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STRENGTHS OF THE BUSINESS 
TODAY

STRENGTHS

+ THE DR. MARTENS BRAND

+ OPERATIONS

+ FINANCIAL FUNDAMENTALS



BRAND: PREMIUM 
PRODUCT WITH 
BROAD APPEAL

STRENGTHS
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Market-leading NPS

Broad appeal of consumersRelevance across footwear

Price architecture



BRAND: PARTNER
COMMITMENT

STRENGTHS
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“The iconic Dr. Martens brand has been an 
essential partner for us in our decades-long quest to 
enable the path of self-discovery for our youth 
consumer and celebrate bold self-expression. We 
are excited to deepen our exceptional partnership in 
this new chapter together.”

Mimi Vaughn, President and CEO
Genesco (Journeys, USA and Schuh, UK)

“The Dr. Martens brand is unique, fulfilling a need for 
our shopper that no other brand does…We're 
excited to keep growing together for years to 
come.”

Daniel Agostinelli, Group CEO
Accent Group, Australia & New Zealand distributor



OPERATIONS: WORLD CLASS 
SUPPLY CHAIN

STRENGTHS

DC
Tier 1 footwear factories

HONG KONGX1

VIETNAM X4
LAOSX2THAILAND X1

JAPAN X1

NETHERLANDS X1

PAKISTAN X1

CHINA X1

SOUTH KOREA X1

UK X1
UK X2

USA X2

CANADA X1

+ Defect rate of less
than 1% demonstrating 
excellent quality
control process

+ Enhanced flexibility of 
our sourcing and 
distribution
centre network

+ Significantly increased 
control over supply
chain inputs

+ Strong long-term 
partnerships with Tier 
1 suppliers and 
logistics providers

+ 100% of leather for AW25 
sourced from LWG1 certified 
tanneries and 97% of our 
leather is traceable

1Leather Working Group
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OPERATIONS: SUSTAINABILITY 
EMBEDDED IN EVERYTHING WE DO

STRENGTHS

PLANET PRODUCT PEOPLE

Reducing our impact 
on the planet

Moving towards a 
regenerative and circular 

product lifestyle

Supporting our employees, 
the workers in our supply 

chain and wider communities
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OPERATIONS: A MODERN 
SYSTEMS ARCHITECTURE 

TO UNDERPIN GROWTH

STRENGTHS

ECOMMERCE RETAIL WHOLESALE

Order Management System

Customer Data Platform

Product Data Platform

ERP

Data platform

Supply 
and 

Demand 
Planning

CRM & 
marketing 
technology

+ Significant investment over the 
past decade to build a modern 
technology architecture

+ 95% of our business now on 
one global ERP

+ CDP and marketing technology  
underpins consumer-centric 
operations

+ Supply and Demand Planning 
to help optimise inventories and 
maximise availability – on track 
to go live in the coming months
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STRONG
FINANCIAL FUNDAMENTALS

STRENGTHS

+ LARGE ADDRESSABLE 
MARKET

+ HIGH GROSS MARGIN 
PRODUCT

+ STRONG CASH GENERATION

+ STRENGTHENED BALANCE 
SHEET



REBELLIOUS 
SELF-EXPRESSION
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SHIFTS



13
D R . MAR T E N S STR ATEGY U PD ATE 

‘DOCS’ SUCCESSFULLY CAPITALISED 
ON A STRONG TREND FOR BOOTS

SHIFTS

- HISTORIC REVENUE GROWTH

- INCREASED BRAND AWARENESS 
GLOBALLY

- ELEVATED BRAND PRESENTATION 
ACROSS DTC AND WHOLESALE

- PROTECTED BRAND FROM OVER-
STRETCH AND OVER-DISTRIBUTION



HOWEVER, ‘DOCS’ RESULTED IN 
SIGNIFICANT COMMERCIAL, FINANCIAL 

AND OPERATIONAL CHALLENGES
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SHIFTS

- EXPENSIVE COST BASE

- HIGH LEVELS OF INVENTORY

- RECRUITMENT OF LESS 
LOYAL CONSUMERS

FY22 FY23 FY24 FY25

Decline in new consumer recruitment and 
increase in % pairs sold through clearance

