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NOT FOR RELEASE, DISTRIBUTION OR PUBLICATION, IN WHOLE OR IN PART, DIRECTLY OR 
INDIRECTLY, IN OR INTO THE UNITED STATES, AUSTRALIA, CANADA, THE REPUBLIC OF IRELAND, 
JAPAN, THE REPUBLIC OF SOUTH AFRICA OR ANY OTHER JURISDICTION WHERE TO DO SO 
MIGHT CONSTITUTE A VIOLATION OR BREACH OF ANY APPLICABLE LAW. 
  
This announcement is an advertisement and not an admission document or a prospectus. It does not 
constitute or form part of, and should not be construed as, an offer to sell or issue, or a solicitation of any 
offer to buy or subscribe for, any securities, nor should it or any part of it form the basis of, or be relied on 
in connection with, any contract or commitment whatsoever. Investors should not subscribe for or purchase 
any securities referred to in this announcement except on the basis of information in the admission 
document (the "Admission Document") to be published by Footasylum Limited (to be re-registered as a 
public limited company and changing its name to Footasylum plc in due course) in due course in connection 
with the proposed admission of the ordinary shares in the capital of the Company (the "Ordinary Shares") 
to trading on AIM, a market operated by London Stock Exchange plc (the "London Stock Exchange"). 
Copies of the Admission Document will, following publication, be available during normal business hours 
on any day (except Saturdays, Sundays and public holidays) from the registered office of the Company and 
on the Company's website. 

 
 
16 October 2017 

 
FOOTASYLUM LIMITED 

 
(“Footasylum”, the “Company” and together with its subsidiaries the “Group”) 

 
 

INTENTION TO FLOAT ON AIM 
 

Footasylum, a UK-based fashion retailer focusing on the branded footwear and apparel markets, 

announces its intention to seek admission of its Ordinary Shares to trading on AIM, a market of the London 

Stock Exchange ("Admission"), and to conduct a placing of its Ordinary Shares with institutional and 

professional investors (the "Placing"). Dealings in the Company's Ordinary Shares on AIM are expected to 

commence in November 2017. 

The Company retails “on-trend” product ranges which are predominantly aimed at 16 to 24 year old fashion-

conscious customers and are sourced from an extensive stable of third party and own brands. These 

include well-known sports and casual footwear and apparel brands, as well as up-and-coming brands and 

own label products. The Directors believe that this is a differentiated, flexible approach which allows the 

Company to source fresh and relevant product, cater for differing regional trends and to build brand loyalty 

amongst its target audience. 

The Company operates a multi-channel model which combines a 60-strong store estate – in a variety of 

high street, mall and retail park locations in cities and towns throughout Great Britain – with a fast-growing 

eCommerce platform and a recently launched wholesale arm for distributing its own brand ranges via a 

network of partners. In FY17, the store estate accounted for 71 per cent. of revenue and eCommerce 

accounted for 29 per cent. 

 

Key strengths: 
 

 

Product-led proposition: access to a broad range of established brands and with the in 
house expertise to identify emerging trends and make products 
locally relevant and accessible; 
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Multi-channel approach: allows the Company to enhance the customer experience and 
diversify revenue streams; 
 

Symbiotic relationships: longstanding relationships with (and a key route to market for) some 
of the industry’s most influential brands, augmented by access to, 
and the incubation of, new on trend brands; 
 

Strong competitive position: a proven and modern business model with a highly visible and 
distinctive profile both on social media and on the high street; 
 

Strong financial performance: rapid growth in the UK market delivered to date; 
 

Growth potential significant growth potential through focused investment in the 
Company’s integrated multi-channel strategy; and 
 

High calibre management: an experienced and professional team combining 
entrepreneurialism with retail, financial and operational expertise   
 

 

Growth Strategy 

The Directors believe that the Company has established an exciting, product-led, multi-channel proposition 

with significant opportunities for continued growth. The Directors have developed a clear growth strategy 

for the Company with the objectives of: 

 increasing the Company’s share of its chosen markets; 

 continuing to build brand authority amongst the Company’s target audience; 

 enhancing the Company’s reputation as a core distribution channel for its brand partners and 

continuously strengthening its brand relationships; and 

 delivering long term sustainable value creation. 

The Company’s strategy is predicated on continued investment in the expansion of its existing routes to 

market, technology systems and marketing programmes to support its future growth and optimise its 

engagement with its customers. In particular, the Directors see the potential to grow the store estate in the 

UK to at least 150 and are targeting 8 to 10 net new store openings per annum in the medium term. In 

addition, the Directors expect to make significant investments over the next three years in increasing the 

Company’s digital presence as part of a broader upgrade of its IT systems to support growth.  

