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CO-FOUNDERS & DIRECTORS

Galahad Clark → CEO

Asher Clark → CDO

N A Beart (Chairman) 

L M Chen 

J E Roebuck (appointed 28 May 2020)

THE ROUNDTABLE

Galahad Clark → CEO

Asher Clark → CDO

E Foster-Geering → Regeneration Director

K Forster → Product 

M Arnold→ Finance Director

P Walker → Commercial Director

B Clark → Kids Director

P Borthwick → Marketing Director

J Good → Operations Director

C Beyer → Company Secretary

At Vivo we don’t make throwaway statements 
(in the same way that we don’t make throwaway shoes).

Dear Vivobarefoot family, 

This is our 'interim report' for the 6 months from July to December 2020... and we're 
still in lockdown. 

It’s been three months since we published our first integrated report – Unfinished 
Business – a huge team effort to try and put into words all of the work that Vivo is 
doing.

Most companies at this point in the financial year issue a separate interim report, 
and we’ve done that in the past too.  

But we wanted to do things differently this year. We believe reporting should have 
continuity so that you can hold us accountable to what we’ve said and what we’re 
doing. We want to set the bar high for radical transparency – warts and all – right 
across the company; this is about taking a stand against greenwashing, empty 
commitments, and ultimately, holding ourselves accountable to do what we said we 
would.  

And the simplest, most direct way we can do this is by re-issuing our Unfinished 
Business Report as Version 1.5: updated in typical Vivo style.  

What you’ll find in this report are direct updates overlaid on top of our original 
commitments and statements. It’s a simple as that.  

You can dive straight in and quickly see these updates, or, for the full effect, you can 
read it alongside the original Unfinished Business. 

What you won’t find much of in this report are the new things we’ve got planned, the 
new ideas and programmes in the pipeline. We’re saving those for the full End of Year 
Report. Likewise, if something is in progress but we don’t yet have a clear sight of 
how things are working out, then it hasn´t been updated.  If we have something worth 
saying, we’ve said it here. 

The further we go, the more we know and the more unfinished business we have...  

Naturally yours...  
 
G and the brilliant Vivo family!
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The major, world-shifting 
events of 2020 have 
made it one of the most 
unprecedented and 
challenging years of modern 
times. The threats to our 
future (those coming 
shadows of recession, climate 
change and biodiversity 
collapse) no longer seem 
such an abstract reality. 

As we reflect on the first half of our financial 
year in this report (28 June - 26 December 
2020), it has never seemed more pertinent 
to recognise our impact within the global 
context. 

At Vivobarefoot our drive has always been 
the reality of the ‘other’ global health 
crisis. This reality, of its own pandemic 
proportions, is our increasingly sedentary, 
cushioned lives. 

Which is why one of the most important 
things we have embraced in the past six 
months at Vivobarefoot is a deep embedding 
of regenerative leadership theory. Without 
reconnecting to this fundamental logic, we 
will be unable to navigate these challenges. 

This update comes from leaders across 
Vivobarefoot’s living system – as we learn 
to regularly practice this kind of integrated 
performance and impact reflection.  

How has Vivobarefoot performed 
as a business in the past 6 months: 
The past six months have really been a tale 
of two halves. At the start of the pandemic 
we cancelled production not yet in progress 
to free up cash to pay operational costs 
including salaries. At the time we believed 
that, given the circumstances, at least in the 
UK, people would not be spending, and we 
would not need stock. 

But, to our shock (and delight!) the people 
went outdoors! No longer restricted by 
office schedules and long commutes, an 
overwhelming tide turned to the great 
outdoors for their legal dose of fresh air and 
exercise – and Vivobarefoot became  
their supplier. 

A victim of our own action, our only available 
‘shop windows’ (our e-commerce platforms) 
were thus chronically understocked. An 

UPDATE  
FROM OUR  
ROUND TABLE

issue not to be taken lightly given it is 
our only source of income as a self-
funded business, and one compounded 
by issues in website platform migration 
which occurred at the same time. 

But we survived. We moved stock 
around, kept a cool head and ‘trusted 
the plan’. Customer happiness scores 
increased, and platform migration was 
successfully completed in December, 
solid foundations from which to grow 
our digital business.

As we weathered the storm, product and 
sourcing teams put their heads down 
to continue to clean up supply chains 
and engineer an even higher sense of 
consciousness into the regenerative 
design parameters we have set out  
to achieve. 

We put our faith in each other and 
if we stumbled, we picked ourselves 
up, together. And we did so without 
sacrificing our values and beliefs. We 
thrived despite the circumstances 
selling 258,000 pairs of bare-footwear 
with roughly half of those sold through 
e-commerce.

Sales of £16m were £900K below this 
time last year, but this was driven by 
two things: 1) continued closure of our 
London, Covent Garden store and 2) 
timing of sales through our distribution 
networks, both of which we fully expect 
to come back in line by year end. 

Vivobarefoot is now more relevant than 
ever and today we should be proud we 
maintain our leadership position in both 
the barefoot and sustainable footwear 
markets. 

How healthy has the business 
been relative to the industry 
and the world around us:
Health has rarely been more front of 
mind. At Vivo, reconnecting people 
into nature and helping them to regain 
their natural ability is what we do 
every day. The way we’ve done this has 
changed – whether that be through the 
introduction of our Vivobarefoot Health 
Broadcast or the way we support our 
colleagues working remotely. But, the 
fundamentals remain: Footwear that 
allows people to reclaim their natural 

strength, balance and mobility, which 
has been denied to them for too long. 

Careful strategic planning over 
the years around the business, 
sustainability and the brand allowed 
Vivo to succeed in a period when sadly 
many others failed. We are encouraged 
by those that invested in sustainability, 
conscious consumerism and ultimately 
habits affected by the pandemic such as 
the simple luxury of being outdoors, who 
saw solid returns on these investments. 
Suddenly these concepts were coming 
from a deeper and material place of 
understanding rather than a form of 
marketing dark arts.

In comparison, Vivobarefoot has been 
talking about these issues for a long 
time, we’ve got feet in the game, and 
this was assimilated into the community, 
adding collaborative power to the 
launch of key products and marketing 
moments such as our Re(New) and 
improved campaign.  

There is no doubt footwear has been 
a tough category – particularly online. 
But because we had already started 
building a resilient, profitable business 
that didn’t just entertain the realities of 
our environmental and social impacts, 
but accounted for them as equally as 
the ‘beans’ we counted – we feel we are 
achieving that goal so far.  

“We haven’t changed 
who we are, how we 
talk and what we 
offer – the world has 
changed around us to 
match our standards.” 
The world is changing around us, people 
are finally ‘getting it’ – we’re not just 
reminding people of the problems we’ve 
created in the world, but we’re clearly 
showing the part we play in the solution. 
The Livebarefoot Fund showed how the 
seeds we planted were already growing 
in the second half of the year.  
  

