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ProCook is the UK’s leading direct-to-consumer ‘ ‘
specialist kitchenware brand, designing,

developing, and retailing a high-quality range

of kitchenware which provides customers with

significant value for money.

Our mission

o be the custoners’ first
choice for kilcherwore

Developlng

Inthe 27 years since we first founded ProCook our focus on
product quality, value and service have served as the key pillars
of our customer offer, and I'm pleased that this year we have again
increased our active customer base, added three more retail
stores and upsized two more, and retained our excellent-rated
Trustpilot score. Our value formoney offer has enabled us to retain
aresilient trading performance despite the many headwinds.

This year the economic backdrop has been one of the toughest
I've experienced in my career. Our customers and colleagues
have felt the squeeze on disposable incomes as inflation

has soared upwards. We have faced challenging trading
conditions before, and emerged stronger, more nimble, and
more determined to press ahead on our mission to become the
customers’ first choice for kitchenware.

Our team have worked incredibly hard this year as we have faced
into these challenges. We have continued to invest in the areas
that will support ourlong-term growth and performance, most
notably in our new Distribution Centre and HQ in Gloucester,
while taking difficult decisions to manage costs, preserve cash
and improve our focus on our core businessin the UK.

We have spent time working on developing our culture, and our
brand purpose, which togetherwill act as a North Star for all of our
future activities, and enable us to more effectively communicate
our specialist proposition to customers, equipping everyone
with the tools to bring joy to everyday cooking.

This year our focus on always doing the right thing has been
exemplifiedin our certification as a B Corp. We have much more
that we must do as a sustainable and responsible business, to
protect our planet and give more back to our communities, but |
ampleased that we are leading the way on these importantissues.”

Daniel O’Neill
CEO & Founder
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Group overview

Revenue

£62.3m:.;

£69.2mFY22

Gross profit margin % 177

61-5%FY23

65.1% FY22

Underlying PBT 1771

(£0.2m) v

£9.5mFY22

Free cash flow 11

(£0.5m)-v;

(£3.0m) FY22

Yo3Y LFL Revenue %' [}

112 . 2% FY23

123.5% FY22

Number of active customers
inthe last 12 months (‘000)

991 FY23

974 FY22

Number of new
customers (‘000)

692 FY23

723FY22

Trustpilot score

4 " 7 FY23

4.8FY22

Number of retail stores

5 8 FY23

55FY22

Colleagues employed at reporting date 1 Yo2Y LFL for FY22, pre-pandemic comparative

6 2 4 [[IZ71 This report contains Alternative Performance
FY23

Measures which may not be definedin
accordance with Statutory measures.
684 FY22 See page 164 for further information.

Operational overview These stores offer customers [ Designeroutlet

centres

We operate from our distribution
centre and headquarters located
in Gloucesterwhichis home to our
logistics, customer services and all
central support functions.

We currently have 58 inspirational
retail stores spread geographically
throughout the UK located in
leisure-based centres.

g&fo‘; %

Certified

Corporation’

convenience, the opportunity to
test products, and helpful service
from knowledgeable colleagues.
Customers can also shop online for

home delivery at www.procook.co.uk

OurProCook Cookery School
islocated above our store

on Tottenham Court Roadin
central London.

Great
Place
To
Work

Certified

Gardencentres

Destination retail
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Strategic Report

Chairman’sintroduction

In ayearwhich has been challenging
formany reasons, not least the impact
of inflation on the cost of living for our
customers and our colleagues, lam
pleased that ProCook has delivered
aresilient trading performance. We
broadly maintained market share in the
UK, while making significant progress
on strategic priorities which will support
the development of the brandin the
years ahead.

The yearhasbeen a pivotal one fora
number of reasons. We completed
the transition away from unprofitable
Amazon channels, reducing revenue
by 4.9% year onyear, in order to focus
fully on attracting customers to shop
directly with the brand. Additionally,
the opening of our new Distribution
Centre and HQ has been akey strategic
achievement, which paves the way for
improved operational efficiency in the
years ahead and provides capacity for
continued growth.

We have relaunched our brand purpose
and Company values, based on the
ethos and principles of the business
which was first established in the late
1990’s by the O’Neill family. Equipping
everyone with the tools to bringjoy to
everyday cooking clearly articulates
why we do what we do. This will guide
all of our activities and help us focus
our efforts as we move forward to
become the customers’ first choice
forkitchenware.

02 Pro Group plc
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We have arenewed focus in our purpose
to equip everyone with the tools to bring
joy to everyday cooking, this guides all

of our activities and helps us focus our
efforts as we move forward to become the
customers’ first choice for kitchenware”

Greg Hodder

Chairman

The significantinflationary and cost
of living pressures have presented
challenges for our business, as well

as forour customers, colleagues,

and suppliers, andis evidentin our
gross margins following the impact

of heightened shipping costs post
Covid-19. However, we are confident
inour strategy, our business model,
and our proposition. We have the
right plans and foundations to deliver
sustainable, profitable growth over
the medium tolongerterm and we are
focused on developing our business to
be stronger and even more appealing
to customers.

| would like to thank all of the ProCook
team, suppliers, and partners on behalf
of the Board for theirresilience in the
face of difficult conditions andin their
efforts to continually improve our
proposition and serve our customers
with such commitment.

Governance and CEO

succession planning

We are committed to the highest
standards of corporate governance,
andlam pleasedtoreport that the
Board considers that it has compliedin
full with the UK Corporate Governance
Code’s principles and provisions during
theyear.

The Non-Executive Directors continue
to work very well with the Executive
Directors and wider Leadership Team,
providing highly relevant sector
experience and skills with pragmatic
knowledge-sharing and support,

and healthy challenge on strategic,
operational and governance matters.

During the year, we have reduced the
size of the Board to five members,
following the retirement in Spring
2023 of Steve Sanders, who has been
instrumental to ProCook’s growth and
success over the last sevenyears, and
as Gillian Davies stepped down from
the Board at the same time as Steve
inDecember2022. | would like to
reiterate my thanks, on behalf of the
Board, to both Steve and Gillian for
their contributions to the Board during
theirtenure.

