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B e r l i n  



RUBIN RITTER 

Com m erc ia l  Bus iness ,   

Opera t ions  & F inance  

ROBERT GENTZ  

Techno logy,  St ra tegy & 

Bus iness  Deve lopm ent  

DAVID SCHNEIDER  

Fash ion & Brand Re la t ions ,   

Brand Market ing  



+++  WE STRENGTHENED OUR SETUP I N  2016  +++  
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Z AL AN D O  I S  E U R O P E ’ S  W E L L - L O V E D  F AS H I O N  D E S T I N AT I O N  . . .  

ASSORTMENT 

 +++ W e o f fe r  a  seasonal  and broad  assor tm ent   

o f  in -season  f ash ion  m erchand ise  +++ 

+++ W i th  cam paigns  we shape  

the  fashion image of  our  b rand +++  

BRAND 

„Za lando Brand cam paigns”  
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. . .  W I T H  AN  E V E R - I N C R E AS I N G  C O N V E N I E N C E  L E V E L  

MOBILE 

 +++ Our  app ensures  the  m os t  personal ized  

and f r ic t ion less  shopp ing exper ience +++  

+++ New del ivery  and  return  serv ices  o f fe r  

 a  sm ooth  be t te r - than-o f f l ine  exper ience +++ 

CONVENIENCE 
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Z AL AN D O  I S  T H E  I N D U S T R Y ’ S  P R E F E R R E D  E - C O M M E R C E  P AR T N E R  

 +++ W e o f fe r  an  unprecedented 

customer reach across   

15  European m arkets  +++ 

PARTNER PROGRAM 

+++ W e enab le  bet ter ,  faster   

and closer  co l labora t ions  wi th   

our  par tner  +++ 

WHOLESALE SOLUTIONS 

+++ W e prov ide  serv ices  to   

fac i l i ta te  in teract ions between 

brands  and consum ers  +++ 

PARTNER SERVICES 
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W E  B U I L D  T H E  I N F R AS T R U C T U R E  O F  T H E  F AS H I O N  I N D U S T R Y  O F  T O M O R R O W  

OPERATIONS TECHNOLOGY 

 +++ W e cont inue to  sca le  our  tech team  +++ 

 +++ Large scale  pro jects  in  our  shop sys tem s  

a l low us  to  opera te  a t  h igher  speed +++ 

+++ W e ex tend our  f u l f i l lm ent  ne twork  by large  

capaci ty extensions  in  Po land +++ 

 +++ Fur ther  sate l l i te  fu l f i l lment  centers  are       

added to  fu l f i l l  local  needs  +++ 
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W E  D O  T H I N K  AH E AD  

EMPLOYEES 

+++ ~12,000 em ployees  & 

>100 nat iona l i t ies  +++  

+++ W e can use our  exper t ise   

to  m ake a  substant ia l   

contr ibut ion +++ 

+++ Hel lo  Fes t iva l :  A  fes t iva l  

for  innovat ive   in tegrat ion  

 so lut ions  +++  

SOCIETY 

FASHION INDUSTRY 



+++  OUR EFFORTS I N  2016  TRANSL ATED I NTO STRONG F I NANCI ALS +++  
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(1) Exclusive share-based compensation and other non-operating one-time effects. 

(2) Excludes investments into M&A. 

W E  O V E R  D E L I V E R E D  O N  O U R  G O AL S  

RESULTS 

2016 

OUR GOALS 

BEGINNING 2016 

EBIT  & M ARGIN (1 )  

Adj .  EBIT  m arg in :  3 .0%–4.5% 

EUR 216m  

  5 .9% 

REVENUE GROWTH 

Upper  end o f  20–25% 

 EUR 3,639m  

 23.0% 

USE CAPIT AL EFFICIENTLY  

Neut ra l  ne t  work ing  cap i ta l (2 )  & EUR ~200m  capex (2 )  

EUR (128)m  

EUR 182m  

✓ 

✓ ✓ 

✓ ✓ 

Revenue:  