What were some of our biggest 
challenges and what did we 
learn from them: 
By far and away our biggest challenge 
was not having footwear – we need 
footwear! Actually, we mainly needed 
‘more’ Trackers as the world shifted 
from Hypebeast to hike beast! Turns 
out that the best cure for pent up 
anxiety from over-Zooming and 
sedentary slouching is a healthy dose 
of nature – good for business and, more 
importantly, good for the planet. 

Hindsight is a wonderful thing – perhaps 
we shouldn’t have cancelled OW5/6 in 
our COVID-induced haze but we had no 
idea what the world would look like in 
March. On balance, it probably forced 
us to trade better and reinforced our 
ideal that the pursuit of volume growth 
is not the best way to grow a business 
while also being a sustainable custodian 
of the Earth. 

As we spoke about in Unfinished 
Business, rebalancing our global 
value chain, specifically with our 
manufacturing partners in Asia, remains 
a central challenge. A steady effort 
is being maintained to adjust our line 
more towards the active lifestyles 
and great outdoors while growing our 
partnerships in Ethiopia and Portugal, 
with a secondary relationship in Asia as 
we try to build more resilience into our 
supply chain and enhance production 
capacities. 

Our third and no less important 
challenge was to survive (and thrive) 
without comprising on our values. 
We remain challenged by the need to 
focus resources, time and effort on 
core opportunities within an ambitious 
agenda and a diverse range of priorities. 
But this is hard; we simply cannot be 
a business focused on regenerating 
the health of people and planet with 
a team that works unhealthy hours in 
degenerative conditions. 

Maintaining and engraining culture 
whilst expanding teams remains a 
challenge we will need to continue to 
create innovative solutions for. With 
such a large part of our DNA torn away 
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from us in our Livebarefoot wilderness-
based events, we are even more 
determined to bring these back with 
renewed purpose and vigour in 2021/22. 

As the world opens up once more, we 
will emerge in a stronger position than 
we have ever been with our heart and 
minds open – to live and walk on this 
earth barefoot and free. We want as 
many people as possible to join us.

 
What were some of our biggest 
achievements or favourite 
moments: 
At Vivobarefoot we believe success is 
good, but failure is better. We should 
embrace and celebrate failure as it 
gives us the best lesson on how to make 
things better. That being said – there 
are a few moments worth mentioning:

1. We managed to not take part in Black 
Friday – when the rest of the world 
was piling high and selling it cheap, 
we put our focus on the extraordinary 
REVIVO programme – giving people 
the chance to invest in a pair of 
reconditioned Vivos, making sure they 
stay on feet and out of landfill longer.

2. We made our Barefoot Code even 
better, with new tools to help embed it 
within the company . The Code aligns 
to good practice in the B Corporation 
community and  the tool has been a 
huge help onboarding our new teams. 

3. We launched our (re)new and 
improved footwear initiative - our 
continuous improvement program.  It 
looks at how we make things, what 
we make them from and how we 
can make them better . It is a first 
humble step, with simplification and 
transparency as key motivators, 
consolidating our supply chain and 
improving the average V-Matrix score 
of our products from 46% 2020 to 
50% 2021, with a target of 60% in 
2022.

We still have a ‘long way to go’ but 
our aim is to connect each part of 
the initiative with where we are on 

the journey of normal (business as 
usual), to supernatural (regenerative 
business as unusual). From Rubbish 
(reducing to landfill), to Repair & 
Recycled (REVIVO, reducing and EOL 
solutions), to the promised land of 
Regenerative footwear (net positive 
circularity).

4. Also, the launch of our first ever 
integrated annual report really 
solidified our commitment to 
becoming a regenerative business  
and set the standard for our efforts  
to come. 

 
Looking forward - What is 
coming next… 
After a long period of reflection and 
consolidation on the product front, 
we are excited to see lots of new 
foot shaped footwear, services and 
experiences baking for 2022. 

Pausing production last year has meant 
we could recalibrate our product-
creation process in line with our 
V-matrix (which will launch to industry 
in 2021) ensuring  that everything we 
make is fit for feet, people and planet.

On the right path now, we will continue 
to invest in a bigger and more agile 
product team with more market focused 
expertise in the outdoor and active 
sectors. 

Our new white label e-commerce 
solution is being rolled out in Canada, 
Japan and Australia. This will continue 
to expand our global reach, supported 
by strong, new brand guidelines. We’ll 
talk more about this in our EOY 2021 
report, we’re excited to share the details 
on it. 

REVIVO will continue to scale, with new 
resources and circular design practices 
we’ll see the percentage of products 
we can repair and restore exponentially 
increase.

Driving these projects forward helps 
us achieve a healthy balance between 
the operational control and space for 
creative innovation that will take us to 

50m revenue and beyond. Optimistically 
hoping to beat our forecasts as we arise 
from a long period of low stock.  

As the world goes in digital overdrive we 
are also going feet first into the brave 
new world of ‘healthy digital’.  Zeroing in 
on a disruptive, but distinctly human-
centric digital roadmap that involves 
exciting partnerships and product 
innovations. These will unleash valuable 
tools to take us closer to our goal of 
making perfect footwear, while also 
delivering an enhanced barefoot journey 
and healthy lifestyles broadcasts and 
using marketing to inspire more mindful 
offline experiences.

Finally, Big Shoe is still out there, 
designing over-complicated shoe-
shaped sneakers (packed with fancy 
under-foot technology) that supports, 
cushions and overprotects feet into 
weakness, leaving them bent out of 
shape and functionally compromised, 
while also trashing the planet.

But as more and more people lean into 
nature and recalibrate their lifestyles 
towards health and sustainability - our 
mission to ‘create regenerative footwear 
and experiences to reconnect people 
into the natural world’ has never felt 
more important. More than ever we plan 
on staying true to our first principle to 
only bring products to the world that 
truly answer important ethical and 
environment questions – to regenerate 
and restore our feet, our health and 
inspire us to enjoy and care for the 
natural world around us. 

We’d be foolish to assume this is the last 
pandemic – as a business we remain 
cautious and risk aware, building on 
good work to become more resilient, 
with better value flows and self-funded 
independence for long term impact.
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WE’RE ADDRESSIN
G THIS THROUGH

 

OUR VHUBS PRO
GRAMME. 

READ MORE ON P20

WE’RE STILL WORKING ON THIS, AND WE DON’T 

THINK WE’LL GET TO 100% REGENERATIVE 

MATERIALS FOR A WHILE YET – IT WILL 

PROBABLY BE MORE LIKE 2023 THAN 2021. 

