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Increasing sales momentum and market share gain in H2 and a strong performance post the COVID-19 lockdown

permanent step change in consumer behaviour. The group’s historic and ongoing 
investment into its omni-channel offering has positioned it to take advantage of this 
trend. In addition to the changing online consumer behaviour, a shift in store 
location has been notable. Super regional centres lagged smaller formats due to 
reduced trading hours and customers preferring to shop at more convenient 
locations. The combination of strong online sales and store locations which 
support customer’s needs positions the group well as a leading omni-channel 
retailer in this changing landscape.

As is common with the rest of the retail sector, a high proportion of credit account 
payments are made in store. Therefore, closure of the store base materially impact-
ed collections during lockdown and although the monthly trend is improving, they 
were lower than the prior year in May and June combined.

COVID-19
The current and forecast spread of the virus in South Africa remains a concern 
given its impact on society due to loss of life and the devastating �nancial impact 
on businesses and citizens. It is not possible at this stage to quantify the economic 
impact on the group, but ongoing operational disruptions and future uncertainty 
remain signi�cant challenges.

The group anticipates an extremely constrained consumer environment. As a 
result, ~R300m in budgeted expense reduction has been identi�ed as part of group 
wide austerity activities and cash preservation initiatives have been undertaken, 
including a ~23% reduction in budgeted capex for FY2021. No �nal dividend has 
been declared in order to preserve cash considering the uncertainty and future 
potential disruption, resulting in a decrease in annual dividends of 57.7%. The 
group experienced a decline in cash reserves of ~R2bn during the 5-week 
lockdown period.  However, a strong, cash-based performance since then has 
ensured that the current �nancial position remains sound, with cash resources and 
a debt-free balance sheet available to support current business operations and 
future uncertainty. 
 
Opportunities
Amid all the uncertainty, the group is fully focused on ef�ciency, effectiveness, 
innovation and growth. The way in which the balance sheet has historically been 
managed has put the group in this unique position. Plans are well advanced in 
identifying organic growth opportunities, which may be augmented by acquisitions.

On 20 May 2020 the group announced on SENS its intent to affect a capital raise of 
up to 10% of the company’s ordinary issued shares, at an appropriate point in time 
and as market conditions permit. The board and management are of the view that 
anticipated market conditions will allow strong companies to capitalise on growth 
opportunities whilst maintaining �nancial �exibility. The group needs to be well 
positioned to respond with speed and agility to opportunities that may arise and 
seeks shareholders’ support in its growth ambitions. 

Partnership
Through this period, the group’s focus has been primarily directed toward the 
safety of its associates and communicating with them frequently. All associates 
have been paid in full and thanks must be extended to them for the way in which 
they have pulled together, taken decisive action and acted in line with the group’s 
values. Extensive safety measures have been implemented to protect customers 
and the group is grateful for their ongoing support and understanding during this 
very challenging time. The group’s responsibilities extend to a wide set of 
stakeholders and the way in which it engages with each of them will shape its 
future. The test of any businesses’ values takes place not when trade is buoyant, 
but rather when it is at its toughest, therefore partnership is a value that is required 
now more than ever before.  Consumers will continue to be constrained and seek 
value and the group is con�dent that its robust cash-based, fashion value model 
and growth mindset, will enable it to gain further market share and emerge from this 
crisis �t for growth.

Due to the COVID-19 pandemic, a national state of disaster was announced by 
government on 15 March 2020 and a national lockdown was implemented from 27 
March 2020 until 30 April 2020. The enforcement of the lockdown period has been 
guided by varying levels of restrictions in order to encourage social distancing and 
to slow the spread of the virus, which has created unprecedented operational 
disruption and signi�cant uncertainty. The group has taken additional impairment 
provisions on stock, its debtors’ book and insurance claims. Its associates and 
stakeholders have worked tirelessly to minimise the impact on performance and to 
safeguard the future of the business. 

For the 52 weeks ended 28 March 2020, basic earnings per share decreased 9.5% 
to 1 042.4c, headline earnings per share (HEPS) declined 10.4% to 1 047.0c and 
diluted HEPS decreased 9.9% to 1 029.4c. Excluding the additional COVID-19 
provisions detailed above and the effects of the transition to IFRS 16, the adjusted 
normalised diluted headline earnings per share decreased by 4.6% to 1 089.3c. On 
this same basis, H2 diluted HEPS of 641.8c were 2.7% lower than the correspond-
ing period last year, a meaningful improvement from H1 despite the disruption in 
the last 2 weeks of trade.

The group reported improved sales momentum and market share growth in H2 and 
a strong performance post the COVID-19 lockdown. Total revenue from continuing 
operations (discontinued operations in Poland and Australia) grew 2.1% to 
R23.0bn with retail sales increasing by 1.5% (comparable stores -1.4%) to 
R21.2bn. Cash sales including cellular grew by 2.4% and constitute 84.3% of total 
sales. Annual retail sales excluding the last two weeks of March 2020 grew 2.7%. 
In H2 sales grew 3.7% (Q3 +3.5% and Q4 excluding the last two weeks of March 
2020 +4.2%) and market share increased by 0.2%, led by its largest division           
Mr Price Apparel, whose previously stated turnaround initiatives gained traction. 
This improved performance was achieved in a highly promotional trading environ-
ment which was further disrupted by regular electricity load shedding throughout 
most of the period. In its COVID-19 update issued through the Stock Exchange 
News Service (SENS) on 26 March 2020, the group reported sales growth of 8.6% 
in the �rst two weeks of March 2020, however in the last two weeks, following the 
announcement of the national lockdown on 15 March 2020, sales growth declined 
32.9% as consumers prioritised essential items. 

Post Year End Trading update – 1 April to 20 June 2020
In the month of April 2020, all the group’s South African stores were closed and 
retail sales were down 89.1% off a base of R1.9bn in April 2019.  

Following the relaxation of lockdown restrictions to level 4 from 1 May 2020, high 
levels of pent up consumer demand were experienced. Retail sales for the period  
1 May 2020 – 20 June 2020 were up 12.0% (Mr Price Apparel +16.1%, Mr Price 
Sport +7.7%, Miladys -13.8%, Mr Price Home +1.3% and Sheet Street +15.2%). 
Pent up demand for apparel in May shifted to homewares in June, as lockdown 
restrictions on merchandise permitted to be sold were fully lifted.

Consumers continue to favour transacting in cash. In May and June combined, 
cash sales increased 16.7% while credit sales declined 9.4%. The group 
anticipates that the credit landscape will deteriorate further positioning it well to 
capture market share. Cash sales contributed 85.6% of total sales in comparison 
to 82.2% in the prior year. 

Various factors over this period have led to unusually high levels of consumer 
demand: the need for winter & kids’ merchandise, increased SASSA grant 
payments, debt payment holidays, TERS claims and constrained spending under 
restriction level 4 and 5. Negative GDP and retail sales growth outlooks (together 
with rising unemployment) is providing caution that current sales growth levels may 
be temporary. Therefore, the order book remains carefully managed and stock is 
expected to decrease by double digits level by the end of H1. The group’s diversi-
�ed supply chain strategy will enable it to buy into stock, should trading conditions 
improve. 

Online sales grew strongly and were up 90.1% over the period. Mr Price Apparel & 
Mr Price Sport sales growth exceeded 100%. It is still to be seen whether this is a 
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