The net proceeds from the Placing receivable by the Company will be utilised, along with existing cash 

resources and debt facilities, to facilitate this growth investment. 

 

Placing highlights 

 The Directors believe that the Placing will provide the Group with an appropriate capital structure 

to pursue its growth plans and that Admission will further raise the Company’s profile and assist in 

attracting and retaining key employees through appropriate incentive arrangements. Admission will 

also enable the selling shareholders to realise, in part, their investment in the Company. 

 

 Admission expected to occur during November 2017. 

 

 Barry Bown has committed to join the Board as Executive Chairman on or around 1 June 2018, 

when John Wardle will retire from the role. Barry has over 30 years’ retail experience, most of which 

was gained at JD Sports, which he joined in 1984 and where he served as Chief Executive from 
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2000 to 2014. The Directors believe that Barry’s extensive experience of building a retail business 

in the public domain and his excellent high level relationships with many major brands will enable 

him to make a valuable contribution to the Company’s leadership team. 

 

 GCA Altium Ltd is acting as Nominated Advisor and Liberum Capital Limited is acting as Broker in 

relation to Admission.  

 

Clare Nesbitt, Chief Executive Officer of Footasylum, said: "We are thrilled to be announcing our 

intention to list on AIM. This is a logical next step in Footasylum’s upward trajectory as we seek to build on 

our exciting product-led, multi-channel expansion strategy. We pride ourselves on being a dynamic, 

adaptive and fast-moving business with a strong competitive position, a great stable of third party and own 

brands, and a disciplined approach to delivering sustainable growth. We see substantial opportunities 

ahead across our retail, online and wholesales channels, and believe that we have the people, products 

and strategy to realise them.” 

 

Enquiries 
 

 

Footaslym  
Clare Nesbitt, CEO 
Danielle Davies, CFO 
 

Tel: +44 (0) 1706 746 777 

GCA Altium Ltd (Nominated Adviser) 
Phil Adams 
Sam Fuller 
Tim Richardson 
 

Tel: +44 (0) 20 7484 4040 

Liberum (Broker) 
John Fishley 
Jill Li 
Lucy Sharma 
 

Tel: +44 (0) 20 3100 2222 

Powerscourt (Financial Public Relations) 
Rob Greening 
Lisa Kavanagh 
Ben Griffiths 
 

Tel: +44 (0) 207 250 1446 

 

Customer website: https://www.footasylum.com/  

Investor website: http://investors.footasylum.com/ 

 

NOTES TO EDITORS: 

Footasylum is a UK-based fashion retailer focusing on the branded footwear and apparel markets.  

The Company retails “on-trend” product ranges which are predominantly aimed at 16 to 24 year old fashion-

conscious customers and are sourced from an extensive stable of third party and own brands. These 

include well-known sports and casual footwear and apparel brands, as well as up-and-coming brands and 

own label products.  

https://www.footasylum.com/
http://investors.footasylum.com/
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Examples of third party brands include: adidas; Nike; The North Face; Gym King; Converse; New 
Balance; Emporio Armani 7; Vans; Nicce London; Siksilk; Under Armour; and Calvin Klein. Examples of 
Footasylum’s brands include: Kings Will Dream; Glorious Gangsta; Condemned Nation; and Alessandro 
Zavetti. 
 
The Company operates a multi-channel model which combines a 60-strong store estate – in a variety of 
high street, mall and retail park locations in cities and towns throughout Great Britain – with a fast-growing 
eCommerce platform and a recently launched wholesale arm for distributing its own brand ranges via a 
network of partners. In FY17, the store estate accounted for 71 per cent. of revenue and eCommerce 
accounted for 29 per cent. 
 
The Company’s strategy is predicated on continued investment in the expansion of its existing routes to 
market, technology systems and marketing programmes in order to support its future growth and optimise 
its engagement with its customers. 
 
Footasylum was founded in 2005 by David Makin, an established retail operator who was one of the two 
co-founders of JD Sports Plc. He was later joined by John Wardle, the other co-founder of JD Sports, who 
was CEO of Footasylum from 2008 until 2015 when he moved to the role of Executive Chairman. He was 
succeeded as CEO by Clare Nesbitt, who joined the Company in 2009 and was Deputy CEO from 2012 to 
2015. 
 

The Company’s strong recent financial performance is summarised below: 

 
  

FY2015 
 

FY2016  FY2017 
 FY15 - FY17 

CAGR 

Revenue (£million) 
  

78.0 
 

110.4  147.0 
 

37% 

EBITDA (£million) 
  

2.2 
 

6.1  11.2 
 

126% 

No. of stores at year end 
  

34 
 

44  56 
 

 

 

BUSINESS OVERVIEW  

Fascias 
 
Footasylum, the Company’s core fascia, accounted for approximately 97 per cent. of FY17 revenue. The 
associated website (www.footasylum.com) accounted for 95 per cent. of FY17 online revenue. 
 
