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Disclaimer
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Certain statements in this presentation constitute forward-
looking statements. Forward-looking statements are statements
(other than statements of historical fact) relating to future
events and our anticipated or planned financial and operational
performance. The words “targets,” “believes,” “expects,”
“aims,” “intends,” “plans,” “seeks,” “will,” “may,” “might,”
“anticipates,” “would,” “could,” “should,” “continues,”
“estimates” or similar expressions or the negatives thereof,
identify certain of these forward-looking statements. Other
forward-looking statements can be identified in the context in
which the statements are made. Forward-looking statements
include, among other things, statements addressing matters
such as our future results of operations; our financial condition;
our working capital, cash flows and capital expenditures; and
our business strategy, plans and objectives for future operations
and events, including those relating to our ongoing operational
and strategic reviews, expansion into new markets, future
product launches, points of sale and production facilities; and

Although we believe that the expectations reflected in these
forward-looking statements are reasonable, such forward-
looking statements involve known and unknown risks,
uncertainties and other important factors that could cause our
actual results, performance or achievements or industry results,
to differ materially from any future results, performance or
achievements expressed or implied by such forward-looking
statements. Such risks, uncertainties and other important
factors include, among others: global and local economic

conditions; changes in market trends and end-consumer
preferences; fluctuations in the prices of raw materials, currency
exchange rates, and interest rates; our plans or objectives for
future operations or products, including our ability to introduce
new jewellery and non-jewellery products; our ability to expand
in existing and new markets and risks associated with doing
business globally and, in particular, in emerging markets;
competition from local, national and international companies in
the United States, Australia, Germany, the United Kingdom and
other markets in which we operate; the protection and
strengthening of our intellectual property rights, including
patents and trademarks; the future adequacy of our current
warehousing, logistics and information technology operations;
changes in Danish, E.U., Thai or other laws and regulations or
any interpretation thereof, applicable to our business; increases
to our effective tax rate or other harm to our business as a result
of governmental review of our transfer pricing policies,
conflicting taxation claims or changes in tax laws; and other
factors referenced to in this presentation.

Should one or more of these risks or uncertainties materialise,
or should any underlying assumptions prove to be incorrect, our
actual financial condition, cash flows or results of operations
could differ materially from that described herein as anticipated,
believed, estimated or expected.

We do not intend, and do not assume any obligation, to update
any forward-looking statements contained herein, except as

may be required by law or the rules of Nasdaq Copenhagen. All
subsequent written and oral forward-looking statements
attributable to us or to persons acting on our behalf are
expressly qualified in their entirety by the cautionary statements
referred to above and contained elsewhere in this presentation.
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Key highlights Q1 2018
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Results in line with earlier 
communicated

Strategy towards 2022 is 
on track

New product launches 
well received

China faced a slowdown in 
growth
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Q1 2018 delivered 6% local currency growth in line with earlier communicated
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Revenue

DKK 5,115 million

(6% in local currency, -1% growth in DKK)

EBITDA margin

32.6%

(Q1 2017: 36.4%)
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Good strategic progress
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INNOVATE 
AFFORDABLE 
JEWELLERY

• First new collections designed by the new design team launched

• Both the Spring collection and PANDORA Shine were well received by the consumers

DIGITALISED 
BRAND 
EXPERIENCE

• PANDORA eSTORE and PANDORA.net successfully merged to one site to provide a better 

consumer experience

                   
                     

WINNING IN 
OMNI-CHANNEL 
RETAIL

• Increased PANDORA owned retail driven by the eSTORE, acquisitions and store openings

• ‘Buy online, refund in store’ planned to be in place in the US during summer

AGILE 
MANUFACTURING

• Plating lines are now installed where testing is currently ongoing and commercial in-house 

production will be from Q4 2018
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China has faced a slowdown in growth mainly driven by two factors
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Grey market
trading

Marketing
spend

Slowdown in 
revenue growth 

and negative 
LFL

• Grey market trading of PANDORA products 

(authentic and counterfeits) in unofficial channels 

is growing significantly 

• Marketing spend being insufficient resulting in 

decelerating LFL and traffic to stores

>

• Reallocating and increasing the 

marketing spend to traffic driving 

marketing channels

• Increasing the in-store execution 

incentives to drive like-for-like

• Proactively managing and limiting 

unofficial sales channels

• Considering availability on more 

online platforms
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Revenue growth driven by PANDORA owned retail
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YoY growth in LC

PANDORA Owned retail

DKK million (% of Group revenue)

Wholesale 3rd party distributor

2,592
(51%)

PANDORA 
owned retail

147
(3%)

Hereof
eSTORE

2,007
(39%)

Hereof other O&O

438
(9%)

Hereof 
concept Stores

40% 53% 24%39%

Hereof
Other wholesale

1,226
(24%)

Hereof franchise 
concept stores

952
(19%)

2,178
(43%)

PANDORA 
wholesale

345
(7%)

3rd party

-23%

-10% -18%-14%
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Growth driven by the EMEA region
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Asia PacificAmericas

1,159
(23%)

1,422
(28%)

EMEA

2,534
(50%)

YoY growth in LC

-4%

16%

1%

DKK million (% of Group revenue)
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All product categories continued to grow
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DKK million (% of Group revenue) YoY growth in LC

2%

10% 5%

16% 28%

27% of revenue is generated in other jewellery categories
(26% in Q1 2017)

891
(17%)

EarringsRings

736
(14%)

Necklaces & pendantsBracelets

325
(6%)

309
(6%)

Charms

2,854
(56%)
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Cost development mainly driven by increased PANDORA owned retail
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∆ Gross margin ∆ D&A∆ Admin EBITDA Margin 
Q1 2018

∆ Marketing

1.3%-0.9%

-0.8%

∆ S&D

32.6%

36.4%

2.5%

EBITDA margin 
Q1 2017

-5.8%

% of Group revenue

75.8% 26.8%

9.5% 11.3% 4.4%
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Balance sheet
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Working capital

14.6% (14.3%)

Operating working 
capital

Q1 2018 (Share of last 12 months)

1,182

Free cash flow

439

Q1 2017 Q1 2018( ) Q1 2017

Cash management

4.8%

4.1%

CAPEX NIBD to EBITDA

0.7x

0.4x

12.4% (14.0%)

Inventory

8.1% (7.2%)

Trade receivables
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Full year 2018 guidance unchanged
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Revenue,
growth in local currency 7-10%

EBITDA margin Approx. 35%

CAPEX, % of revenue Approx. 5%

Around 200Concept store net 
openings
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Closing remarks
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Agile manufacturing

Innovate affordable jewellery Digitalised brand experience

Winning in omni-channel retail
                   
                     

6%
revenue growth in LC

32.6%
EBITDA margin

Good progress in our strategy towards 2022

Q1 2018 results inline with expectations Slowdown in growth in China

Spring & PANDORA Shine well-received

• PANDORA will proactively manage and limit unofficial 

sales to reduce grey market trading

• Reallocation and increase of traffic driving marketing 

spend
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