senior Managers”

means the persons named as Senior Managers in Part VI: “Directors,
Senior Managers and Corporate Governance – Senior Managers” of
this Registration Document;

“series B preferred shares”

means, together, the series B-1 preferred shares and series B-2 preferred
shares in the capital of the Company;

“series C preferred shares”

means, together, the series C-1 preferred shares, series C-2 preferred
shares, series C-3 preferred shares and series C-4 preferred shares in the
capital of the Company;

“Series C Shareholders”

means the holders of the series C preferred shares;

“Share Exchange”

means the acquisition by Listco of the entire issued share capital of the
Company from the Shareholders of the Company in exchange for
ordinary shares issued by Listco to the Shareholders of the Company;

“Shareholders’ Agreement”

means the subscription and shareholders’ agreement dated 29 June
2015, as amended on 24 July 2015, 19 September 2016, 6 March 2018
and 16 December 2020;

“Shareholders”

means the holders of Shares in the capital of the Company;

“Shares”

means, together, the ordinary shares, series A preferred shares, series B1 preferred shares, series B-2 preferred shares, series C-1 preferred
shares, series C-2 preferred shares, series C-3 preferred shares, and
series C-4 preferred shares and growth shares in the capital of the
Company;

“SKU”

means stock-keeping-unit;

“Subdivision”

means the subdivision by Listco of each of its ordinary shares of £0.001
each into 10 ordinary shares of £0.0001 each;

“SVB”

means Silicon Valley Bank;

“SVB Innovation”

means SVB Innovation Credit Fund VIII, L.P.;

“Trade and Cooperation
Agreement”

means the trade and cooperation agreement agreed between the United
Kingdom and the European Union on 24 December 2020;

“Trustpilot”

means Trustpilot.com;

“UK Companies Act 2006”

means the Companies Act 2006 of England and Wales (as amended);

“UK Corporate Governance Code”

means the UK Corporate Governance Code published by the Financial
Reporting Council (as amended from time to time);
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“UK Prospectus Regulation”

means the Prospectus Regulation (EU) 2017/1129, as it forms part of
retained EU law;

“UKTR”

means UK Timber Regulation;

“Unapproved Options”

means individual options granted as non-tax advantaged options;

“Vice Chair”

means Ning Li, the vice chair of the Company; and

“Withdrawal Act”

means the European Union (Withdrawal) Act 2018 (as amended).
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