Each Footasylum store is fitted out in the Company’s distinctive style, tailored to the local market, and 
makes use of video, music and photography to create lively and relevant environments for its target 16 to 
24 year old customer base. Each store offers a broad range of footwear, apparel and accessories 
encompassing the Company’s core brand and product ranges and augmented by locally relevant brands 
in accordance with the Company’s strategy of catering for different regional demographics. The Directors 
believe that the Footasylum fascia and associated online presence has evolved into an established 
distribution channel for its key brand partners. 
 
As at 16 October 2017, 58 stores are operated by the Company under the core Footasylum fascia. 
  
The Company has two offshoot fascia which together accounted for three per cent. of FY17 revenue. 
 

 Drome is menswear focused and comprises a standalone store and four concessions within 
Footasylum stores as well as a dedicated website. 
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 7Liverpool is a retailer of men’s luxury casual footwear which operates as a single concept store 
in Liverpool and has a dedicated website. It is strategically positioned to access high end product 
which is typically subject to limited distribution. 
 

Whilst significantly smaller than the core Footasylum estate in terms of scale, the offshoot fascias are 
strategically positioned to strengthen relationships with suppliers and enhance access to product. 
 
Target customers 
 
Footasylum’s core target customers are fashion conscious 16 to 24 year olds. The Directors believe that 
this core audience typically has limited or no dependants and a tendency to prioritise discretionary spend 
on aesthetics and image (clothing and footwear in particular). In the Directors’ view, 16 to 24 year olds 
are more willing to embrace new trends (which may then be adopted by other demographics) and are, 
therefore, particularly important as target customers. 16 to 24 year olds are also the most prominent users 
of digital sales channels. 
 
The Company segments its target customers into six core audiences (or “Tribes”) for the purposes of 
assembling product offerings. Each Tribe has a nuanced demographic and regional profile. For example, 
product for the “Urban” Tribe is more popular in inner city areas. An in depth understanding of these 
characteristics allows the Company to tailor its product range to each “Tribe” appropriately and to protect 
against a reliance on any one trend. 
 
Historically, the Company’s sales have predominantly been of menswear products. In FY17, menswear 
accounted for 71 per cent. of revenue, compared to eight per cent. for womenswear and 18.5 per cent. for 
childrenswear (including nursery). Accessories accounted for the remaining 2.5 per cent. The Company, 
supported by many of its key brands, has been expanding its ranges for women and children and the 
Directors believe that these markets represent attractive growth opportunities for the Company. The 
Company has recently upsized its Leeds store to include a first standalone store showcasing women’s 
footwear, apparel and accessories. The Directors are encouraged by the early strong performance of this 
store in both revenue and EBITDA terms following its upsize and plan to open more women’s dedicated 
segments in the future. 
 
Products 
 
Footasylum provides a broad range of footwear, apparel and accessories for men, women and children. 
 
To date, footwear has been the largest category by sales, accounting for 58 per cent. of FY17 revenue. 
However, with new product ranges being added, the apparel and accessory categories are growing 
strongly both in absolute terms and as a proportion of overall revenue. They accounted, in aggregate, for 
42 per cent. of FY17 revenue compared to 38 per cent. of FY15 revenue. 
 
The Company has an extensive product range with no overreliance on any particular stock keeping unit 
(SKU). In FY17, Footasylum sold over 17,000 SKUs across all channels. The top 20 SKUs accounted for 
just seven per cent. of FY17 revenue, highlighting a limited reliance on any big selling SKU. The Directors 
believe that the Company’s extensive range of SKUs (the long tail) is strategically important both as a 
point of differentiation and as a means of enabling in-store localisation. The Directors believe that the 
Company has a limited number of competitors that can rival its branded footwear offering. 
 
The product offering in any year is determined by the trends attracting the interest of the Company’s core 
Tribes. Therefore, bestsellers in both footwear and apparel categories vary year on year, depending on 
the latest trends. 
 
The Directors believe that the versatility of the Company’s approach enables it to be nimble, capitalise on 
market trends early and to obtain a key competitive advantage over many of its peers which may be more 
constrained by style and/or product category. 
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Brands 
 
Footasylum sells approximately 300 brands across a typical year, combining globally established brands 
such as Nike and adidas, with smaller, up and coming brands such as Gym King, as well its own, in-
house labels. As the Company sells “on trend” fashion, the brand composition of its offering shifts over 
time. 
 
