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Good morning ladies and gentlemen and thank you for joining us today.   As always, please note the forward looking statements slide at the end of the presentation. 
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In terms of our agenda, I’ll first walk you through a bit of Shaver Shop’s history, our business and what differentiates us in the market.    We’ll then move on to provide an overview of our FY24 results.   

I’ll then hand over to Larry who will take you through our financial results in more detail before I speak to our FY25 priorities and trading update.

We have a bit to get through so let’s get right into the main agenda items for today.
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STRATEGIC OVERVIEW
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Shaver Shop Snapshot

Founded in 1986
Trusted and respected 

specialty retail brand with high 
AU brand awareness of 87% -
Highly differentiated model 

with lack of direct competition

123 stores
AU and NZ market

100% corporate-owned stores

Differentiated model
Exceptional customer service 

and product knowledge.  
Many key brands and 

products exclusive to SSG

Conservative balance 
sheet & strong cash 

flow conversion
No debt and  $30m undrawn 

debt facility

Strong dividend yield
Fully franked dividends of 10.2 

cents/share in FY24

Experienced 
management team
Average tenure of executive 
leadership team – 10.6 years

 

Omni-channel 
excellence

Online sales c.23% of total sales 
in FY24 

Market leader in 
growth sector

DIY grooming, personal care, hair 
and beauty appliances for men 

and women – focussed on 
premium products

 

Presenter Notes
Presentation Notes
Let’s start on slide 4 which provides a high-level snapshot of our business.

Shaver Shop was founded back in 1986 as a men’s shaver repair shop.   This is important to note, because this service based ethos and focus on product knowledge remains core to our DNA today.   Over time, we have developed a trusted and recognised brand in Australia with unprompted brand awareness of around 87% and Shaver Shop being increasingly known as the market leader for men’s and women’s personal care and grooming solutions in this market.

We are the only large scale, pure play specialty retailer in our sector which means we are intensely passionate about the categories we sell, and ensuring our customers needs are met.   It also means, given our scale in these categories, that we are able to negotiate exclusive access to new and innovative products being launched by our major global suppliers like Braun, OralB, Philips and Panasonic.   These are now strong, long standing supplier partnerships that have been forged over decades in the business.

We are a true multi-channel retailer, with 123 stores across Australia and New Zealand.  We also have around 23% of our sales being generated online.   All of our online sales are fulfilled by the closest store to the customer which means they can be comfortable shopping online with the knowledge that the local Shaver Shop will assist with any post sales service they need.  

Our balance sheet is strong with net cash and no debt.   A hallmark of our business is strong cash flow generation which is being used to reinvest for growth as well as paying a healthy dividend yield.  

Finally, we have a strong and experienced leadership team with an average tenure of more than 10 years.
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SHAVER SHOP GROWTH DRIVERS
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Store 
Network

Optimisation

Range Expansion
(category creep into adjacencies, product 

innovation)

Strategic Category Management
(Exclusives, leadership in range breadth and depth, private brand)

Conservative balance sheet and proven profitability to support investment

“Customer obsession” x “scale, experience, data and insights” drive profitability

Well-established and consistently profitable store network

Market leader and #1 specialist in our core categories

Excellence in team training, product knowledge and customer service 
drive brand loyalty

Attractive and growing market – particularly men’s grooming
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Proven omni-channel capability

Presenter Notes
Presentation Notes
Moving onto our growth drivers. 
We have many business fundamentals that underpin Shaver Shop’s growth trajectory:
We are in a robust and growing market, particularly in men’s grooming where there is less competition and an increasing acceptance in society for men to adopt a beauty regime
We drive brand loyalty and repeat purchase by investing heavily in training so that our teams are product matter experts and deliver exception customer service
We have built a very strong and proven omni-channel capability so that means customers can easily shop with us, however they choose
Our well-established store network comprises 123 stores across ANZ and has been consistently profitable which means we have rarely closed stores.
Our customers often share the same passion about the products we sell as we do, so we leverage our scale, 38 year experience, data and insights about the sector to drive profitability;
Finally in terms of business fundamentals, we have a strong balance sheet, we generate robust operating cashflow and have proven profitability which allows us to support ongoing investment in the business.
On top of these strong business fundamentals, we have strategic priorities to drive incremental growth.  Three key growth strategies are listed on this slide:
The first is strategic category management which is designed to extend our category leadership through range differentiation like exclusive access to products and brands, ensuring we have the broadest and deepest offering in our core categories and ensuring we minimise any gaps in the range
The second key growth strategy is range expansion which means we are looking at opportunities to expand into adjacent categories or add innovative products and brands that have strong growth opportunities for Shaver Shop
Third, with the amount of activity in sourcing new and differentiated products, we need to continue evolving our store design so that we can merchandise properly and continue delivering our customers an engaging and enjoyable shopping experience.
In summary, Shaver Shop is a solid business, with a strong track record, and we have both business fundamentals and strategies that we expect to drive future growth.
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FY24 HIGHLIGHTS

02

Presenter Notes
Presentation Notes
With that, let’s move onto our financial results overview on slide 7.
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219m
Sales down 2.3% to  

23%
Online sales

of total sales

15.1m
Net profit after tax

10.2cps
F24 100% franked dividends

(same as FY23 payout)

34.1m
Operating cash flow

44.4%
Gross profit margin %

13.3m
Net cash at 30 June 24

89
Net promoter score

Out of 100

FY24 Results Overview

Presenter Notes
Presentation Notes
Sales were down 2.3% in FY24 to $219m with online sales continuing to represent approximately 23% of total sales.
Margins remained solid at 44.4% (down 10 basis points) and we maintained tight control over operating expenses.   This led to Shaver Shop generating net profit of $15.1 million down 10.1%.
Consistent with prior years, Shaver Shop once again delivered strong operating cash flow at $34.1 million which was used to reinvest in our business as well as return $12.8 million to shareholders by way of fully franked dividends.   With $13.3 million in net cash on the balance sheet, our financial position remains rock solid and today the Board declared a 5.5 cent fully franked final dividend which brings total dividends for the year to 10.2 cents – consistent with last year’s payout.
Our customer service metrics remain exceptional with NPS averaging 89 out of 100 across the year.
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FY24 – progress against key priorities