New consumer 
recruitment

% pairs sold through 
clearance



‘DOCS’ NARROW, CHANNEL-LED APPROACH 
LIMITED FLEXIBILITY IN A CHANGING 

MARKET

SHIFTS
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- NARROW DTC-LED DISTRIBUTION 
MODEL

- NARROW FOCUS ON BOOTS

- NARROW FOCUS ON STYLE 
CONSCIOUS CONSUMERS
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FROM TO

CONSUMER 
FIRST

“EARN THE RIGHT WITH EACH WEARER”

CHANNEL 
FIRST

“BUILD IT AND THEY WILL COME”
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LEVERS
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AMBITION
LEVERS

TO BE THE 
WORLD’S MOST 

DESIRED PREMIUM 
FOOTWEAR BRAND
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OUR LEVERS FOR GROWTH
LEVERS

CONSUMER

ORGANISATION

PRODUCT MARKETS
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CONSUMER
LEVERS

01
LEAD MARKETING 
WITH PRODUCT, 
GROUNDED IN 

COMFORT, CRAFT AND 
CONFIDENCE

02
DELIVER A 

SEAMLESS OMNI-
CHANNEL 

EXPERIENCE 
TAILORED TO EACH 

CONSUMER 

03
BUILD POST-
PURCHASE 

ENGAGEMENT TO 
INCREASE PURCHASE 

FREQUENCY AND 
CONSUMER SPEND

ENGAGE MORE CONSUMERS



21
D R . MAR T E N S STR ATEGY U PD ATE 

WE WILL BROADEN OUR FOCUS ACROSS OUR WEARER 
SEGMENTS, WITH “CRAFT CURATORS” A SIGNIFICANT 

OPPORTUNITY OVER TIME

LEVERS

“Style Seekers”
Consumers who buy for 

trends

“Craft Curators”
Consumers who buy for 

product quality

“Alternative Individuals”
Consumers who buy for 

individuality

Purchase drivers

Addressable market in £

Loyalty vs average 
(NPS indexed vs total)

% DMs consumer mix

Growth in consumer 
mix 2021-2024

DM purchasers as % of 
addressable population

Trend, Style Craft, Quality, Comfort Uniqueness, Authenticity

£90billion £66billion £11billion

0.7 1.3 1.4

52% 34% 14%

+14% -7% -15%

9% 7% 13%



REBELLIOUS 
SELF-EXPRESSION
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FROM
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TO
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PRODUCT
LEVERS

01
REINFORCE 

PREMIUM 
POSITIONING OF 

OUR ICONS 
THROUGH 
ELEVATED 

COLLECTIONS

02
MANAGE HERO 

PRODUCT FAMILIES 
TO OPTIMISE 

NEWNESS ACROSS 
DIVERSE WEARING 

OCCASIONS

03
EXTEND OUR 

OFFER IN SANDALS, 
BAGS AND OTHER 

ADJACENT 
CATEGORIES

04
INNOVATE TO 

ENHANCE 
COMFORT, 

LIGHTNESS AND 
SUSTAINABILITY

DRIVE MORE PURCHASE OCCASIONS
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MARKETS
LEVERS

01
EXPAND B2B THROUGH 
LONG-TERM PRODUCT 

AND MARKETING 
PARTNERSHIPS WITH 
TOP-TIER ACCOUNTS 

02
BUILD A 

DIFFERENTIATED 
DTC FOOTPRINT TO 

ELEVATE THE 
BRAND, ALIGNING 

OPERATING MODELS 
TO EACH MARKET

03
ENTER NEW GROWTH 

MARKETS WITH 
CAPITAL-LIGHT 

DISTRIBUTION MODELS 

CURATE MARKET-RIGHT DISTRIBUTION



0.7% MARKET SHARE; 70% OF  PROFITS 
AT £100+ PRICE POINTS
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LEVERS

CURRENT RSV

£1.3B

Source: Statista 2025
Opportunity defined as uncaptured value within total market size across top 15 or 45 markets, 
calculated as relevant population × average annual footwear spend per capita.
RSV: Retail Sales Value
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CURATE MARKET-RIGHT 
DISTRIBUTION

