
 
 
 
 
 
 
 
 
       

Sosandar+ 

Moving towards an inflection point 

We initiate coverage on Sosandar, a fast-growing British online womenswear 

fashion brand going through a period of spectacular growth as it starts to build 

towards profitability. The two co-founders have identified a significant gap in the 

online clothing market and, given their backgrounds in print and digital media, they 

are well able, in our view, to harness the sizeable opportunity. All the key 

performance indicators (KPIs) are trending in the right direction for an early-stage 

business. We forecast that revenues will grow from £1.35m presently to £3.90m in 

the year to March 2019 and £9.55m in the year to March 2020, representing a two-

year CAGR of 166%. We forecast that it will make a maiden full-year profit in FY2021. 

In our view, the company remains well funded and its biggest variable cost is the 

acquisition of new customers, which can be fine-tuned to manage the cash position. 

In terms of valuation we highlight a present fair value of 50p, representing 

significant upside potential. HOUSE STOCK. 

Fast-growing womenswear brand 

The Sosandar brand looks to serve women in the age bracket 30-55 who want to combine 

contemporary trend-led fashion with chic and stylish affordable clothing. The company is 

targeting a large and rapidly growing demographic – those that have graduated from brands 

such as Topshop and ASOS but remain underserved by mainstream brands. 

Management team with relevant skills and knowledge 

The two co-founders have deep-rooted experience from their previous roles in editing and 

publishing leading fashion magazines, including Look magazine (which at the time was the 

UK’s leading fashion title), where they also designed successful clothing ranges for several of 

the UK’s top retailers including JD Williams and Debenhams. In our view, the co-founders 

understand both print and digital businesses, and also have significant experience in product 

sourcing, design and marketing. Similar to Sosandar, Look magazine was developed after 

identifying a gap in the market and delivered successful growth.  

Valuation suggests significant upside to the current share price 

In our view, the share price looks to have significant upside from the current share price. 

Given its pre-earnings status we think that the most appropriate method to value the 

company business is EV/sales, together with EV/EBITDA and DCF. We highlight that the 

fair value of Sosandar should be 50p, offering significant upside potential. 
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Results and Forecasts 

Year to 

March 

Revenue 

(£m) 

EBITDA 

(£m) 

Adj PBT 

(£m) 

Adj EPS 

(p) 

Net cash 

/(debt) 

(£m) 

PER 

(x) 

EV/EBITDA 

(x) 

FCF 

Yield 

(%) 

DPS 

(p) 

Div 

Yield 

(%) 

2017A 0.3 (1.8) (1.8) (0.0) 0.3 n/a n/a (0.1) 0.0 0.0 

2018A 1.4 (6.0) (3.1) (5.3) 4.6 n/a n/a (15.6) 0.0 0.0 

2019F 3.9 (3.4) (3.5) (3.3) 1.2 n/a n/a (7.7) 0.0 0.0 

2020F 9.5 (1.4) (1.6) (1.5) 0.7 n/a n/a (1.1) 0.0 0.0 

2021F 19.5 2.4 2.1 2.0 3.0 20.6 16.2 6.6 0.0 0.0 
 

Source: Company Data; Shore Capital Markets 
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Executive summary 
Sosandar is a new online women’s fashion brand that launched in Autumn 2016 and has 

been growing rapidly ever since its first womenswear range became available to 

consumers. In the year ended March 2018 the company had net revenues of £1.35m, an 

increase of 387% on the prior year.   

The founders (Julie Lavington and Ali Hall) have deep-rooted experience from their 

previous roles in editing and publishing leading fashion magazines, including Look 

magazine (which at the time was the UK’s leading fashion title). They also designed 

clothing ranges for several of the UK’s top retailers including JD Williams (part of the N 

Brown stable of brands), Debenhams and Oasis. The pair have worked together for over a 

decade and previously grew a multimillion turnover business from scratch. Importantly, 

they understand both print and digital businesses. Similar to Sosandar, Look magazine 

was developed after identifying a gap in the market and delivered successful growth. The 

co-founders have acquired substantial experience in product sourcing, design, 

manufacturing and marketing from their time at Look magazine. 

The Sosandar brand combines contemporary trend-led fashion with chic and stylish 

affordable clothing, focusing outside of the congested millennial market. The company is 

targeting a large and rapidly growing demographic – those that have graduated from 

fashion brands such as Topshop, Zara and ASOS but perhaps remain underserved by 

more mainstream brands such as M&S and Debenhams. Sosandar believes that there is a 

gap, typically in the 30+ year old market, that it can serve.  

There is a large addressable market for Sosandar to target. Sosandar is an ageless brand 

with a wide spread of customers across all age groups but a strong core demographic 

amongst 30-55 year old women. This demographic spends £3.7bn on fashion per annum 

and the UK online clothing market is estimated to be worth c£16.2bn today and is forecast 

by Mintel to grow to £29.0bn by 2022 – an annual compounded growth rate of 12.4%. 

The key creative aspects of the Sosandar ranges are retained in-house, building on the 

management team’s core skills, making it harder for competitors to copy. These include the 

design of the clothing, the branding, including photography of the product for the website 

content, and the marketing and PR. Other functional aspects are outsourced, including the 

manufacturing, the supply chain and the hosting of the website. 

As we have highlighted, the Sosandar brand continues to grow quickly with revenues up 

387% in FY2018A from a relatively modest base to £1.35m. The Sosandar brand 

continues to resonate with its target consumers as the overall proportion of repeat orders 

has grown from 25% in FY2017A to 36% in FY2018A. Customer acquisition is an upfront 

investment delivering future profits through repeat orders. Similarly, new customer orders 

have grown significantly, by 287% to 20,325 in FY2018A, as the marketing strategy drives 

new customers to the Sosandar website.  

In terms of valuation we have used EV/sales together with EV/EBITDA and DCF to support 

our analysis based on our forecasts. We highlight that the fair value of Sosandar should be 

at the 50p level, representing significant upside to the current share price. 

   

Fast-growing brand still in its 

infancy 

Deep-rooted experience in 

product sourcing, design, 

manufacturing and content 

marketing  

Underserved market for women 

who want contemporary trend-led 

fashion with stylish affordable 

clothing 

Large addressable market 

Key creative aspects are retained 

in-house 

Both repeat orders and targeting 

new customers are growing 

strongly as the brand resonates 

with target customers 

Our valuation analysis suggests 

significant upside to the current 

share price 
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Introduction to the company 
Sosandar is an online British retailer offering a wide range of women’s clothing and 

footwear. The range is now over 500 stock keeping units (SKUs), growing from an initial 80 

lines. The plan is to double the range again over the next three years through expansion of 

existing categories and exploring adjacent categories such as accessories. 

Sosandar is targeting a generation of women who have graduated from younger online and 

high street brands and are looking for affordable clothing with a premium, trend-led 

aesthetic. The founders believe, based on their previous experience within the UK fashion 

industry, that this demographic is being underserved by mass-market players and e-

commerce brands targeted at millennials.  