SIGNIFICANT PROGRESS IN EXECUTING SHAVER SHOP STRATEGIC IMPERATIVES TO MAINTAIN OUR POSITION 
AS THE LEADING SPECIALTY RETAILER ACROSS ANZ IN OUR CORE CATEGORIES

Strategic 
Category

Management

• Secured exclusive 5 year distribution licence for growing Skull Shaver range of products
• Secured exclusive distribution rights for Epilady and Silk’n range of long term hair reduction 

ranges (launching H1 FY25)
• Private brand development (Transform U)

Store Network 
Optimisation

• Latest store look and feel launched at Chadstone flagship location in Dec ’23 – centre remains 
heavily development impacted (targeted completion now Feb ‘25)

• Expanding store footprint at Frankston and Woden sites to maximise sales opportunity
• Blacktown, Harbour Town Gold Coast, Joondalup, Geelong, Chapel St stores upgraded to latest 

brand standards

Range Expansion 
to Drive Growth

• Significant expansion into men’s consumable products with addition of American Crew, Jericho 
and Cremo brands

• Revitalised Foreo brand launch in female beauty
• Selective ranging of shampoos and conditioners (Kevin Murphy, Olaplex, K18)
• Expanding oral care range with Oclean appliances

Presenter Notes
Presentation Notes
Moving onto slide 8, we made good progress with our key priorities last financial year.
In terms of strategic category management we were very active.    We secured secured the 5-year exclusive distribution rights for Skull Shaver, a brand with a global cult following that has quickly become one of our fastest growing ranges.  We were also able to secure exclusive distribution rights for Epilady, Silk’n and the Oclean which we’ll be launching in the coming weeks across ANZ.
As the market leader in men’s and women’s personal grooming solutions, we can offer overseas suppliers a simple, turnkey go to market strategy for  building their brands and sales here in Australia and New Zealand.   This is true for both new and existing brands in the market and by having the exclusive rights, Shaver Shop is executing its strategy to be the category leader with a unique and differentiated offering for our customers.
In terms of range expansion, we added brands like American Crew, Jericho and Cremo to our mens consumables range.  We revitalised Foreo to give us a stronger female beauty offering and we added a number  of leading shampoo and conditioning brands like Kevin Murphy, Olaplex and K18.
Finally, we are continuing to optimise our store network having secured improved store locations for our stores in Frankston and Woden.    These stores now have a store footprint and the linear wall space to allow us to properly merchandise our entire product and category lineup – something that just wasn’t possible when the stores were 50-60 square metres.  We also continued to refit our older stores to ensure they reflect our latest brand standards and improve our merchandising to make it easier for customers to shop and find the products they want.   This activity will continue in FY25 and beyond.
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> Challenging retail environment with outside foot traffic1 down 13% 
vs FY23 across ANZ

> Consumer remains very price conscious, with focus on key 
promotional events

> Key gift giving periods (Black Friday, Christmas, Boxing Day, EOFY 
Sale) are even more critical to execute well with compelling offers

> SSG is balancing (as best possible) reduced transaction volumes 
with higher ATV and focus on maximising gross profit dollar 
contribution

> Online sales (relatively) performed better than in-store, with online 
sales down $0.1m to $50.9 million

> Online sales represented c.23% of total sales marginally higher 
than FY23

> 123 stores in Shaver Shop’s network at year end (FY23 – 123)

Sales trend Quarterly Sales Growth % (vs FY23)

Online vs In-store Sales Contribution

-6.2%

-1.9%
-1.4%

0.8%

-2.3%

Q1 Q2 Q3 Q4 FY

77%

23%

In-Store Online

1 Based on FY24 (and FY23) data collected from Kepler Analytics sensor devices located 
in Shaver Shop stores across ANZ. 

Presenter Notes
Presentation Notes
I’m now on slide 9 to discuss our sales trends over the last financial year.
The graph on the top right shows the improvement in sales growth across each quarter.   After a very soft first quarter, we were able to turn small declines in sales in the 2nd and 3rd quarters into positive growth in Q4.
What we have increasingly seen is customers focusing their shopping intensity around the key gift giving periods, like Black Friday, Boxing Day and End of Financial Year, when promotions are the strongest and they can maximise value from their spending budget. 
We continue to work with our suppliers to secure highly compelling offers over these periods that drive customers into our stores and gives us the greatest chance to secure a sale at attractive margins.   
This balancing act worked well with declines in sales volumes being largely offset by increases in average transaction values across many of our categories.
When looking at the split by sales channel, online sales have stabilised at around 23% of total sales and stayed relatively flat year over year at around $51 million.    
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-13%
Outside foot traffic down   

-6.1%
Transaction volumes down

43.3%
Sales conversion 

+3.6%
Avg Transaction Value up

10.5m
Unique visitors

330k
Active customers

3.2%
Sales conversion

+7.0%
Average Transaction Value up

In-Store Metrics Online Metrics

Presenter Notes
Presentation Notes
Let’s now look at some of our operational metrics on slide 10.  
In terms of in-store, the most significant driver of the decline in sales last year was outside foot traffic dropping around 13%.  
In-store foot traffic also declined, albeit not to the same extent as the outside measure, and our store teams did a good job converting customers that entered our stores with sales conversion at 43.3%.
This was not enough to prevent transaction volumes declining 6.1% but we were able to mitigate some of this impact with in-store average transaction values increasing 3.6% for the year.
In terms of online, total unique visitors were 10.5 million with sales conversion of approximately 3.2% which was up on the prior year.   Total active online customers were approximately 330,000 and consistent with in-store, we were able to maximise transaction values, which were up 7% to over $145 on average.  This was in part driven by changes in category mix.
Overall given the headwinds we faced, we think it’s a  solid result in a pretty complicated and challenging retail environment.
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> Net promoter score remained at “best in class” level at 88.8 (out 
of 100)

> Despite softer consumer demand, in-store sales conversion 
remained near all time highs at 43.3%

> Customer service excellence remains a core part of Shaver Shop’s 
DNA driven by:

– Unparalleled product knowledge

– Friendly and passionate store teams

– Breadth of product range

– Product recommendations that meet customer needs and 
budget constraints

– Post sales service and support

World class customer 
service metrics

84.8

88.9
88.4 88.6 88.8

82.0

83.0

84.0

85.0

86.0

87.0

88.0

89.0

90.0

FY20 FY21 FY22 FY23 FY24

Net Promoter Score

36.8%

42.9%
42.4%

44.1%
43.3%

32.0%

34.0%

36.0%

38.0%

40.0%

42.0%

44.0%

46.0%

FY20 FY21 FY22 FY23 FY24

Sales Conversion* %

* Sales conversion is the percentage of customers that purchase an item after 
entering a Shaver Shop store

Presenter Notes
Presentation Notes
Our focus on being product experts and delivering exceptional customer service is evident on slide 11.
Our Net Promoter Score remains around 89 – a world class result that reflects the passion and dedication of our store teams day in and day out.  I am extremely proud of this metric as it ensures our customers are leaving after having a positive shopping experience – something that will hopefully spur word of mouth recommendations, and ensure we have these customers returning in the months and years to come.
Our sales conversion metric, the number of customers that buy something in our stores as a percentage of customers that enter our stores dipped slightly in FY24 to 43.3%, a reflection that propensity to spend dropped during the year as shopping budgets became tighter following the high interest rates and the cost of living crisis of the last 24 months. 
We are still very pleased with this result, and in our view, we’re achieving the right balance between actively selling to our customers without them feeling too pressured to buy.
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> Gross profit margins were 44.4% in FY24 (near all time high) 
despite category mix changes towards:

– Long term hair removal solutions (IPL)

– Hair Styling

> Shaver Shop identified these as core opportunities in FY24 albeit 
these generally have a lower number of exclusive lines and tend to 
be highly competitive over key promotional periods

> These female focused categories remain critical for Shaver Shop 
because:

– c.50% of Shaver Shop customers are female

– Significant and frequent new product development from global 
brands as well as new suppliers which introduces Shaver Shop to 
new customers

– Strong growth potential (particularly long-term hair removal 
solutions for men and women)

> SSG balanced pricing and associated margins in core men’s 
grooming range to largely offset category mix changes

Gross profit trend Gross Profit Margin (%) Trend

FY24 Sales Contribution by Category

* Sales conversion is the percentage of customers that purchase an item after 
entering a Shaver Shop store

Hair Cutting
34%

Mens Shavers
21%Power Oral Care

16%

Hair Styling
7%

Long Term 
Hair 

Reduction 
(IPL)
7%

Mens Manual 
Shaving 

5%

Temporary 
Electric FHR

4%

Massage 
2%

Other
4%

44.4%44.5%

43.9%

44.3%

41.9%

FY24FY23FY22FY21FY20

Presenter Notes
Presentation Notes
Moving onto our gross profit trends on slide 12.
Despite channel mix changes towards the lower margin long term hair removal and hair styling categories, we were able to hold gross profit margins roughly flat at 44.4%.   
Going back 12-18 months, we felt hair styling and long term hair removal solutions would prove more resilient, so we backed up our conviction with good stock weight and commitments to our suppliers.
Our female categories remain very important for our go to market strategy.   Around 50% of our customers are female but generally they come in to our stores shopping for the men in their lives.   However, they increasingly leave our shop understanding we range leading female beauty brands like ghd, Cloud Nine and Foreo after either having purchased something for themselves or at least knowing Shaver Shop has very competitive pricing.    
Overall, I am very pleased with our FY24 gross margin result, as it shows we were able to again achieve a good balance by retaining or growing market share and maximizing gross profit dollar contribution.
I’ll now hand you over to Larry who will walk through our financial results in more detail.
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FINANCIAL RESULTS 
SUMMARY

03
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> Sales down 2.3% to $219.4m

– In-store sales down $5.0m or 2.9%

– Online sales down $0.1m or 0.1%

> Gross profit margins relatively flat at 44.4%

> CODB was tightly controlled, only increasing 0.7% in absolute 
terms (or $0.4m) despite inflationary cost pressures

– As a percentage of sales CODB was 27.0%, up 80bps

> Depreciation and amortisation increased as higher number 
of leases were in holdover in FY24 (vs FY23).  This was 
partially offset by lower lease interest and higher interest 
income earned on cash balance

> NPAT of $15.1m was down 10.1% with basic EPS of 11.7cps 
(down 10.7%)

> Cash NPAT $16.1m down 9.7% with Cash EPS down 10.1%

FY24 profit & loss

Presenter Notes
Presentation Notes
Thanks Cameron.  
I’ll first speak to our financial performance on slide 13.
As Cameron mentioned earlier, our sales declined by 2.3% to $219.4 million. 
In-store sales were down approximately $5.0m or 2.9% for the year while online sales were effectively flat, declining only $0.1m.
In addition to maintaining gross profit margins, we tightly controlled our operating expenses with our costs of doing business only increasing 0.7% in absolute terms across the year or about $0.4m.   As a percentage of sales, costs of doing business were up 80 basis points to 27.0% more influenced by the drop in sales rather than an increase in expenditure.
With our average lease tenor continuing to decline, an increasing proportion of store rent costs were in lease amortisation as opposed to lease interest leading to EBIT of $21.9 million.
With the increase in interest rates on deposits, we were able to generate a decent yield from our net cash balance across the year with interest income of approximately $0.7 million.
All of these factors combined, led to Shaver Shop generating net profit after tax of $15.1 million down 10.1% on last year, with basic earnings per share of 11.7 cents down 10.7%.
Cash EPS which adjusts for the tax benefit on the franchise buybacks completed in prior years was 12.5 cents down 10.1% on last year.  This tax benefit finishes in FY25 with the final deduction being worth approximately $780k to cash NPAT.
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> Biggest inflationary cost impact was in employment expenses 
driven by 5.75% FWA minimum wage increase effective 1 Jul 23

> Occupancy expenses increased by c.$0.3m due to COVID-19 
abatements recognised in FY23 (no benefit in FY24)

> Marketing expenditure reductions, variable operational expense 
controls (e.g. online order postage) and other corporate 
overheads (e.g. liability and D&O insurance) largely offset the 
inflationary pressures 

– Difficult to replicate this level of cost minimisation in FY25 and 
beyond 

Shaver Shop tightly controlled CODB leading to 0.7% 
(or $0.4m) increase in absolute terms.

