
 

 

Mulberry Group plc 

Results for the twenty-six weeks ended 1 October 2022 
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1 See note 2 on pages 15 and 16 for more details of alternative performance measures and one off costs 
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2022  2021   

  
 £’m £’m % change 

Digital 
 

 16.3 19.1 -15% 

Stores 
 

 35.3 36.5 -3% 

Retail (omni-channel) 
 

 51.6 55.6 -7% 

Franchise and Wholesale 
 

 13.3 10.1 +32% 
 

 
       

Group Revenue 
 

 64.9 65.7 -1% 
      

      
      

Digital  
  

10.8 14.2 -24% 

Stores 
  

23.3 23.8 -2% 

Omni-channel – UK   34.1 38.0 -10% 

Digital  
  

2.7 2.2 +23% 

Stores 
  

9.2 9.6 -4% 

Omni-channel – Asia Pacific 
  

11.9 11.8 +1% 

Digital  
  

2.8 2.6 +8% 

Stores 
  

2.8 3.2 -13% 

Omni-channel – Rest of World 
  

5.6 5.8 -3% 

Retail (omni-channel) 
  

51.6 55.6 -7% 

  Q1  Q2  H1 2022 

  

Sales 
£’m % change  

Sales 
£’m % change  

Sales 
£’m % change 

          
Digital   8.5 -9%  7.8 -20%  16.3 -15% 

Stores  17.5 +5%  17.8 -11%  35.3 -3% 

Retail (omni-channel)  26.0 +0%  25.6 -14%  51.6 -7% 

Franchise and Wholesale  8.5 +33%  4.8 +30%  13.3 +32% 

Group revenue   34.5 +7%  30.4 -9%  64.9 -1% 



 

 



 

 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 

 



 

 



 

 



 

 