Daniel O’Neillhas indicated his
intention to step back from the CEO
role at an appropriate point. Daniel has
discussed the timing of this with the
Nominations Committee and it was
agreed that the business had reached
a stage where he could begin thinking
about making this transition. Having
founded ProCook over twenty years
ago, Daniel has deep knowledge of
the business, anditis hisintention to
continue to add value by supporting
the product development teamona
part-time basis.



Malmo
tableware range

The Board has therefore commenced
asearch process to ensure effective
succession planning andin the
meantime, Daniel willremainintherole,
until a suitable successoris appointed,
and an orderly handoveris complete.

Sustainability

The Group’s new values highlight
ProCook’s commitment to always
doing the right thing, and that

is exemplified by the successful
achievement of the B Corp certification
during the year, with ProCook
becoming the first UK listed retailer

to achieve this award. Thisreflects

the Group’s long-held commitment
to building aresponsible brand with

a strong purpose; having already
celebrated many milestonesincluding
eliminating and mitigating Scope 1and
2 emissions, committing to the real
Living Wage, and being recognised as
one of the UK’s Best Workplaces™.

The Group reported carbon neutral
status for Scope Tand 2 emissions last
year, and since then the Leadership
Team have completed the work to

understand and measure Scope 3
emissions and have begun to develop
strategies to eliminate and mitigate
them overthe years ahead. Thisis a
critical task, necessary to help protect
our planet for future generations, but
werecogniseitis challenging given
the nature of global supply chains and
is not something that can be solved
inthe immediate term. It willinstead
be achieved through continually
caring for our community and planet,
andlam pleased to see plentiful
evidence of this in both the day-to-
day operational decision-making, and
broader strategic decisions that the
Group takes.

Daniel O’Neill, in his report on pages
6to 9 sets out more detail about this
important topic, and the next steps we
will take are set outin further detail on
pages 20 to 21 and in our sustainability
reportonpages 30 to 50.

Dividend

With the wider macro-economic
uncertainty in mind, and therefore
taking a cautious and responsible

Pro Group plc

decision to preserve cash within the
business during these times, the board
isnotrecommending a dividend
payment for this financial year. The
Board will continue to review dividend
paymentsin future periodsin line with
the Group’s capital allocation policy.

Outlook

The outlook remains challenging and
muchisuncertain. While there are
indications that inflationary pressures
will ease over the months ahead, UK
consumers have suffered a significant
adverseimpact ondisposable incomes
and discretionary spending power.

Despite this, we see clear opportunities
ahead of us to attract more customers
to the ProCook brand and grow our
market share, by building a better
business through developing our
products, service and operating
model, thereby emerging stronger
from this challenging period.

Greg Hodder

Chairman

27 June 2023
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Business model

By cutting out the middlemenwe

L]
create greater value for our customers, OW me,%é/ MM

and generate sector-leading margins
for ProCook, allowing us to reinvest for

future growth. .

Attracting more
We design and direct source our customerstoourbrapy
products ourselves, and by operating
ourownroutes to market, we deliver peveloping oyr

er pro it
better quality products and better customer Propositio,,

service for customers at lower prices.

guildingon oy,
Through this direct-to-consumer swong foundatio,

approach, we target savings for our = %
customers of at least 30% against Cookery © ct‘e’:'f‘t’;? ;f'a‘-‘c:e,, Products
comparable products from competitor o Work

brands. Our customers benefit from

great advice in ourretail stores,

along with the ability to trial and test
products, and our easy-to-use website
offers arange of convenient delivery
options to customers.

Technology

Supply Chain

ProCook

Bringing joy
to everyday
cooking

Logistics

Websites Retail Stores

Customer Services

ingo, Tuming customers __yes
2
brang loyalists and adVO®

Our customers

We completed over1.8 million
customertransactionsinthelastyear,
the vast majority being to customers
across the UK. Our customer base

is 81% female, with a higher than
average level of affluence. We have
almost 4 million customers on our
database, and, with a market share

of justunder 2%, we have significant
opportunity to raise awareness of our
brandin the years ahead, equipping
everyone with the tools to bringjoy to
everyday cooking.

991,000 (.1.5%)

Number of active customers
inlast twelve months

eportand Accounts 2023



Elite Tri Ply
cookwarerange

Our products

We are obsessed with quality and
value. Our products are designed,
sourced, and refined by ourin-

house design and purchasing teams,
who focus on exceptional quality,
functionality, durability, sustainability,
and style to ensure our customers can
enjoy using themin everyday cooking
formany years. We launch new
products throughout the year, typically
refreshing ourrange by approximately
25% eachyear.

Many of our supplier relationships are
long established, and we’re committed
toworkingin a transparent and fair
way. With our focus on manufacturing
standards and responsible sourcing,
we are supporting our supplier
partners to achieve higher standards
fortheir own people, communities, and
the planet we all live in.

Our colleagues

As a certified Great Place to Work™
company, we are committed to
treating our people well. We employ
over 600 colleagues across our
stores, headquarters, logistics and
customer service operations. Our
culture reflects our family heritage, and
ourteams are agile, collaborative, and
passionate in delivering extraordinary
customer service.

Our channels

Retail

Our 58 retail stores are
geographically spread throughout
the UK and provide customers
aconvenient andinspirational
shopping experience, with the
opportunity to seek advice from our
knowledgeable colleagues and to
trial productsin store.

Ecommerce

Our proprietary websites are
designedto be easy touse and
inspirational, with convenient home
delivery and payment options

for customers. We merchandise
products using high-quality imagery
and video content producedin our
photography studio and our Cookery
Schooltoinspire our customers.

Cookery School

Our Cookery Schoolin Central
London offers customers the
opportunity to enjoy developing their
own cooking skillsin arelaxed setting
with a broad range of specialist
courses and events. Our chef-tutors
are expertsintheirrespective fields
and create funand memorable
experience for our guests.

Pro Group plc

Our data and technology
Our proprietary technology and
comprehensive customer database
supports our day-to-day operations
and strategic decision-making

and provides a strong platform for
continued growth. Our operating
systems and website channels are
continually developed by our own
Technology team, allowing us to
deliver customer and operating
enhancements rapidly. We use
best-in-class third-party tools

to augment our own platforms
where appropriate.