In our view, the USP of the Sosandar range is trend-led, affordable, quality clothing 

specifically aimed at its target demographic. Key differentiators are longer lengths and a 

variety of sleeve options, and chic dresses that flatter women’s body shapes.  

The Sosandar brand was launched in Autumn 2016 by a highly experienced consumer 

fashion management team. Ali Hall and Julie Lavington previously worked together (during 

the period 2006-2015), launching Look magazine, which went on to become the No.1 

fashion magazine in the UK. The pair also designed ranges for retailers including 

Debenhams, Oasis, Office and JD Williams. 

Sosandar was launched following ten months of preparatory work, including building out 

the management team, designing the initial range, sourcing suitable clothing suppliers, 

appointing Clipper as their logistics partner and building the website. 

The Sosandar business model is built around using trend-led, in-house designs that are 

sourced from a variety of global suppliers (including the UK, Spain, Turkey, India and 

China). The company orders low initial volumes (200-400 units) as a test-and-repeat 

model. The early success of the brand allows the company to buy larger volumes of 

product over time, which in turn reduces lead times and increases gross margin. This 

remains a significant opportunity for the company to harness over the coming years, which 

is reflected in our forecasts. 

The company is using Clipper logistics as its third party supplier for warehousing and 

logistics. From its warehouse in Selby in Yorkshire, this facility also services ASOS for its 

UK product returns and also operates John Lewis’s e-fulfilment for clothing. Clipper is 

considered across the industry to be a ‘best-in-class’ logistics operator and Sosandar has a 

flexible modular approach, where it can support the planned growth over the coming years. 

Sosandar listed on AIM in November 2017, having backed into a stock market listing 

through the reverse takeover of AIM-quoted cash shell Orogen. Orogen was originally a 

mining company with a focus on gold exploration activities but these were divested in 

2017, making it a shell company. The online clothing brand was initially owned by a holding 

company called Thread 35. Back in Autumn 2017 Sosandar successfully raised £5.3m 

(gross) via a placing of 35.1 million shares at an issue price of 15.1 pence. The new money 

raised was to allow the company to expand the current product range and raise awareness 

of the Sosandar brand through extended marketing and media campaigns, as it looked to 

further drive new customer acquisition.   

Online retailer with a wide range 

of women’s clothing and footwear 

Targeting a generation of women 

who have graduated from younger 

brands but still want trend-led 

clothing 

The USP of the brand is trend-led, 

affordable clothing specifically 

aimed at the core demographic  

Launched in Autumn 2016 by two 

co-founders with extensive print 

and digital experience together 

with clothing design capability 

Launched after ten months 

preparatory work 

Test-and-repeat model sourced 

from a variety of global suppliers 

Warehousing and logistics 

outsourced to Clipper logistics 

which can support the planned 

growth 

Listed on AIM back in November 

2017 
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Market position 
The Sosandar brand is targeting a growing generation of women who have graduated from 

younger online and high street brands, including Topshop, Zara and ASOS, but feel that 

they are relatively poorly served by more mainstream high street brands, such as M&S and 

Debenhams. 

Figure 1 highlights the market positioning of the Sosandar brand. As can be seen, the 

brand targets consumers who want high fashion credibility. The Sosandar brand is 

targeting females that are highly fashion conscious – those who want to be on-trend for 

fashion. These women tend to lead busy lives and want a lifestyle brand that helps fulfil 

their fashion needs – whether it is for a more formal occasion, a night out or items for a 

work wardrobe.   

Figure 1: Sosandar’s market position 

 

Source: Company Data 

Figure 2 below highlights an illustrative competitor positioning for Sosandar. In particular 

we would highlight three competitors: Mint Velvet runs standalone stores, concessions 

and an online website. The business was co-founded by the previous management at 

womenswear fashion retailer Principles and received investment from the Lewis Trust (set 

up by River Island founders). The Fold is a predominantly online fashion brand with some 

showrooms focusing on women’s workwear with higher retail price points. Finery launched 

as an online womenswear retailer in 2015, although now operates in-store concessions at 

John Lewis.  

Figure 2: Competitor positioning 

 

Source: Company Data; Shore Capital Markets 

The Sosandar brand is targeting 

women who have graduated from 

younger online and high street 

brands 

Targeting consumers who want 

high fashion credibility  
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The Sosandar range now includes dresses, tops, shirts & blouses, footwear, skirts, 

trousers, jeans & leggings, together with jackets, coats and accessories. The product 

ranges now include higher-price points, including leather, outerwear and footwear, which 

will help further drive the average order value.  

For Christmas 2018 the ranges will also feature gifting to include scarves and nightwear. 

The current sizing of products extends from 6-20 with the largest volumes sold in clothing 

size 12. Sales of products in the larger sizes are going well and there is an opportunity to 

expand into both a plus size and a petite range in the future.  

Figure 3 highlights the Sosandar operating model, which is a virtuous circle. The product 

range has increased substantially since the launch and now stands at over 500 styles from 

an initial 80 lines at launch.  

 

Figure 3: The Sosandar model 

 

Source: Company Data 

Data analysis underpins the strategy 

The company uses technology and data to analyse sales and customer behaviour to 

influence design decisions, product strategy and marketing. The company continues to 

invest in data analytics resource and the technology strategy continues to invest across 

web and digital platforms, through in-depth analysis of customer shopping habits.   

Product range now includes high-

price points, including leather, 

outerwear and footwear 

Gifting items for Christmas 2018 

Exploring a plus size and petite 

range  

Range of over 500 styles now 

available 

Data analytics central to the 

strategy 
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The size of the online clothing market 

Figure 4 shows the size of the online clothing market in the UK. Mintel estimates that the 

market was worth £16.2bn in 2017 and forecasts that it will grow to £29.0bn by 2022, 

which equates to an annual compounded growth rate of 12.4%. 

Figure 4: UK online clothing market 

 

Source: Mintel 

 

 

  

UK online clothing market set to 

grow from £16bn today to £29bn 

by 2022 
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The Sosandar customer 
The Sosandar brand targets a growing generation of women who have graduated from 

younger online and high street brands, including Topshop, Zara and ASOS, but feel that 

they are perhaps poorly served by high street brands such as M&S and Debenhams. The 

brand has broad appeal demographically, but is unlike many e-commerce fashion brands 

in that it is not targeting the congested millennial market. 

Figure 5 below highlights the wide demographic profile of the Sosandar brand. While over 

50% of sales can be attributed to consumers in the key target age profile of 30-55 years 

old the chart also highlights the broad appeal of the Sosandar brand amongst consumers 

aged 20-65 years of age. The wide spread of ages should assist the lifetime value of the 

Sosandar customer with potential shopping years of 20-30 years plus compared to other 

ecommerce fashion brands that target consumers aged 16-25 year olds, with a much 

shorter (c10 year) customer lifetime value. 

Figure 5: Age profile of customers  

 

Source: Company Data 

 

Figure 6 overleaf highlights that Sosandar’s core demographic also has the highest purse 

spend in terms of average spending, more than the 15-34 age groups. Sosandar’s 

customer base has widespread geographic presence and the brand trades well from 

affluent catchments across the UK.  