WE SET THIS GOAL AND THEN REALISED 

THINGS WERE GOING TO BE MORE CHALLENGING 

THAN WE’D ANTICIPATED. FOR 2021, OUR 

SUPPLIERS HAVE BEEN SOURCING THE MOST 

SUSTAINABLE MATERIALS AVAILABLE AND 

OUR NEXT STEP, ONCE WE’RE ABLE TO 

TRAVEL AGAIN, IS TO VALIDATE 100% THAT 

THESE MATERIALS ARE INDEED JUST THAT. 

THIS IS DEFINITELY A STEP IN THE RIGHT
 

– REGENERATIVE - DIRECTION. IN SOME 

CASES, SUCH AS OUR AFRICA WILD HIDES, 

WE HAVE MORE CONFIDENCE THAT THESE 

MATERIALS GO BEYOND SUSTAINABLE AND M
EET 

REGENERATIVE INDICATORS. WE LAUNCHED 

OUR VMATRIX TOOL IN 2021 TO HELP US 

UNDERSTAND AND ASSESS THE ENVIRONM
ENTAL 

AND SOCIAL IMPACTS OF THE MATERIALS WE 

ARE USING ACROSS OUR PRODUCT RANGE,
 

AND THE FACILITIES THAT PRODUCE THEM
. 

SEE P16 FOR MORE INFORMATION.
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EMPLOYEE HAPPINESS AND SATISFACTION, 
INITIATIVES TO INCREASE WAGES AND BENEFITS

Our People Team and Senior Leadership Team have been 
working hard to address employee engagement and 
development. We launched “Employee voice” - a fully 
anonymous tool – to seek feedback from our employees on 
what is and is not working. Uptake was slow at first, and 
we’re working on integrating it more into the business, and, 
more importantly, how we can use the feedback we receive 
effectively. Comments are reviewed by the Vpeeps team and 
challenges are handled by the executive team.

We’ve provided 2 days that can be used for volunteering 
or well-being and recently upped that to 4 in response to 
changing needs and COVID-19 restrictions so that our teams 
can use the days to focus on themselves and their wellbeing.  

See P12 for our updated results on the Happiness Index and 
how we’re trying to improve. 

WAY T
O GO

 TOM
S (12

1.5)
 AND

 TID
AL 

(140
.6)!

 YOU
 ARE

 AN 
INSP

IRAT
ION 

FOR 
US O

N OU
R B-

CORP
 JOU

RNE
Y.

WE’RE
 EXC

ITED
 TO 

SHAR
E OU

R 

AMBITIO
US B

-CO
RPS 

TARG
ETS 

FOR 
THIS

 FIN
ANCI

AL Y
EAR

! 

IN 2
021 

WE UP
DATE

D OU
R CO

MPANY
 

STRA
TEGY

, PU
TTING 

VIVO
’S B

-CO
RP 

SCOR
ES A

ND C
OMMITME

NTS 
RIGH

T AT
 THE

 

HEA
RT O

F IT
. EA

CH V
IVO 

DEPA
RTM

ENT
 

HAS 
BEE

N AS
SIGN

ED A
 SCO

RE T
O MO

VE 

AS W
ELL 

AS A
 B-C

ORP 
CHAM

PION
 

TO D
RIVE

 PER
FORM

ANCE
. W

E’RE
 

ALSO
 HIR

ING 
A NE

W RE
CRUI

T TO
 OUR

 

REGE
NER

ATIV
E TE

AM T
O MO

NITO
R OU

R 

PERF
ORM

ANCE
 ON 

AN O
NGOI

NG B
ASIS

.

GOVERNANCE –  WORKERS - 
COMMUNITY - 
ENVIRONMENTAL - CUSTOMER-

24
29
28
22
28

2021/22 TARGETS

TYING COMPENSATION FOR EXECUTIVES TYING COMPENSATION FOR EXECUTIVES 

TO ACHIEVING SPECIFIC SOCIAL AND
 

TO ACHIEVING SPECIFIC SOCIAL AND
 

ENVIRONMENTAL OBJECTIVESENVIRONMENTAL OBJECTIVES 

WE’VE INTEGRATED B-CORP METRICS 

INTO THE STRATEGY AND PERFORMANCE 

METRICS OF ALL DIRECTORS  

(AND ALL EMPLOYEES MORE BROADLY). 

WE DON’T DO BONUSES AT VIVO.

CIVIC ENGAGEMENT CIVIC ENGAGEMENT 
AND GIVINGAND GIVING
In 2019-20 we set the goal that 
1.5% of sales would go directly 
into social and environmental 
programmes. We hit the 1.5% 
mark as of January 2021.  

% PARTICIPATION IN % PARTICIPATION IN 
EMPLOYEE OWNERSHIPEMPLOYEE OWNERSHIP

THIS REQUIRES LONG-TERM 
CHANGE. WE WON’T HAVE ANY 
CHANGE ON THIS METRIC IN 2021, 
BUT WE ARE WORKING ON IT.

IMPACTFUL BANKING SERVICESIMPACTFUL BANKING SERVICES 

WE’RE WORKING WITH OUR BANKING 

PARTNER TO ASSESS THEIR CER
TIFIED 

SUSTAINABLE PRODUCT SUITE A
ND WHETHER 

IT MEET OUR NEEDS. MORE TO FOLLOW! 

MONITORING AND REDUCING MONITORING AND REDUCING 
GREENHOUSE GAS EMISSIONSGREENHOUSE GAS EMISSIONS 
WE ARE APPOINTING AN INDEPENDENT EXPERT IN MID-2021 TO WORK WITH US AND OUR SUPPLIERS TO IDENTIFY OUR SCOPE 1, 2, 3 EMISSIONS AND ESTABLISH BASELINES FROM 2019-2020. 

HEALTH AND SAFETY PROCESSES HEALTH AND SAFETY PROCESSES 

WE WILL WORK ON UPDATING OUR H&S POLICY 
TO COVER HEAD OFFICE AND RETAIL IN 2021.

SUPPLY CHAIN WATER, WASTE AND SUPPLY CHAIN WATER, WASTE AND 
BIODIVERSITY MANAGEMENTBIODIVERSITY MANAGEMENT

THROUGH CLEANCHAIN WE’VE COLLECTED WATER 
AND ENERGY DATA WITH PITTARDS IN ETHIOPIA, 
HELPING US TO MOVE CLOSER TO OUR TARGETS 
BY MEASURING OUR SCOPE 1, 2 AND 3 IMPACTS.