Our logistics and

central operations
Ourheadquartersin Gloucesteris
home to ourlogistics and central
operations functionsincluding
our customer service team which
collectively support our customers
before, during and after their
shopping experience, and lead
the continual development of
our proposition.
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CEQO’sreview

Bringing joy to

everyday cooking

This year the economic backdrop

has been one of the toughest I've
experiencedinthe 27 years since we
founded the business. Our customers
and colleagues have felt the squeeze
ondisposableincomes asinflation has
soared upwards.

As a specialist kitchenware brand, our
value formoney offer has enabled us to
retain aresilient trading performance
despite the many headwinds. We have
faced challenging trading conditions
before, and emerged stronger, more
nimble, and more determined to press
ahead with our missionto become

the customers’ first choice for
kitchenware.

Ourteam have worked incredibly hard
this yearas we have facedinto these
challenges. We have continued to
invest in the areas that will support our
long-term growth and performance,
most notably in our new Distribution
Centre and HQ in Gloucester, while
taking difficult decisions to manage
costs, preserve cash, andimprove
our focus on our core businessin

the UK, resulting in the exit of our

EU operations.

06 Pro Group plc
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In this difficult market, we have made
strong progress with our strategic priorities
which will provide the foundations for
future profitable growth over the years

ahead.”

Daniel O’Neill
CEO and Founder

We have spent time this year
developing our people and culture,
and our new brand purpose; equipping
everyone with the tools to bring joy

to everyday cooking. This purpose
accompanied by our new Company
values whichreflect the principles
upon which we have always worked,
together provide a North Star for our
future activities.

Challenging trading
conditions

The significant pressures on
consumers’ disposable income, due to
the highinflation macro-environment,
have led to very difficult trading
conditionsin FY23. Our total revenue
of £62.3m was 9.9% lower year onyear,
in part due to the decisions we took to
exit unprofitable Amazon Marketplace
channelsincludinginthe EU, which
reducedrevenue by 4.9%. Salesin our
core UK business were down 5.0% year
onyear,yetstillup 112.2% on a like-for-
like basis (‘LFL”) compared to pre-
pandemic (FY20), and we broadly held
our share of the UK kitchenware market
year onyear despite a significant shift
away from online sales (a channel
which we over-indexin) as consumers
returned to physical retail shopping.

Costinflationimpacted our gross
margins, particularly the post-
pandemic heightened shipping

costs and the adverse movementin
foreign exchangerates, and these
impacts were only partly offset by
price increases. As aresult, our gross
profit margins declined by 3.6% points
yearonyearto 61.5%. While we are
seeing some easing of these gross
marginimpacts, otherinflationary cost
pressures, including wages, energy and
fuel costs remain highin the current
financial year.

We have made difficult choices to
manage and right-size our cost base
during the year. We have implemented
aplantodeliver £3.0m of annualised
cost savings, which we expect to
realise the benefits of in the current
financial year and beyond.

Underlying profit before taxreduced to
alossof £0.2mintheyear(FY22: £9.5m
profit), and after non-underlying items
includingimpairment charges, we
reported aloss before tax of £6.5m.

We maintained a strong focus on cash
management with tight discipline of
working capital, while investing inthe
areas that will continue to drive our
business forward including three new
stores openings, two upsized store
relocations, and our new Distribution
Centre and HQ. Free cash flow improved
by £2.5myear onyearto an outflow of
£0.5m (FY22: outflow of £3.0m).
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Attracting more

customers to our brand
Inarecent survey that we
commissioned with YouGov,
spontaneous awareness of ProCook
was just 7% of the UK population,
with prompted awareness at 33%.
Combined with ourrelatively low
kitchenware market share, which we
estimateis approximately 2%, this
provides a significant opportunity
to grow our customer base over the
medium term.

During the last year we attracted a
further 692,000 new customers to
shop withus (FY22:723,000) and
increased our active customer base
10 991,000 (FY22:974,000). Our

12 monthrepeat rate decreased

by 1.9% points yearonyearto
23.6%, largely reflecting the market-
driven channel shift back towards
Retail which has historically had
alowerrepeat frequency. Retail
repeatratesincreasedyearonyear,
while Ecommerce repeat rates
slowed slightly.

We have investedin andimplemented
anew CRM platform. This will provide
us greater opportunity toincrease
loyalty and advocacy through
improved segmentation, greater
personalisation, and a broadening

of our communications across

more customer channels including
social media.

We cautiously reduced our brand
marketing spendin the year while
we revisited our brand purpose,
which, now refreshed, will provide
improved clarity to our future
marketing messaging.

Developing our

customer proposition
During the year we made the
considered decision to discontinue our
operations on Amazon marketplace
channels, includinginthe EU, in orderto
focus more fully on our UK market and
ourown direct consumer proposition.
These channels historically provided
alower contribution than our core
business, and added complexity to our
business model, which we are pleased
to have eliminated.

While performance in ourown
Ecommerce website has been
difficult, with LFL sales declining by
11.0% largely driven by changing
customer shopping preferences
between channels, exacerbated by the
Royal Mail strikes during December,
we have made positive progress

in developing our capabilities. We
completed atechnical re-platform of
ourwebsite in the first half of the year,
improving the code base which has
made subsequent developments far
quickerand hasimproved site speed.
We have enhanced our delivery offer
forcustomers to include anamed

day and a cheaper2-3 day service,
improved product range navigation,
and experimented with awide range of
smaller changes. During the latter part
of the year, we initiated a programme
of work to overhaul the design and
user experience on our website which

Pro Group plc

is progressing well, and we plan to test
and launch this to customers during
the summer.

We have increased our Retail estate
to 58 stores, adding three new stores
in destination retail locations, and
completing upsize relocations for
two existing stores during the year.
Early performance in these new stores
has been strong and we expect a
combined payback oninvestment

of less than one year. We have also
worked hard to improve retail service
in existing stores, and through
continued investmentin training and
development, we have improved
conversionrates and average
transaction values which had been
impacted by the macro-environment.

