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AGENDA 

Introduction and outlining of strategy 
13:00 ς 13:45: President and CEO, Allan Leighton 
 
Building PANDORA through design 
13:45 ς 14:45: Senior Vice President and Chief Creative Officer, Stephen Fairchild 
 
14:45 ς 15:00: Coffee break 
 
Taking the product to the end consumer 
15:00 ς 16:00: Executive Vice President and Chief Marketing & Merchant Officer, Thomas Ryge Mikkelsen 
 
Executing on the strategy in the US 
16:00 ς 17:00: President, PANDORA Americas, Scott Burger 
 
Concluding the day 
17:00 ς 17:15: President and CEO, Allan Leighton 
 
All presentations include a 10-15 minutes Q&A session. 



DISCLAIMER 

Certain statements in this presentation constitute forward-looking statements. Forward-looking statements are statements 
(other than statements of historical fact) relating to future events and our anticipated or planned financial and operational 
ǇŜǊŦƻǊƳŀƴŎŜΦ ¢ƘŜ ǿƻǊŘǎ άǘŀǊƎŜǘǎΣέ άōŜƭƛŜǾŜǎΣέ άŜȄǇŜŎǘǎΣέ άŀƛƳǎΣέ άƛƴǘŜƴŘǎΣέ άǇƭŀƴǎΣέ άǎŜŜƪǎΣέ άǿƛƭƭΣέ άƳŀȅΣέ άƳƛƎƘǘΣέ 
άŀƴǘƛŎƛǇŀǘŜǎΣέ άǿƻǳƭŘΣέ άŎƻǳƭŘΣέ άǎƘƻǳƭŘΣέ άŎƻƴǘƛƴǳŜǎΣέ άŜǎǘƛƳŀǘŜέ ƻǊ ǎƛƳƛƭŀǊ ŜȄǇǊŜǎǎƛƻƴǎ ƻǊ ǘƘŜ ƴŜƎŀǘƛǾŜǎ ǘƘŜǊŜƻŦΣ ƛŘŜƴǘƛŦȅ 
certain of these forward-looking statements. Other forward-looking statements can be identified in the context in which 
the statements are made. Forward-looking statements include, among other things, statements addressing matters such as 
our future results of operations; our financial condition; our working capital, cash flows and capital expenditures; and our 
business strategy, plans and objectives for future operations and events, including those relating to our ongoing 
operational and strategic reviews, expansion into new markets, future product launches, points of sale and production 
facilities; and 
 
Although we believe that the expectations reflected in these forward-looking statements are reasonable, such forward-
looking statements involve known and unknown risks, uncertainties and other important factors that could cause our 
actual results, performance or achievements or industry results, to differ materially from any future results, performance 
or achievements expressed or implied by such forward-looking statements. Such risks, uncertainties and other important 
factors include, among others: global and local economic conditions; changes in market trends and end-consumer 
preferences; fluctuations in the prices of raw materials, currency exchange rates, and interest rates; our plans or objectives 
for future operations or products, including our ability to introduce new jewellery and non-jewellery products; our ability 
to expand in existing and new markets and risks associated with doing business globally and, in particular, in emerging 
markets; competition from local, national and international companies in the United States, Australia, Germany, the United 
Kingdom and other markets in which we operate; the protection and strengthening of our intellectual property, including 
patents and trademarks; the future adequacy of our current warehousing, logistics and information technology operations; 
changes in Danish, E.U., Thai or other laws and regulation or any interpretation thereof, applicable to our business; 
increases to our effective tax rate or other harm to our business as a result of governmental review of our transfer pricing 
policies, conflicting taxation claims or changes in tax laws; and other factors referenced in this presentation.  
 
Should one or more of these risks or uncertainties materialize, or should any underlying assumptions prove to be incorrect, 
our actual financial condition, cash flows or results of operations could differ materially from that described herein as 
anticipated, believed, estimated or expected.  
 
We do not intend, and do not assume any obligation, to update any forward-looking statements contained herein, except 
as may be required by law or the rules of NASDAQ OMX Copenhagen. All subsequent written and oral forward-looking 
statements attributable to us or to persons acting on our behalf are expressly qualified in their entirety by the cautionary 
statements referred to above and contained elsewhere in this presentation. 
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PRESIDENT AND CEO,  
ALLAN LEIGHTON 

ω2013: President and CEO, PANDORA 

ω2008: President, Loblaw  Companies Ltd 

ω2002: Chairman, Royal Mail 

ω1999: CEO, Wal-Mart Europe 

ω1996: Chief Executive, ASDA 

ω1974: Career started in Mars 

 

ωChairman of Matalan, Office, Pace, and 

Musicmagpie.co.uk. Non-executive director at 

.ƛƎƘŀƳΩǎ 

ωPatron, Breast Cancer Care. Chairman, Business in 

the Community 

ωLeeds United fan (currently 6th in The 

Championship) 

10 DECEMBER 2013 
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INTRODUCTION AND 
OUTLINING OF STRATEGY 
PRESIDENT AND CEO  
ALLAN LEIGHTON 



FULLY INTEGRATED BUSINESS MODEL IN THE 
AFFORDABLE LUXURY SPACE 
 

PANDORA operates and manages a vertically integrated business model, from in-house 
design and production to global marketing and direct distribution in most markets. 