Growing generation of women 

who have graduated from younger 

online and high street brands  

Wide demographic profile but 

50% of the sales come from core 

group of 30-55 year olds 



 

 

Issuer Sponsored – Initiation 29 August 2018  Sosandar+ 

 
9 

Figure 6: Annual expenditure on women’s fashion by age group 

 

Source: Kantar Media 

 

Sosandar’s target market is a business professional with a higher-than-average disposable 

income. Its customers are very fashion-conscious with an interest in lifestyle. 

  

Targeting business professionals 

with a higher-than-average 

disposable income  
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Sourcing model and product design 
Sosandar operates a diverse and flexible supply chain based on an initial test-and-repeat 

model. Initial volumes can range from 200-400 items per order. In total, the company uses 

16 different suppliers to source product from across India, Turkey, China, Spain and the 

UK.  

As the range is trend-led, it is constantly changing through the introduction of new designs 

and fabrics. The high level of control over the product range allows Sosandar to react quickly 

to changes in the marketplace. The performance of the range is constantly monitored on an 

item-by-item basis by management in order to identify top-selling and slow-moving items. 

This analysis in turn acts as one of the drivers for the ongoing design process.  

All product design is carried out in-house (currently a team of three) and led by the co-

founders in conjunction with the head of design, while also drawing upon the experience of 

the wider team. Design meetings are held several times a week, at which a number of 

considerations are taken into account, including:  

 Recent performance of the Sosandar range 

 Analysis of catwalks, fashion shows and market trends 

The meetings are designed to identify both those items which the management team 

believes will satisfy unmet demand from the existing customer base and also the trend-led 

designs that should be reflected in the Sosandar range to hit the core demographic.  

Once these product preferences have been identified, initial sketches are produced and 

reviewed, and relevant measurements and specifications are compiled into a technical 

pack and sent to one of the suppliers within the Sosandar network. After a sample has 

been returned, the design team will make any required adjustments and provide an 

updated technical pack to the chosen supplier as required.  

The time period from commencing the design process to the point at which an item 

becomes available on the website for purchase ranges from eight to 22 weeks, dependent 

upon both the nature of the item and the geographical location of the chosen supplier, as 

highlighted in Figure 8.  

Almost all the finished stock is delivered to the UK by Ligentia. Ligentia is a leading freight 

provider with global operations. Using a large international carrier allows Sosandar to 

benefit from orders being consolidated with other companies to save on logistics costs. 

The majority of Sosandar’s stock is delivered to Manchester airport and then delivered to 

Clipper’s Selby warehouse. All deliveries from the Selby warehouse to customers are 

currently conducted by Royal Mail, although this is currently under review to maximise 

delivery options for customers and minimise costs.  

Quality is strictly controlled throughout the sourcing process at both the initial design stage 

and once the item has been produced by the supplier. One of each garment is sent across 

from Clipper once the initial orders are received at the warehouse. Similarly, customer 

complaints are closely monitored and regular quality checks are conducted to ensure there 

are minimal possible design flaws.  

 

Test-and-repeat model with 16 

global suppliers being used 

Performance is closely monitored 

to identify top-selling and slow-

moving items  

In-house design team 

Typical 8-22 week lead time from 

suppliers 

Air-shipped to Manchester and 

then onward to Clipper’s Selby 

warehouse 

Quality control is tightly managed 
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The business strategy is to focus on own-brand in order that it can control all design to 

build a strong brand identity and also as this delivers better gross margins as there are no 

third parties involved. Working with third parties is not part of the current strategy, but 

management would always consider anything that would deliver a commercial benefit, as 

long as it continued to enhance the brand by aligning with the Sosandar style, target 

audience and price point. Today, this is not part of the short-term strategy but the company 

will continue to monitor and evaluate this option over the medium term.  

Figure 7: Pictures of the Sosandar range 

 

Source: Company Data 

 

Figure 8 below highlights the average lead time by category, together with a typical 

sourcing location. As can be seen, the sourcing model is both diverse and flexible. 

Figure 8: Lead times by product category  

Products Location Average lead time 

   

Dresses, tops, trousers India 20 weeks 

Footwear Spain / Portugal 16 weeks 

Knitwear / skirts China 22 weeks 

Jerseywear / knitwear UK 8 weeks 

Tailoring Romania 16 weeks 

Denim / jersey Turkey 16 weeks 

Dresses Sri Lanka 22 weeks 

Knitwear / denim Bangladesh 22 weeks 
 

Source: Company Data 

 

  

Own-brand focus to maximise 

margin, but open to opportunities 
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Figure 9 below highlights the current sales mix by product type. Dresses remain the largest 

category but, as we have highlighted, the overall breadth of the ranges have been 

extended over time.   

Figure 9: % of range by product type  

Product type % of range 

  

Dresses 36% 

Trousers 5% 

Footwear 7% 

Tops  22% 

Knitwear 14% 

Outerwear 5% 

Skirts 8% 

Gifts 3% 
 

Source: Company Data 
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Marketing 
The marketing strategy continues to evolve through diversified marketing channels. These 

comprise both paid and unpaid channels, which include: 

 Social media – a growing Facebook and Instagram presence. Facebook followers 

grew 181% to 37,750 and Instagram followers grew 888% to 8,299 in the year ending 

March 2018 

 Highly targeted direct mail campaigns with glossy high-quality brochures which are 

generating good responses – see Appendix 2 

 Personalised email campaigns – post acquisition of a new customer this is a key 

channel providing exciting product and content to maximise repeat purchases 

 Affiliates and digital marketing 

 Television / newspaper / magazine / website editorial coverage 

 Extensive PR with celebrities and influencer coverage 

The results of the marketing activities are constantly monitored through the use of various 

analytical tools. Levels of click-through and resultant orders are analysed for each 

individual marketing activity, allowing management to continually adapt its marketing 

strategy in order to optimise results.  

The company has built a highly engaged social media following for the Sosandar brand. 

Given the founders’ media backgrounds they have grown the community of Sosandar 

followers through carefully targeted content generation and aspirational lifestyle 

photography. Facebook remains a large and important revenue generator, but Instagram is 

growing in relevance as historically this has had a younger demographic but is increasingly 

being used by Sosandar’s core demographic. It also has brand-building benefits as it is 

focused on imagery, which is a strength of the company. 

Figure 10: Marketing KPIs 

 Year to March 2018 Year to March 2017 % Change 

Sessions 1,467,952 543,340 170% 

Conversion rate 2.16% 1.29% +87bps 

Number of orders 31,732 7,003 353% 

Average order value £94.18 £87.22 8% 

New customer orders 20,325 5,257 287% 

Repeat customer orders 11,407 1,746 553% 

Customer database 54,196 6,821 695% 
 

Source: Company Data 

 

Figure 10 above highlights the progress that the group is making with customer key 

performance indicators. All the KPIs are trending in the right direction, and for an early-

stage business the company has moved significantly over the past two years, since it 

began trading.  