Inthe latter part of the year, supported
by external expertise, we developed
ourunderstanding of the potential
forretail estate expansionin the UK,
increasing our expectation of how
many stores we can openinthe UK
and providing a list of target location
opportunities to consider further.
While we will pursue these newly
identified locations with appropriate
cautionin this rapidly changing retail
environment, we are excited by the
opportunities ahead of us to extend
our customerreach and firmly believe
that bricks and mortarretailingis a key
component of our proposition.
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CEQO’sreview

Continued

We were pleased to have been
recognised by Which? as a
Recommended Provider, ranking 4th
amongst alarge peer group based

on customer feedback, notingin
particular our product quality and
range. Our continued focus on product
development hasresultedin the launch
of 154 new productsin the year with
arange refreshrate of 20%. We have
been cautiousin our pricing, carefully
monitoring the impact of increases we
have had to make inresponse to cost
pressures and retaining our relative
value advantage.

We have identified a new
manufacturing partner and worked
togetherto design the first phase of
ourrange of small kitchen electricals
during the year, ready forlaunch

in HTFY24. We are excited by the
potential opportunity that this new
complementary category bringsin
creating anotherreason to shop with
ProCook, extending our total market
size by a quarter, and enabling us

to attract anew group of in-market
customers to our brand.

' Building on our

strong foundations
Akey strategic priority for us this
lastyearhas been the development
of our new distribution centre and
headquartersin Gloucester which we
beganto transitioninto during February
2023. This new facility provides
significant capacity for growth and
will allow us to achieve efficiencies

inourlogistics operations, as well as
providing a more collaborative and
inspirational workplace for our office-
based colleagues. We are focused

on completing the transition and
realising the efficiencies that this new
site provides.

We have continued to develop our
technology capabilities, and our

team have successfully delivered a
comprehensive roadmap of initiatives
this year, building on our core bespoke
platforms. Theirfocus has been to
support customer experience and
revenue growth initiatives, operational
efficiencies, and reduce risk through
arange of infrastructure and cyber
security improvements.

Ml Creating an even better
place to work

We are committed to continually
making ProCook an even better
place to work. We recognise that
the lastyear has been challenging
forour colleagues, and while itis
disappointing to see our engagement
score drop year over year, we welcome
the opportunity to receive feedback
and toidentify more ways to support
our team. During the year we launched
our Colleague Advisory Panel and
regular monthly Town Hall meetings,
improved our benefits and total reward
package (including ourresponse to the
cost of living crisis), and reiterated our
commitment to the Real Living Wage
Foundation.

We were pleased to be recognised
again as a Great Place to Work™for

the second year running and for two
categories, Women and Wellbeing, to
have finished inside the top tier as well
asbeingranked amongst the UK’s Best
Places to Work.

W Reducing our
environmental footprint

In October2022, we were certified as a
B Corp following arigorous assessment
and enormous team effort across our
business. There are very few publicly
listed brands certified as B Corps
and so we are incredibly proud to be
trailblazing in our sector. Alongside our
sustainability goals, B Corp provides a
stringent framework against which we
canmeasure ourselves.

Now that we have completed our full
carbon footprint analysisincluding
ourScope 1, 2 and 3 emissions, we
have gained a fullerunderstanding of
the extent of the emissions implicitin
ourindirect sourcing activities. These
are significantin comparison to the
relatively modest emissions from

our own operations which we have
worked hard toreduce or eliminate
overrecentyears. As aresult of the
emissions in our supply chain not being
directly in our controland beingin
sectors and countries where no clear
de-carbonisation plans exist yet, we
are undertaking a detailed exercise to
reassess the timescales on whichwe
can commit to net zero with confidence
across our value chain as awhole and

Forther infornaotion obsut sur strodegric priorities is seb out i The ﬁ%wm? sections:

© Readmore: © Readmore:

Attracting more
customers to ourbrand

-page 10 -pagel4
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environmental footprint
-page 20
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stoneware range

in the meantime, we have set out eight
initial priorities to progress in the next
twelve months. We believe in honouring
ourresponsibilities to people and the
planet alongside our commercial goals,
and we are committed to making as
much progress as we possibly can with
our suppliers and partners to reduce
our environmentalimpact.

Emerging stronger than ever
| am pleased with the strong

strategic progress we have made

this year, despite the challenging
economic backdrop. We have faced
challenging conditions before in our
27-year history, and by focusing on our
customers and improving our business
model forthe long term, we have
always emerged stronger.

In opening our new distribution centre,
simplifying our operations to focus
onthe UK, improving our customers’
in-store and online experience,

and becoming a B Corp, while also
extending and improving our product
ranges, we have made significant steps
forward. We know that our proposition
continues to resonate very well with
customers, and with our progress

this year, we have built a better
business, paving the way forimproved
performance and profitable growthin
the years ahead.

Daniel O’Neill
CEO and Founder

27 June 2023

Pro

Group plc
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Bl Attracting more customers to our brand

11

Growing awareness of our brand and

our offeris a key lever to drive continued
growth and performance. In our newly
refined purpose, we have identified our
North Star which will provide a consistent
gquide to all of our activities across
ProCook as we equip everyone with the
tools to bring joy to everyday cooking.”

Angela Porter

Chief Marketing Officer
Customer awareness of ProCook
remains relatively low, providing Our first strategic objective is therefore to attract more customers to our brand,
a significant opportunity for the and we plan to do this by:
continued growth and development of
ourbrand.

#l Raising brand awareness with an effective media plan
In ourmost recent research survey of

UK customers, spontaneous awareness
of ProCook was just 7%, while
prompted awareness was also low at
33%, both well below our competitor
peer group. Of the population that is Awareness to purchase funnel

aware of our offer, consideration to

purchase is healthy at 44% and the ProCook Peers

conversion to purchase rateis strong at

29% compared to our peer group. Spontaneous I
awareness 7%

Our brand and proposition are |

therefore a “best kept secret”;

customers who know of us, buy from Promoted

us, and with our strong service and

quality offer at great value we have B

received over 85,000 5-starratings on Consideration 48%

Trustpilot giving us an excellent rating.

These customers go on to repeat B

purchase with us, with approximately Purchased 19%

a third coming back to shop with us

againin the following 24 months after
initial purchase.