Cost of doing business 
(CODB*)

16.0%

1.5%

3.2%

4.2%

1.4%

17.1%

1.6%

2.9%

4.1%

1.3%

0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

12.0%

14.0%

16.0%

18.0%

Employee
benefits
expense

Occupancy
expenses

Marketing
and

advertising
expenses

Operational
expenses

Other
expenses

FY23 FY24

CODB - % of total sales

* CODB excludes lease amortisation and lease interested associated with Shaver Shop’s 
corporate stores and support office

Presenter Notes
Presentation Notes
Let’s now look at our costs of doing business in more detail.
Our biggest operating expense is employment costs, and with the minimum wage increase of 5.75%  last year, it’s probably no surprise that the biggest inflationary impact was from this line in the P&L.
Occupancy expenses increased given we didn’t receive any COVID-19 rent relief in FY24, in contrast to the beneficial impact of the prior two financial years.
We continued to test and experiment with our marketing spend with the intent of maximising returns on investment.  This led to lower television spending as well as a reduction, in absolute terms, in digital advertising spend.   We may have cut too hard in some cases, so I would expect marketing and advertising expenditure to return closer to FY23 levels (in dollar terms) in the coming financial year.
We were also able to drive savings across operational expenses as well as corporate overheads. 
Overall, we think our cost control last year was a solid result for the business and a critical factor in our profitability remaining fairly resilient in the face of declining sales and an inflationary environment.
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> Balance sheet remains solid

> Net cash (no debt) of $13.3m at 30 June 24 (down $0.2m) 
despite $3.4m Skull Shaver payment in June 24

> Stock position remains clean – up $1.2m to $23.1m or c. 
$187k per store at 30 June 24

– Strong EOFY sales result led to stock being c. $1-2m lower 
than target – will revert in FY25

> Right of use assets and lease liability balances continue to 
reduce as average lease tenor shortens

– c.40 leases expected to be renegotiated/renewed in FY25 
with a large component being key doors

> Trade payables higher due to one large supplier payment 
which was not due for payment until 1 July 24

> No bank debt

– $30m undrawn debt facility renewed in July 24 for 
additional 3 year term

> Net assets up $3.2m to $87.7 million

Balance Sheet 

AASB 16 AASB 16

A$m 30-Jun-24 30-Jun-23 Variance

Cash 13.3 13.5 (0.2)

Trade & other receivables 2.9 2.1 0.8 

Inventory 23.1 22.0 1.2 

Plant & Equipment 11.2 10.8 0.4 

Right of use assets 15.7 17.6 (1.9)

Goodwill & Intangibles 58.1 54.2 3.9 

Other assets 3.1 4.4 (1.3)

Total assets 127.6 124.7 2.9 

Trade payables 18.0 14.6 3.4 

Interest bearing liabilities - - - 

Lease liabilities 19.0 21.7 (2.7)

Other liabilities 2.9 3.8 (1.0)

Total liabilities 39.8 40.1 (0.3)

Net assets 87.7 84.5 3.2 

Presenter Notes
Presentation Notes
Now onto our financial position on slide 15.
Our balance sheet continues to be very solid, with net cash and no debt.  We have a $30 million debt facility at our disposal, but have not needed to draw down on this for the last 3 financial years.
Inventory levels increased by $1.2 million to $23.1 million at 30 June 24.  We still feel this is slightly below optimal levels with strong end of financial year sales leading to lower than optimal stock levels in our stores at year end.
Right of use assets and lease liabilities continue to decline as Shaver Shop generally renews most leases now on 3 year terms.   We feel this is prudent given consumer demand remains subdued leading to continuing uncertainty around tenancy mix in many centres.   As Cameron will speak to, we are also working to evolve our store format to align with changing merchandising requirements so shorter lease terms provide more flexibility if there is a need to change locations.
Our trade payables were slightly higher than last year caused by one of our suppliers having payment terms that extended into early July.   This helped our net cash position and operating cash flow for FY24 and will have the reversing effect in FY25.
Lastly our net asset position increased by $3.2 million to $87.7 million.
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> Operating cashflow up $1.1m to $34.1m

– Supported by $3.8m trade payable balance due 1 July 24 
which will impact FY25 operating cashflow

> Skull Shaver 5-year exclusive licence payment of $3.4m paid 
in late June 24 

> CAPEX of $2.4m driven by:

– 5 store refits completed in FY24

– Continued investment in core software platforms

> Increase in principal portion of lease payments reflects:

– Average lease tenor reducing

– No COVID-19 abatements (FY23 - $0.3m)

– Annual increases in rent payments

> Remaining operating cashflow used to return $12.8m to 
shareholders through 100% dividends

Strong operating cashflow

A$m FY24 FY23 Variance

NPAT 15.1 16.8 (1.7)

Non-cash items:

Depreciation and amortisation 16.2 15.3 0.9

Change in working capital and other 2.8 1.0 1.8

Net cash flow from operating activities 34.1 33.1 1.1
Payments for exclusive licence (3.4) - (3.4)

CAPEX (net of premises contributions) (2.4) (1.4) (1.0)

Net cash flow before financing activities 28.4 31.7 (3.3)

Dividends paid (12.8) (12.8) (0.0)

Proceeds on sale of unvested LTI shares - 0.8 (0.8)

Lease payments - principal (15.7) (13.6) (2.1)

Net cash flow (0.2) 6.1 (6.3)

Opening Cash Position - 1 July 13.5 7.4 6.1

Closing Cash Position - 30 June 13.3 13.5 (0.2)

Presenter Notes
Presentation Notes
Moving onto our net cash flow on slide 17.
Shaver Shop continues to be a highly cash generative business.
Operating cash flow was $34.1 million, up $1.1 million on last year’s result, but was in part supported by the $3.8m stock purchases which were due on 1 July 24, as referenced on the last slide.
We used our strong operating cashflow to invest $3.4 million into the accretive 5 year exclusive agreement with Skull Shaver as well as to continue investing in the business by way of store investments and continuing our technology stack improvements.
We also returned $12.8 million to shareholders by way of fully franked dividends leading to Shaver Shop finishing the year with $13.3 million in net cash down around $0.2m on last year.
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> FY24 dividends (10.2 cps) represents payout of c. 88% of 
reported NPAT and c.82% of Cash NPAT