SUPPLIER OWNERSHIP DIVERS
ITY 

SUPPLIER OWNERSHIP DIVERS
ITY 

SUPPLIER OWNERSHIP DIVERS
ITY 

REFERS TO THE 
NUMBER OF 

BUSINESSES OPE
RATED BY AN 

INDIVIDUAL OR G
ROUP THAT 

IS PART OF A TR
ADITIONALLY 

UNDERREPRESEN
TED OR 

UNDERSERVED G
ROUP. METRICS 

ON OWNERSHIP AND DIV
ERSITY 

ARE NOW INCLUD
ED WITHIN 

OUR BEST PRACT
ICE TOOL FOR 

SUPPLIERS. THE
SE HAVE BEEN 

COMPLETED BY OUR SUPP
LIERS 

IN ETHIOPIA AND PORT
UGAL, AND 

WILL COVER MORE SUPPLIERS 

AS WE ROLL OUT THE
 TOOL 

THROUGH CLEANC
HAIN. 

SPENDING ON LOCAL SUPPLIERS 

Working with local and regional suppliers is something we’re 
committed to – it helps to build and ensure added value 
remains in the producer country rather than simply extracting 
value, as so many supply chains do. One way we’re trying to do 
this is by scaling up our partnership with our cotton supplier of 
natural canvas in Ethiopia so that we are sourcing more cotton 
grown in Ethiopia. This cotton is dyed using natural minerals 
and plant materials. Pittards are also reintroducing packaging 
from Kenya to replace packaging previously sourced  
from China. 

SUPPLY CHAIN MANAGEMENT AND DISCLOSURE 

We've rolled out Clean Chain in Ethiopia and we'll soon be 
rolling it out in Portugal 2021. We would have liked to have 
done more here, but we’re limited by lockdown; current 
restrictions mean all supplier visits have been put on hold. 
We’ve aimed to fill this gap by using desk-based assessments 
(where we collect feedback and data from the factory and 
assess it), using independent, local auditors where available, 
as well as meeting our suppliers for virtual conferences.   
We’re aiming to publish the interactive map of our tier 1 and 
tier 2 suppliers on our website by the end of 2021. 

% OF PRODUCTS WITH AN ENVIRONMENTAL 
FOOTPRINT ASSESSMENT 

We're at the beginning stages of setting up pilot programmes 
to assess the feasibility and integration of regenerative 
agriculture principles into the production and processing of 
our key raw materials. We’re starting with wild hide this year 
in our Ethiopian value chain. In order to better understand 
which monitoring and verification tools and metrics we should 
use we are exploring new industry standards such as The 
Regenerative Organic Certification and The Savoury Institute’s 
Ecological Outcome Verification – Land to Market programme. 
In the future we expect this approach, especially when 
combined with CleanChain, will help us measure and monitor 
impacts for each of our products across our range.

We believe that healthy soils produce healthy products.  
To get healthy soil, we need regenerative practices such as: 

• Crop rotation 

• Rotational grazing

•  Silvopasture - The practice of combining forestry and 
grazing of animals in a mutually beneficial way

• Organic fertilisation 
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THIS IS THE JOURNEY WE’RE ON.
THIS IS THE JOURNEY WE’RE ON.
OUR NEW REGENERATIVE STRATEGY: THIS IS OUR JOURNEY MOVING FROM THE CUSHIONED SEDENTARY WORLD WE CURRENTLY LIVE IN, TO THE NORTH STAR WE ARE AIMING FOR, WHERE WE ARE RECONNECTED TO THE NATURAL WORLD. THE BACKGROUND IS THE INSIGHT, VALUES AND OUR WHY, HOW AND WHAT. THE DRIVING FORCE BEHIND THE BUSINESS, OUR VISION. 

THE MIDDLE GROUND IS OUR FOCUS FOR THIS FINANCIAL YEAR; 35% CONTRIBUTION, DIGITAL ECOSYSTEM AND RE-WILDING PEOPLE AND OUR RANGE. 
THE FOREGROUND IS THE DETAIL, THE NITTY GRITTY. DEPARTMENTAL FOCUSES LADDERING INTO THE COMPANYWIDE FOCUS WITH SPECIFIC METRICS TO HELP GUIDE US ALONG THE JOURNEY AND ENSURE WE CAN MEASURE OUR SUCCESSES AND FAILURES ALONG THE WAY…….
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We’re on course. We’re on course. 
• Full flexibility over working hours and conditions = 

Yes, we’re doing this!  

• Initiatives to encourage working outside in nature  
= Yes, we’re on this! We’re encouraging people to 
have meetings on the go. 

• Unlocked budget for support going into the new 
year = Vivo staff now have a wellbeing allowance 
to buy outdoor clothing to brave the elements 
and for experiences that will improve their 
wellbeing.

• Review of strategic priorities and projects = It’s 
not sustainable for everyone to be driving full tilt 
at all times. An important part of the regenerative 
journey is embracing nature’s rhythms.

Winter - reflection, looking back,  
grounding, sensing.

Spring - prioritising, planning, adapting.

Summer - Go time! Responding, create,  
live, do, be!

Autumn - Assessing, reviewing.

With this seasonal nature in mind we’ve asked 
each department to build these seasons into their 
project workplans.  

HOWEVER, we’re not getting to the heart of it 
yet. We’re hearing from employees that they do 
feel more heard and included, but that workload 
remains a problem. We don’t have the full solution 
yet, but we know we need to find it, or, more likely, 
the many solutions. Changing workload requires 
both a practical project/priority shift as well as a  
cultural shift. 
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COVID and Our Supply Chain COVID and Our Supply Chain 
The impacts of COVID-19 are still being felt in 
global supply chains, and we’re aware that many 
workers continue to find themselves without work, 
or working in precarious conditions.  

We’ve been able to maintain orders throughout. 
There were some inevitable production delays due 
to COVID-19 and the closure of our US depot which 
meant we had a difficult decision to make. We only 
use air freight in extreme and isolated cases and 
the reality was that this was one of those cases; we 
had to switch some stock from sea and land to air. 
In total, we used air freight for 24,000 units. 

This meant we added a big carbon footprint to 
our shoes.  At the time, for us and our suppliers, 
this was a preferable course of action to asking 
factories and workers to increase their production 
time to get shoes made faster. This could have 
pushed workers into overtime patterns we wanted 
to avoid creating increased COVID-19 health risks 
which we were all working hard to mitigate. 

All other stock was delivered by sea and land, 
there were still delays and a lot of customers told 
us they were unhappy about this. We have to take 
all of these factors into consideration, and we do 
this by speaking to our suppliers, finding out what 
the impacts are and then making the best decision 
possible for future planning. 

We have kept our payment terms flexible and 
based on the needs of suppliers where we can. In 
Portugal and Ethiopia for example, suppliers told 
us that they would struggle if we moved to a 30 day 
payment cycle, so we’ve delayed this until Spring 
2021, and are providing cash flow support by 
paying for some materials upfront. 
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WE COMPLETED PHASE 1, WHICH WAS TO IDENTIFY SHORT/MEDIUM/ LONG-TERM RECOMMENDATIONS TO IMPROVE OUR WAYS OF WORKING. PHASE 1 HELPED US REALISE THAT THERE IS AN OVERWHELMING AMOUNT OF ‘WORK IN PROGRESS’ BEING UNDERTAKEN. AS OUR COMPANY MATURES AND GROWS, WE NEED THAT GROWTH TO BE AT A SUSTAINABLE PACE. 