#?2 Turning new customers into brand loyalists and advocates

29%

75%

1 YouGov Survey, 4000 participants, January
2023. Peer group reflects the combined
average results of Tefal and Le Creuset

10 ProCool Group plc Annual Report and Accounts 2023



Developing our brand purpose

During the last year we have revisited
our brand purpose and proposition,
developing aNorth Starand a
coherent framework that defines
why we exist, bringing meaning to
our operational activities and clear
guiderails to support our decision-
making, ensuring that our customer
and our purpose are at the heart of
allwe do.

We are obsessed about our product
quality and the bettervalue we

offer customers by cutting out

the middleman. Our attention

and commitment to delivering
exceptional service to our customers
and creating memorable, stand-
out experiences s the best way to
ensure that customers will return to
shop with us, and recommend our
brand to their friends and family.

Our purpose goes beyond just

the products we sell and the way
we sell them. Our business was
founded on a passion for cooking,
and collectively we are passionate
about helping our customers enjoy
cooking. With the right equipment

in their kitchens and at their dining
tables cooking and dining canbe
areal pleasure, whetherit’s for
a special occasion, or simply an
everyday meal.

We will ensure we deliver this
purposein allwe do. By continuing
to be obsessed about product
quality and value, passionate about
the service we offerand creating

an experience makes it easy for
everyone to enjoy cooking more, we
willequip everyone with the tools to
bring joy to everyday cooking.
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We don'tjust sell products. We design and source
ourrange to suit ever need, and we help customers
discoverhow to get the best from our products

|
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1

Having the right kitchenware will transform
any simple chore, orcomplicated task
into a more enjoyable experience

Whetheryou are boiling an
eggorcooking a feast, we
are here forit all

We welcome everyone and
want you to find just what you
need for your kitchen

Service
Welcoming to everyone and
passionate about service

Product

Experience
Obsessed about
quality and value

Making it easy for everyone
to enjoy cooking more

Pro Group plc n



Bl Attracting more customers to our brand

Continued

Our priorities

We will attract new customers to
the brand and turn them into loyal
advocates through a multi-channel
and data-driven media strategy.

Raising brand awareness and growing
our new customer base will be crucial
inthe years ahead. Our newly defined
purpose will ensure that allmessages
are aligned and demonstrates how

we can help everyone regardless

of their cooking mission. We willdo
this through a data-driven media
strategy, using inspiring new creative
executions to speak to our target
audience based on affluence and
interest type. We will drive greater
awareness and consideration at the
top of the media and marketing funnel
which will positively impact our current
performance media channels, allowing
us to furtherimprove ourreturnon
investment and drive efficienciesin
overall customer acquisition costs.

OurPRand Social activity will support
this, increasing the reach of our ProCook
purpose further, with other trusted
sources and influencers telling our brand
and product stories and showcasing our
productsin editorial content.

All our activity will be measurable to
understand the brand, customer,
and commercialimpacts
individually and collectively,
allowing us to strengthen
our actions throughout

the year.

How we thenretain these
customers will also draw
onourrich customer

data. Using ournew CRM
system to segment our
customersinanumber

of ways will ensure that

we are improving repeat
purchases by inspiring
them with the offers and
value they are likely to be
interestedin atjust the right
time. We want all of our customers
to get what they need from ProCook,
and therefore a multi-channel
personalisation programme will turn
new customers into loyal customers
who are also brand advocates.

Introducing our customers
Our current customer mixis more
heavily weighted to higher affluency
groups inthe UK compared to the
national average, with 20.5% higher
mix of the highest two affluency
categories comparedtoa22.7%
lower mix of the lowest two affluency
categories. Our customers live
comfortable lives and have fewer
financial concerns than most, giving
them a high proportion of disposable
income to spend on hobbies,
interests, and theirhome. They are
most likely to be professional couples
orretired, who own theirown homes.

81%

Female?

£46k

Average householdincome?

Our customers are not overly price-
sensitive, but they are savvy and do
seek quality and value. They typically
buy in to brands that demonstrate this
and oftenundertake research before
making any major purchases.

55% of adults shop kitchenware once
every 6 months, with 8% shopping
frequently at least once every

3 months. Maintaining front of mind
awareness within the higher frequency
groups is key, even when they are not
actively in market.

£79

average spend online

23.6%

12 month repeat rate

991,000

L12M active customers

£34

average spendin store

1.1%

12 ProCook’ Group plc Annual Report and Accounts 2023

Customer mix %?2

' Affluent achievers
Rising prosperity

. Comfortable
communities

Financially
stretched

Urban adversity

. Other

1 YouGov Survey, 4000 participants, January
2023. Peer group reflects the combined
average results of Tefaland Le Creuset

2 Greenstone datareport (August 2022)

3 Acorn affluency profiling (August 2022)



Consumer trends

Increased interestin cookery shows,
health and well being

Cookingis considered as a hobby
by 38% of UK adults*. The average
adult will spend three years of their
lives cooking. An evening meal takes
on average 49 minutes to cook, but
only 23 minutes to eat®. Increased
interestin nutrition and wellbeing
hasresultedina deeperinterestin
cooking. The UK population enjoy
watching other people cooking as
much they do spending time in their
kitchens. Between The Great British
Bake Off, MasterChef and Great British
Menu, as well as online recipes and
new celebrity cookbooks, people
inthe UK are, on average, spending
over five hours a week looking at and
watching “food media”. This provides
agreat opportunity to target our
audience when actively engagedin
cooking content.

Sustainability in purchasing decisions
Consumers are increasingly concerned
about the environmentalimpact of
their buying decisions, and increasing
engagement with climate change
continues to drive a shiftin consumer
preferences. Customers are more likely
to seek ourmore natural and organic
feeling materials in products they

buy, looking for more sustainable and
environmentally friendly alternative

to synthetic materials. Materials such
aswood, bamboo, glass, stone, and
ceramic are becomingincreasingly
popular, with consumers also seeking
out products that are handmade or
have a unique textures or patterns.