> SSG dividends have increased 112.5% since FY20 with payout 
ratio increasing 

> Balance sheet remains strong with $13.3m net cash balance at 
30 June 24

> Retaining balance sheet flexibility to invest capital in accretive 
opportunities including:

– Skull Shaver 5 year exclusive licence (announced in June)

– Transform U private label offering (announced today)

– Similar, strategic and tactical growth opportunities that 
leverage SSG’s strengths and capabilities (future)

> Return on capital employed (ROCE*) remains robust at 25.2%

FINAL DIVIDEND OF 5.5 CENTS PER SHARE (FULLY 
FRANKED) BRINGING FY24 DIVIDENDS TO 10.2 CENTS 
PER SHARE  (FULLY FRANKED)

Capital Management

2.1
3.2

4.5 4.7 4.7

2.7

5.0

5.5 5.5 5.5

FY20 FY21 FY22 FY23 FY24

Interim/special dividend (cps) Final dividend (cps)

Dividend Payout Trend

*ROCE = EBIT divided by average net asset balance 

Presenter Notes
Presentation Notes
Which leads us to slide 17 and our capital management. 
Our solid balance sheet, strong operating cash flow and resilient profitability has led to Shaver Shop’s board today announcing a 5.5 cent fully franked final dividend.
This brings total FY24 dividends to 10.2 cents for FY24 and means that Shaver Shop has increased its payout ratio to around 88% of reported NPAT and 82% of cash NPAT.  This is slightly higher than the Board’s target payout range of approximately 60-80% of cash NPAT.
With Shaver Shop’s strong financial position, we intend to continue to invest in accretive opportunities for the business such as:
Exclusive sourcing arrangements, like the Skull Shaver licence that was announced in June, to ensure we continue to offer our customers a unique shopping experience with the broadest and deepest range in our core categories;
Building our private label offering to fill gaps that currently exist in our range; as well as 
Maintaining the flexibility to consider other growth initiatives.
Importantly, Shaver Shop’s return on capital employed remains very healthy at 25.2%.
I’ll now hand you back to Cameron to walk through our FY25 priorities and trading update.
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FY25 PRIORITIES

05
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> Successfully launch new Transform U brand

> Leverage new Skull Shaver 5-year exclusive distribution agreement

> Drive category and range expansion with new brands

> Continue optimising store network to generate incremental 
returns:

– Relocations within centres

– Refits to latest brand standards (6-8 stores)

– Selectively open new stores 

– Increase NZ store numbers and brand awareness 

> Continue enhancing in-house education content for store teams

> Maintain social media momentum with continuous flow of creative 
and engaging content

> Maximise key promotional event contribution 

FY25 Key Priorities

Presenter Notes
Presentation Notes
Thanks Larry
Our FY25 priorities build upon our business fundamentals and our key strategic growth what priorities.
Being category leaders with the latest innovative brands and products in our core grooming ranges is crucial for our ongoing competitiveness. 
With exclusivity for Skull Shaver now secured for the next 5 years, we’re really excited to maximise this opportunity.   Over the last 3-4 years, while Skull Shaver had been a massive success for our business, we had been doing all the heavy lifting in building the brand in ANZ through paid advertising spots on ESPN as well as through our social channels.  While this worked very well for Shaver Shop, we’re convinced it was also driving sales to some of our competitors including directly to Skull Shaver themselves.  Now that we have exclusivity locked in for the next 5 years with full rights to sales from Skull Shaver’s local website, all over and above advertising will drive returns for Shaver Shop without dilution.
As discussed earlier, we also intend to use the Skull Shaver arrangement as an example of what we can do for other innovative suppliers that want to establish a presence or grow their brand in the ANZ personal care market.
We have also made great progress with our social media presence over the last 12 months on Tik Tok as well as Instagram.  We’re still not quite where we want to be but I’m pleased with the improvements in content and its relevance to the younger demographic and we’ll continue driving this momentum through the coming year.
Finally, we know consumer budgets are tight, so it’s crucial we maximise our share of wallet over the key gift giving periods like Father’s Day, Black Friday, Christmas and Boxing Day.   Our promotional programs for the first half are already largely locked in with suppliers, so it’s now a case of ensuring our store teams are fully trained and engaged to maximise performance over these key trading periods.   
To this end, for the first time in 5 years, we are bringing all our store managers to Melbourne for a training and development conference in September.   This is a really important event which has been designed to create alignment around our key priorities for the coming months, as well as for building excitement and momentum across the network as we enter our most important quarter.  
With the new product and brand launches I am about to talk to, we think our teams will be highly energised and positioned to win as we go into the key Q2 sales season.
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> Showcase Skull Shaver as an example of Shaver Shop 
providing a turnkey go to market strategy in ANZ for 
innovative global brands

> Introduce new products and brands to stimulate consumer 
demand and conversion opportunities

> Product innovation evident across numerous categories 
including:

– Long term hair reduction

– Power oral care

– Men’s body grooming

– Beard care

– Head shavers

– Men’s haircutting 

– Men’s and female wet shaving 

> Largest brand expansion in the last 5 - 6 years 

> Exclusive distribution rights for:

– Epilady – long term hair removal

– Silk’n – long term hair removal

– Oclean – power oral care

Strategic category management and range 
expansion activities

Presenter Notes
Presentation Notes
Moving to slide 21.  The first half of FY25 has the greatest number of new brand launches for Shaver Shop that I can  remember.   Pleasingly they are within our core categories, like long term hair removal, hair cutting, power oral care and men’s wet shave so I’m very excited for the potential of these brands within our business.   
Epilady is offering a novel laser-based home treatment that is FDA approved and safe to be used on all skin and hair colours – this is a game changer in the industry given more traditional IPL solutions shouldn’t be used on skin with darker pigments and it isn’t as effective for people with lighter hair colours. 
Silk’n also offers a novel, FDA-approved, home pulsed light solution that offers safe and effective long term hair removal at home. 
We’ve expanded our men’s consumable product offering by adding American Crew, Jericho and North America’s leading wet shave brand – Cremo.
O’Clean is a new power oral care brand that differentiates itself by using the latest technology to help users brush their teeth better.  As an example, their top of the range model has a touch screen, several cleaning modes and will also talk to you if you’re brushing too hard.   The brand has successfully launched overseas with customer reviews rating their products 4.9 stars out of 5, so we’re very pleased to have the exclusive rights to the range across ANZ.
Finally, Meridian has a range of award winning men’s and women’s body groomers  and trimmers that come in a contemporary range of colours that we feel will resonate strongly with consumers.
So in summary, we have lots of new product innovation that is sure to create a lot of buzz and excitement with our store teams as the products start hitting our stores over the next few months.