IN PHASE 2, WE ARE ESTABLISHING PILOT TEAMS FOR EXPERT COACHING TO HELP US IMPLEMENT THE PHASE 1 RECOMMENDATIONS WITHIN THE BUSINESS. PHASE 2 HAS TO BE ABOUT HELPING US STREAMLINE OUR PROCESSES TO FREE UP CAPACITY TO ENABLE OUR PEOPLE TO INVEST THEIR TEAM AND RESOURCES TO INNOVATION AND GROWTH. 

WE INCREASED OUR INVESTMENT IN INVENTORY IN 2021 BUT THE DELAYS DUE TO COVID-19 ARE STILL BEING FELT WITH SOME STOCK BEING UP TO SIX WEEKS DELAYED IN REACHING CUSTOMERS AND OUR STORES.  OUR NEW SYSTEMS AND TOOLS MEAN THAT FROM WINTER 2021 WE WILL BE IN A BETTER POSITION TO INVEST IN MORE INVENTORY TO SUPPORT THE SALES PLAN. 

WE HAVE TRANSLATED OUR RECENT CAMPAIGN INTO CZECH, GERMAN, SLOVAK AND JAPANESE LANGUAGES, AND LOOKING TO CONTINUE TO ACCOMMODATE LOCALISED CREATIVE ASSETS.

IN OCTOBER-DECE
MBER 2020 WE TESTED THE WATERS BY 

ASKING OUR CUSTO
MERS TO SEND US 

BACK THEIR OLD P
AIRS 

OF VIVOS TO REFU
RBISH, AND, AS A 

THANK YOU, WE OFFERED 

THEM THE OPTION
 TO HAVE EITHER

 A 20% DISCOUNT FOR SO
ME 

NEW VIVOBAREFOO
T SHOES OR A DON

ATION OF £10 TO 
THE 

LIVEBAREFOOT FO
UNDATION. IN JUS

T TWO MONTHS 1258 PAIRS
 

OF SHOES WERE SENT TO US 
FOR REFURB, AND 

WE DONATED 

£2,690 TO THE FO
UNDATION. COUPL

ED WITH THE ADDITION
AL 

CUSTOMER ANALYSIS WE DID, WE NOW KNOW THAT
 REGENERATIVE 

INITIATIVES LIKE 
THIS ARE WANTED, NEEDED, A

ND CAN WORK IF 

DONE WELL.  WE HAD SOME GOOD LEARNING
S FROM THIS THAT

 

WE NEED TO WORK ON, SUCH AS 
CUSTOMERS BEING PREVE

NTED 

FROM PARTICIPATI
NG DUE TO THE C

OST OF SENDING S
HOES BACK.

10
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OUR PAY GA
P BETWEEN MEN AND 

WOMEN IN BAND
S 1, 2 AND 

SENIOR 

LEADERSHIP
 TEAM IS ST

ILL BELOW 

THE UK AVE
RAGE PAY G

AP AND IS 

WEIGHTED TO
WARDS FEMALES. WE’RE 

HAPPY WITH THESE 
RESULTS.

OUR PAY GA
P FOR FEM

ALE MEMBERS 

OF EXEC IS
 STILL HIGH

ER THAN 

THE UK AVE
RAGE. WE’RE TRYIN

G TO 

TACKLE THI
S FIRST TH

ROUGH OUR 

RECRUITMENT PROCE
SS BY CONS

CIOUSLY 

CHOOSING A
 MORE DIVERS

E SELECTIO
N 

OF CANDIDA
TES TO INTE

RVIEW. 

WE OBVIOUSL
Y STILL HA

VE WORK 

TO DO TO D
ECREASE TH

IS GAP!
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We only carried out an abridged happiness index in 2021, but we’re happy to see movement in the right direction.• How satisfied are you with the amount of training on offer? = 7.1, 

• How satisfied are you with the amount of training on offer? = 7.1, 
We’ve provided a £1k personal professional development allowance to all employees• How able are you to manage your workload? = 7.0,

• How able are you to manage your workload? = 7.0, Our new no meetings Friday has received really great feedback!• How much do you feel your opinions are listened to? = 7.2

• How much do you feel your opinions are listened to? = 7.2• How much do you feel valued as an individual? = 7.3
• How much do you feel valued as an individual? = 7.3  We’ve rolled out Employee Voice so that people can raise concerns and praise the work of others! See P13.• How inspired are you by your organisation? = 8.1

• How inspired are you by your organisation? = 8.1• How likely are you to recommend Vivobarefoot to a friend 

• How likely are you to recommend Vivobarefoot to a friend or relative as a place to work? = 7.8
or relative as a place to work? = 7.8 NEW in 2021!

7.47.4
UPDATE TO SURVEY UPDATE TO SURVEY 

AVERAGE SCORE =AVERAGE SCORE =
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 We’ve updated our  We’ve updated our policypolicy on diversity, equity  on diversity, equity 
and inclusion to include clear commitments and inclusion to include clear commitments 
to our employees, recruits and customers. to our employees, recruits and customers. 
We’ve committed to: We’ve committed to: 
• Publicly report on gender diversity and pay 

differentials 

• Always ensure women are represented in leadership 
and recruitment 

• Monitor the ethnic and gender composition  
of our workforce and of applicants for jobs

• Challenge unconscious bias to ensure those from 
BAME backgrounds are well represented in the 
ambassador network

• Consult with BAME ambassadors and follow their 
guidance 

• Invest in external organisations and projects working 
to amplify BAME voices

All Vivobarefoot directors, employees, workers and 
contractors are required to comply with our policy. 
Updating our policy was only a first step in driving our 
commitment to diversity and inclusion.

Key actions we’re taking to implement our policy:

• We ran training on inclusivity for all Vivo staff

• We’re working with a recruitment agency that put our 
diversity & inclusion commitments into practice for 
our executive level recruitments 

• We’re working through social media to extend job 
postings to reach more people

• We’ve heard from managers and staff on career 
progression blockers and enablers through 
structured sessions

• A diversity training and programme will start  
this summer.
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OUR MENTAL H
EALTH F

IRST AID
ERS ARE

 

ACTIVEL
Y ENGAG

ING WITH STAF
F. 

WE HELD 
OUR FIR

ST MENTAL H
EALTH W

ELL BEI
NG 

DAY ON 
22 OCTO

BER WITH SPE
AKERS F

ROM MENTAL 

HEALTH 
AT WORK (CO

) WHO TALK
ED TO U

S ABOUT
 

HOW TO 
COPE WITH STRE

SS AND 
ANXIETY AT WORK. 

