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WHO
ARE
WE?

• UK hospitality business established in 2021 

• Operates a unique collection of hospitality 

brands with significant long term growth 

potential

• Highly experienced management team with a 

strong track record across the hospitality 

and leisure sectors 

• Customer proposition underpinned by strategic 

investment in improving product quality, 

simplifying the menu offering and focusing on 

brand relevance

Introduction

OUR BRANDS
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LARGE AND 
GROWING
ESTATE
ACROSS
90 SITES…

Introduction

4

13%
Scotland

29%
North

19%
Midlands

13%
London

14%
South East

8%
South West

4%
Wales



…MOST OF 

WHICH 

ARE IN HIGH 

FOOTFALL 

LOCATIONS

Introduction
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34%
Retail Park

3%
Stadium

13%
Standalone

19%
City Centre

31%
Shopping 

Centre



OUR PORTFOLIO

85
Fridays casual 

dining restaurants 

in the UK and Jersey

1
Fridays and Go quick 

service restaurant 

in Dundee

4
63rd+1st cocktail-led 

restaurant bars 

in Cobham, Harrogate, 

Glasgow and, most 

recently, Edinburgh 

4,442
The Group employs 

4,442 people1

Introduction

1 As at 12 September 2022 6



HY22 HIGHLIGHTS
Stable performance despite macroeconomic headwinds:

Introduction

+145% 
vs HY 21

(down 7% compared 

to pre-COVID HY19)  

LFL revenue in line 

with expectations

3
new store 

openings

Good organic 

growth

Improvement in 

Adjusted EBITDA

Creation and 

launch in March 

2022

New casual 

dining brand

Adjusted free cash 

flow of 

£10.1m

Strong cash 

generation  

NPS up 

87% 
between June 

and September 

2022 

Due to improved 

customer experience  

(£26.2m)
(HY21 (£28.6m))

Reduction in net debt 
(pre IFRS 16)

12 

month
extension of 

banking facilities 

to 1st October 

2024

RCF of £30m

£17.8m
(HY21 £7.3m ) 
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Improved 

customer 

proposition 

and experience 

3
new store 

openings
Chelmsford (Fridays), 

Dundee (Fridays and Go) 

and post-period end 

Edinburgh (63rd+1st)

Portfolio expansion Reflected in elevated 

guest satisfaction scores

New CMO

to evolve digital 

transformation to 

define a singular 

customer view

Rhiannon Scarlett appointed 

from The Body Shop  

Enhanced 

marketing activity

to broaden 

customer appeal 

and expand 

audience through 

‘data-led’ reach

New campaigns to 

be launched in H2

New COO 

to enhance 

operational 

standards and 

efficiencies

Julie McEwan appointed 

from The Big Table Group

Significant 

progress in 

developing 

ESG strategy

Green Mission initiative 

yielding tangible results

High levels of 

interest in 

joining our 

brands

22,111 applications for hourly 

roles in the 12 weeks to 15 

September 2022

CRM project 

embedded; trial 

electronic point 

of sale put in 

place at 63rd+1st 

Digital initiatives 

underway 

OPERATIONAL DEVELOPMENTS

Introduction

8



Introduction

Fridays and Go 

Dundee 9

63rd+1st

Edinburgh
(post-period end)

OPERATIONAL DEVELOPMENTS
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5.2M
Over 5.2 million main 

courses served 

during the period

200,000
Almost 200,000 customers 

per week through 

June and July

87%
Increase in NPS 

(June-September 2022)



MITIGATING HEADWINDS

Introduction

Monitoring food wastage and 

minimising transport costs 

Re-engineering products, without 

compromising on quality

Introduction of appropriate and 

targeted pricing adjustments

£2.4m of rent concessions secured 

from landlords in HY22; aggregate 

value secured since Sept 2020 of c. 