22

> Shaver Shop’s first, genuine private brand offering aimed at:

– Filling existing gaps

– Leveraging Shaver Shop deep domain knowledge of customer 
wants and needs

– Designing products (in collaboration with manufacturing 
partners) that meet customer appetite for quality, performance 
and value for money

> Sourced over 130 models and narrowed rigorous testing to over 70

> Performed extensive market research with male and female groups 
around proposed branding and collateral

> Brand builds upon Shaver Shop’s longstanding tagline of “Transform 
Yourself”

> Initial launch focuses on following categories where gaps existed in 
our range that existing suppliers were not fully satisfying

> Will selectively expand Transform U range if initial launch proves 
successful

> Planning to launch 20-30 products in time for key sales period in 
November and December 24, however not expecting material sales 
or margin contribution in FY25

> Incremental working capital investment (stock) of c. $2m - 3m in 
FY25

Presenter Notes
Presentation Notes
But we’ve not just been working hard to expand our range with global branded products, we have also been diligently identifying gaps within our current portfolio, and sourcing high quality products that will be launched under Shaver Shop’s first, true private label brand, Transform U.
With our deep domain knowledge of local customer needs and wants, Shaver Shop is uniquely positioned to identify gaps in our product range and work with global manufacturers to design products that match the specific requirements for quality, performance and value for money.
Transform U  clearly builds upon Shaver Shop’s longstanding tagline of Transform Yourself, and was selected after months of research and focus group feedback.
After identifying 130 models to look at from around the world, we narrowed our focus and extensively tested around 70 of them, with the intention of launch 20-30 lines in time for Christmas.
While this is an important step for our business and one that we think is strategically important over the long term, we are not expecting a material contribution from this brand over FY25.   
That said, because we are now sourcing and importing products directly from overseas, there is a working capital impact of approximately $2-3 million that will impact FY25 as we buy initial minimum order quantities and build adequate stock levels within our stores.
We hope this initiative will drive incremental sales and margin growth for Shaver Shop over the medium to long term but we are also clear that our global branded partners will always remain the most important sales contributor of our business.
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> Continue to evolve Shaver Shop in-store design to:

– Create an engaging shopping experience

– Reflect latest branding

– Improve passer-by visibility and awareness

– Improve tactility

– Reflect a contemporary look and feel

– Showcase our “house of brands”

> Range and brand expansion activities are leading to:

– Moderate increase in avg. store size (i.e. 80-120m2)

– Creation of hero brands and merchandising opportunities

> Will continue to evolve our brand and store design over to 
remain contemporary and exceed customer shopping 
expectations

Store design evolution
Joondalup, WA Refit (July ‘23)

Chapel St, VIC Refit (June ‘24)

Presenter Notes
Presentation Notes
Lastly on our FY25 priorities, we need to continue evolving our store design to:
Create a pleasant and engaging shopping experience for our customers;
Reflect our latest brand standards and a contemporary look and feel;
Ensure shoppers that are passing by our stores feel invited to come in and touch and feel the products we sell.  Tactility is an essential aspect in our sales process and crucial in trade up conversations with customers.
Finally, our store evolution needs to clearly showcase that we are a house of brands with all the leading global players represented. 
As we continue to expand our brand portfolio, we think it’s also necessary to evolve the layout of our stores so that there is adequate floor and linear wall space to properly merchandise and simplify the shopping experience, otherwise our stores can easily feel cluttered with customers overwhelmed.
Some of our stores like Frankston and Woden were only around 40-50 square metres.  So as you can imagine, it’s very difficult to properly merchandise stores of that size and it’s why we’ve worked with the respective landlords to increase our store footprint in these centres.
We think the optimal store size is currently around 80-100 square metres, but we intend to continue testing and evolving our store layouts over time so that we create the most stimulating and enjoyable shopping experience possible for our customers.
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> Following a strong end of financial year promotion, sales have moderated in July and August

> Total sales growth and like for like for the period from 1 July 24 to 22 August 24 (year to date or YTD) versus the prior comparative 
period are set out in the table below:

> Sales in August month to date have returned to growth in our core categories, following a period of softer sales in July when Shaver 
Shop was off promotion (consistent with prior years)

> Shaver Shop is maintaining its discipline of balancing sales and volume growth with maximising gross profit dollars leading to gross 
profit margins broadly in line with FY24 YTD

> Successfully launching a significant number of new brands in H1 FY25 including our new private label brand, Transform U, as well as 
Epilady, Silk’n, Jericho etc... is a key priority and will require c. $2m-$3m incremental working capital investment in FY25

> Over the next three years, Shaver Shop intends to extend its leadership position across its core grooming categories by: 

– driving strategic category management through range leadership, product differentiation and Transform U;  

– expanding its range by sourcing new innovation and identifying category creep opportunities; and, 

– evolving its store format to best showcase our “house of brands” across our core categories

> Consistent with prior years, having regard to the importance of the Black Friday, Christmas and Boxing Day trading results to Shaver 
Shop’s FY25 financial performance, it is not appropriate to provide sales or profit guidance at this time