Over 90% of our employees have had training 
with our Regenerative Leadership consultants. 
We’ve established a superstar cross-functional 
team of Proprioceptors to build a more 
regenerative culture and embed regenerative 
behaviours within Vivo. Our 11 Proprioceptors 
have been instrumental in embedding the key 
Regenerative behaviours - sense and respond, 
feedback culture, development, innovation 
and transparency - into our business. They are 
running sessions within departments – to much 
positive praise. And virtual onboarding sessions 
for new starters – because an alignment to our 
core values must start early!

Proprioceptors - 11 people from various 
different levels and departments who are 
working to build a more regenerative culture 
and embed regenerative behaviours within 
Vivo.
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We launched the VMatrix in 2021 and 
We launched the VMatrix in 2021 and we’ve not stood still. Each new learning 
we’ve not stood still. Each new learning means more opportunities to strengthen 
means more opportunities to strengthen this brilliant and interactive tool that 
this brilliant and interactive tool that 
is at the heart of so much of our new 
is at the heart of so much of our new design for regenerative product processes.  
design for regenerative product processes.  We’re collecting more data, with greater 
We’re collecting more data, with greater objectivity and on more indicators, so 
objectivity and on more indicators, so we have a much more refined picture 
we have a much more refined picture of the impacts of our processes and 
of the impacts of our processes and 
materials. This means that we also 
materials. This means that we also 
have a much better understanding 
have a much better understanding 
of how we can improve our products 
of how we can improve our products as we push towards regeneration. 
as we push towards regeneration. 

SOME OF OUR KEY LE
ARNINGS 

1. COMPLEXITY = WASTE!

2. OUR CURRENT 
OUTSOLES = TOO 

MUCH VIRGIN PLAST
ICS & BLENDS

3. LEATHER = WILD HIDE, LOCAL, 

VEGETABLE-TANNED AND
 BIODEGRADABLE

4. EASIER TO DIS
ASSEMBLE = 

END-OF-LIFE SOL
UTIONS

5. OUR MATERIAL NEEDS =
 LESS  

BLENDS AND INCR
EASED COMPOSITIONS

WHERE WE’RE HEADED

WE CHANGED HOW WE SCORE PRODUCTS T
O USE A 

PERCENTAGE SCORE 
AS THIS ENABLES US

 TO USE MORE 

DETAILED METRICS AND CALCULATI
ONS. FOR 2020, 

THE AVERAGE VMATRIX SCORE FOR AL
L PRODUCTS 

WAS 46%, AND WE WANT TO HIT 50% AVERAGE IN 

2021, WITH A TARGET OF 60% FOR 2022. MOVING 

THINGS ALONG THIS B
ASELINE AVERAGE MEANS 

THAT WE’VE PUT IN PLACE 
2 KEY STRATEGIES: 

1. ALL NEW DEVELO
PMENTS HAVE TO SCORE

 

ABOVE THE 60% AVERAGE IN ORDER 
FOR THEM 

TO BE SIGNED OFF F
OR PRODUCTION. 

2. ALL CURRENT PR
ODUCTS HAVE TO HAV

E A ROADMAP 

IN PLACE TO HIT THE
 60% AVERAGE SCORE BY

 2022. 

CHECK OUT PRIMUS LIGHT AS AN EXA
MPLE WHERE 

WE HIT WAY ABOVE THE AVER
AGE TARGET ALREADY. 

Our Primus Lite has improved
Our Primus Lite has improved

from from 42%42% to almost  to almost 80%80%  
with innovation and design changes – 
with innovation and design changes – 

so we know our ambitions so we know our ambitions 
are achievable! are achievable! 
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THANKS FOR ALL OF THE
 GREAT LEARNINGS! 

BECAUSE OF YOU, VIVO D
ESIGN IS EVEN 

STRONGER. YOU’VE HELP
ED US LEARN THAT:

• PERFORMANCE SHOES NEED LONGE
R TIMELINES

• WE CAN HAVE VISUAL DIRE
CTION BEYOND JUST HEX

AGONS

• WE NEEDED MOULDLESS DESIGN AND DE
VELOPMENT.

• WE NEED TO BE ABLE TO 
INTERACT DIRECTLY 

WITH MANUFACTURERS MORE ON PERFORMANCE 

SHOES SO THAT WE CAN REACT QUICKLY.

A LOT OF THE LEARNING
S ON THE TEMPEST WERE DRIVEN 

BY THE CONSTRUCTION/P
ERFORMANCE DESIGN ASPECTS 

THAT NEEDED TO CHANGE
. AT THE SAME TIME, WE’VE 

CONTINUED TO IMPROVE THE SUSTAINABILI
TY METRICS 

OF THE DESIGN BY INCLU
DING MATERIALS WITH A HIGHER 

RECYCLED CONTENT IN T
HE CYCLONE STYLE, WHILE ALSO 

CONTINUING TO WORK ON ITS DURABILITY 
REQUIREMENTS.

SO LONG, TE
MPEST!
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THE SUSTAINABLE PR
ODUCT CHALLENGES 

SHARED IN UNFINISHE
D 

BUSINESS STILL REM
AIN PARTICULARLY R

ELEVANT TO US AND 
THE 

WIDER FOOTWEAR INDUSTRY. TO E
NABLE GREATER PRO

GRESS, WE 

MADE SEVERAL CHANG
ES IN SUPPLY CHAIN,

 PROCESS AND PEOP
LE.

WE'VE HIRED 3 NEW E
MPLOYEES WORKING ACROSS PROD

UCT, 

DEVELOPMENT & INNOVATION T
O FOCUS ON THESE C

HALLENGE 

AREAS AND PILOT MATERIAL INNOVATION 
SOLUTIONS.  WE 

EXPANDED OUR SUPP
LY CHAIN TO WORK WITH PARTNERS THAT 

ARE 

ABLE TO PROVIDE GR
EATER SUPPLY CHAIN

 TRANSPARENCY. WE 

EMBEDDED VMATRIX REVIEWS INTO OUR DESIGN P
ROCESS, ENABLING 

US TO GREATER REVI
EW OUR PRODUCTS M

ATERIALS, END-OF-L
IFE, 

LONGEVITY & REVIVO
 CAPABILITIES DURIN

G THE DESIGN PROCE
SS.

