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Introduction to Matas



Forward Looking Statements

This presentation contains statements relating to the future, including statements regarding Matas A/S’ future operating results,
financial position, cash flows, business strategy and plans for the future. The statements can be identified by the use of words such as
“believes”, “expects”, “estimates”, “projects”, “plans”, “anticipates”, “continues” and “intends” or any variations of such words or other
words with similar meaning. The statements are based on management’s reasonable expectations and forecasts at the time of the
disclosure of the interim report. Any such statements are subject to risks and uncertainties and a number of different factors, of which
many are beyond Matas A/S’ control, can mean that the actual development and the actual result will differ significantly from the
expectations contained in the interim report. Without being exhaustive, such factors include general economics and commercial
factors, including market and competitive matters, supplier issues and financial issues.
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The Leading Health and Beauty Retail Chain in Denmark

# 1
health and beauty retail

chain in Denmark
291

stores – and a web 
shop - across

Denmark

DKK 3.4 bn. 
Revenue in 2014/15

62 %
market share in 
High end beauty

~1.6 m
Club Matas members

98 %
awareness

among women

~24 m
store visits in  

2014/15

>17%
EBITA Margin in 2011/12 -

2014/15

~1.2 m
visitors to 

Matas.dk/month
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Our Store Concepts

Chain started in 1949 First store opened in 2013

Matas online store opened in 2008 Stylebox online store opened in 2013
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Our Shop in Shops (Matas)

Vital ShopThe Beauty Shop Own Brands: Stripes

Matas MediCare (OTC)Material Shop

9% 
Revenues*

11% 
Revenues*

6% 
Revenues*

17% 
of Revenues Across Segments

Professional Advice

~1,900* “Materialists” 
Highly Skilled Store Personnel**

True One-Stop Shopping Experience, with High Level of In-Store Service

* % of 2014/15 owned stores‘ sales
** Including trainees

74% (33%= Selective, 41% Mass Beauty)
Revenues*



Matas
14%
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Our Channel and Position

Segment Market Share in 2014, %

1. Restrictions on owning more than four pharmacy locations in Denmark before 1 July 2015 have kept the industry fragmented and no single pharmacist exceeds the 14% market share of Matas
2. Map shows Matas Store Network including Associated Stores, but excluding the associated store in Nuuk, Greenland, and our own retail store in the Faroe Islands. Matas Store Network totals 291 physical stores, 

with 272 Danish Retail Stores and 19 Associated Stores  In addition to this, the Matas brand has one webshop, and the Group also owns the StyleBox concept with five stand alone physical stores, a shop-in-shop 
and a webshop.

n°1 Market Position in All Key Segments Unmatched Store Network(2)

Leading Online H&B 
Store

Rønne
Frederikshavn

Aalborg

Randers
Viborg

Lemvig

Holstebro

Ringkøbing

Kolding

Herning

Silkeborg
Aarhus

Horsens

Vejle

Odense

Aabenraa

Sønderborg
Næstved

Nykøbing Falster

Roskilde

Copenhagen

Esbjerg

High-end 

40% Share in Beauty

19 Associated Stores

n°1

n°1 n°1

Mass

VMS OTC

272 Retail Stores

5 StyleBox

291

Source: Management Analysis and Estimates, Euromonitor

Matas
28%

Other Other(1)

Other

Matas
30%Other Matas

60%

Matas
28%

n°1
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Our Brand Position
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Source: Carat

Overall Impression of 
Danish Retail Stores (2015)

% Respondents Who Indicate Good or Very Good
Knowledge of Retail Chain (2015)

http://www.magasin.dk/
http://www.magasin.dk/


More Than Stores: We Are Becoming A True Cross-Channel Retail 
Retailer

“Matas will leverage its 

unique in-store shopping 

experience and exploit its 

online and loyalty programs 

potential to become one of 

the best cross-channel 

retailers in the world” 
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Mobil App

Matas
Webshop

Social media

Matas 
leaflet

ClubM

E-mail

292 Matas stores

Club Matas



The Winning Concept
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Matas 
Web Shop -

1.2 mill. 
visitors/month

Member
database –
1.6 million 
members

Store Concept –
291 physical

stores
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Strategic Priorities and Growth Initiatives
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Our Long Term Strategic Priorities

Today Tomorrow

Enhance and 
Increase the Value 
of the Club Matas
Loyalty Programs

Develop the 
Matas online 

store

Enhance and 
expand the 

StyleBox concept

Existing Business

Strengthen the 
Matas retail store 
network and in-

store appearance 
2

3

4

5

Well-Invested 
Platform, Yet to 

Be Fully 
Monetised

1
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Growth boosting initiatives –
Reinforced focus and faster rollout of long term growth-boosting initiatives    

3

21

Sharpen pricing communication

Accelerate the growth of Matas WebShopExploit the vast potential from Club Matas

Implement new store concept in key stores

4
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Investment Returns – Internal Guidelines and Returns to Investors



Returns on investments
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 On small investments in the business, normally a 3-4 year payback period on investments.

 If we were to undertake larger strategic investments, somewhat lower returns may be 
accepted under special circumstances.

 Asset light model - ROIC pre-tax very high excluding goodwill: 
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Capital structure policy

 Gross debt of inside range of DKK 1,600-1,800 m.
Gross debt of DKK 
1,727 m.
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Capital structure policy – direct returns

Target 

Capital Structure

Gross debt level DKK 1,600 - 1,800m

Dividend and share buy-back 

Dividend pay-out ratio At least 60% of Adjusted net profit

Share buyback
Distribution of excess cash through 

share buybacks

 Dividend and share buyback in line with capital structure policy

2015 dividend of 
DKK 5,80/share

Share buyback of 
DKK 125 m launched
Nov. 2015 

@130 
DKK/Share: 

4.5% 
dividend 
yield

2.4% 
buyback
yield
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Q3 Trading Update and 2015/16 Guidance



Q3 Trading Update and 2015/16 Guidance
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Realised
Guidance 2015/16 2014/15

Revenue

Reported revenue Approx. 3.45 bn DKK 3,433m

Like-for-like growth 
assumption

Around 1% 1.5%

Earnings

EBITA margin Around 17.0% 17.5%

• This morning, Matas issued at trading update for Q3 of 2015/16, covering the months 
of October to December 2015.

• Like-for-like sales for the period was 1.5%.

• Expectations for the full year are maintained as follows:



Questions?
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