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First-Half 2023 Results
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Disclaimer
Forward-looking statements

This presentationcontainscertain statementsthat constitute

"forward-looking statements", including but not limited to

statementsthat are predictionsof or indicate future events,

trends, plans or objectives,basedon certain assumptionsor

whichdo not directlyrelateto historicalor currentfacts.

Suchforward-lookingstatementsare basedon management's

currentexpectationsandbeliefsandaresubjectto a numberof

risksand uncertaintiesthat could causeactualresultsto differ

materially from the future results expressed, forecast or

impliedbysuchforward-lookingstatements.

Accordingly,no representation is made that any of these

statementsor forecastswill cometo passor that any forecast

resultswill beachieved.

Any forward-looking statementsincluded in this presentation

speak only as of the date hereof and will not give rise to

updatesor revision. Fora morecompletelist anddescriptionof

such risks and uncertainties, refer to Maisons du aƻƴŘŜΩǎ

filingswith the FrenchAutorité des marchés financiers.
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AGENDA

Key highlights and business review1.  

Financial review

Outlook

2. 

3. 
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François - Melchior de Polignac

CEO

Key Highlights &
Business Review
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KEY HIGHLIGHTS
Sequential sales improvement in Q2, continuing challenging consumption dynamics in Home & Decoration
3C Recovery plan fully on track, 2023 guidance unchanged

Ongoing 

inflation

Group GMV

ϵсмлΦфƳ

Á Tactical commercial initiatives to 
sustain traffic and sales

Á 50% of annual cost savings plan already 
reflected in H1

Á /ŀǇŜȄ ǊŜŘǳŎŜŘ ōȅ ϵмнΦмƳ yoy and 
ƛƴǾŜƴǘƻǊƛŜǎ ŀŘƧǳǎǘŜŘ ōȅ ϵноƳ
(vs. Dec. 2022)

Á Brand platform development:

+40% press coverage for Autumn/Winter 

showcased collection vs Spring-Summer 

collection

Á Marketplace still ramping up

Á Successful test to transfer 2 stores to 

the new affiliate model

Group SALES

-5.1% yoy

Q1 Q2 H1

ϵолоΦуƳ
-3.5% yoy

ϵолтΦнƳ
-6.7% yoy

ϵрпоΦпƳ
-10.0% yoy

Q1 Q2 H1

ϵнсфΦтƳ
-7.3% yoy

ϵнтоΦтƳ
-12.5% yoy

Constrained

purchasing power

Private sales
one weeklater vs 2022

Weather
conditions

Social unrest
in France
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3C RECOVERY PLAN FULLY ON TRACK
Launched in April and already delivering

Customers

Costs

Cash
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3C RECOVERY PLAN WELL ON TRACK
Focus on customer experience to create conditions for growth

Develop
customer-centricity

Reinforce quality
of execution

Ensure
price accessibility

CUSTOMERS
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EXAMPLE OF «BOOST FURNITURE» INITIATIVE

Á Merchandising optimization

Á Product availability improvement
Á Specialized training and incentive

programs reinforcement for salespeople

Á Pricing adjustments on 140 references
Á Tactical promotions and free delivery 

initiatives

Sequential sales 
improvement in furniture

From -16.5% in Q1 23
To -4.2% in Q2 23



M
 A

 I
 S

 O
 N

 S
 

D
 U

 
M

 O
 N

 D
 E

 
F i r s t - H a l f  2 0 2 3  R e s u l t s

3C RECOVERY PLAN WELL ON TRACK
Accelerate cost reduction program to improve margin

COSTS

Negotiate, negotiate,
negotiate

Streamline
cost base

Rigorously allocate
resources

Á Continuous negotiations with key
suppliers to balance selective pricing 
strategy

Á In-store reduction of working hours
Á Optimization of schedules to guarantee 

optimal service
Á Lower headcount at HQ level

Á Reinforced ROI approach on marketing 
investments

Gross margin resilience
at 63.8% in H1 23

Ғ H1 22

рл҈ ƻŦ ϵнрƳ cost savings 
plan already reflected in H1
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3C RECOVERY PLAN WELL ON TRACK
Ensure robust cash generation

CASH

Aggressively
prioritize Capex

Manage
inventory dynamically

Improve
all WCR components

9

Á Monitored decrease of in-store capex 
allocation and project optimization

Á Decrease inventory level without 
compromising product availability

Á Improved payment terms with all 
suppliers

Positive Free Cash Flow
in line with 

FY 23 objective
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CONTINUED ACTIVE MANAGEMENT OF OUR STORE NETWORK
Successful test of the affiliation model with 2 stores transferred in France

350 integratedstores

H1 23 vs FY 22

Openings +5

France +3

Rest of Europe +2

Closings -11

France

o/w transfer to affiliates
-7
2

Rest of Europe -4

Net closings -6

France -4

Rest of Europe -2
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As of 30 June 2023

212 + 2
-4

36
+1

48
-1

3
-

1
-

22
-3

13
+1

12
-

Integrated stores

Affiliated stores

Net store openings/closings

2 affiliated stores

vs 358 integrated stores

31 December 2022
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2. Financial Review

Régis Massuyeau

CFO
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