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AGENDA

1. Overview – Sukh Chamdal, CEO

2.   Financial performance – Michael Botha, CFO

3.    Strategic & operational update – Sukh Chamdal, CEO

4.    Q&A 
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STRATEGIC PROGRESS AND PROFITABLE GROWTH

Fundamentals in place to accelerate growth

• Sales growth in uncertain environment

• Continued strong growth in EBITDA

• Outperformed market expectations

• Store opening target achieved

• National marketing fund launched supported by franchisees

• Brand refresh

• Significant growth in customer database

• Investment in our ‘Cake Box HUB’ for future growth

• Clear plan to deliver earnings and cashflow growth
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2024 FINANCIAL HIGHLIGHTS
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• Total franchise sales up 9.1%
• Like-for-like franchise sales up 4.4%
• Cake Box group revenue up 8.7%
• 20 new stores opened
• Gross profit up 16.1% as a result of further efficiency 

benefits
• Adjusted EBITDA increased by 12.0%
• Increase of 19.5% in net cash
• Full year dividend up 10.8%



Strong progress across key financial metrics
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Franchise store sales up 9.1% and Cake Box sales up 8.7% vs prior year, 
with adjusted EBITDA up 12.0% and net cash 19.5% ahead of prior year
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Strong progress across key financial metrics
• 4.2% and 10.8% growth in adjusted EPS and DPS respectively
• Free cash flow lower than prior year, due to working capital investment



2024 sales performance
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• Total franchise sales up due to 20 
new store openings and 4.4% 
like-for-like sales performance for 
the year

• Franchise packages revenue 
declined as pass through costs 
paid directly by the franchisees, 
helping to increase gross margins

• National marketing levy 
introduced during H1 24



2024 franchise sales performance 
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• 9.1% growth in total 
franchise sales 

• £6.6m increase in total 
franchise sales £5.3m 
from existing stores 
(4.4% uplift in sales) and 
stores opened in FY23, 
and £1.8m from new 
stores opened in FY24

• £0.5m decrease in kiosk 
sales due to closures



2024 Like-for-Like sales performance
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• H1 24 strong 
performance against 
negative comparatives 
in H1 23 (-1.6%)

• H2 24 was positive 
despite stronger 
momentum in sales 
through H2 23 (+3.4%)

• All months were in 
positive Like-for-Like 
growth during 2024



2024 online franchise sales performance 
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16.1% online franchise sales growth, driven by continued investment in online 
marketing and marketing team



2024 full year adjusted EBITDA analysis
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• Gross profit increase of 16.1% 
outstripped the increase in 
sales of 8.7% due to further 
efficiencies in the supply chain

• 12.0% increase in adjusted 
EBITDA driven by increase in 
gross profit and disciplined 
overhead management

• £0.7m of the increase in 
overheads is due to the 
national marketing fund 
spend, which is covered by 
the national marketing levy 
income



2024 adjusted profit after tax
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• Depreciation increased due 
to capex spend in 2023 and 
2024

• Net finance costs increased 
due to:
• Increase in Bank of England 

interest rate
• Change in fair value of other 

financial assets

• Effective tax rate of 25.6%, 
higher than the statutory 
rate due to adjustments to 
tax for prior periods

• Adjusted PAT 4.2% higher 



2024 free cash flow
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• Increase of £0.8m in 
adjusted EBITDA 
offset by an increase 
in working capital of 
£1.4m

• Working capital 
impacted by the 
invoicing of stores 
opened during H2 24

• £0.5m less tax paid 
due to timing of 
quarterly payments



2024 net cash position
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£1.2m(19.5%) increase in net cash for the year



2024 capital allocation policy
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Continued investment in IT capabilities and increase in returns to 
shareholders
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Operational highlights
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Key areas of focus for 2024
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Empowering franchisees & operational 
excellence
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• Appointed a Learning & Development manager
• Reinforced franchisee onboarding process

o Four-day initial training session
o Followed later by a ten-day intensive programme to reinforce and 

expand on learnings
• Implemented customer service training for franchisee staff
• New internal scorecard launched for stores, which tracks:

o Trustpilot scores
o Food hygiene ratings
o Internal audit results

• Achieved 4.4 out of 5 score on Trustpilot at end of FY24
• Continued investment in Cake Box HUB to drive 
 operational improvements 



