


Presentations:

Introduction:Our Group Vision

Part 1: Naked Wines - a real life 
working example

Part2: Customer Engagement

Part3: Proof the model works: 
Taste the difference!

10.30   Train departs Liverpool St

12.27   Arrive Norwich

12.30   Transfer to Naked HQ and lunch 
on arrival

13.00   Presentations and Questions

14.45   Walk-round

15.15   Wine Tasting and Presentation

16.30   Bus departs for Norwich Train 
station / Football

17.00   Train departs for London

18.57 Train arrives atLiverpool St

AGENDA
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OUR VISIONIS TO..

* If we ǿƻǳƭŘƴΩǘ ǿŀƴǘ ǘƻ ǘŜƭƭ ƻǳǊ mums about it, we donΩt do it!

for our customers, suppliers and people

Deliver sustainablegrowth in 
shareholder value

Χōȅ doing the right thing*



Majestic Retail Naked Wines Majestic 
Commercial

Lay & Wheeler

Market size* £2.2bn 
(UK)

£17bn
(Global)

£2.0bn £0.7bn

Sales for the year 
to March 2015

£231m £81m £42m £10m

Proposition Help people find 
wines they will 

love

Making a privilege 
into a pleasure

Making your wine 
list profitable

Your trusted 
guide into fine 

wine

Competitive 
advantage

800 delightful 
graduates who 

love wine

The model ς
crowdfunding 
independent 
winemakers

200 delivery hubs Normal people 
who happen to 
love fine wines

5

GROUP OVERVIEW

* Source: Internal data 
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NAKED WINES MODEL

Delivering sustained growth in 
shareholder value by doing the 
right thing for our customers, 
suppliers and people

Delivering high levels of 
customer loyalty, drives 

ǊŜǘŜƴǘƛƻƴΧ

High retention drives 
ǎǘǊƻƴƎ ŎŀǎƘ ŦƭƻǿΧ

ΧǿƘƛŎƘ ǿŜ ǊŜƛƴǾŜǎǘ 
aggressively in growth

High growth attracts the 
best people and suppliers

ΧŜƴŀōƭƛƴƎ ǳǎ ǘƻ  ǘŀǊƎŜǘ 
profitable segments with 

compelling customer 
ǇǊƻǇƻǎƛǘƛƻƴǎΧ



Part One:
Naked Wines ς
Real life example



TARGETINGPROFITABLE {9Da9b¢{Χ 

x =

* FY16 YTD, ex sales tax, excluding beer/spirits

Naked & Majestic target the most profitable segment of 
the wine market: customers looking for inspiration.
²ƘȅΚ .ŜŎŀǳǎŜΧ
ÅThese customers value SERVICE
ÅQUALITY matters ςa good buyer can add value
ÅLǘΩǎ C¦b ŦƻǊ ǎǘŀŦŦ ŀƴŘ ŎǳǎǘƻƳŜǊǎ
ÅΨ¢ƘŀǘΩǎ ǿƘŜǊŜ ǘƘŜ ƳƻƴŜȅ ƛǎΩ

Sales (£)

Price 

(£)£5 £10

Margin (%)

Price 

(£)£10 £18

Gross Profit (£)

Price 

(£)
£6 £12

Majestic Average Price Point: £7.88 / bottle*

Naked Average Price Point: £9.54 / bottle*

1
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Customers got a 
great ŘŜŀƭΧΧǎƻ we launched 

an appeal 

Χ!b5 the satisfaction 
of helping a talented 

wine maker

One of our wine 
makers needed 
ƘŜƭǇΧ

2 Χ²L¢I ! /hat9[[LbDPROPOSITION



DELIVERINGLOYALTY AND LIFETIME VALUES

Naked Wines UK Total contribution by year of Angel acquisition (£k)

Contribution compounds year-
on-year, driving growth ςwith 
even the earliest cohorts of 
Angels still in growth
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FY13 FY14 FY15 FY16 H1
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Χ²IL/I DRIVES STRONG CASH FLOW

If we stopped investing 
in growth,we would 
make £5m a year
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£
m
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Increasing 
investment while 
improving ROI

Χ²IL/I ²9 INVESTAGGRESSIVELY5
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Mature Angel Numbers (thousands)

2008 2009 2010 2011 2012 2013 2014 2015

H1: +29k net new
Mature Angels* 
(vs+16k in H1 FY15)