Growth:  

EBIT :  

Marg in :  

NW C:  

Capex :  
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AL L  S E G M E N T S  C O N T R I B U T E D  T O  O U R  S U C C E S S  

EBIT (1) & 

MARGIN (1)  

REVENUE & 

GROWTH 

OUR RESULTS 2016  

EUR 226m  

+12.5% 
DACH 

EUR 1,814m  

+15% 

OTHERS (2 )  

REST OF EUROPE 
EUR 1,570m  

+30% 

EUR (3)m  

(0 .2)% 

EUR 255m  

+53% 

EUR (7)m  

(2 .6)% 

(1) Exclusive share-based compensation and other non-operating one-time effects. 

(2) Segment „Others“ mainly includes revenues from Zalando Lounge, as well as the three outlet stores and the new platform initiatives. 



+++  2017  AND BEYOND:  BUI LDI NG A FASHI ON PLATFORM  

 FOR LONG -TERM  SUCCESS +++  
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W E  G AI N E D  F U R T H E R  M AR K E T  S H AR E  

 

(1) Source: Euromonitor International, January 2016, 2013 values based on actuals and estimates; fixed exchange rates. Data for Europe (excl. Russia) incl. apparel and footwear, bags and luggage, jewelry and watches. All market figures 

inclusive of sales tax. Zalando market share based on GMV (company information). 

2016 2013 
SEGMENT &   

TOTAL MARKET (1)  

R E S T  O F  E U R O P E  

E U R  ~330bn  
~0.2% ~0.6% 

D A C H  

EUR ~90bn  
~1 .4% ~2.4% 

T O T A L  Z A L A N D O  

EUR ~420bn  
~0.5% >1% 

Tota l  f ash ion  m arket :  Europe EUR ~420bn & on l ine  fash ion Europe EUR ~46bn  

Zalando m arket  share  deve lopm ent 

LONG TERM   

GOAL:  5%  
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Z AL AN D O ’ S  S T R AT E G Y  F O C U S E S  O N  T H R E E  D I M E N S I O N S  

CONSUMERS BRAND PARTNERS INFRASTRUCTURE 

+++ Num ber  one onl ine  

fashion dest inat ion +++ 

+++ Num ber  one onl ine  

business partner  +++ 

+++ Exce l lence in   

Operat ions  +++ 

+++ Lead ing  Technology  +++ 
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(1) Exclusive share-based compensation  and other non-operating one-time effects.  

(2) Excludes investments into M&A. 

2 0 1 7  O U T L O O K  

OUR OBJECTIVES 2017 2014 

SOLID PROFITABILITY  

REVENUE GROWTH OF 20 –25%  

FREE CASH FLOW: Neut ra l  W ork ing 

Capi ta l  +  St ra teg ic  Capex  spend 

Revenue growth  o f  20–25% 

Adj .  EBIT  m arg in (1 ) :  5 .0–6.0% 

Sl igh t ly negat ive  work ing  

cap i ta l  +  ~EUR 200m  capex (2 )  

2015 2016 

✓ ✓ ✓ ✓ 

✓ ✓ ✓ ✓ ✓ 

✓ ✓ ✓ ✓ 
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(1) Exclusive share-based compensation.  

(2) Excludes investments into M&A. 

O N  O U R  W AY  T O  A S U C C E S S F U L  2 0 1 7  

 

RESULTS Q1 2017 

✓ 

E B I T  &  M A R G I N ( 1 )  
EUR 20m  

 2 .1% ✓ 

Revenue:  

Growth :  

EBIT :  

Marg in :  

U S E  C A P I T A L  E F F I C I E N T L Y  

Neut ra l  ne t  work ing  cap i ta l (2 )  &  capex (2 )  

EUR (98)m  

78m  ✓ 
NW C:  

Capex :  

R E V E N U E  G R O W T H  
EUR 980m  

23.1% 



 

 

ANNUAL GENERAL  

MEETING 2017 
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Z A L A N D O  S E  