Third Party Brands 
 
Global third party brands constitute the core of the Footasylum offering. Revenues by brand as a 
proportion of revenues fluctuate with current trends. In FY17, around half of revenues were generated 
from the sale of Nike and adidas products. As the Company has grown and reinforced its position as a 
valuable route to market, it has enhanced its relationships with these global brands and subsequently 
benefitted from greater access to their product. 
 
In addition, the Company has an entrepreneurial approach to incubating and supporting young, up and 
coming (so called “bedroom”) brands. The Directors believe that access to these bedroom brands 
enables the Company to target local trends and to be more flexible and relevant in its product collections 
at each store location. Examples of third party brands include: adidas; Nike; The North Face; Gym King; 
Converse; new balance; EA7; Vans; Nicce London; Sik Silk; under armour; and Calvin Klein. 
 
The Company adopts a relationship-led approach with its brand suppliers and where possible 
collaborates on product creation in order to enhance its ability to optimise collections for its core Tribes. 
 
The Directors believe that the Company’s growing scale and expertise, in addition to its multi-channel 
approach, has improved its relationships with brand suppliers over time as a valued distribution channel. 
The Directors consider the Company’s increasing access to product and range to reflect its rising status 
and increasingly strong relationships with brand partners. 
 
Own Brands 
 
The Company has levered in-house design expertise to curate a stable of own brands. These brands 
capitalise on upcoming trends in markets which the Directors believe are underserved by products from 
existing third party brand relationships. 
 
The Company’s design team works alongside its buyers to research and identify new trends from which 
the Company can introduce fresh and relevant product for its target audiences and augment its third party 
branded ranges. The Directors believe the Company’s in-house design facilitates shorter lead times from 
concept to store and enhance its ability to capitalise on fast moving trends. 
 
To date the Company has created five core own brands including: Kings Will Dream; Glorious Gangsta; 
Condemned Nation; Alessandro Zavetti; and Zavetti. 
 
The Company’s “Kings Will Dream” brand was launched at the end of FY14 and became the Company’s 
third bestselling brand overall in FY17. Kings Will Dream has its own website and Android “app”, both 
launched in March 2017. The Company is due to launch a “Glorious Gangsta” website imminently. 
 
Buying and Merchandising 
 
The buying and merchandising function provides the creative input into all product direction (identifying 
new trends and maintaining a fresh and relevant product offering) and manages product lifecycle, aiming 
to ensure products are available in the optimal location. 
  
Buying 
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The buyers are structured into category teams, e.g. men’s footwear or women’s apparel, with the aim of 
ensuring that the product offering ultimately remains “on-trend” rather than becoming too brand-centric, or 
brand dependent. Major brand relationships are held at both buyer and Board/Senior Management level. 
 
Product decisions are predominantly category-led with selections based on perceived market opportunity. 
Key influences upon the product offering may include: 
 

 in-depth research into upcoming trends on an international, national and local level; 

 core brand support (e.g. for women’s ranges); 

 location-based micro-trends (e.g. the rising profile of local brands); 

 representation of the Company’s core Tribes; and 

 economic factors (e.g. margin, growth, market share). 
 
The buying team is recruited based on cultural fit and market knowledge. The Directors believe that the 
Company has been successful in attracting and developing a team of enthusiastic buyers and that this 
has been a key element in the success of its buying strategy to date. 
 
Merchandising 
 
The merchandising team is responsible for driving stock efficiency and maximising sales opportunity over 
a product’s lifecycle. The Company aims to optimise selling space in its stores and ensure slower moving 
stock is replaced with more compelling product and subsequently redistributed. 
 
Discounting is used selectively and traditional “sale” periods (e.g. Black Friday), are also used by the 
Company as an opportunity to capitalise on the halo effect of significantly higher footfall showcasing full 
price new product and brand launches. Historically, more product has been sold at full price on Black 
Friday and Boxing Day than at discount. Whilst the Christmas period remains key, seasonality is further 
mitigated as the Company targets campaigns at other points in the year, such as start of term for 
students. 
 
 
ROUTES TO MARKET  
 
Footasylum’s multi-channel approach combines a modern, differentiated store estate with a fast growing 
eCommerce platform, enabling customers to engage with Footasylum across multiple touchpoints. The 
Company has also recently launched a wholesale platform for the distribution of its own brand products. 
 
Stores 
 

 
 
 

FY15 

  
 

FY16 

  
 

FY17 

  
 

HY17 

  
 

HY18 

Revenue (£million) . . . . . . . . . . . . . . . . . . . . . . . . . . 60.5  79.0  105.0  45.4  59.0 

Net new stores (unaudited)  . . . . . . . . . . . . . . . . . . . . 4  10  12  4  3 

No. stores at period end (unaudited) . . . . . . . . . . . . . 34  44  56  48  59 

 
As at the date of this Document, the Company has 60 stores, of which 58 are operated under the core 
Footasylum fascia. The stores are located predominantly in high street retail space within cities, market 
towns, regional malls and selected retail parks. Selling space per store across the estate ranges from 1,450 
sq ft to 9,400 sq ft. 
  