Diversified marketing channels 

Both paid and unpaid channels 

Highly engaged social media 

following 

All the KPIs are trending in the 

right direction 
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The company has been focused on targeting customer acquisition and the costs of 

acquiring these new customers has halved over the past six months – this has been 

achieved through cost reductions and response rate improvements, driven by increased 

data analytics, which have helped to better target new clients. The upfront investment in 

customer acquisition is also building the customer database and growing the level of 

repeat orders, which combined with the cost of acquisition improvements have begun to 

drive bottom-line efficiencies. 

Figure 11 below shows how the marketing strategy continues to drive both brand 

awareness and ultimately sales through a combination of both traditional print and social 

media.   

Figure 11: Marketing is driving both brand awareness and sales  

 

* Year Ending FY 18  vs FY17 Source: Company Data 

 

Figure 12 overleaf highlights coverage from celebrities showcasing the clothes on both TV 

and across social media, which has led to a significant rise in sales and social media 

engagement. Given that the founders both come from a media background, the Sosandar 

brand already has widespread coverage across multiple media platforms.  

Examples of celebrities that have worn Sosandar in the media include Holly Willoughby of 

ITV’s This Morning, Andrea McLean of Loose Women and Ferne Cotton. 
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Figure 12: Celebrity endorsements of the Sosandar ranges 

 

Source: Company Data 

 

In the UK the company offers free delivery on all orders with a value above £75, which is 

administered by Royal Mail using its 72-hour tracking service. Next-day delivery costs 

£6.95 for orders placed by 4pm. The company offers free returns. The Sosandar website 

can ship overseas but customers have to pay extra delivery costs of £11.90 in Europe and 

£14.95 elsewhere plus the cost of returning any products.  

  

Free UK delivery above £75 order 

value and free returns  
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Financials 
Figure 13: Summary financials 

Year to March FY2017A FY2018A FY2019F FY2020F FY2021F 

Summary Income Statement (£m)      

      

Sales 0.27 1.35 3.90 9.55 19.50 

Cost of sales 0.17 0.68 1.82 4.20 8.14 

Gross profit 0.11 0.67 2.09 5.35 11.36 

Gross margin 34.8% 49.3% 53.5% 56.0% 58.3% 

Admin expenses (1.93) (3.79) (5.60) (6.90) (9.24) 

Operating profit / loss (1.83) (3.12) (3.51) (1.55) 2.12 

Net interest 0.00 0.00 0.00 0.00 0.00 

PBT (reported) (1.83) (6.05) (3.51) (1.55) 2.12 

Exceptionals  0.00 (2.93) 0.00 0.00 0.00 

PBT (adjusted) (1.83) (3.12) (3.51) (1.55) 2.12 

Tax 0.00 0.00 0.00 0.00 0.00 

Net income (reported) (1.83) (6.05) (3.51) (1.55) 2.12 

Net income (adjusted) (1.83) (3.12) (3.51) (1.55) 2.12 

Basic loss per share (p) (0.02) (10.30) (3.29) (1.45) 1.98 

Adjusted loss per share (p) (0.02) (5.31) (3.29) (1.45) 1.98 

      

Summary Cash Flow (£m)      

      

Operating profit/loss (1.83) (6.05) (3.51) (1.55) 2.12 

Depreciation/amortisation 0.03 0.07 0.08 0.14 0.29 

EBITDA (1.80) (5.98) (3.43) (1.41) 2.41 

Other non-cash items 0.00 1.44 0.00 0.00 0.00 

Share-based payments 0.00 0.58 0.00 0.00 0.00 

Working capital movement (0.11) 0.23 0.07 0.94 0.45 

Cash from operations (1.91) (3.74) (3.36) (0.47) 2.86 

Capex (0.29) (0.02) (0.05) (0.05) (0.50) 

Interest 0.00 0.00 0.00 0.00 0.00 

Free cash flow (2.20) (3.76) (3.41) (0.52) 2.36 

Shares issued (net) 0.00 8.04 0.00 0.00 0.00 

Increase cash/(debt) (2.20) 4.28 (3.41) (0.52) 2.36 

Closing cash 0.34 4.62 1.21 0.69 3.05 
 

Source: Company Data; Shore Capital Markets 

 

Revenue forecasts 
Figure 14 below shows our revenue forecasts for the period FY2019-2021. Our forecasts 

are driven by the following assumptions: 

 Growth in the number of sessions to the Sosandar website of 145% to 3.6 million in 

FY2019F, 130% growth to 8.3 million in FY2020F and 94% growth to 16.0 million in 

FY2021F 
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 Continued expansion of the conversion rate (the ratio showing the number of visits to 

an online website and the number of purchases made). We forecast that this will 

continue on its upward trajectory to hit 2.70% in FY2019, 2.80% in FY2020 and 2.85% 

in FY2021.  In comparison the Boohoo brand already has a conversion rate of 4.3% 

and Pretty Little Thing 3.7% highlighting the opportunity for Sosandar 

 We forecast small increases in the average order value of 0.5% per annum over each 

of the next three years 

 We forecast that returns rates will peak in the current year at 49% (Barclaycard data 

suggests that the average returns for womenswear is c47%). We forecast that the 

returns rate will then tick downwards given the continuous improvements in garment 

sizing together with customers getting more used to Sosandar’s sizing, so this will 

negate ordering multiple sizes of the same garment. These assumptions drive our 

revenue forecasts of: 

  £3.90m in FY2019F, growth of 189% year-on-year 

  £9.55m in FY2020F, growth of 144% 

 £19.50m in FY2021F, growth of 104% 

Our revenue forecasts are underpinned by the comments that the company made (at the 

time of the prelims in July 2018) about the momentum continuing in the new financial year 

“The momentum reported in March has continued into the new financial year 

surpassing March performance, with business continuing to progressively 

increase revenues with quarter to June 18 revenue up 73% vs quarter to March 

18. This has been achieved whilst also driving cost efficiencies, especially with 

respect to acquiring new customers which is down 14% in the same period, whilst 

the number of new customers acquired has increased by 97%.” 

Figure 14: Revenue history and forecasts (£m, unless otherwise stated) 

Year to March FY2017A FY2018A FY2019F FY2020F FY2021F 

      

Sessions 0.54 1.47 3.59 8.27 16.04 

Growth (%)  170% 145% 130% 94% 

      

Conversion rate (%) 1.29% 2.16% 2.70% 2.80% 2.85% 

      

Number of orders 7,003 31,723 97,042  231,463   457,057  

      

Average order value inc VAT (£) 87.22 94.18 94.68 95.18 95.68 

      

Average order value ex VAT (£) 72.68 78.48 78.90 79.32 79.73 

      

Gross sales ex VAT (£m) 0.51 2.49 7.66 18.36 36.44 

      

Returns rate (%) 46.7% 44.8% 49.0% 48.0% 47.0% 

Returns value (£m) 0.24 1.12 3.75 8.81 16.95 

      

Net sales ex VAT and returns (£m) 0.27 1.35 3.90 9.55 19.50 

Revenue growth (%)  387% 189% 144% 104% 
 

Source: Company Data; Shore Capital Markets 
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Income statement 
Figure 15 highlights our income statement forecasts for the period FY2019-2021: 