LEVERS

HIGH CAPITAL LOW CAPITAL

FRANCHISE/ 
DISTRIBUTOR

+ Introduce the brand to
market

+ Build and scale reach

ECOMMERCE

+ Ease of shopping
+ Personalisation
+ Integrate with social and

digital marketplaces

WHOLESALE

+ Establish presence
+ Compare products

across brands
+ Reach new consumers

RETAIL

+ Consumer experience
+ Product breadth awareness
+ Education
+ Price discovery

BRAND 
ELEVATION

BRAND 
REACH
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CURATE MARKET-RIGHT 
DISTRIBUTION

LEVERS

LOWER BRAND
AWARENESS

HIGHER BRAND
AWARENESS

DISTRIBUTOR/
FRANCHISE

DTC-LED

DISTRIBUTOR WHOLESALE
-LED

FRAGMENTED 
MARKET

CONCENTRATED 
MARKET



SIGNIFICANT OPPORTUNITY IN 
WHOLESALE DISTRIBUTION
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LEVERS

BRAND EXPOSURE IN THE ONLINE MARKETPLACE
March 2025, UK and US markets

1 12 3 4 5

March 2025, excludes discounted product, footwear category only.
Note: Size of bubble = number of options x number of retailers.

Competitors

Luxury

Pinnacle

Premium

Mass

Value
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ORGANISATION
LEVERS

01
SIMPLIFY HOW WE 
WORK TO DRIVE 

EFFICIENCY, SCALE 
AND SPEED

02
OPTIMISE THE COST 
BASE TO SUPPORT 

STRATEGIC 
PRIORITIES

03
BUILD A CULTURE OF 

EXCELLENCE, CARE, AND 
ACCOUNTABILITY, 
STRENGTHENING 

ORGANISATIONAL CLARITY, 
TALENT DEVELOPMENT 

AND DISCIPLINED 
EXECUTION

SIMPLIFY THE OPERATING MODEL
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BUZZ CASE
STUDY

LEVERS

+ CONSUMER: 56% of Buzz 
purchasers were new to the 
brand

+ PRODUCT: Bestselling 
product with global sell-through 
>75% by week 3

+ MARKETS: Key wholesale 
accounts sell-through in 2 
weeks, leading to additional 
purchases for AW25

+ ORGANISATION: Cross 
functional working throughout 
the organisation
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LEVERS

STABILISE

PIVOT

SCALE

FY25 FY26 FY27 FY28
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MEDIUM-TERM
FINANCIAL TARGETS

LEVERS

+ PROFITABLE REVENUE 
GROWTH ABOVE THE 
RATE OF THE RELEVANT 
FOOTWEAR MARKET

+ OPERATIONAL 
LEVERAGE TO DRIVE 
MID TO HIGH TEENS 
EBIT MARGIN

+ UNDERPINNED BY 
STRONG CASH 
GENERATION
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FY26 OBJECTIVES
LEVERS

CONSUMER

REDUCE THE RELIANCE ON DISCOUNTED 
(“OFF-PRICE”) PAIRS IN AMERICAS 

WHOLESALE

MARKETS

OPEN IN NEW MARKETS THROUGH A 
CAPITAL-LIGHT STRUCTURE

PRODUCT

DRIVE PAIRS GROWTH IN PRODUCT 
FAMILIES SUCH AS BUZZ, ZEBZAG AND 

LOWELL

ORGANISATION

SIMPLIFY OUR OPERATING MODEL
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SUMMARY

+ WE WILL LEVERAGE THE  
STRENGTHS WE HAVE: 
BRAND, OPERATIONS AND 
FINANCIAL FUNDAMENTALS

+ MARKET OPPORTUNITY 
IS SIGNIFICANT

+ EXECUTION OF OUR 
NEW STRATEGY IS 
UNDERWAY WITH 
CLEAR PRIORITIES FOR 
FY26
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Q&A