The Company categorises its stores into: Regional Shopping Centre (11), Major City (14), Secondary City 
(9), Town (20) and Retail Park (6).  
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The Company’s management has a track record of delivering multiple store openings in a year. In FY16, 
10 new stores were opened and a further 12 were opened in FY17. 
 
The Company applies a structured and rigorous selection process to potential new sites, requiring a detailed 
appraisal of prospective footfall, population demographics and financial metrics (such as capex spend, 
mature gross sales and annual contribution), with a target payback of under 24 months. The Company’s 
store estate has historically performed ahead of expectations. Stores opened in FY15 and FY16 achieved 
an average payback of approximately 18 months, highlighting, the Directors believe, a proven methodology 
which can be applied to a disciplined rollout of further stores. 
 
The 26 stores that were opened over the three years to 25 February 2017 have traded ahead of the 
Company’s original expectations. In FY17, all but two of 56 stores open during that year delivered a positive 
EBITDA contribution to the Company. The two loss making stores included Wilmslow, which was the first 
store to be opened and is due to close in FY19 and Oxford Street in London, which has helped build brand 
awareness. 
 
New stores typically take six to eight weeks to fit out, with all store design undertaken in-house by a central 
design team to ensure consistency of brand messaging and to manage costs. Design briefs are aimed at 
creating an environment designed to appeal to the Company’s core, trend-following target audience. 
 
The execution of store fit-out is overseen by the Company’s property team, utilising outside contractors to 
carry out the work. The store layout is determined by the Retail, Buying and Merchandising teams who 
work collaboratively, aiming to provide a compelling offering from the point of entry and ensure balanced 
brand representation. Store staff receive training to ensure a consistent level of customer service. 
 
In addition to expanding the estate by the addition of new stores, the Company will consider upsizing 
existing stores in order to provide the capacity to sell a greater range of product without displacing existing 
SKUs. 
  
In FY18 to date, the Company has opened four new stores, upsized two stores and refitted two stores. The 
Company expects to open at least five further stores before the year end. 
 
Going forward, the Company expects to open 8 to 10 new stores per year. 
 
 
eCommerce 

 
 
 

FY15 

  
 

FY16 

  
 

FY17 

  
 

HY17 

  
 

HY18 

Revenue (£million) . . . . . . . . . . . . . . . . . . . . . . . . . . 17.5  31.4  42.0  15.7  23.5 

 
eCommerce has become an increasingly prominent transactional channel for the Company over recent 
years and is now the Company’s fastest growing route to market. In FY17 online revenue represented 29 
per cent. of overall revenue, up from 22 per cent. in FY15, delivering a two-year revenue CAGR of 55 per 
cent. 
 
The Company operates dedicated websites for each of its fascias as well as for its own brand, Kings Will 
Dream (with a Glorious Gangsta website due to launch imminently), and “apps” for Footasylum, Kings Will 
Dream and 7Liverpool to enable its customer base to engage across multiple touchpoints and devices. To 
date, the vast majority of online sales have been placed through the www.footasylum.com website. 
 
The Company’s online channels showcase the widest product range, including online exclusives and 
promotions and allow the Company to test new products and brands ahead of rolling them out across its 
store estate. Typically, however, online sales are more footwear oriented than store sales, and as a result 
have a higher average order value but lower gross margins. In FY17, footwear represented 71 per cent. of 
online sales. 
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The Directors believe that the Company’s growing online presence has been an important contributing 
factor in strengthening the Company’s relationships with its major brand partners, and who the Directors 
believe increasingly recognise Footasylum as an effective communicator with 16 to 24 year olds. 
 
The Company’s eCommerce platform is supported by its store network, which acts as a transactional 
channel for sales and returns. In addition, location mapping of web traffic helps to inform the Company 
about potential target locations for future stores. During FY17, approximately 11 per cent. of internet orders 
were attributable to click and collect. 
 
Although the Company has not actively marketed overseas, approximately nine per cent. of FY17 online 
order volumes were delivered overseas. As a result, it is the Directors’ intention to launch translated sites 
and localised product, delivery and payment options to capitalise on the level of demand coming from 
outside the UK (principally in Europe). 
 
The Directors expect that online sales will continue to account for an increasing proportion of overall sales. 
The Company has and will continue to invest in its eCommerce capabilities with the aim of ensuring its 
systems and software are optimised in order to support this growth. 
 
Wholesale 
 
The Company’s own brands are designed to address specific product trends and to date have been sold 
exclusively through Company stores and websites. 
 