Trading Update and Outlook

1 July 24 to 21 Aug 24 (YTD) vs FY24 YTD

Total sales growth -0.8%

Like for like sales growth -0.8%

Presenter Notes
Presentation Notes
This brings me to slide 24 and our trading update for the first 7-8 weeks of FY25.
Following a strong end of financial year sales period in June where we saw the strongest monthly sales growth for the business in more than 12 months, July proved more challenging when the end of financial year sales campaign ended.
August sales have improved with total sales growth returning through 21 August with our Father’s Day promotion resonating well with customers in our core hair removal categories.
FY25 year to date sales are now effectively flat – being down 0.8% in total and on a LFL basis.
We are continuing to try to balance top line growth with maximising gross profit dollars leading to gross margins being roughly in line with last year.
Looking forward to the remainder of the first half, we’re very excited to launch the greatest number of new brands that we’ve seen in some time including our new Transform U private label offering.     This will create a buzz in our stores that will hopefully translate to strong sales in the all-important second quarter.
As discussed already, Transform U will result in an incremental working capital investment of approximately $2-3 million in FY25 as we pipeline fill our stores.  Just to reiterate, we don’t think Transform U will have a material impact to our FY25 financial performance, but are hopeful that it will drive incremental sales and margin for the business over the medium to long term.
Over the next two to three years, we are clear on our strategic priorities.   We must continue to drive our category leadership by securing a differentiated range with a high percentage of exclusives.   We need to continue evaluating category creep opportunities and securing access to new products that will drive like for like sales.   We also need to continue evolving our store format so that it showcases our house of brands delivers the best possible shopping experience for our customers.
In closing, I’d just like to thank our store and support office teams for their ongoing passion and dedication to Shaver Shop.   With their positive contributions, we have a very strong and resilient business, as evidenced by our FY24 financial results in what was a pretty challenging retail environment.   As we look forward to the second half and beyond, we hope to see a stronger consumer emerge when interest rates begin to moderate and cost of living pressures subside over the next year or so.  That said, we are not waiting for the macro environment to improve, with a full slate of priorities to act on to drive our business forward. 
Consistent with prior years, and having regard to the important of the Black Friday, Christmas and Boxing Day trading results to Shaver Shop’s FY25 performance, it is not appropriate to provide sales or profit guidance at this time. 
That concludes our formal presentation, we’d now like to invite any questions you may have.  Thank you.
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Investment Summary

Segment leader both online and offline

Large and growing market driven by changing consumer preferences 
and new product innovation

Products range is applicable to almost all demographics

Differentiated  & resilient specialty retail business model 

– Service excellence and unparalleled product knowledge

– Product exclusivity

– Competitive, value-based pricing

Potential to further increase market share

High brand awareness in Australia (NZ growing)

Proven and highly profitable omni-retail model

Clean balance sheet – no debt – with high cash conversion

Experienced management team

Focus on investing for growth and improving total shareholder 
returns

Attractive dividend payout and franked dividend yield
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Key Metrics Summary
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Comparable Accounting (AASB 16)
Reported 
FY2024

Reported  
FY2023

Number of corporate stores (30 June) 123 123 
Number of franchise stores - - 
Total stores 123 123 
Corporate store sales ($m) 219.4 224.5
Franchise store sales ($m) - - 
Total network sales ($'000) 219.4 224.5
Corporate store LFL1 sales growth % -2.8% 3.5%
Corporate store total sales growth % -2.3% 4.2%
Gross profit margin % 44.4% 44.5%
Employee benefits expense as a % of sales 17.1% 16.0%
Occupancy expenses as % of sales (AASB 16) 1.6% 1.5%
Marketing and advertising expenses as % of sales 2.9% 3.2%
Operational expenses as % of sales 4.1% 4.2%
Other expenses as % of sales 1.3% 1.4%
Costs of doing business % of sales 27.0% 26.2%
EBITDA margin 17.4% 18.3%
EBIT margin 10.0% 11.5%
NPAT margin 6.9% 7.5%

Basic EPS (cents) 11.7 13.1
Dividends declared per share (cents) - 100% franked 10.2 10.2
Net cash (debt) - 30 June  ($m) 13.3 13.5

1 Like for like sales are sales for those stores that were owned and operated by Shaver Shop for all of FY24 and FY23.  It therefore excludes any new stores or stores that were permanently closed in FY24 or FY23.     Where any like for like 
stores were temporarily closed for in-store trading (e.g. due to COVID restrictions) for any day in FY24 or FY23, the in-store sales (if any) and any online sales  for those days have been excluded from like for like sales in all periods.
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5 Year Profit & Loss
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AASB 16 AASB16 AASB16 AASB16 AASB16
FY20 FY21 FY22 FY23 FY24

Normalised Results ($ millions) Actual Actual Actual Actual Actual
Sales 194.9 213.7 222.7 224.5 219.4 
Cost of goods sold (113.4) (119.0) (125.0) (124.6) (121.9)
Gross profit 81.6 94.7 97.7 99.9 97.5 
Gross margin % 41.8% 44.3% 43.9% 44.5% 44.4%

Franchise and other revenue 1.1 0.9 0.0 0.0 0.0 
Employee benefits expense (29.2) (32.0) (31.8) (35.8) (37.4)
Occupancy expenses (3.1) (2.5) (2.9) (3.3) (3.6)
Marketing and advertising expenses (6.9) (7.3) (8.5) (7.2) (6.4)
Operational expenses (8.9) (9.8) (11.1) (9.4) (9.0)
Other expenses (4.2) (3.6) (3.0) (3.2) (2.9)
Overhead expenses (52.3) (55.1) (57.4) (58.9) (59.3)

EBITDA 30.3 40.4 40.3 41.0 38.1 
EBITDA margin 15.6% 18.9% 18.1% 18.3% 17.4%

Depreciation and amortisation (2.2) (2.1) (1.9) (1.9) (2.0)
Depreciation - right of use assets (leases) (11.3) (11.9) (12.5) (13.4) (14.2)

EBIT 16.8 26.4 25.9 25.8 21.9 

Net finance costs (0.4) (0.2) (0.3) (0.0) 0.5 
Net finance costs - lease liabilities (1.7) (1.4) (1.4) (1.2) (1.0)

Profit before income tax 14.8 24.7 24.2 24.5 21.4 
Income tax expense (4.4) (7.3) (7.5) (7.7) (6.3)