 We are forecasting that gross margins can continue to expand by c400 basis points 

to 53.5% in FY2019 as the company benefits from better buying terms as the quantity 

of items ordered continue to ramp up as the business scales. For the outer years we 

forecast a c200bp improvement per annum with better buying terms from suppliers as 

volumes continue to ramp up 

 As the business continues to scale we are forecasting that administration expenses 

will continue to rise in quantum to support the increased revenue of the business, but as 

a percentage of revenue that this will fall as the business drives more volume out of the 

fixed overheads such as people & property, which have been built to deliver growth 

 The additional administration expenses include warehousing and distribution, which, 

whilst they will benefit from economies of scale, will increase with volume. The biggest 

variable cost is marketing and the cost of acquisition of new customers. As a variable 

cost this means that the company can turn this up or turn it down depending on 

revenue trends  

The business monitors this by closely tracking repeat order performance and stock 

intake to identify the number of customers required to both meet revenue targets and 

sell all stock (without over-investing, creating sell-out issues). There are no spend 

commitments and lead times for orders are short, allowing the business to use the 

most up-to-date information to manage investments 

 We forecast that operating losses will peak at £3.5m in FY2019, reducing to £1.6m in 

FY2020F, before the company turns a maiden profit in FY2021F, where we look for an 

operating profit of £2.1m 

 From an earnings per share perspective we forecast adjusted losses per share of 

3.29p in FY2019 and 1.45p in FY2020, and then an adjusted EPS of 1.98p in FY2021, 

reflecting the maiden profit 
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Figure 15: Income statement (£m, unless otherwise stated) 

Year to March FY2017A FY2018A FY2019F FY2020F FY2021F 

      

Revenue 0.27 1.35 3.90 9.55 19.50 

      

Cost of goods 0.17 0.68 1.82 4.20 8.14 

      

Gross profit 0.11 0.67 2.09 5.35 11.36 

Gross margin 34.8% 49.3% 53.5% 56.0% 58.3% 

      

Admin expenses (1.93) (3.79) (5.60) (6.90) (9.24) 

% of sales -711% -281% -143% -72% -47% 

      

Operating profit / (loss) (1.83) (3.12) (3.51) (1.55) 2.12 

      

Finance cost 0 0 0 0 0 

Deemed cost of reversion 0 (1.44) 0 0 0 

Reverse acquisition 0 (1.49) 0 0 0 

      

Reported (loss) / profit before income tax (1.83) (6.05) (3.51) (1.55) 2.12 

Adjusted (loss) / profit before income tax (1.83) (3.12) (3.51) (1.55) 2.12 

      

Income tax 0 0 0 0 0 

      

Reported (loss)/profit for the period (1.83) (6.05) (3.51) (1.55) 2.12 

Adjusted (loss)/profit for the period (1.83) (3.12) (3.51) (1.55) 2.12 

      

Weighted avg. no. of shares (m) 7,841 58.8 106.8 106.8 106.8 

      

Basic (loss)/profit per share (p) (0.02) (10.3) (3.29) (1.45) 1.98 

Adjusted (loss)/ profit per share (p) (0.02) (5.31) (3.29) (1.45) 1.98 
 

Source: Company Data; Shore Capital Markets 
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Cash flow statement 
Figure 16 highlights our cash flow forecasts for the period FY2019-2021: 

 For inventories we are forecasting that improving stock cover ratios and decreasing 

costs will help limit the working capital impact of increased revenues 

 For trade receivables we are forecasting that this will be a cash inflow over each of 

the next two years from the unwinding of both the VAT and debtor positions 

 For trade payables we forecast a rising cash inflow over each of the next three years 

given that the company will benefit from credit terms as volumes continue to grow 

 For depreciation we forecast 2.0% of revenues for FY2019 then falling to 1.5% of 

revenues in both FY2020 and FY2021 

 For capital expenditure we forecast a modest £50k per annum in both FY2019 and 

FY2020 and £500k for FY2021 to allow for additional projects over the medium term 

 Pulling this together with our operating losses, we forecast net cash of £1.21m at the 

end of FY2019 and £0.69m at the end of FY2020. We then forecast a rising cash 

balance of £3.05m at the end of FY2021, reflecting the maiden profit that we expect to 

be generated that year 
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Figure 16: Cash flow statement (£m)  

Year to March FY2017A FY2018A FY2019F FY2020F FY2021F 

      

Operating profit/loss (1.83) (6.05) (3.51) (1.55) 2.12 

      

Change in inventories (0.36) (0.17) (0.38) (0.46) (0.70) 

Change in trade receivables (0.03) (0.45) 0.15 0.30 (0.05) 

Change in trade payables 0.28 0.85 0.30 1.10 1.20 

Reverse acquisition costs 0.00 1.44 0.00 0.00 0.00 

Depreciation 0.03 0.06 0.08 0.14 0.29 

Amortisation 0.00 0.01 0.00 0.00 0.00 

Share-based payments 0.00 0.58 0.00 0.00 0.00 

      

Net cash (outflow)/inflow from operations (1.91) (3.74) (3.36) (0.47) 2.86 

      

Interest received 0.00 0.00 0.00 0.00 0.00 

      

Net cash flow from operating activities (1.91) (3.74) (3.36) (0.47) 2.86 

      

Additional PPE (0.29) (0.02) (0.05) (0.05) (0.50) 

Additional intangible assets 0.00 0.00 0.00 0.00 0.00 

Acquisition, net cash acquired 0.00 (1.94) 0.00 0.00 0.00 

      

Net cash outflow (0.29) (1.96) (0.05) (0.05) (0.50) 

      

Shares issued 0.79 9.98 0.00 0.00 0.00 

      

Net cash inflow from financing activities 0.79 9.98 0.00 0.00 0.00 

      

Tax paid 0.00 0.00 0.00 0.00 0.00 

      

Change in cash (1.41) 4.28 (3.41) (0.52) 2.36 

      

Cash at start of period 1.75 0.34 4.62 1.21 0.69 

      

Cash at end of period 0.34 4.62 1.21 0.69 3.05 
 

Source: Company Data; Shore Capital Markets 
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Valuation 
As an early stage, fast-growing, albeit currently loss-making company, it is our view that we 

should look at EV/sales as our primary valuation metric. We also consider both EV/EBITDA 

and P/E multiples for our forecasts in FY2021, once the company is profitable. 

EV/sales 

We have compiled a peer group in Figure 17 that includes both ASOS and Boohoo as 

comparators. In reality, Boohoo is probably more of a relevant comparator given its own 

brand focus and comparatively given that ASOS is an online platform and sells both third 

party brands and own-brand products.   

Figure 17: Peer group – EV/sales (x) 

 EV/sales – Yr 1 EV/sales – Yr 2 EV/sales – Yr 3 

Boohoo 2.8 2.2 2.2 

ASOS 2.2 1.7 1.4 

    

Average 2.5 2.0 1.8 
 

Source: Shore Capital Markets 

 

Given the growth trajectory of Sosandar that we forecast we have applied a higher multiple 

than the peer average in years 1 and 2 of 10.0x and 5.0x and then applied a multiple of 

3.0x in year 3.   