Historically, the Company has kept production runs on own-brands short, on the basis that once they reach 
scale they lose relevance to their target customers. However, recognising an incremental sales opportunity 
for its maturing own brands, in March 2017, the Company launched a standalone wholesale arm with a 
view to expanding the distribution of its own brands through key wholesale accounts. The Directors believe 
that selling the Company’s own brands through its wholesale channel has the potential to expose them to 
a wider audience than would be achieved by only direct selling. The wholesale arm also allows mature own 
brands, that would previously have been shut down, to be sold via other retailers, allowing the Company to 
focus on developing new on-trend brands. 
 
Kings Will Dream was the first own brand to be distributed through the wholesale platform. As at 30 
September 2017, the Company had more than 75 wholesale agreements in place, the most significant 
being with ASOS, which has retailed Kings Will Dream globally since March 2017. 
  
In the period from launch to 26 August 2017, the wholesale platform generated revenue of £0.65 million. 
Whilst wholesale gross margins are lower than retail, contribution is higher as a consequence of relatively 
lower operating costs. 
 
While still in its infancy the Directors expect the wholesale platform to continue to provide incremental sales, 
to help build own brand value and to be an effective way of gauging both domestic and international appetite 
for additional own brand products. 
 
 

PEOPLE 

Directors 

Executive Chairman—John Wardle   

John joined the Company in 2008 as its Chief Executive Officer and moved to Executive Chairman in 2015, 

upon the promotion of Clare Nesbitt to Chief Executive. John has over 30 years of retail experience and 

co-founded the JD Sports chain in 1981 with David Makin. John was Chairman of Manchester City Football 
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Club from 2003 to 2008. John intends to retire as a Director on Barry Bown joining the Board on or around 

1 June 2018. 

Chief Executive Officer—Clare Nesbitt  

Clare joined Footasylum in 2009 as a merchandising assistant, becoming Assistant CEO in 2010. She was 

appointed Deputy Chief Executive Officer in 2012 and subsequently Chief Executive Officer in 2015. During 

Clare’s tenure, the Company has grown from 15 to 60 stores and has delivered significant revenue and 

EBITDA growth. 

Chief Financial Officer—Danielle Davies  

Danielle joined the Company as Chief Financial Officer and was appointed to the Board in January 2017. 

Danielle was previously director of finance at Pets at Home from 2011 to 2016, where she worked on a 

number of refinancings and acquisitions under private equity ownership prior to supporting its subsequent 

initial public offering in 2014. Prior to this Danielle was financial controller at Matalan and held several roles 

at The Co-operative Group. Danielle qualified as an Associate Chartered Accountant with EY in 2003. 

Independent Non-Executive Director—Stephen Robertson 

Stephen joined the Board as a Non-Executive Director in October 2017. He is a member of the Audit, 

Remuneration and Nomination Committees and chairs the Remuneration Committee. Stephen is also 

currently the Chairman of Retail Economics (an independent economics research consultancy) and a non-

executive director of Sofology Ltd, Clipper Logistics plc, Hargreaves Lansdown plc and Timpson Group plc. 

Stephen is a former Director General at the British Retail Consortium and has held non-executive positions 

at Business West, the National Portrait Gallery Company and Fresca Group. Stephen’s executive career 

was in retail at B&Q, Screwfix Direct and Woolworths following marketing roles at consumer businesses 

such as Mars and Unilever. 

Independent Non-Executive Director—Brendan Hynes  

Brendan joined the Board as a Non-Executive Director in October 2017. He is a member of the Audit, 

Remuneration and Nomination Committees and chairs the Audit Committee. Brendan is also currently non-

executive chairman of Swallowfield PLC and a non-executive director of Churchill China PLC. From 2002 

to 2013 Brendan was chief executive of Nichols PLC. Brendan is a Fellow of the Chartered Institute of 

Management Accountants. 

Proposed Director 

Barry Bown has committed to join the Board as Executive Chairman on or around 1 June 2018. Barry has 

over 30 years’ retail experience, most of which was gained at the JD Sports chain, which he joined in 1984 

and where he served as chief executive from 2000 until 2014. 

The Directors believe that Barry Bown’s extensive relevant experience of building a retail business in the 

public domain and his excellent high level relationships with many major brands will enable him to make a 

valuable contribution to the Company’s leadership team. 

 

Senior management team  

The Directors are supported by a team of experienced senior managers. This team includes:  

Jack Spellacy (Buying and Merchandising Director) 

Jack joined Footasylum in 2011 as a buyer and was appointed Buying and Merchandising Director in 

November 2016. Jack is responsible for the development and growth of new brands and product categories. 
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In 2014, Jack featured in Drapers’ “30 under 30” publication. Prior to joining the Company, Jack worked at 

Superdry. 