£10m

Further hedging of gas and electricity

Limiting food and beverage cost 

increases by leveraging supplier 

partnerships

Enhancing marketing to drive market 

share in a difficult consumer 

environment 

Continued investment in training and 

development across our employee 

base to increase retention

We believe these actions will assist in mitigating the lower volumes anticipated over the second half of FY 2022

Operational efficiencies Managing rising costs Measured, targeted investment

11



GREAT 
THINGS 
HAPPEN

Financial Review
Alan Clark 

CFO

–

–
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RESULTS
SUMMARY
• Revenue improvement in line with with reduced 

pandemic impact: Scotland social distancing restrictions 

removed from April; VAT benefit removed from end 

March 22

• Group Adjusted EBITDA margin of 18.1%, broadly in 

line with prior year (18.3%) despite limited flexibility on 

fixed costs

• HY22 includes listing operating costs for first time 

(c.£1.0m)

• Group loss before tax after impairment of assets of 

£17.8m (FY21 - Nil), potential to reverse in time

• Adjusted free cash flow improved after settlement of: 

HMRC VAT & landlord arrears - £3.3m; accrued listing 

costs - £6.8m

Financial Review

HY22 HY21

Total revenue £98.5m £39.9m

Group adjusted EBITDA £17.8m £7.3m

Group adjusted EBITDA  pre IFRS 16 £7.1m (£3.3m)

Group loss before tax (£17.1m) (£11.2m)

Adjusted earnings per share 3.5p (6.1p)

Net bank debt pre IFRS 16 (£26.2m) (£28.9m)

Free cash flow £3.3m £6.9m

Adjusted free cash flow £10.1m £6.9m
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REVENUE AND LFL SALES 
PERFORMANCE

• Total Group revenue up vs HY21, which 

was negatively affected by Covid-19 

restrictions 

• LFL revenue up 145% vs HY21; down 

7% vs HY19

• Decline in LFL revenues vs FY19 driven 

by pressure on leisure spend as a result 

of external challenges 

• LFL performance for HY22 in line with 

expectations as guided in May 2022

Financial Review

14

LFL Sales

£98.5m
HY2022

£39.9m
HY2021

£159.0m
FY2021



GROUP ADJUSTED EBITDA - IFRS

Financial Review
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(£
’0

0
0
)

• Strong improvement in EBITDA as 

increased revenue supported by margin 

protecting mitigation

• VAT & Grants are Government pandemic 

support measures, with VAT of 5% level 

during the FY21 period, and 12.5% during 

FY22 until 31 March 2022 

• Sales increase due to stores trading during 

FY22 (in FY21 stores closed until 

reopening commenced in April 2021)

• Inflation of c.10% has not been fully 

recovered, with price increases deferred 

during current trading period

• Improvement in direct payroll and 

operating costs as fixed cost element 

apportioned over increased demand

• Store operating margin (“PACE”) of 36.0% 

in line with FY19 comparable benchmark 

of 36.6% as margins protected

£7.3m

£17.8m



HY22 HY21

Cash flows from operating activities £16.2m £5.4m

Movements in working capital (£10.5m) £2.3m

Cash generated from operations £5.7m £7.7m

Net cash from operating activities £5.0m £7.7m

Net cash used in investing activities (£5.0m) (£2.1m)

Net cash used in financing activities (£20.9m) (£6.6m)

Net cash decrease (£20.9m) (£1.0m)

Cash at beginning of period £32.1m £37.2m

Cash at end of period £11.2m £36.2m

CASH FLOW
IAS 17

Financial Review

• Improved cash flow due to revenue increase and 

margin protection

• Fixed asset investments included:

• New stores (Dundee, Chelmsford, Edinburgh)

• Maintenance of estate

• Financing includes:

• Return to quarterly in advance rent payments

• RCF bank debt settlement to reduce interest 

costs

• Cash holdings expected to operate at <£10m to 

maximise treasury opportunities
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Financial Review
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HY22 HY21

Gross bank debt at start of period (£44.3m) (£65.8m)

Less: Repayments £7.0m £0.7m

Gross bank debt at end of period (£37.3m) (£65.1m)

Cash holdings £11.2m £36.2m

Net bank debt (£26.2m) (£28.9m)

Lease liabilities (£150.5m) (£152.2m)

Net Debt (£176.6m) (£181.1m)