*Reminder: A Mature Angel is an Angel who has started their fourth month

Χ²IL/I DRIVES GROWTH6



GROWTH ATTRACTS THE BEST PEOPLE 
AND WINE MAKERS

7
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Some of our Famous Wine Labels:

https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj_yM_uiZ3LAhWE6xQKHQkTDnAQjRwIBw&url=https://twitter.com/craggyrange&psig=AFQjCNE6foNn7hNWuGaN5RVtstBnlZddeQ&ust=1456838871071695
https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj_yM_uiZ3LAhWE6xQKHQkTDnAQjRwIBw&url=https://twitter.com/craggyrange&psig=AFQjCNE6foNn7hNWuGaN5RVtstBnlZddeQ&ust=1456838871071695
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OUR APPROACH TO INVESTMENT ς
AGGRESSIVE AND DISCIPLINED

W!a9{Ω Wh. 59{/wLt¢LhbΥ

άwŜƭŜŀǎŜ ǳƴŘŜǊ-performing capital and redeploy it into proven 
high ROI opportunities, while being agnostic about Country, 
Company, Open/Capex, Customer acquisition/retention etcΧέ 



CurrentwhLΩǎΥ

Retail Commercial Naked 
Wines

L&W

New Customers 30%+ 60-80% >100% TBC

Stores <25% n/a n/a n/a

Wine quality ςBottle 
ageing

TBC TBC ~20% TBC

Wine Quality - Product TBC TBC 50%+ TBC

Service ς5* Inbound TBC TBC >100%

Service ςOutbound TBC TBC
<0% to 
>100%

TBC

Earlier Wine Maker 
payment

20-25%

16

We have a rich 
opportunity to 
redeploy capital 
efficiently  

AIM TO DELIVER ABOVE MARKET ROI
WE ARE AGNOSTIC ABOUT COUNTRY, COMPANY, OPEX/CAPEX, ACQUISITION/RETENTION
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RoIon New Mature Angel Acquisition

1. Cut the new business 
budget by this much at 
the start of the year

2. Review proposals to build 
spend back up

3. Ensure that deals in here 
are not repeated

EXAMPLE 1: CUSTOMER ACQUISITION
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ÅRedeployed resource out 
of low value campaigns

ÅTest and Learn ςanalyzing 
ROI down to the level of 
individual outbound 
campaigns ςoptimize our 
service for ROI

EXAMPLE 2: OUTBOUND SERVICE

Campaign 1

Campaign 2

Campaign 3

Campaign 4

Campaign 5

Campaign 1

Campaign 2

Campaign 3

Campaign 4

Campaign 5
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5* ratings have gone up from 65% 
to 85%

EXAMPLE 3: INBOUND SERVICE

Key Metrics (Indexed to 5*=100)

An Angel giving a 5* rating 
has twice the lifetime value 
of 1*-4* rating



Learning points:
Å FirstΧ DǳƛŘŜ ǇŜƻǇƭŜ ǘƻ ǘƘŜ ƘƛƎƘŜǎǘ ǊŀǘŜŘ ǿƛƴŜǎ ŘǳǊƛƴƎ ǘƘŜ 

recruitment process

Å Connect new customer budgets for new angels to BIA rating 
achieved

Å ¢ƘŜƴΧ wŜǾƛŜǿ ǿƛƴŜƳŀƪƛƴƎ ƻǇǘƛƻƴǎ ǘƻ ƛƳǇǊƻǾŜ ǎŎƻǊŜǎΥ .ŜǘǘŜǊ 
wine, lower price, longer aging
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First Order Wine Rating
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EXAMPLE 4: IMPACT OF WINE INVESTMENT 
ON RETENTION

Customers with stronger BIA* ҈Ωǎ ŀŎǊƻǎǎ ǘƘŜƛǊ 
initial orders go on to deliver substantially 
greater loyalty and consequently lifetime value

Example Wine 1 :
Substituted with a reserve level product:

Result: Gross Profit reduced by 4.3% however 
base BIA score increased by 10bps to 91 

* BIA = Buy It Again



First Order Wine Rating2
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Focus our recruitment 
activity on higher quality 
prospects, who are willing to 
ǎǇŜƴŘ ƳƻǊŜ ƻƴ ŦƛǊǎǘ ŎŀǎŜΧ

ΧƭŜŀŘǎ ǘƻ ƳǳŎƘ lower 
attrition and step change in 
customer lifetime value

EXAMPLE 5: IMPACT OF FIRST ORDER 
VALUE ON ROI

Retention rate & annual contribution/customer (by first order spend, UK)
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HOW DO YOU PUT A VALUEON NAKED?

How big could it be?

How quickly can we get there?

The Plan...

1

2

4

3



Benchmark examples:

23

UK USA AUS

Market size £2bn £14bn £1bn

Notable competitors and 
sales

Laithwaites(c.£170m); 
VirginWines (c.40m); 
Wine Society (c.£80m)

LaithwaitesUSA 
(c.$170m?);

Winery direct (c.$1.6bn)

??

HOW BIGCOULD IT BE?
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HOW QUICKLY CAN WE GET THERE: MODELLING

SIMPLIFIED GROWTH MODEL


