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Legal notice

The information contained in this presentation has been prepared by Adolfo Domínguez and includes 
financial information extracted from the financial statements of Adolfo Domínguez, S.A. and its subsidiaries 
for the financial year 2024/25, audited by Mazars Auditores, S.L.P., as well as forward-looking statements.

Adolfo Domínguez's forward-looking information and statements are not historical facts and are based on 
numerous assumptions and are subject to risks and uncertainties, many of which are difficult to predict and 
generally beyond the control of Adolfo Domínguez. Accordingly, shareholders and investors are cautioned 
that these risks could cause actual results and developments to differ materially from those expressed, 
implied or projected in the forward-looking information and statements.

Except for the financial information referred to, the information and any opinions and statements contained 
in this document have not been verified by independent third parties and, accordingly, no warranty, 
express or implied, is given as to the fairness, accuracy, completeness or correctness of the information or 
opinions and statements expressed herein.

This document does not constitute an offer or invitation to purchase or subscribe for shares, in accordance 
with the provisions of Law 6/2023 of 17 March on Securities Markets and Investment Services and its 
implementing regulations. Furthermore, this document does not constitute an offer to buy, sell or 
exchange or a solicitation of an offer to buy, sell or exchange securities, or a solicitation of a vote or 
approval in any other jurisdiction.
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What is Adolfo Domínguez
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We are a designer fashion brand
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70’s:
We stopped being the 
tailor’s store El Faro and 
became Adolfo 
Domínguez, the brand.

80’s:
Internationalisation. We 
opened stores in Paris 
and London. We dress 
the series Miami Vice. 
Resounding success of 
the slogan "Wrinkles are 
beautiful" which 
accompanies the 
clothing of an era.

90’s:
Stock market. We were 
the first Spanish fashion 
brand to be listed.

2000’s:
We launched the 
Ecological Manifesto. 
We stopped using fur in 
our garments. We 
created the first 
collection of 
environmentally friendly 
bags.

10’s:
Restructuring and 
repositioning of the store 
network. Modernisation 
of the company, brand 
and image. Launch of the 
"Be older" campaign.

20’s:
Ágora design method 
and Atrio 
communication method. 
The innovative loyalty 
projects ADN BOX 
(subscription), ADN 
RENT (rental) and ADN 
PREMIUM are launched.

Our history
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Mission, vision and values

6

Double-impact designer fashion

Mission

Vision

Values

To offer designer fashion at 
an affordable price.

To be a leading company in 
the world of designer fashion, 
whose brand guarantees 
products with their own 
sound.

Kindness.
Creativity.
Excellence.

Our garments transcend age, gender and social status.

We are a brand for people who value:

→  The poetry and exclusivity of an author's brand.
→  The quality and timelessness of sustainability.

→  The majority of our customers are women.
→  Our core target group is 35 to 55 years old.
→  The fastest growing target is the 18-34 age group, followed by the 35-44 age group.

Women’s textiles:
ADW

Men’s textiles:
ADM

Perfumes

Women’s accessories: 
ADCW

Men’s accessories: 
ADCM

Glasses

Our purpose: to unleash the beauty that is in you, that is in everything.

Our collections:

Adolfo Domínguez Manifesto
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Our network: 371 sale points and global presence in 51 countries

Directly
managed stores

Franchised
stores

Direct       
managed corners

Sale points 173

831179

Europe

Sale points 141

83562

Mexico

Sale points 17

0017

Japan
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Europe

73.3%

Mexico

18.3%

Japan

3.5%Rest of the world

4.9%

136.5

Distribution of revenues by geographic market 
2024/25

Million euros

Sale points 40

0400

Rest of the world

9 markets with omni-
channel presence

20 markets with 
physical sale points

22 markets with 
online presence

Physical 
sale

85.4%

Online sale

14.6%

136.5

Distribution of revenues by type of channel 
2024/25

Million euros
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We are growing faster than the market and in all lines of business

96.3

23.9
36.6

106.4

28.1
41.6

AD Mujer AD Hombre Complementos

Sell-out sales by line

-2,0%

0,0%

2,0%

4,0%

6,0%

8,0%

mar-24 abr-24 may-24 jun-24 jul-24 ago-24 sep-24 oct-24 nov-24 dic-24 ene-25 feb-25

Mercado Adolfo Domínguez

Accumulated variation 12 months

12M AD evolutioncomparable sales performance vs. Total Women's and 
Men's Accessories and Textiles Sector Figures expressed in million euros

+8.3 p.p.