Define, Design  
& Develop 

Forecast & Produce 
Communicate  

& Launch 
Distribute 
& Service 

Sell & 
Replenish 
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PANDORA JEWELLERY 

 

 

ωHand-finished genuine jewellery  

 

ωWell positioned in the affordable luxury segment 

 

ωA strong global brand distributed on six continents 

 

ωWell positioned in the market, with several drivers 

to fuel continued growth 

 



ωDeepen penetration in existing markets 
ωLeverage and renew existing product categories 

ωUpgrade multi-brand retailers 
ωIncrease branded points of sale, in particular Concept stores and Shop-in-

Shops 

4 GROWTH DRIVERS 
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Focus on branded  
sales channels 

Build a global 
brand 

ωApply marketing and communication consistently 
ωIncrease brand awareness  

Capitalise on 
product offering 

Tailored approach 
to new markets 

ωPenetrate independent retailers in traditional high-spend jewellery markets  
ωSeize opportunities in emerging markets through mono-branded space 
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MISSION: TO OFFER WOMEN ACROSS THE WORLD A UNIVERSE OF HIGH QUALITY, HAND-
FINISHED, MODERN AND GENUINE JEWELLERY AT AFFORDABLE PRICES 



Å Upgrade multi-brand retailers 
Å Increase branded points of sale, in particular Concept stores and Shop-in-Shops 

FOCUS ON BRANDED SALES CHANNELS 
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Shop-in-shop 

Concept Store roll-out 

Concept 

Shop-in-shop 

Silver 

White 
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BRANDED 

SALES 

PAST 
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INCREASING BRANDED REVENUE 

 

ω.ŜǘǘŜǊ ōǊŀƴŘ ŎƻƴǘǊƻƭΧ 

ωΧōȅ ŎƭŜŀƴƛƴƎ ǳǇ ŘƛǎǘǊƛōǳǘƛƻƴ 

ƴŜǘǿƻǊƪΧ 

ωΧŀƴŘ ƳƻǊŜ ŦƻŎǳǎ ƻƴ ƛƴ-store 

execution 

 

FOCUS ON BRANDED SALES CHANNELS 
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CAPITALISE ON PRODUCT OFFERING ς SEVEN ANNUAL LAUNCHES 
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CAPITALISE ON PRODUCT OFFERING ς DESIGN TO DEMAND 
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MONITORING SALES-OUT 

 

ωSales-out closely monitored 

despite being a wholesaler 

ωSystem monitors sales-out of 

Concept stores on daily basis and 

on SKU level 

ωFuture designs to large degree 

based on sales-out data 

2 



CAPITALISE ON PRODUCT OFFERING ς PRICE STRUCTURE 

RELEVANT PRICE STRUCTURE 

 

ωPrices within affordable luxury 

sweet spot 

ωImproved price architecture 

meeting demand 

ωIncreasing share of DVs below DKK 

750 

ωPrice changes driven by  

end-consumer demand 
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2011 2012 2013 2011 2012 2013 2011 2012 2013

<DKK 750 43% 60% 62% 93% 95% 96% 72% 78% 84%

Under DKK225 3% 13% 12% 34% 32% 27% 16% 16% 14%

DKK225 - DKK375 10% 19% 20% 27% 30% 36% 19% 22% 28%

DKK375 - DKK750 30% 29% 29% 31% 33% 33% 37% 40% 42%

DKK750 - DKK1500 16% 14% 13% 5% 4% 3% 11% 10% 8%

DKK1500 - DKK3750 16% 17% 16% 2% 1% 1% 12% 8% 6%

DKK3750 + 25% 9% 9% 0% 0% 0% 5% 4% 2%

REVENUE MIX BY 

PRICE RANGE

UNITS SOLD BY PRICE 

RANGE

DV MIX BY PRICE 

RANGE



TAILORED APPROACH TO NEW MARKETS  
ς GROWTH IN SECTOR PRIMARILY DRIVEN BY ASIA 
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Source: Euromonitor 2013 

CAGR: +10% 
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TAILORED APPROACH TO NEW MARKETS  
ς BUT ALSO ROOM FOR GROWTH IN DEVELOPED MARKETS 
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