Matthew Parrish (Operations Director) 

Matt joined the Company in May 2016 as Operations Director. Prior to this Matt was director of strategic 

delivery of AO World, where he oversaw its move into Europe. Matt has also held roles at Dixons Carphone 

and Vertex Data. 

Thomas Makin (Marketing and eCommerce Director) 

Thomas joined Footasylum in 2008 and held a variety of roles in the retail, merchandising and buying 

departments before becoming Marketing and eCommerce Director in 2017. 

David Makin (Founder) 

David founded the Company in 2005. He has a distinguished history as an entrepreneur in the sports casual 

retail market, having co-founded (with John Wardle) the JD Sports chain in 1981. David was Chief Executive 

at the time of the flotation of the JD Sports chain and remained involved with the company until 2005. David 

has influence over product and retail strategy at the Company. 

 

Forward looking statements 

All statements other than statements of historical fact included in this announcement, including, without 
limitation, those regarding the Group's financial position, business strategy, plans and objectives of 
management for future operations or statements relating to expectations in relation to shareholder returns, 
dividends or any statements preceded by, followed by or that include the words "targets", "estimates", 
"envisages", "believes", "expects", "aims", "intends", "plans", "will", "may", "anticipates", "would", "could" or 
similar expressions or the negative thereof, are intended to identify forward looking statements.  

Such forward looking statements involve known and unknown risks, uncertainties and other important 
factors beyond the Group's control that could cause the actual results and performance to be materially 
different from future results and performance expressed or implied by such forward looking statements. 
Such forward looking statements are based on numerous assumptions regarding the Group's present and 
future business strategies and the environment in which the Group will operate in the future.  Therefore 
actual outcomes and results may differ materially from what is expressed in such forward looking 
statements or expectations. 

These forward looking statements speak only as of the date of this announcement. The Company expressly 
disclaims any obligation or undertaking to disseminate any updates or revisions to any forward looking 
statements contained herein to reflect any change in the Company's expectations with regard thereto, any 
new information or any change in events, conditions or circumstances on which any such statements are 
based, unless required to do so by law or any appropriate regulatory authority. 

Important Notices 

Neither this announcement nor any copy of it may be taken or transmitted, published or distributed, directly 
or indirectly, in whole or in part, in, into or from the United States of America, Australia, Canada, Japan, the 
Republic of Ireland or the Republic of South Africa or transmitted, distributed to, or sent by, any national or 
resident or citizen of any such countries or any other jurisdiction where to do so would constitute a violation 
of the relevant securities laws of such jurisdiction (each a "Restricted Jurisdiction"). Any failure to comply 
with this restriction may constitute a violation of the securities laws or regulations of such jurisdictions. 
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This announcement does not constitute, or form part of, any offer or invitation to sell or issue, or any 
solicitation of any offer to purchase or subscribe for any shares or other securities in any Restricted 
Jurisdiction. The Placing of Ordinary Shares and the distribution of this announcement and other 
information in connection with the Placing and Admission in certain jurisdictions may be restricted by law 
and persons into whose possession this announcement, any document or other information referred to 
herein comes should inform themselves about and observe any such restrictions. Any failure to comply with 
these restrictions may constitute a violation of the securities laws of any such jurisdiction. Neither this 
announcement nor any part of it nor the fact of its distribution shall form the basis of or be relied on in 
connection with or act as an inducement to enter into any contract or commitment whatsoever. 

This announcement is directed only at persons whose ordinary activities involve them in acquiring, holding, 
managing and disposing of investments (as principal or agent) for the purposes of their business and who 
have professional experience in matters relating to investments and are: (i) if in a member state of the 
European Economic Area, qualified investors within the meaning of article 2(1)(e) of the Prospectus 
Directive ("Qualified Investors"); or (ii) if in the United Kingdom, Qualified Investors and fall within: (a) article 
19(5) (investment professionals) of the Financial Services and Markets Act 2000 (Financial Promotion) 
Order 2005, as amended (the "Order"); or (b) article 49(2)(a) to (d) (high net worth companies, 
unincorporated associations, etc.) of the Order; or (iii) to persons to whom it may otherwise be lawful to 
communicate to (all such persons together being referred to as "Relevant Persons"). The term "Prospectus 
Directive" means Directive 2003/71/EC as amended and includes any relevant implementing measures in 
each member state of the European Economic Area. 

This announcement must not be acted on or relied on by persons who are not Relevant Persons. Persons 
distributing this announcement must satisfy themselves that it is lawful to do so. Any investment or 
investment activity to which this announcement relates is available only to Relevant Persons and will be 
engaged in only with Relevant Persons. This announcement does not itself constitute an offer for sale or 
subscription of any securities in the Company. 