2023/24 2024/25

AD Woman AD Man Accessories

Market

Mar-24    Apr-24   May-24    Jun-24     Jul-24    Ago-24    Sep-24    Oct-24   Nov-24    Dec-24   Jan-25   Feb-25
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Annual evolution of sales and sale points Average revenue per sale point

Figures expressed in million euros and sale points at the end of the period Figures expressed in thousand euros

66.0

92.0

114.2

126.7
136.5

342

348

339

360

371

320

330

340

350

360

370

380

0

20.000

40.000

60.000

80.000

100.000

120.000

140.000

160.000

2020/21 2021/22 2022/23 2023/24 2024/25

193.0

264.6

336.8
351.9

367.0+9

2020/21 2021/22 2022/23 2023/24 2024/25

Positive evolution of the repositioning strategy for sale points

Sale pointsRevenues for the period
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The online channel continues to grow at 
higher rates than in the last two years

1010

Online sales evolution
Figures expressed in million euros

Var.

21.9%

Var.

25.4%

Var.

2.3%

Percentage
over total 11.4% 12.5% 14.6%

EQUITY STORY
MAY 2025

€13.0M

€15.8M

€19.9M

2022/23 2023/24 2024/25
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Management and 
transformation

2
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Adolfo Domínguez: the repositioning of a unique brand.
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Adolfo Domínguez: : 
Signature essence.

New logo and brand image.

New store concept: : Open and luminous spaces. Natural materials and signature details.

Promoting a new dialogue with 
society through 
communication campaigns.
Be Older.

Ágora:
A method of creation and a 
concept for creating a 
collection.
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A premium and contemporary brand

Premium segment

Mature customer with high purchasing power

Design at a more convenient price

It values the design and quality of the products

Trendy

Contemporary

Classic

Mass Market Premium Luxury

Positioning of Adolfo Domínguez among other retail brands
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4% 5%

11%

30% 31%

19%

3%

9%

13%

27% 28%

19%

18 - 24 años 25-34 años 35 - 44 años 45 - 54 años 55 -65 años Más de 65 años

2022/23 2024/25

Evolution of the ADN CLUB portfolio in Spain and Portugal

x2

x5

x3

ADN Ecosystem: innovation and new services

18-24 years 25-34 years 35-44 years 45-54 years 55-64 years More than 65 years
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Percentage of garments 
with sustainable 
characteristics

44%
+5 pp vs. 2023/24

Commitment to sustainability: a brand with a positive impact

First major Spanish textile 

fashion company with B 

Corp certification.

We reached 96% of renewable 

energy in Spain and continued 

to reduce emissions.

Scope 1 and 2 emissions: 

-5.8% vs. 2023/24
Intensity of emissions over revenues: 

-14.1% vs. 2023/24

Percentage of suppliers 

with social audits 

increases

98%
+12 pp vs. 2023/24
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Results:
consolidation and growth

3
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2024/25 key financial figures
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EBITDA

€16.9M
Var. 2023/24: (2.6)%

NFD / EBITDA

0.43x
Var. 2023/24: (0.20) p.

NET RESULT

€0.9M
Var. 2023/24: 24.4%

MARKET CAPIT.

€46M

TURNOVER

€136.5M
Var. 2023/24: 7.8%

NFD

€7.3M
Var. 2023/24: (32.9)%

EBIT

€2.9M
Var. 2023/24: (17.3)%

NFD / NET EQUITY

0.43x
Var. 2023/24: (0.15) p.

17
* Net Financial Debt doesn’t include lease liabilities; EBITDA doesn’t include effect of IFRS16 reversion.