As Figure 18 shows an implied valuation of up to 55p this highlights significant upside to 

the current share price of 41p. 

Figure 18: Implied EV/sales valuation 

 EV/sales – Yr 1 EV/sales – Yr 2 EV/sales – Yr 3 

    

EV/sales multiple (x) 10.0 5.0 3.0 

    

Shore Cap sales forecasts (£m) 3.9 9.6 19.5 

    

Implied valuation (£m) 39.0 47.8 58.5 

    

No. of shares (million)   106.8 

    

Implied share price (pence)   54.8 
 

Source: Shore Capital Markets 

 

EV/EBITDA 

We have also considered an EV/EBITDA multiple as a valuation metric. In our view, this 

valuation metric becomes much more relevant in year 3 once the company has become 

profitable.    

EV/sales as our primary valuation 

metric supported by EV/EBITDA 

and P/E multiples 

Given the growth trajectory we 

apply a higher multiple  
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Figure 19: Peer group – EV/EBITDA (x) 

 EV/EBIDTA – Yr 1 EV/EBIDTA – Yr 2 EV/EBIDTA – Yr 3 

Boohoo 30.0 22.5 18.3 

ASOS 31.8 24.4 19.2 

    

Average 30.9 23.5 18.8 
 

Source: Shore Capital Markets 

 

In our view, we think that Sosandar should potentially trade at a discount to ASOS and 

Boohoo’s average EV/EBITDA multiples given their relative scale and more established 

track records. Accordingly, we apply a discount of 10% to their EV/EBITDA multiples. 

Figure 20 highlights our implied valuation using both a similar valuation to the peer group 

(implies a share price of 42.3p) and at a 10% discount to the peer group (which implies a 

share price of 38.1p).  

Figure 20: Implied EV/EBITDA valuation 

 EV/EBIDTA – Yr 1 EV/EBIDTA – Yr 2 EV/EBIDTA – Yr 3 

    

Similar to Boohoo/ASOS valuation 30.9 23.5 18.8 

    

Implied valuation (£m)  45.2 

    

Implied share price (pence) 42.3 

    

10% discount to Boohoo/ASOS 27.8 21.1 16.9 

    

Implied valuation (£m)  40.7 

    

No. of shares (million) 106.8 

    

Implied share price (pence) 38.1 
 

Source: Shore Capital Markets 

 

Price earnings (P/E) multiple 

We have also looked at P/E multiples as a valuation metric. Again, similar to the 

EV/EBITDA multiples these are more relevant once Sosandar becomes profitable. 

Figure 21: Peer group – P/E (x) 

 

 

 

 PE – Yr 1 PE – Yr 2 PE – Yr 3 

Boohoo 55.7 44.1 35.3 

ASOS 64.0 52.3 42.1 

    

Average 59.9 48.2 38.7 
 

Source: Shore Capital Markets 

 

Similar to our view for EV/EBITDA multiples we believe that Sosandar should potentially 

trade at a discount to ASOS and Boohoo’s average P/E multiples given the company’s 

relative scale to their more established track records. Accordingly, we apply a discount of 

15% to their P/E multiples. 
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Figure 22 below highlights our implied valuation using both a similar valuation to the peer 

group (implies a share price of 71.7p) and at a 15% discount to the peer group (which 

implies a share price of 61.0p). Both scenarios imply significant upside to the current share 

price of 41p. 

Figure 22: Implied P/E valuation 

 PE – Yr 1 PE – Yr 2 PE – Yr 3 

    

Similar multiple to ASOS/Boohoo (x) 59.9 48.2 38.7 

    

Implied valuation (£m) 76.6 

    

Implied share price (pence) 71.7 

    

15% discount to ASOS/Boohoo (x)  50.9 41.0 32.9 

    

Implied valuation (£m) 65.1 

    

No. of shares (million) 106.8 

    

Implied share price (pence) 61.0 
 

Source: Shore Capital Markets 

 

Discounted cash flow 

For completeness in terms of valuing the company and to provide a reasonableness test, 

we have also conducted a DCF valuation, which is provided in Figure 23 and derives a 

valuation of 48.2p per share. It supports our other valuation analysis. 
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Figure 23: DCF valuation  

Year to March 2018A 2019F 2020F 2021F 2022F 2023F 2024F 2025F 2026F 2027F 2028F TV 

             

Adjusted EBIT (3.12) (3.51) (1.55) 2.12 5.82 10.77 16.69 23.37 30.38 36.46 40.10 42.11 

EBIT growth  (12%) 56% 236% 175% 85% 55% 40% 30% 20% 10% 5% 

Tax rate 0% 0% 0% 0% 10% 20% 20% 20% 20% 20% 20% 20% 

Tax  0 0 0 0 (0.58) (2.15) (3.34) (4.67) (6.08) (7.29) (8.02) (8.42) 

NOPAT (3.12) (3.51) (1.55) 2.12 5.24 8.62 13.35 18.70 24.31 29.17 32.08 33.69 

             

Depreciation 0.06 0.08 0.14 0.29 0.4 0.5 0.6 0.7 0.8 0.9 1.0 1.0 

Capex (0.02) (0.05) (0.05) (0.50) (0.3) (0.4) (0.5) (0.6) (0.7) (0.8) (0.9) (0.9) 

Working capital changes 0.23 0.07 0.94 0.45 0.5 0.5 0.5 0.5 0.5 0.5 0.5 0.5 

Free cash flow (2.85) (3.41) (0.52) 2.36 5.84 9.22 13.95 19.30 24.91 29.77 32.68 34.29 

             

Discount factor  1.2 1.44 1.73 2.07 2.49 2.99 3.58 4.30 5.16 6.19 7.43 

Discounted cash flow  (2.84) (0.36) 1.37 2.82 3.70 4.67 5.39 5.79 5.77 5.28 4.61 

             

Years  1 2 3 4 5 6 7 8 9 10 11 

             

Discount rate  20.0%           

Terminal value  1.00%           

             

Discounted cash flow  31.6           

Terminal value  24.5           

             

Enterprise value  56.11           

Debt /(Cash)  (4.6)           

Equity  51.51           

             

No. of shares (m) 106.8            

DCF – share price (pence)  48.2           
 

Source: Shore Capital Markets 

 

Figure 24 highlights the sensitivity analysis of our DCF with the terminal growth rate on the 

X axis and WACC on the Y axis. 

Figure 24: DCF sensitivity analysis (pence) 

48.2 16.0% 17.0% 18.0% 19.0% 20.0% 21.0% 22.0% 23.0% 24.0% 

0.0% 73 65 58 52 47 42 38 34 31 

0.5% 75 67 59 53 48 43 39 35 31 

1.0% 76 68 60 54 48 43 39 35 32 

1.5% 78 69 61 55 49 44 40 36 32 

2.0% 80 71 63 56 50 45 40 36 33 

2.5% 82 72 64 57 51 45 41 37 33 

3.0% 84 74 65 58 51 46 41 37 33 

3.5% 86 76 67 59 52 47 42 38 34 
 

Source: Shore Capital Markets 
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Valuation summary 

In Figure 25 we pull together all the relevant valuation metrics in a summary table. Using 

an average of all the valuation metric ranges calculated we highlight a fair value of 50.3p 

per share, which represents significant upside to the current share price of 41p.     