NET 
DEBT AND 
LIQUIDITY

• Substantial gross bank debt reduction as RCF provides 

flexibility to utilise surplus cash holdings

• Bank interest cost lower after impact of bank rate 

increases from 0.1% in Dec 21 to 1.75% currently

• Cash holdings reflects better treasury management to 

reduce interest cost

• Lease liabilities includes extension of profitable store 

leases, e.g., Meadowhall

• Bank facility extended by 12 months, at no cost, and 

improves ability to counter consumer demand risks



Revenue

LFL revenues, in absence of 

further Government support, 

expected to be 11% below 

FY19 comparable for Sept to 

Dec 22

Recent consumer support 

measures expected to 

stabilise consumer demand, 

provided employment remains 

robust

Two new Fridays stores to 

open in final quarter of FY22 -

Barnsley & Durham 

Store estate

Prudence on new store 

openings in FY23 until 

recessionary environment 

improves

Will continue to seek out 

opportunities that enable 

deferred capital 

expenditures, or have 

meaningful landlord 

contributions

EBITDA margin

Food & beverage margins 

expected to remain under 

pressure into FY23, and 

then to trend lower

Utilities pricing remains 

elevated, FY22 secure but 

FY23 anticipated to 

increase by £5.8m based 

on spot pricing (8 Sept)

Potential Government 

support, as yet 

unannounced, will benefit

margins 

Capex

Maintenance capex to 

remain at c.1.75% of 

revenues per year

New site capex before 

landlord contributions, 

impacted by inflation, 

expected to average:

Fridays - £1.8m each

63rd & 1st - £0.9m each

Fridays & Go - £0.4m each

GUIDANCE
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Delivery coming off its peak across the market, 

but remains an important channel 

Contract signed with Uber Eats for the delivery of 

Fridays products post the reporting date

Embedded our CRM project through Salesforce tool 

EPoS system in place across three of our 63rd+1st restaurants

Omni-channel approach to data, heading towards 

a single customer view

QSR concept, Fridays and Go, in Dundee in trial stage

Learning from this initial store to develop and 

improve the customer offer

On track to deliver medium-term targets of 100 

Fridays restaurants and 25 63rd+1st restaurants 

New Fridays stores in Barnsley and Durham in H2

Strategy and operations

OUR 4D 
STRATEGY

Dine in

Delivery

Digital

Drive to

20



QUALITY
RELEVANCE
SIMPLIFICATION

Strategy and operations

Our 4D strategy is underpinned by three 

key pillars, providing a critical assessment 

basis for their performance.
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FOCUSED APPROACH 
TO GROWTH

Strategy and operations

H

2

22

Exploring acquisition of fledgling 

brands

Longer term ambition to acquire 

smart, disruptive fledgling brands as 

trading environment stabilises

Organic growth of existing brands 

Primary Group focus through 

improvements to customer 

proposition

Store Expansion 

Fulfilling our medium-term objectives 

through site growth in attractive 

locations

3 key ambitions: Fridays store openings ahead of schedule: 

H1

H2
TARGET

3
FY22

3
FY23E

4
FY24E



IMPROVING CUSTOMER RATINGS

Strategy and operations

H

1

H

2
TARGET

23

• Improvements across our Guest KPIs including 

“Value” and “Food Quality” reflecting investment in a 

quality customer proposition 

• Positive customer satisfaction across the period

reflected in Fridays’ 

• Net Promoter Score (“NPS”) up 87% to 43 at Sep 

2022 from June 2022, driven by improvements 

across multiple areas

• Guest Opinion Score (“GOS”)** (Real Time data at 

26/7/22)

* These are Food 

Quality, Drinks 

Quality, Speed of 

Service, Service 

Provided by the 

Team, 

Cleanliness, 

Atmosphere and 

Value

**GOS is an 

aggregated 

score using net 

promoter score, 

Facebook 

ratings, Google 

ratings, Trip 

Advisor ratings 

and in-house 

guest feedback 

forms.   

4.09
DEC 21

4.13
JUN 22

FOOD QUALITY

VALUE

3.78
DEC 21

3.81
JUN 22

NPS GOS

18
DEC 21

23
JUN 22

68
DEC 21

70
JUN 22

43
SEP 22

June September % increase

NPS 23 43 87

Food 4.18 4.4 5

Drink 4.27 4.51 6

Service 4.12 4.45 8

Speed of Service 3.84 4.24 10

Atmosphere 4.18 4.41 6

Cleanliness 4.18 4.42 6

Value 3.86 4.13 7



A RENEWED APPROACH 

TO MARKETING 

Strategy and operations

H

1

H

2
TARGET

24

Brand awareness 

remains strong at 75% 

of UK consumers* (per 

CGA data), but 

competition for spend is 

fierce, in a difficult 

environment

Launching a digital-first 

media campaign, 

“Show your Stripes”, 

leading on trends of 

inclusivity and liberation 

and showcasing our bar 

experience as an 

aspirational destination

First influencer brand 

ambassador, Ferne 

McCann, on board

More focused 

approach to sports 

partnerships; specifically, 

women’s football 

Location, location, 

location – more focused, 

local approach to pay per 

click spend to drive 

bookings and profitability 

in optimal locations
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Results (12 months ended 30 July 2022)