Expanding store estate
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• 20 new store openings during 2024 

• 225 stores trading as at 31 March 2024

• In conjunction with external consultants identified 
the future area locations

• Detailed analysis continuing to define 
precise locations in the areas identified

• ​Territories are divided into clusters to fortress areas 
for franchisees

• Cake Box financial support offered where required



Brand evolution a significant stride 
for future growth
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• Brand refresh launched in H2-24

• Brand and store concept well 
received and show encouraging 
results

• Total of 9 stores opened in new 
concept

• A store refresh programme is 
underway to roll out the new 
concept



Reinforcing our brand promise: Handmade 
Happiness
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• Each of our cakes are finished by 
hand in-store for each customer 
order

• We offer a free personalisation 
service for most of our cakes

• As part of the brand refresh our 
promise is clear - 'Handmade 
Happiness' in every bite



Improving the multi-channel customer proposition 
and experience
We launched a new website in June 2023 to 
improve the customer journey and focus on e-
commerce capability to attract more visits, 
conversions and customer loyalty.
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Launched a national advertising fund with 
franchisees:

• Investment in new customer acquisition online, 
achieving an ROI of x4 and value growth 
(+16.1%)  driven by new customers

• Cake Box SEO has increased significantly since 
launching the new website. We now rank #1 in 
searches for Birthday Cake and Photo Cake 
online

• Radio advertising on Heart FM, coupled with 
telephone kiosks were used to drive local store 
awareness and emphasise the online click & 
collect proposition



Capturing more customers online
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Online sales of 'click and collect' orders increased 16.1% driven by more customers 
buying for the first time. This is a result of investment in e-commerce marketing and 
capability.



Growing our customer database
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Customer data is central to the marketing strategy. We have experienced strong growth 
in marketing (+68%) and SMS subscriptions since launching a new CRM system. The 
focus is on increasing retention and frequency.



New product development
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Continued innovation, product development and 
customisation to delight customers & build loyalty

• new premium product collections including Mango and 
Speculoos

• expansion of seasonal launches such as Valentine’s, 
Mother’s Day and Easter

• new ranges including Brownies and Buttercream cupcakes
• online ‘click-and-collect’ feature, a personalised cake 

ordered online and collected within the hour



Seasonal ranges well received by customers
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We had a solid year of successful seasonal launches such as Valentines, Mother's Day 
and Easter



Strengthening leadership & 
governance 
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• Successful Capital Markets Day (CMD) in October 2023
• CMD led by senior managers, showcasing strength & depth of 

experience within the Group
• CMD gave participants the opportunity to visit our HQ and see 

first-hand the investment in the production facilities 
• Board changes during FY24

• Martin Blair took over role as Chair 
• Shaun Smith joined on 1 February 2024
• Michael Botha joined as CFO on 11 April 2023



Commitment to community & ESG 
initiatives

30

• Suppliers
o 96% of our medium and high-risk suppliers completed an ethical 

audit in the past two years
• Franchisees

o 96.7% of franchisees have a food hygiene rating of 4 or above 
(out of 5) (for 2024) at 31 March 2024

• Employees
o 93% of colleagues would recommend Cake Box as a great place to 

work
• Utilities

o 72% of our electricity sourced from renewable energy
• Compliance/Health & Safety

o AA British Retail Consortium Rating achieved for Enfield depot

• Franchisees supporting local communities
o Sponsoring youth football &  cricket teams
o Hot kitchen during winter months (Newham)



Summary & outlook
Summary

• Strong performance delivering sales and profit growth

• Continued progress with strategic initiatives

• Increase in net cash and balance sheet strength 

• Exceeded market expectations 

Outlook 2025

• Trading for FY25 is in line with management expectations

• Outlook for the retail sector remains challenging, however we are well positioned for the year ahead

• Continue to grow store estate, with target of 20+ new openings

• Brand refresh roll out to existing store base

• Grow customer loyalty through marketing initiatives 

• Continue to build out multi-channel customer proposition 
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Q&A
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