Figure 25: Summary – implied valuation 

 Pence per share (p) 

EV/sales  54.8 

  

EV/EBITDA – 10% discount to peer group 38.1 

  

P/E – 15% discount to peer group 61.0 

  

DCF 48.2 

  

Implied share price (p) – average  50.3 
 

Source: Shore Capital Markets 
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Appendix 1 

Management team 

Bill Murray – Non-Executive Chairman 

Bill Murray has extensive experience in the media industry, having spent 22 years until 

2008 with one of the largest independent media companies – Haymarket Media Group. He 

served as managing director of digital strategy at Haymarket where he developed the 

online business across the group. Over the past ten years, Mr Murray has worked across a 

portfolio of digital, media and other commercial organisations, providing strategic and 

commercial direction as both a non-executive and as a consultant. He has been Chairman 

of The Hollins Murray Group since 2009, a North West-based commercial property group 

with a portfolio valued in excess of £100m. He also chairs the Board of 10ACT – a software 

company that provides customer experience improvement services to the automotive 

industry. Mr Murray has worked with the founders of Sosandar since early 2014 and has 

chaired the Board since its inception at the start of 2016. 

Ali Hall – Co-Founder and Joint CEO 

Prior to founding Sosandar in 2015, Ms Hall was editor of Look magazine. After its launch in 

2007, she helped it grow to become a leading fashion magazine title. Ms Hall has been a 

highly influential fashion editor, and has twice been awarded the Editor of the Year (Women's 

Magazines) accolade by the British Society of Magazine Editors. During her tenure at Look, 

she also designed successful clothing ranges for several of the UK's top retailers. 

Julie Lavington – Co-Founder and Joint CEO 

In 2007, Ms Lavington launched Look magazine, a leading UK women's fashion 

publication. During her tenure, she steered Look to have a multi-platform presence with a 

wide social media reach. Ms Lavington also diversified into producing successful Look-

branded clothing ranges with leading UK fashion retailers. She was awarded the 

prestigious Publisher of the Year Award in 2010 by the Professional Publishers 

Association. From August 2014, she was also publishing director of UK InStyle magazine, 

a global fashion brand.  

Mark Collingbourne – CFO  

Mr Collingbourne is a qualified accountant with significant experience in financial 

management for publicly quoted companies. During his ten-year tenure with ViaLogy plc 

(now Premaitha Health plc), he was a key member of the team that arranged its 

transformation from a private US organisation to an AIM company, via a merger with 

Original Investments PLC. Previously, after periods with ITV Network Centre and 

Mechanical Copyright Protection Society Limited, Mr Collingbourne was appointed Finance 

Director of Curtis Brown Group Limited, one of the UK's leading literary agencies, in 1996, 

where he managed the financial implications of the management buyout in 2001. He is 

currently also Chief Finance Officer of Optibiotix Health PLC and also holds Board 

positions on a number of small private companies. 

James Bowling – Head of Finance 

Mr Bowling is an ACA qualified professional with 12 years’ experience. Having started his 

career at Deloitte he went on to work with businesses with up to £50m in turnover, 

preparing business plans and forecasts to assist with fundraising for transactional events. 
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He has since then worked with growing SMEs including Bruntwood, a property company 

that had £100m in turnover and almost £1bn in assets under management, and then in 

2013 he took a lead finance role at Tyres On The Drive Ltd, a disruptive start-up business 

in the automotive retail space. Mr Bowling developed systems and reporting from scratch 

and worked closely with the marketing and operational teams to help grow the business 

over a four-year period from a regional operator to a national business with its own 

logistics. He moved to Sosandar in 2017. 

Nick Mustoe – Non-Executive Director 

Mr Mustoe started his career in 1981 working in London advertising agency Foote Cone 

and Belding followed by nine years at Lowe Howard Spink. In that time he worked across 

many consumer-facing companies. Mr Mustoe started his own agency, Mustoes Merriman 

Levy, in 1993, which he ran as an independent agency for 15 years. In 2008, Mustoes 

Merriman Levy merged with a leading PR agency Geronimo to form Kindred. Mr Mustoe 

subsequently led an MBO of Kindred in 2010 and continues to lead the company as the 

Chairman. He is also Chairman of Kempton Park Racecourse, Big Sofa Technologies 

Group plc, Starlight Children's Foundation and a non-executive director of Premaitha 

Health PLC. 

Adam Reynolds – Non-Executive Director 

Mr Reynolds began his career in the City in 1980 with stockbrokers Rowe Rudd. He later 

joined public relations business Basham & Coyle heading their Investor Relations division. 

In 2000, he established his own PR/IR and corporate finance firm, which listed on AIM in 

November 2000 and was then sold in 2004. Mr Reynolds became Non-Executive 

Chairman of International Brand Licensing Plc in 2005. Today it is known as EKF 

Diagnostics Plc and Mr Reynolds remains a non-executive director and shareholder. Mr 

Reynolds is also Chairman of Premaitha Health Plc, a non-executive director of Concepta 

Plc and a director and shareholder of Autoclenz, a privately owned company. 

Andrew Booth – Non-Executive Director 

Mr Booth is a 20-year digital marketing veteran, working with hyper-growth companies, 

starting with gettyimages in 1999, developing his career throughout the rise from AIM to 

Nasdaq, to NYSE, becoming Vice President of Marketing. Following the sale of 

gettyimages in 2008 for $2.4bn to Hellman and Friedman, he joined Time Out as Group 

Marketing Director, leading the migration of digital with the customers and growth of the 

worldwide brand. Thereafter, he became Chief Marketing Officer for the Hut Group, 

spanning all brands and all customer-facing activity globally. In 2014, Mr Booth joined 

Laterooms.com, part of TUI PLC as Chief Marketing Officer / Chief Revenue Officer, 

remaining on until its sale. He remains involved with a number of brands that are utilising 

technology to significantly grow their customer relationships. 
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Appendix 2 
 

Figure 25: Example of Sosandar’s brochure for customers 

 

Source: Company Data 
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Appendix 3 
Figure 26: Sosandar – timeline of developments – 2015 to today 

 