4 YouGov Survey, 4000 participants,
January 2023

5 Tilda Study, March 2022

¢ |psosEssentials, January 2023

Seeking out greater quality and value
The top concern for 63% of Britons

is the state of the economy and their
personal finances.¢Itis therefore
unsurprising to note that 50% of all
customers who are shopping with new
brands are doing so based onvalue for
money or better pricing.”. However,
consumers are seeking more thanjust
price, with quality also being takeninto
consideration. Asecondary trendin
value definitionis that consumers are
seeking more 2-1benefits witha16%
YOY increase in search queries related
to “cheap and best” and emerging
trendsin “best and sustainable”® and
such like showing consumers to be
demanding more than simply price
from products and the brands they
shop with.

7 McKinsey & Company Europe Consumer
Pulse Survey, February 2022.

8 Google trends data, UK, 2022 vs 2021
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[l Developing our customer proposition

14

Owr privridies

Retail service
excellence

#

#2 Retail expansion
#3
#

Develop a world-
class website

Extending and
improving product
ranges

11

We are obsessed with product quality and
offering our customers the best possible
value by cutting out the middleman
through direct sourcing. Operating our
own stores and website allows us to
provide the best possible service to our

customers.”

Daniel O’Neill
CEO & Founder

#|

Retail service excellence
Service excellence has neverbeen
more important as customers

are seeking extra guidance and
reassurance about their purchases,
inan environment where disposable
incomes are under real pressure.
We are committed to the highest
standards of service, helping to create
the best possible experiences for
our customers.

With low current unemployment,
recruitment has become more
challenging and so our continued
focus oncolleague engagementis
key. We are working hard to improve
communication, total reward, and
wellbeing throughout our business and
especially for ourretail colleagues,
while also ensuring that we have the
right peoplein store at theright time

to optimise service for our customers.
We are strengthening our management
structures to create a stronger
performance-based culture where we
recognise and celebrate success and
provide support to teams that need
further development.

ProCool Group plc Annual Report and Accounts 2023

Inthe year ahead we willupdate
andrelaunch our colleague training
programmes across all retail skills
areas, including product, service

and selling skills. We will be providing
additional training to management on
how to consistently achieve the high
retail standards we aspire to, while also
launching aleadership development
and progression programme to
support the development of our

retail store managersinto first class
leaders, helping to develop careers
andretain talent.

We remain focused on process
simplification, using technology where
possible, toremove or speed up
manual tasks and improve efficiency,
allowing more store hours to be
focused on customerservice.



#1

Retail expansion

Ourretail stores are a critical
component of our proposition, offering
customers the opportunity to test, feel
and seek advice on our product range.
Our58 stores are locatedin leisure
destination centres throughout the UK
and withretail store sales representing
over 70% of the kitchenware market
and acting as abrand beacon for
awareness and online sales, we have a
strong confidence in theirrole to play
formany years ahead.

We have expanded our estate over
recent years, adding three new stores
inFY23, andincreasing selling space
through upsize relocations for two
more existing stores. Our current
average store footprintis 2,100

sqg. ft,and our more recent stores
openings have beennearer 2,600 sq.
ft onaverage providing more space
to showcase ranges including our
expanding tableware ranges.

Where we have relocated stores to
larger units we have seen a strong
return oninvestment, giving us
confidence to continue this strategy
for strong performing stores with
compromised space.

Potential future retail locations

Potential location

[ Existing location

Inthe latter part of the year, supported
by external expertise, we assessed the
potential forretail estate expansion
inthe UK. This hasincreased our
expectation of how many stores we
canopeninthe UK and provided a

list of target location opportunities

to consider. We will pursue these
newly identified locations with
appropriate caution over the years
ahead, in this rapidly changing retail
environment, setting and monitoring
payback periods and minimum
contribution targets.

#3

Developing a world class
website

77% of adults are likely to research
kitchenware online before making a
purchase, eitherin store or online, and
so our website must be our biggest
and best shop to attract, inspire and
engage customers.

Our current website has had a similar
customer experience formany years,
and while it operates effectively
asanecommerce site, itisinneed

of modernisation and redesign to
improve performance, deliver our

ProCook

Frow by mies pi s e €45

Bringingjoyto .,

Your recently viewed items

Pro

Codloware  Mtchenrives  Tableware

Group plc

brand purpose, and provide our
customers with an experience akinto
ourretail stores.

We have already completed a technical
re-platform of our website in the first
half of the last year, improving the code
base which has made subsequent
developments far quicker and has
improved site speed. Our next stepis
toredesignandrelaunch the siteinits
entirety, with anew user experience
and functionality improvements. This
mobile-first design will aid customers
through their shoppingjourney with
calm, clear signposting and engaging
content, and enhanced navigation,
search, and payment functionality.

Supported by external design
consultants, we are making good
progress with this programme and
anticipate that we will begin thorough
A/B testing and migration during
summer 2023, ready for full launch
before our peak trading period.
Post transition, we have developed
aroadmap of experiments and
functionality improvements through
agile development which will

allow us to continually improve the
user experience.
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[l Developing our customer proposition

Continued

New small
electricalsrange

Market overview

The £4bn UK kitchenware market!
islarge and stable, with a track
record of steady growth. In 2022

we estimate that our share of the
market was 1.85% (FY22:1.90%). The
market comprises three categories:
cookware, knives and accessories,
and tableware. In2022, growthin
the cookware market (our most
developed category) has been more

#4

Extending and improving product ranges

During the last year we have continued
toimprove our productranges
launching 154 new products, and
replacing a further 139, with an overall
range refreshrate of 20%. Key changes
include the introduction of our new
Gourmet cookware ranges, refreshing
our extensive range of kitchen knives,
and extending our tableware, baking
and accessories offers.

Inthe year ahead we willbe focused
heavily on our cookware ranges,
launching on-trend coloured
products and stackable (space-
saving) cookware, seasoned carbon
steel cookware pans and woks and
extending our promotional offer.

We will continue to develop our
tableware ranges, extending our mugs
range, and launching new reactive
glazed dining sets to offer more choice
to customersin this category.

subdued, following strong growth
during and post-pandemic. The
tableware category which makes

up over 50% of the market and
where our share remains lowest,
grew the most strongly, with our own
performance ahead of the market.