APPENDIX
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+ IR CONTACT DETAILS

+ LEVERS FOR GROWTH

+ CAUTIONARY STATEMENT



39
D R . MAR T E N S STR ATEGY U PD ATE 

INVESTOR RELATIONS
CONTACT DETAILS

Appendix

BETHANY BARNES
Director of Investor Relations

Bethany.Barnes@drmartens.com

+44 7825 187465

BETH FIONDA
Investor Relations Manager

Beth.Fionda@drmartens.com

+44 20 3995 2644

mailto:Bethany.Barnes@drmartens.com
mailto:Beth.Fionda@drmartens.com
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AMBITION: TO BE THE WORLD’S MOST
DESIRED PREMIUM FOOTWEAR BRAND

+ Lead marketing with product, grounded in 
comfort, craft and confidence

+ Deliver a seamless omni-channel 
experience tailored to each consumer 

+ Build post-purchase engagement to 
increase purchase frequency and 
consumer spend

CONSUMER
ENGAGE MORE CONSUMERS

+ Reinforce premium positioning of our 
icons through elevated collections

+ Manage hero product families to 
optimise newness across diverse 
wearing occasions

+ Extend our offer in sandals, bags and 
other adjacent categories

+ Innovate to enhance comfort, lightness 
and sustainability

PRODUCT
DRIVE MORE PURCHASE OCCASIONS

MARKETS
CURATE MARKET-RIGHT DISTRIBUTION

+ Expand B2B through long-
term product and marketing 
partnerships with top-tier 
accounts 

+ Build a differentiated DTC 
footprint to elevate the 
brand, aligning operating 
models to each market

+ Enter new growth 
markets with capital 
light distribution 
models 

+ Simplify how we work to drive 
efficiency, scale and speed

ORGANISATION
SIMPLIFY THE OPERATING MODEL

+ Build a culture of excellence, care, and 
accountability, strengthening organisational clarity,
talent development and disciplined execution

+ Optimise the cost base to support 
strategic priorities

40
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Appendix



CAUTIONARYSTATEMENT
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Cautionary statement relating to forward-looking statements
Announcements, presentations to investors, or other documents or reports filed
with or furnished to the London Stock Exchange (LSE) and any other written
information released, or oral statements made, to the public in the future by or on
behalf of Dr. Martens plc and its group  companies (“the Group”), may contain
forward-looking statements.

Forward-looking statements give the Group’s current expectations or 
forecasts of future events. An investor can identify these statements by the
fact that they do not relate strictly to historical or current facts. They use
words such as ‘aim’, ‘ambition’, ‘anticipate’, ‘estimate’, ‘expect’, ‘intend’,
‘will’, ‘project’, ‘plan’, ‘believe’, ‘target’ and other words and terms of similar
meaning in connection with any discussion of future operating or financial
performance. In particular, these include statements relating to future
actions, future performance or results of current and anticipated products,
expenses, the outcome of contingencies such as legal proceedings,
dividend payments and financial results. Other than in accordance with its
legal or regulatory obligations (including under the Market Abuse
Regulation, the UK Listing Rules and the Disclosure and Transparency 
Rules of the Financial Conduct Authority), the Group undertakes no 

obligation to update any forward-looking statements, whether as a result of 
new information, future events or otherwise. The reader should, however, 
consult any additional disclosures that the Group may make in any 
documents which it publishes and/or files with the LSE. All readers, 
wherever located, should take note of these disclosures.
Accordingly, no assurance can be given that any particular expectation will be met 
and investors are cautioned not to place undue reliance on the forward-looking 
statements.

Forward-looking statements are subject to assumptions, inherent risks and 
uncertainties, many of which relate to factors that are beyond the Group’s 
control or precise estimate. The Group cautions investors that a number of 
important factors, including those referred to in this document, could cause 
actual results to differ materially from those expressed or implied in any 
forward-looking statement. Any forward-looking statements made by or on 
behalf of the Group speak only as of the date they are made and are based 
upon the knowledge and information available to the Directors on the date of 
this report.

Appendix
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