NPAT 10.4 17.5 16.7 16.8 15.1 

Basic shares outstanding (# millions) 121.8 123.3 126.2 128.2 128.9 
Basic EPS (cents) 8.5 14.2 13.2 13.1 11.7 
Franchise buy-back tax benefit 1.2 1.7 1.2 1.0 1.0 
Cash NPAT 11.6 19.2 17.9 17.8 16.1 
Cash EPS (cents) 9.5 15.5 14.2 13.9 12.5 
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5 Year Balance Sheet
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AASB 16 AASB 16 AASB 16 AASB 16 AASB 16
A$m 30-Jun-20 30-Jun-21 30-Jun-22 30-Jun-23 30-Jun-24
Cash 12.6 7.4 9.4 13.5 13.3 
Trade & other receivables 1.8 3.6 3.1 2.1 2.9 
Lease receivables 2.2 - - - - 
Inventory 15.1 18.1 22.2 22.0 23.1 
Plant & Equipment 10.8 10.6 10.7 10.6 11.2 
Right of use assets 26.6 21.3 22.3 17.6 15.7 
Goodwill & Intangibles 44.8 54.0 54.0 54.5 58.1 
Other assets 5.6 7.8 6.0 4.8 3.1 

Total assets 119.6 122.8 127.7 125.1 127.6 

Trade payables 18.1 19.2 17.7 14.6 18.0 
Interest bearing liabilities - - - - - 
Lease liabilities 37.0 26.4 26.8 21.7 19.0 
Other liabilities 2.6 4.6 4.5 4.5 2.9 

Total liabilities 57.7 50.2 49.1 40.8 39.8 

Net assets 61.9 72.6 78.6 84.3 87.7 
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Shaver Shop Store Network (current)

Queensland 
26 stores

New South Wales 
32 stores

Victoria 
27 stores

Tasmania 
 2 stores

Northern Territory 
 1 store

ACT 
4 stores

Western Australia 
16 stores

South Australia 
7 stores

New Zealand 
8 stores

TOTAL
August 2024: 123 stores
Target: 130-135 stores
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This management presentation (“Presentation”) has been prepared by Shaver Shop Group Limited ACN 150 747 649 (“Shaver Shop”) and contains general background information about Shaver Shop, its 
subsidiaries and their activities which is current at the date of this Presentation.  

Summary Information
The information contained in this Presentation is of a general nature and does not purport to be complete nor does it contain all the information which a prospective investor may require in evaluating a possible 
investment in Shaver Shop or that would be required in a prospectus or product disclosure statement prepared in accordance with the requirements of the Corporations Act 2001 (Cth).    This Presentation should 
be read in conjunction with Shaver Shop’s other periodic and continuous disclosure announcements lodged with ASX, which are available at www.asx.com.au (Shaver Shop ASX Code: SSG).  This Presentation is 
not intended to be relied upon as advice to investors or potential investors in Shaver Shop and does not take into account the investment objectives, financial situation or needs of any particular investor.  These 
should be considered, with or without professional advice, when deciding if an investment is appropriate.

Disclaimer
Neither Shaver Shop, its related bodies corporate nor any of their respective officers, directors, employees, advisers and agents (Shaver Shop Parties) warrant the accuracy or reliability of the information 
contained in this Presentation. To the maximum extent permitted by law, each of the Shaver Shop Parties disclaims any responsibility and liability flowing from the use of the information contained in this 
Presentation by any party.  To the maximum extent permitted by law, the Shaver Shop Parties do not accept any liability to any person, organisation or entity for any loss or damage suffered as a result of 
reliance on this Presentation.

Past performance
Past performance, including past share price performance and historical information in this Presentation, is given for illustrative purposes only and cannot be relied upon as an indicator of, and provides no 
guidance as to, future performance of Shaver Shop, including future share price performance. The historical information contained in this Presentation is not represented as being indicative of Shaver Shop’s 
views on its future financial condition and/or performance.

Forward looking statements
This Presentation contains certain forward looking statements and comments about future events, including Shaver Shop’s expectations about the performance of its business.  Forward looking statements can 
generally be identified by the use of forward looking words such as ‘expect’, ‘anticipate’, ‘likely’, ‘intend’, ‘should’, ‘could’, ‘may’, ‘predict’, ‘plan’, ‘propose’, ‘will’, ‘believe’, ‘forecast’, ‘estimate’, ‘target’ and 
other similar expressions.  Indications of and any guidance on future earnings or financial position or performance of Shaver Shop are also forward looking statements.  Forward looking statements involve 
inherent risks and uncertainties, both general and specific, and there is a risk that such predictions, forecasts, projections and other forward looking statements will not be achieved.  Shaver Shop’s Consolidated 
Financial Report contains details of a number of key risks associated with an investment in Shaver Shop. Many of these risks are beyond the control of Shaver Shop. Should one or more of these or other risks or 
uncertainties materialise, or should any assumption underlying any forward looking statement contained in this Presentation prove incorrect, Shaver Shop’s actual results may differ materially from the plans, 
objectives, expectations, estimates, and intentions expressed in the forward looking statements contained in this Presentation. As such, undue reliance should not be placed on any forward looking statement. 
Shaver Shop is providing the information contained in this Presentation as at the date of this Presentation and, except as required by law or regulation (including the ASX Listing Rules), does not assume any 
obligation to update any forward-looking statements contained in this Presentation as a result of new information, future events or developments or otherwise.  

Pro forma and normalised financial information
This Presentation may contain pro forma and normalised financial information. The pro forma and normalised financial information and past information provided in this Presentation is for illustrative purposes 
only and is not represented as being indicative of Shaver Shop’s views on its future financial condition and/or performance. This financial information has been prepared by Shaver Shop in accordance with the 
measurement and recognition requirements, but not the disclosure requirements, of applicable accounting standards and other mandatory reporting requirements in Australia.  Shaver Shop uses certain 
measures to manage and report on its business that are not recognised under Australian Accounting Standards.  These measures are referred to as non-IFRS financial information.  Shaver Shop considers that this 
non-IFRS financial information is important to assist in evaluating Shaver Shop’s performance.  The information is presented to assist in making appropriate comparisons with prior periods and to assess the 
operating performance of the business.  In particular, this information is important for comparative purposes with normalised results across financial periods..   For a reconciliation of the non-IFRS financial 
information contained in this Presentation to IFRS-compliant comparative information, refer to the Directors Report that forms part of the Shaver Shop Group Limited Consolidated Financial Report that has been 
lodged with the ASX.   All dollar values in this Presentation are in Australian dollars (A$), unless otherwise specified. 

Important notice and disclaimer
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Thank you
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