During the year, the market
experienced a significant channel
shift back to retail fromecommerce
channels, particularly exacerbated

UK Kitchenware Market (£’bn)

2015(A) 2016(A) 2017(A) 2018(A)  2019(A)

2020 (A)

2021(A) 2022(A) 2023(F) 2024(F) 2025(F)

1 Euromonitor International “Homewares in the United Kingdom” April 2023
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Ournew smallkitchen electricals offer
is moving forward, creating another
reason to shop with ProCook, and
having found a new manufacturing
partner, we have designed and ordered
our first phase of electricals which

we willlaunchin the first half of FY24.
We will continue to extend thisrange
throughout the year with additional
electricals products.

by the Royal Mail strikes during the
peak trading period before Christmas
2022.Theimpact of inflation was also
evident with price increases partially
offset by reductionsinvolume.

We estimate the UK small kitchen
electricals marketis worth
approximately £1bn per annum,
extending our total market size
by 25%.



Building on our strong foundations

Technology and data
Ourbespoke technology stack which
is highly flexible and customised to
our operationsis a critical enabler for
our ongoing success, and ensuring
it'sintegrity, resilience and security

is paramount. We integrate third
party tools to complement our
internally developed website and
operating systems.

Ourlonger term technology roadmap
sets out the journey we will take
towards more microservice-based
architecture, carving out functionality
to use across our channels and
operations, improving resilience

and flexibility.

In the next twelve months our
development effort will focus on our
customer-facing services, primarily our
new website design and performance,
but alsoimprovements to our payment
functionality, and our marketing
capabilities.

We will also complete abroadrange
of initiatives to improve internal
operational efficiency, including
improving the tools available to our
retail colleagues, our warehouse
management system, and our financial
and reporting systems. We will
continue our ongoing efforts toreduce
risk, improve resilience and improve
our security capabilities across all of
our technology.

11

We are working hard to build on our
foundations, strengthening our business
model for the future and providing
additional capacity for growth.”

Dan Walden
Chief Financial Officer

Logistics and Supply Chain
As we complete the transitioninto
our new distribution centre and
headquarters, we bring all of our
logistics operations back underone
roof, providing the opportunity to
realise significant operational savings
andreduce emissions as we eliminate
the transfer of product between
sites. Driving forward our operational
efficiency, through the use of a smaller
multi-skilled teamin our warehouses
and greater automation, is our
primary focus for the years ahead and
particularly the next twelve months.

We will continue to rationalise our
stock file, releasing working capital,
and reducing clearance and overstock
positions through the year. We are
enhancing our replenishment and
forecasting capability to support

this. We expect to launch drop and
swap container capability in the
months ahead, and utilise ports

with closer physical proximity to us,
reducing our port to DC haulage costs
and emissions.
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Creating an even better place to work

Our priorities

#

Building an engaging and
open culture led by our values
Overthelast12 months, we have delved
into the principles that are important

to ourpeople, and those which our
business have been founded upon. We
have articulated these principlesina
set of six values, which we have recently
launched with our colleagues.

Over the coming months we will
embed our purpose and values
within our culture, through training
and engagement activities which will
elevate awareness across all of our
teams, creating clear expectations
of what we expect of each other, and
aligning our activities and priorities.

Maintaining an open culture with
engaged colleaguesis key to our
success. We will continue tolisten to
feedback through engagement surveys
and our Colleague Advisory Panel,
ensuring that we prioritise the actions
that are mostimportant to our peoplein
creating an even better place to work.

18 Pro Group plc

Our values

Always do the

right thing

Obsessed with quality

Focused onvalue

#1

Developing our teams and
our leadership capabilities
We are committed to supporting our
colleagues’ personal development
and creating fulfilling careers with
progression opportunities. Having
relaunched our annual colleague
objective setting and appraisal
process for the new financial year,
we are now increasing our focus on
personal development plans.

We will be improving our succession
planning capability ensuring that

we adequately identify and nurture
talent for the future. We will re-launch
our Retail career progression and
development matrix, with prescribed
training foreachrole level to ensure

all colleagues receive quality and
comprehensive training as standard.
Our programme of bitesize workshops
and e-learning platform will support the

role out of skills and capabilities training.

Ourleadershipis key to creating
engaged and high performing teams,
and we will be launching a leadership
development programme for aninitial
trial cohort which, if successful, can
berolled out to allmanagement and
leadership colleagues.

Create a great place
to work

Care for our
community and planet

Build a better business

#3

Creating aplace where
everyone is welcome and
wellbeingis prioritised

We expect all colleagues to treat each
other, and our customers, with integrity
andrespect, and we want everyone to
feel welcome whether working with us,
or shopping with us. This year we will

be focusing onincreasing awareness
around diversity, equality, and
inclusion, providing our colleagues with
opportunities andresourcestolearn
more about this.

Over time, we will launch a series of
internal network groups, sponsored
by our Leadership Team. This will
commence with our LGBTQ+ and
Women in Business groups, providing
the opportunity to celebrate diversity
andincrease support for colleagues.

We will continue to focus on colleague
health and wellbeing, developing

and launching further policies and
procedures, training, and events,
which support our Wellbeing and
Mental Health policy.



Our colleagues

68% 67%

Colleagues Colleague
who are engagement
female score

43% 6%

Leadershipteam  Gender
who are female pay gap

15%

Colleagues from
ethnic minorities

#4

Supporting our
communities

We are committed to supporting the
communitiesinwhich we operate and
proud to work with Life’s a Beach and
Young Gloucestershire and othersin
giving our time, resources, and skills to
support their causes.

Our Good Causes Day offers
colleagues the opportunity to
participate and support charities which
are important to them, and we will again
raise the profile of this, and encourage
greater participation. We willincrease
our charitable fundraising activities
and promote colleague teambuilding
through participationin charitable
activities across our business.

We areincreasing our early careers
capacity, providing more work
experience, internship, apprenticeship,
and graduate opportunities to younger
peoplein ourcommunities to getonthe
careerladder. Through our work with
Young Gloucestershire, we are planning
tolaunch CV andinterview preparation
workshops led by our colleagues, for
those in our communities with barriers to
employment, and for students seeking
to develop theiremployability skills.