THE CHALLENGES AR
E BOTH RELEVANT T

O US AND THE 

WIDER FOOTWEAR INDUSTRY, SO W
E ALSO CONTINUE 

TO DISCUSS AND IDEN
TIFY OPPORTUNITIES 

THROUGH 

OUR PARTNERSHIP W
ITH FASHION FOR GOO

D AND OUR 

NETWORK OF REGENERATIV
E FOOTWEAR INNOVATORS.
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WE HAVE COLLECTED THE DATA FOR OUR 
INTERACTIVE VALUE CHAIN MAP. THIS DATA 
NOW SITS LIVE WITHIN CLEANCHAIN, HOWEVER, 
WE HAVEN’T LAUNCHED THE DATA PUBLICLY YET 
DUE TO A FEW TECHNOLOGY GLITCHES. WE’RE 
GUTTED, AS TRANSPARENCY IS ONE OF THE 
MOST IMPORTANT TOOLS WE HAVE, BUT WE’RE 
HAVING TO BE PATIENT AND HOLD OFF UNTIL 
THE END OF 2021 TO LAUNCH THE PUBLIC 
DATA. THE PUBLIC MAP WILL INCLUDE CRITICAL 
INFORMATION ON OUR TIER 1 AND TIER 2 
SUPPLIERS, BOTH BY TYPE AND LOCATION.

WE NOW R
EQUIRE T

HAT ALL
 TIER 1 

AND 

TIER 2 S
UPPLIER

S, BOTH 
EXISTING

 AND 

NEW, PRO
VIDE US 

WITH FULL
Y TRANS

PARENT 

COSTING 
BREAKDO

WNS INCLU
DING THE

 COST OF
 

LABOUR, 
MATERIALS

 AND OV
ERHEADS

. WE’VE 

FOUND S
OME TRANS

PARENCY
 ISSUES 

WITH 

OUR TIER
 2 SUPPL

IERS WHERE GET
TING THE

 

INFORMATION HA
S NOT BE

EN SO E
ASY, BUT

 

THIS WAS NOT W
HOLLY UN

EXPECTE
D EITHER

. 

WE STILL 
HAVE WORK TO D

O. WE HOPE 
TO 

REDUCE 
TO 90 DA

YS ON E
VERYDAY

 PRODUC
T AND 

60 DAYS
 FOR NE

VER OUT
 OF STOC

K BY 20
23.

LEAD TIMES ARE DOWN FROM 170 DAY
S TO 

120 DAYS THANK
S TO BETTER FORWARD 

PRODUCT PLANN
ING, CAPACITY B

OOKING 

AND CRITICAL P
ATH MANAGEMENT.
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In order to intimately understand our value chain, 
we’re monitoring aspects of manufacturing, 
processes and governance through our Vhubs 
programme with our supplier partner Pittards, in 
Ethiopia. 

Pittards has rolled out CleanChain, which means 
uploading their supply chain, assessing their 
performance against our Best Practice Policy and 
adding in their chemical inventory. 

Some metrics we’re monitoring this year jointly with 
Pittards include:

• Energy, water and waste consumption (tannery & 
factory sites) quarterly

• Installation of renewable energy technologies 

• Regenerative agriculture and biodiversity projects 
across wild hide, cotton and rewilding

• The sourcing of more sustainable materials for 
our products 

• Waste reduction with a view towards circularity

• Chemical management at sites, including natural 
dying options and vegetable tanning for the 
leather

• Worker training across the tannery and factory 
sites

Our engagement with Pittards has been a learning 
curve to work with a supplier so closely in a joint 
trajectory towards best practice. These learnings 
form the blueprint for Vivo manufacturing going 
forward with all of our suppliers. We’ll be looking to 
Portugal next.
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YES! WE'VE ROLLED OUT CLEANCHAIN 

IN ETHIOPIA AND WE’RE ON TRACK 

TO ROLL IT OUT IN PORTUGAL IN THE 

FIRST HALF OF 2021, THEN ACROSS 

ASIA IN THE LATTER HALF.

Our combo team across 

Compliance, Regeneration and 

Supply Chain has been working 

hard on our first Modern Slavery 

Act statement. We fall under 

the UK legally required threshold 

which is £36m turnover so we 

don’t legally have to report, but 

we want to do this anyhow. 

It’s important to us that we 

look at how we’re addressing 

the risk of modern slavery in 

our value chain and business. 

We’ll publish our first modern 

slavery statement this year.

WE WANT TO GET TO 100% TRANSPARENCY 

ON COST. WE’RE WORKING ON THIS, AND 

WE’VE LEARNT A LOT FROM OUR PRO
GRESS 

IN EHTIOPIA. WE’LL REPORT IN MORE 

DETAIL IN OUR EOY REPORT IN 2021.
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LOCKDOWN HAS CONTINUED AND 
WORKER SAFETY HAS BEEN OUR 
PRIORITY. THE TRAINING HAS 
BEEN RESCHEDULED FOR SUMMER 
2021, BUT WE’RE KEEPING 
IT UNDER REASSESSMENT AS 
WE’LL ONLY CONDUCT IT WHEN 
WE’RE CONFIDENT THAT WE 
WON’T BE PUTTING WORKERS’ 
HEALTH AND SAFETY AT RISK.

WE HOPE TO BRING YOU A FULL 
UPDATE ON OUR WORK IN ETHIOPIA 
IN OUR NEXT END OF YEAR REPORT. 
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WE’RE CONSCIOUS WE COULD HAVE AND 
SHOULD HAVE SAID A LOT MORE HERE ABOUT 
OUR WORK AND PLANS FOR VIVOKIDS.VIVOKIDS IS PROBABLY THE MOST IMPORTANT 
THING WE DO. IF WE CAN GET OUR KIDS 
INTO SHOES THAT CARE FOR THEIR FEET 
FROM THE VERY BEGINNING, THEN WE ARE 
PREVENTING A WHOLE LOAD OF ISSUES 
THAT REQUIRE RESTORATIVE CARE LATER 
ON IN ADULTHOOD.  OUR SHOES HELP KIDS 
RUN, WALK, CLIMB AND PLAY WHILE FEET, 
ANKLES, BODIES AND EVEN BRAINS GROW 
STRONG, FLEXIBLE AND RESILIENT. WE’LL INCLUDE A FULL, DETAILED UPDATE ON OUR PLANS IN THE NEXT END OF YEAR REPORT.
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Our collaboration got 

delayed – these things 

happen during a pandemic 

– so we’ve had to adjust 

our timeframes. We’re 

scheduled for beta testing 

in April 2021 (when we 

hope our store in Neal 

Street will open) and a 

full launch across Europe 

in Summer 2021. Along with 

this, we’ll be running a 30 

day trial for customers.

RIDWANA’S P
LANS W

ERE 

DELAYE
D DUE 

TO COV
ID-19, 

BUT 

WE’RE K
EEPING

 OUR F
INGERS

 

CROSSE
D SHE 

CAN JO
IN THE

 

LONDON
 COLLE

GE OF 
FASHIO

N 

COLLAB
ORATIO

N IN SE
PTEMBER 

2021. 
IN THE

 MEANTIM
E, SHE

 

WORKED
 WITH OUR

 PRODU
CT 

TEAM T
O CREA

TE FAN
TASTIC 

LIMITED E
DITION 

PRINTS
 FOR 

OUR MADE IN
 ETHIOPIA

 RANGE
, 

LAUNCH
ING IN 

SUMMER 202
1.