The Ordinary Shares referred to in this announcement have not been and will not be registered under the 
United States Securities Act of 1933, as amended (the "US Securities Act") or under the securities laws of 
any state or other jurisdiction of the United States of America, and may not be offered, sold or transferred 
within the United States of America except pursuant to an exemption from, or in a transaction not subject 
to, the registration requirements of the US Securities Act. The Ordinary Shares have not been and will not 
be approved or disapproved by the US Securities and Exchange Commission, any state securities 
commission or other regulatory authority in the United States, nor have any of the foregoing authorities 
passed upon or endorsed the merits of the Placing or the accuracy or adequacy of this announcement. Any 
representation to the contrary is a criminal offence in the United States. 

Any subscription for or purchase of Ordinary Shares in the proposed Placing should be made solely on the 
basis of the information contained in the final Admission Document to be published by the Company in 
connection with the Placing and Admission. The information in this announcement is for background 
purposes only and does not purport to be full or complete. No reliance may or should be placed for any 
purposes whatsoever on the information contained in this announcement or its accuracy, completeness or 
fairness. The information in this announcement is subject to change. However, the Company does not 
undertake to provide the recipient of this announcement with any additional information, or to update this 
announcement or to correct any inaccuracies, and the distribution of this announcement shall not be 
deemed to be any form of commitment on the part of the Company to proceed with the Placing or any 
transaction or arrangement referred to in this announcement. This announcement has not been approved 
by any competent regulatory authority. 

In connection with the Placing, Liberum Capital Limited (“Liberum Capital”) and GCA Altium Limited (“GCA 
Altium”) and/or any of their respective affiliates, acting as investors for their own accounts, may subscribe 
for or purchase Ordinary Shares and in that capacity may retain, purchase, sell, offer to sell or otherwise 
deal for their own accounts in such Ordinary Shares and other securities of the Company or related 
investments in connection with the Placing, or otherwise. Accordingly, references in the Admission 
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Document, once published, to the Ordinary Shares being offered, subscribed, acquired, placed or otherwise 
dealt in should be read as including any offer to, or subscription, acquisition, placing or dealing by Liberum 
Capital and/or GCA Altium and/or any of their respective affiliates acting as investors for their own accounts. 
In addition, Liberum Capital and/or GCA Altium and/or any of their respective affiliates may enter into 
financing arrangements and swaps in connection with which Liberum Capital and/or GCA Altium and/or 
any of their respective affiliates may from time to time acquire, hold or dispose of Ordinary Shares. Neither 
Liberum Capital or GCA Altium has any intention to disclose the extent of any such investment or 
transactions otherwise than in accordance with any legal or regulatory obligations to do so. 

Liberum Capital and GCA Altium are authorised and regulated by the Financial Conduct Authority (the 
"FCA") in the United Kingdom, and are acting exclusively for the Company and no-one else in connection 
with Admission. They will not regard any other person as their respective clients in relation to Admission 
and will not be responsible to anyone other than the Company for providing the regulatory protections 
afforded to their respective clients, nor for providing advice in relation to the contents of this announcement 
or any transaction, arrangement or other matter referred to herein. 

Neither Liberum Capital or GCA Altium Limited nor any of their respective subsidiary undertakings, affiliates 
or any of its partners, directors, officers, employees, advisers, agents or any other person accepts any 
responsibility or liability whatsoever for, or makes any representation or warranty, express or implied, as to 
the truth, accuracy, completeness or fairness of the information or opinions in this announcement (or 
whether any information has been omitted from the announcement) or any other information relating to the 
Company, its subsidiaries or associated companies, whether written, oral or in a visual or electronic form, 
and howsoever transmitted or made available or for any loss howsoever arising from any use of this 
announcement or its contents or otherwise arising in connection therewith. 

The anticipated timetable for Admission, including the publication of the Admission Document and/or the 
date of Admission, may be influenced by a range of circumstances, including market conditions. There is 
no guarantee that the Admission Document will be published or that Admission will occur and investors 
should not base their financial decisions on the Company's intentions in relation to the Placing and 
Admission at this stage. 

The price of shares and any income expected from them may go down as well as up and investors may not 
get back the full amount invested upon disposal of the shares. Past performance is no guide to future 
performance, and persons needing advice should consult an independent financial adviser. 

Neither the content of the Company's website nor any website accessible by hyperlinks on the Company's 
website is incorporated in, or forms part of, this announcement. 

Certain figures in this announcement, including financial information, have been subject to rounding 
adjustments. Accordingly, in certain instances, the sum or percentage change of the numbers contained in 
this announcement may not conform exactly with the total figure given. 

 

 
 
 
 

  