12% consumption saving

£560.35K1 and 704 tCO2 savings

3.7m kWh less electricity

GREEN MISSION INITIATIVE: 
SNAPSHOT

Case study - Brighton

• Identified that not all equipment was turned off correctly during non-trading hours 

• Worked with local team to ensure all equipment is turned on only when required

• Savings achieved: £3,432 and  c. six tonnes of carbon emissions during the

year

• Targeted approach has facilitated significant savings across the wider estate

Trading slow, keep it low 

Turning off equipment that is not 

being used in slower periods. 

Save while you sleep 

Turning off equipment that does 

not need to be left on overnight. 

A perfect set up 

Ensuring equipment is only turned 

on as and when it is required.

We introduced three campaigns: 

Strategy and operations

1 Savings based on 15.2p per kWh against baseline of average wk 29-30 (21’) 



CURRENT TRADING AND OUTLOOK

Strategy and operations

H

1

H

2
TARGETRecent trading reflects the 

enduring impact of 

weaker consumer 

demand which has been 

materially offset 

by mitigating cost 

saving initiatives

Two Fridays openings in 

the second half of FY22 

and discussions ongoing for 

further store openings 

across Fridays, 63rd+1st 

and Fridays 

and Go longer term

We remain mindful of 

wider pressures on the 

consumer and how this 

may impact leisure 

spend, as well as ongoing 

challenges in the operating 

environment. 

We will retain our strong 

focus on mitigation to limit 

the impact on margins, and 

on the execution of our 

strategy

Our balance sheet strength 

and increased headroom 

post the refinancing provide 

us with increased 

flexibility for expansion
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Disclaimer 

This presentation does not constitute an offering of securities or otherwise constitute an invitation or inducement to any person to underwrite, subscribe for or otherwise
acquire or dispose of securities in Hostmore plc (the "Company") or any other member of Hostmore plc’s group (the “Group”), nor should it be construed as legal, tax,
financial, investment or accounting advice.

This presentation may contain certain forward-looking statements with respect to the business, strategy and plans of the Group and its current goals and expectations.
Statements that are not historical or current facts, including statements about the Group or its directors’ and/or management’s beliefs and expectations, are forward-
looking statements. These forward-looking statements are subject to known and unknown risks and uncertainties and other factors because they relate to future events,
many of which are beyond the Group’s control and all of which are based on current beliefs and expectations about future events. These forward-looking statements
may include, without limitation, statements in relation to the Group’s financial outlook and future performance. No assurance can be given that future results will be
achieved; actual events or results may differ materially as a result of risks and uncertainties and other factors facing the Group. You are cautioned not to rely on these
forward-looking statements, which speak only as of the date of this presentation. Neither the Company nor any other member of the Group undertakes any obligation to
update or revise any forward-looking statement to reflect any change in its expectations or any change in events, conditions or circumstances, except where it would be
required to do so in accordance with its regulatory or legal obligations. Nothing in this presentation is or should be relied upon as a warranty, promise or representation,
express or implied, as to the future performance of the Company or the Group or their businesses.

The Company has obtained certain industry and market data used in this presentation from publications and studies conducted by third parties and estimates prepared
by the Company are based on certain assumptions. While the Company believes that the industry and market data from external sources is accurate and correct, the
Company has not independently verified such data or sought to verify that the information remains accurate as of the date of this presentation and the Company does
not make any representation as to the accuracy of such information. Similarly, the Company believes that its internal estimates are reliable, but these estimates have
not been verified by any independent sources. This presentation also contains non-IFRS financial information which the directors believe is valuable in understanding
the performance of the Group. However, non-IRFS information is not uniformly defined by all companies and therefore it may not be comparable with similarly titled
measures disclosed by other companies, including those in the Group's industry. Although these measures are important in the assessment and management of the
Group’s business, they should not be viewed in isolation or as replacements for, but rather as complementary to, the comparable IFRS measures.

Any securities referred to herein have not been and will not be registered under the U.S. Securities Act of 1933 and may not be offered or sold within the United States
absent registration or an applicable exemption from registration requirements.
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