THE RESULTS OF T
HIS RESEARCH 

ARE SIGNIFICANT 
AND SHOW A 58.7

% 

IMPROVEMENT IN FOOT STRE
NGTH 

AFTER JUST SIX M
ONTHS OF WEARING 

VIVOBAREFOOT SH
OES. THE FULL 

RESEARCH – DAIL
Y ACTIVITY IN MINIMAL 

FOOTWEAR INCREASES F
OOT STRENGTH, 

BY DR RORY CURT
IS AND DR KRIS 

D’AOUT - WILL BE PUBLISHED
 IN 2021.
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OUR PRODU
CT TEAMS AND THE

 LOCAL 

COMMUNITY IN K
OHLAPUR A

RE NOW W
ORKING 

ON THE 3R
D ROUND O

F PROTOTY
PES 

TO BRING 
THESE BEA

UTIFULLY 
HAND-

CRAFTED 
SHOES TO 

OUR CUSTO
MERS.

HURRAY! FLORA IS ON 
TRACK TO FINISH THE 
CRAFT CENTRE BY APRIL 

2021, RIGHT ON TIME. 
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WE’RE WORKING WITH A NEW RECRUITMENT 

FIRM THAT IS ABLE TO PUT OUR DIVERSITY 

AND INCLUSION COMMITMENTS INTO PRACTICE 

THROUGH BETTER RECRUITMENT APPROACHES 

FOR OUR CURRENT EXECUTIVE HIRE.
FROM JULY 2021, OUR TEAMS WILL BE WORKING 

WITH A DIVERSITY AND INCLUSION COACH AND 

LOOKING AT OUR RECRUITMENT PRACTICES AS PART 

OF THIS. WE ARE VERY AWARE OF THE SIZE 

OF THE TASK BEING UNDERTAKEN, UNCONSCIOUS 

BIAS TAKES A LONG TIME TO DISMANTLE. 

We’ve partnered with Hatch Enterprise 
to support female business leaders. 15 
Vivobarefoot employees provided 1-2-1 
mentorships to programme participants.  We were privileged to work with some exciting 
ventures from fighting for climate & social 
justice within supply chains, an e-commerce hosiery brand specialising in tights for women of all shades of brown, to the UK's first 
intelligent and adaptive revision app for 
GCSE exam preparation. This partnership 
is also an opportunity for us to hear and 
learn about ways the current marketplace 
isn’t serving all people and how those 
gaps can be addressed.  We’re excited 
about the future of this collaboration.
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IMMEDIATE 
COMMUNITY N

EEDS IN
 

MASAKA HAVE 
TAKEN P

RECEDE
NT 

OVER TH
E PROJE

CT WE HAD 

PLANNED
. WE SHIFT

ED OUR 

PLANS A
ND SUPP

ORTED S
MALL 

STEPS W
ITH THE

IR ANNU
AL SHOE

 

AUCTION
, RAISIN

G OVER 
£32,000

 

TO DELI
VER SHO

ES, HYG
IENE 

KITS AN
D EMERGENCY

 AID TO 

PROTECT
 CHILDR

EN LIVIN
G IN AND

 

ALONGSI
DE THE 

LANDFIL
L SLUM.

 

FIND OU
T MORE HER

E! 
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THE WEF INDICATOR
S WILL BE UPDA

TED IN 

FULL IN OUR
 2021 EOY. 

THE TEAMS ARE 

BUSY COLLEC
TING AND PR

EPARING DAT
A 

FOR WHAT WE HOPE WILL BE A STR
ONG 

UPDATE ON T
HESE KEY IN

DICATORS. 



Turnover

Cost of sales

Gross Profit

Administrative Expenses

Other Income

Operating Profit/(Loss)

Interest Recievable

Interest Payable

Profit/(Loss) before Tax

Tax on Profit

Profit after Tax

16,993,932

(6,697,783)

10,296,149

(10,153,511)

-

142,638

-

(4,961)

137,677

-

137,677

16,042,225

(8,796,946)

7,245,279

(7,087,279)

70,155

228,155

-

(17,405)

210,750

-

210,750

Half Year
2019/20

Half Year
2020/21

Full Year
2019/20

Full Year
2018/19

Full Year
2017/18

Full Year
2016/17

Full Year
2015/16

Full Year
2014/15

34,075,034

(20,246,807)

13,828,227

(13,986,854)

463,561

304,934

45

(12,772)

292,207

443,245

735,452

26,175,858

(14,379,722)

11,796,136

(11,230,564)

159,847

725,419

35

(15,439)

710,015

80,993

791,008

19,422,081

(10,773,898)

8,648,183

(8,061,313)

132,565

719,435

13

(63,913)

655,535

-

655,535

12,958,999

(7,624,475)

5,334,524

(5,440,637)

88,368

(17,745)

78

(35,441)

(53,108)

126,164

73,056

8,845,170

(5,274,035)

3,571,135

(3,602,342)

99,670

68,463

338

(57,564)

11,237

-

11,237

8,432,525

(5,677,877)

2,754,648

(2,814,834)

148,375

88,189

16

(76,456)

11,749

-

11,749

FIXED ASSETS

Investments
Intangible assets

Tangible assets

    
CURRENT ASSETS

Stock
Trade Debtors
Other Deptors
Cash & Bank
Prepayments

Intercompany

Creditors due within one year

Trade Creditors
Other Creditors

Accruals
Salaries
Taxation

NET CURRENT ASSETS

Creditors due after one year

Creditors > 1 year

NET ASSETS

CAPITAL AND RESERVES

Share Capital
Share Premium

Reserves
Shareholders Loans

Retained (Deficit).Profit

SHAREHOLDERS' FUNDS

3,902,319
403,816
463,135

2,151,925
306,190

0
7,227,386

(1,448,481)
(1,401,449)

(2,299,207)
(253,153)

419,570
(4,982,770)

4,028,886
776,995

310,719
2,045,803

258,949
0

7,421,352

(2,624,730)
(840,089)

(2,250,780)
(38,661)
152,793

(5,601,467)

101
264,332
328,677
593,110

1,819,886

5,963
5,963

2,418,959

4,595,795
0

(3,818,195)
1,503,682

137,677

2,418,959

101
388,532
678,194

1,066,827

2,244,615

0
0

3,311,442

4,595,795
(0)

(2,889,400)
1,394,297

210,750

3,311,442

As at
26/12/2020

£

As at
28/12/2019

£

As at
26/12/2020

£

As at
28/12/2019

£

APPENDIX
UNAUDITED PROFIT AND LOSS UNAUDITED BALANCE SHEET 

AS AT 26 DECEMBER 20
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