28.02.2025

EQUITY STORY
MAY 2025
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65,992

92,065

114,180

126,670
136,505

30,727

51,607

64,888
74,674 76,646

(6,816)

373

13,362 17,380 16,928

(19,344)
(9,268)

159 730 908

2020/21 2021/22 2022/23 2023/24 2024/25

Turnover evolution vs Gross margin vs EBITDA vs Net result years 2020/21 to 2024/25 

Figures expressed in thousand euros

Difference 2020/21 vs. 2024/25

Turnover: +€71M Gross Margin: +€46M Net Result: +€20MEBITDA: +€24M

The firm generates €20M more profit than in 2020/21

Net Turnover Gross Margin EBITDA Net Result
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Year-over-year increase in sales in all quarters on a sustained basis since 2020/21
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2020/21
65,992

2021/22
92,065

2022/23
114,180

2023/24
126,670

2024/25

24,090

2024/25
136,505

1 Trimestre (mar-may) 1 Semestre (mar-ago) 3 Trimestres (mar-nov) 2 Semestres (mar-feb)

2020/21 2021/22 2022/23 2023/24 2024/25

Accumulated quarterly sales evolution

Figures expressed in thousand euros

6,720

19,317

14,493

25,462
24,090

37,619

29,369

45,427

1 Trimestre (mar-may) 2 Trimestre (jun-ago) 3 Trimestre (sep-nov) 4 Trimestre (dic-feb)

2020/21 2021/22 2022/23 2023/24 2024/25

Quarterly sales evolution

Figures expressed in thousand euros

+17,370

+18,302

+14,876

+19,965

1 Quarter (Mar-May) 1 Semester (Mar-Ago) 3 Quarters (Mar-Nov) 2 Semesters (Mar-Feb) 1 Quarter (Mar-May) 2 Quarter (Jun-Ago) 3 Quarter (Sep-Nov) 4 Quarter (Dec-Feb)
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86 86 93 98 98

86 95 83
98 107

170 167 163
164 166

28/02/2021 28/02/2022 28/02/2023 29/02/2024 28/02/2025

Tiendas en Gestión Directa Tiendas en Franquicia Corners en Gestión Directa

Sale points evolution by category
Figures expressed in units

342

TOTAL

348

TOTAL

339

TOTAL
360

TOTAL

371

TOTAL

Gestión activa de la red de distribución con foco en zonas premium y mayor eficiencia y 
crecimiento LfL en todos los mercados

20

Comparable sales* (year-over-year variation)

Europa México Japón Resto del mundo

2023/24 2024/25

*Comparable store sales excluding openings and refurbishments during the year. Without exchange rate effect.

Europe Mexico Japan Rest of the world

Directly managed stores Franchised stores Direct managed corners
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Vision and growth levers

4
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Levers to capture new growth opportunities
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BRAND

OPERATIONAL MODEL

PRODUCT MARKETING CHANNELSCUSTOMER
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A company that lives up to the brand
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Designer fashion connected with its moment

Evolution of collections according to brand essence, trends 
and new social habits to support brand positioning.

Reinforcement of brand positioning with core customers 
(present) and new generations (future).
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Investment in Marketing and Communication 
focused on the customer

Boosting the strategy to support the reinforcement of 
brand positioning.

Consolidation of the growth of the ADN Ecosystem for 
greater engagement and brand loyalty.

Strengthen presence in social networks and dissemination 
in social channels (social commerce).

24
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An optimised and better positioned commercial network

25Cities with presence of Adolfo Domínguez sale points.

1. Continuous improvement of 
the optimisation of the 
commercial network (full price 
and outlet) and online store.

2. Promotion of presence in 
mature, brand-friendly 
markets and in new markets 
with selective openings.

3. Boosting the omni-channel 
strategy.

4. Internationalisation through 
key agreements.

5. Development of online 
channel and presence in 
marketplaces.

6. Optimisation of the outlet 
channel.
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Operational model

Continued digitisation of processes.

Increased efficiencies and sustainability in the 
supply chain.

Greater agility in decision making based on data 
analysis.

26
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Adolfo Domínguez as an
investment opportunity

5
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EQUITY STORY

Why invest in Adolfo Domínguez

Successful omni-channel strategy with growth potential due to its 
commitment to innovative services.

Consolidated international experience and high growth potential.

Better positioned and optimised commercial network.

High cash generation capacity coupled with a strong net financial 
position.

Consolidation phase completed and entering a new growth cycle.

Well positioned in commitment to sustainability.

Technological innovation for better customer service.

High recognition of the brand's value proposition by customers at 
national and international level.
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Contact
relacion.inversores@adolfodominguez.com

+34 988 398 705 (08:00 to 16:15)

29

Shaeholder and Investor corporate website and social channel:

adz.adolfodominguez.com

www.linkedin.com/company/adolfo-domínguez-relaciones-con-inversores
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