Source: Company Data 
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usual Shore Capital contact.
Stock Recommendation Definitions: 
Buy 10%+ absolute performance within 3-months or otherwise as specified. 
Hold +/- 10% absolute performance on a 3-month basis or otherwise as specified. 
Sell -10% absolute performance on a 3-month basis or otherwise as specified. 
Valuation, Methodology and Assumptions: 
For a summary of the basis of valuation, methodology and/or underlying assumptions used to evaluate the company covered in this research report, please click on the following link 
https://www.shorecapmarkets.co.uk/media/f021896536.pdf or contact your usual analyst or sales person at Shore Capital.  For information on changes in valuation, methodology or 
underlying assumptions related to this research report (if any) please contact your usual analyst or sales person at Shore Capital.  
Proprietary Models: 
Shore Capital analysts typically utilise proprietary models to produce research reports.  Information on the specific proprietary models used for the company or companies covered in 
this research report is available by contacting your usual analyst or sales person at Shore Capital. 
Research Distribution 
Shore Capital Stockbrokers covers 156 "non-house" stocks. There is a Buy recommendation on 71 (46%) stocks, a Hold recommendation on 56 (36%) stocks, a Sell 
recommendation on 13 (8%) stocks. Shore Capital Stockbrokers covers 207 stocks (non-house and house). The breakdown above only applies to ‘non-house’ stocks. 
Lead Analyst: 
The lead analyst with respect to each research item is the first and most prominent name. Please note that more than one analyst may work on a specific research item. 
Planned Frequency of Updates: 

Recommendations in Shore Capital research reports are kept under constant review.  As such, there is no formal timetable for the review of such recommendations.   

 

 

https://www.shorecapmarkets.co.uk/media/f021896536.pdf


 

 

Issuer Sponsored – Initiation 29 August 2018  Sosandar+ 

London Office  Liverpool Office Edinburgh Office 

Bond Street House 
14 Clifford Street 
London W1S 4JU 

The Corn Exchange 
Fenwick Street 
Liverpool L2 7RB 

76 George Street 
2nd Floor 
Edinburgh EH2 3BU 

T: +44 (0)20 7408 4080 T: +44 (0)151 600 3700 T: +44 (0)20 7079 1670 

 
DISCLAIMER 
The issue of this report is not necessarily indicative of long term coverage of the stock. Hence, updates may or may not be issued in the future. This report is published solely for 

informational purposes and is not to be construed as a solicitation or an offer to buy or sell any securities, or related financial instruments. It does not constitute a personal 

recommendation as defined by the Financial Conduct Authority (“FCA”) or take into account the particular investment objectives, financial situations or needs of individual investors. 

The recipient of this information must make their own independent decisions regarding any securities, or financial instruments mentioned in this report. 

  

The information above is obtained from sources considered reliable. However, the accuracy thereof cannot be guaranteed by us. Shore Capital or any of its associated companies 

(or its or their employees) may from time to time hold positions in the above equities as principal, and may also perform corporate advisory services for these companies. Share 

prices can go down as well as up and past performance is not necessarily a guide to the future. Some investments may require you to pay more money than the cost of the 

investment. The value of, or income from, any investments referred to in this report may fluctuate and/or be affected by changes in exchange rates. Levels and bases of taxation 

may change.  

 

This document may not be reproduced or further distributed to any person (including the media) or published in whole or in part, for any purpose. The material in this document is 

not intended for distribution or use outside the European Economic Area or Switzerland (with the exception of the United States) and may not be published, distributed or transmitted 

to persons in Japan, Canada or Australia.  This material is not directed at you if Shore Capital is prohibited or restricted by any legislation or regulation in any jurisdiction from 

making it available to you.  

 

In the United Kingdom this document is being distributed only to, and is directed only at, persons who are (i) investment professionals falling within article 19(5) of the Financial 

Services and Markets Act 2000 (Financial Promotion) Order 2005 (as amended) (the “Order”) or (ii) high net worth entities falling within articles 49(2)(a) to (d) of the Order or (iii) any 

other persons to whom it may be lawfully communicated (all such persons being referred to as “relevant persons”).  This document is addressed only to, and directed only at, 

relevant persons and qualified investors within the meaning of the Prospectus Directive (2003/71/EC, as amended) and must not be acted on or relied on (i) in the United Kingdom, 

by persons who are not both relevant persons and qualified investors or (ii) in any Member State of the EEA other than the United Kingdom, by persons who are not qualified 

investors.  Any investment or investment activity to which this communication relates is available only to, and any invitation, offer or agreement to subscribe, purchase or otherwise 

acquire any securities referred to in this document will be engaged in only with, in the United Kingdom, relevant persons who are also qualified investors, and in any Member State 

of the EEA other than the United Kingdom, qualified investors. 

 

The views expressed in this document accurately reflect the research analyst’s personal views about any and all of the subject securities and the company on the date of this 

document. Any opinion or estimate expressed in this document is subject to change without notice. Shore Capital may act upon or use the information or a conclusion contained in 

this document before it is distributed to other persons. None of Shore Capital Stockbrokers Limited or any member of Shore Capital, or any of its or their directors, officers, 

employees or agents accept any responsibility or liability whatsoever for any loss however arising from any use of this document or its contents or otherwise arising in connection 

therewith. By accepting this document, you agree to be bound by the foregoing limitations. 

 

The following applies if the company is quoted on “AIM” – defined as the AIM Market of the London Stock Exchange. AIM is a market designed primarily for emerging or smaller 

companies and the rules of this market are less demanding than those of the Official List of the UK Listing Authority, consequently AIM investments may not be suitable for some 

investors. Liquidity may be lower and hence some investments may be harder to realise. 

 

DISTRIBUTION IN THE UNITED STATES 
This investment research is prepared and distributed in the United States by Shore Capital Stockbrokers Limited (Shore Capital) and, in certain instances, is distributed on behalf of 

Shore Capital by Enclave Capital LLC (Enclave), a U.S.-registered broker-dealer, only to major U.S. institutional investors, as such term is defined by Rule 15a-6 under the U.S. 

Securities Exchange Act of 1934, as amended, and as interpreted by the staff of the U.S. Securities and Exchange Commission (SEC). This investment research is not intended for 

use by any person or entity that is not a major U.S. institutional investor. If you have received a copy of this research and are not a major U.S. institutional investor, you are 

instructed not to read, rely on or reproduce the contents hereof, and to destroy this research or return it to Shore Capital or to Enclave. Analyst(s) preparing this report are 

employees of Shore Capital who are resident outside the United States and are not associated persons or employees of any U.S.-registered broker-dealer.  Therefore, such 

analyst(s) are not subject to Rule 2711 of the Financial Industry Regulatory Authority (FINRA) or to Regulation AC adopted by the SEC which, among other things, restrict 

communications with a subject company, public appearances and personal trading in securities by a research analyst. Any major U.S. institutional investor wishing to effect 

transactions in any securities referred to herein or options thereon should do so by contacting a representative of Enclave. Enclave is a broker-dealer registered with the SEC and a 

member of FINRA and the Securities Investor Protection Corporation. Its address is 19 West 44th Street, Suite 1700, New York, NY 10036 and its telephone number is 646-454-

8600. Shore Capital is not affiliated with Enclave or any other U.S.-registered broker-dealer. 

 

Shore Capital Stockbrokers Ltd. is authorised and regulated by the Financial Conduct Authority. Member of the London Stock Exchange. 

Registered in England and Wales at Bond Street House, 14 Clifford Street, London, W1S 4JU. Registered No. 01850105. 
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