Ournew headquarters —

- case study

In September 2022, we took
possession and began the
internal development of our new
headquartersin Gloucester.

We had three key priorities at the
outset of this significant project:

01

Increase capacity and improve
efficiency forourlogistics
operations

02

Create a great place to work

where colleagues can collaborate

03

Ensure our new facility is
developed with sustainability
in mind

In February 2023 we beganthe
transition into the new site, which
consolidates our two existing
distribution centres sites into

one site and provides significant
capacity forfuture growthinits
167,000 sq.ft. This has allowed us
to consolidate two operationsinto
one, creating a single stock-file,

amore flexible organisational
structure, and eliminating
wasteful stock pick activity and
transport between locations.

We putinalot of thought

and planning to ensure that

this new site would improve
colleague wellbeing and

provide an environment where
colleagues could collaborate
more effectively together. We
developed a new showroom and
alarger studio for developing our
own visual and video content. We
installed a wellbeing Room, an
onsite gym and walking track, a
colleaguerestaurant, and ample
breakout space and meeting
rooms for meetings and informal
interactions.

The new headquarters is
certified as BREEAM ‘Excellent’
passing strong sustainability
criteriain several categories,
including water, energy, health
and wellbeing, waste, pollution,
resources, land use and ecology.
It has alowimpact design and

is extremely energy efficient,
utilises solar energy and harvests
rainwater, allowing us to further
reduce our carbon emissions and
reduce our water consumption.
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Strategic Report



Reducing our environmental footprint

Certified

Corporation

As a B Corp we are committed to
reducing ourimpact on the environment
for the benefit of our stakeholders as a
whole. We continuously strive to improve
our own operational practices, promoting
the highest social and environmental
standards we can achieve.

Being certified holds us accountable

to our actions, and we must undergo a
reassessment every three years to remain
certified. Having achieved the entry
threshold in September 2022, we will now
focus onimproving our practices even
further ahead of recertification, with the
aim of increasing our score to over 85
pointsin2025.

20 Pro Group plc

Progressing to Net Zero

We have already made substantial progressinreducing Scope 1and
Scope 2 emissions to just 1.2% of our total emissions through arange of
initiativesinrecent years. Our CO, emissions have reduced by 63% since
FY19 whilst our revenue grew by 124% during the same period. We will
continue to focus onreducing these further, whilst also taking steps to
tackle emissionsinthe Scope 3 areas which are not directly in our control.

We have identified eight priority actions that we will focus on over the
next 12 months to progress our journey towards Net Zero:

v =
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Policies

Strengthen and update
environmental and ESG policies
(e.g. purchasing, energy, waste
management, humanrights)

m\./-u

Data quality

|dentify operational data gaps
andimprove collectionand
management (e.g. business travel)

Environmental management

system (EMS)

Improve and fully align EMS
documents to ISO4001

I
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Engage suppliers

Identify key suppliers forinitial

engagement and understand
their environmental targets

]
/[ \

=
More efficient property
Improve store efficiencies.
Understand differencesin energy
usage of similar size ProCook

stores to make improvements and
reduce overall energy consumption
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Engagement and education
Develop a communication plan
informed by a stakeholder analysis
to engage colleagues and achieve
cross company commitment

U
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Reduce andrecycle packaging
Continue toimprove our product
packaging recyclability and
remove single use plastics

S

Travel

Improve WFH and employee
commuting data and distribute
sustainable travel plans for our
new headquarters



ProCook’s Green Team - case study

We launched our Green Teamiin

FY23 with the objective of increasing
collaboration to accelerate our
progress in reducing our environmental
footprint. Our cross-functional Green
Teamincludes colleagues fromretail,
logistics, marketing, and product
departments.

IMTDAD
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The team meets each month to identify
opportunities, share ideas, and
implement initiatives to promote more
sustainable practices. Each Green
Team member acts as ‘sustainability
champion’ driving forward positive
change, while motivating and
educating their colleagues to be more
environmentally aware.

Our Green Team have already
implemented a number of initiatives
and championed our focus on making
simple day to day choices which
benefit the environment. The team have
introduced ‘Meat Free Mondays’ in our
colleague restaurant; a simple initiative
aiming to encourage people to eat

less meat and try more vegetarian

ProCo
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recipes benefiting both the planet

and our colleagues’ health, and shared
ideas ahead of our Autumn 2022 retail
conference to ensure it was our most
sustainable conference yet, and the
first to be completely free of single-use
plastic. Further activities have included
the production of engaging waste
posters and signage to raise awareness
and enhance the recycling effort for
allwaste streamsin our HQ, as well

as designing educational material for
World Environment Day to help reduce
use of bubble wrap and encourage use
of 100% recycled paper void material
wherever possible.

ROLECEV



Engaging with our Stakeholders

Section172(1) Statement

Our decisions and actions

have significantimpacts on our
stakeholders, andin delivering

our strategy and fulfilling our
purpose we are guided by our values
to build a better business and to
always do the right thing.

We are committed toregular, open
and effective engagement with our
stakeholders and recognise that
thisis essential to ensure that the
impacts of important decisions are
appropriately considered.

Board directors are required under
the Companies Act 2006 to promote
the success of the Company for the
benefit of ourmembers asawhole. In
doing so, they must have regard to the
interests of all stakeholders. Where the
Board does not itself engage directly
with certain stakeholder groups, it
oversees the engagement activities
of management, and receives regular
updates on such activities.

The Directors confirm that they have
actedinaway that they consider,

in good faith, to be most likely to
promote the success of the Company
for the benefit of its members and
stakeholders as a whole, and in doing
so have hadregard to the matters
setoutins172(1) (a) to (f) of the
Companies Act 2006.

This confirmation, together with
the detail on the following pages
comprises our Section 172(1)

statement, and sets out how the Board

has, in performing its duties over
the lastyear, hashadregardtothe

matters set outin sections 172(1) of the

Companies Act 2006 (the ‘Act’) when
performing their duty to promote the
success of the Company.

Inthis section we describe how we

engage with of each of our stakeholder
groups, developing our understanding

of theirn