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At our mission is to
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Bringing you time 
for the things that 
you love

Delicious, cupboard stored ready 
meals delivered straight to your 
door. Microwave in minutes.

Parsley Box is focused on providing 
quality meals and exceptional service 
to the under-served over 65s market



Financial Highlights
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Revenue

£9.6m

New customer
£2.1m

Repeat customer
£4.4m

Financial Position Closing cash £5.3m (FY21: £2.5m) 

Closing inventory £1.2m (FY21: £1.2m)

Closing inventory days 47 (FY 21: 30)

Adjusted EBITDA

(£2.1m)
Marketing spend

£2.3m

Spend reduced by 55%
to 24% of revenue

Losses reduced 42%
Focus is on becoming a profitable business
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Order KPIs
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Average order values increasing

47

97

154

219

167
145

Dec-19 Jun-20 Dec-20 Jun-21 Dec-21 Jun-21

'000s

£21 £21
£24 £23 £23 £23

£26

£37 £38
£40

£42 £43 £42

£49

£30 £31
£33

£35 £36 £37

£45

£15.00

£20.00

£25.00

£30.00

£35.00

£40.00

£45.00

£50.00

H1-19 H2-19 H1-20 H2-20 H1-21 H2-21 H1-22

New Repeat AOV

43
69

154 138 129

75
35

49

82

185
239 256

232

177

93

152

340
377 385

307

212

0

50

100

150

200

250

300

350

400

450

£25.00

£30.00

£35.00

£40.00

£45.00

£50.00

£55.00

£60.00

H1-19 H2-19 H1-20 H2-20 H1-21 H2-21 H1-22

New orders Repeat orders

Active customers declined since end of pandemic                 
Extensive reactivation campaigns running

Active customers have purchased more than once in the last 13 months

Lower marketing spend & higher CPAs reduced new orders  
Lower active customers reduced repeat order numbers 

Rising marketing costs per new and repeat orders 
Conversion per channel under constant review
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Financial KPIs
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Product Margin Gross Margin
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Revenue mix

New % Repeat % Revenue £m

Higher mix of repeat orders and higher AOVs driving margin improvement
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Adjusted EBITDA Loss £m

Higher margin %s and disciplined marketing spend reducing losses

0.9
1.7

2.4
3.4

5.0

3.3
2.3

33%
36%

22%
26%

36%

29%
24%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

0.0

1.0

2.0

3.0

4.0

5.0

6.0

H1-19 H2-19 H1-20 H2-20 H1-21 H2-21 H1-22

Marketing spend £m as a % of revenue



Adapting to the 
current climate

Challenges:

• Continuous change in consumer behaviour

• Inflationary environment for food, energy, packaging & labour

• Reduction in credit terms across the market

• Balancing investment in a return to sales growth with a drive 
to profitability 

Opportunities

• Low energy product for customers 

• no fridge or freezer to store 

• heated in the microwave

• Long shelf life:

• able to produce ahead of price rises 

• continuing our retail price freeze to Jan 2023

• low food waste product for us and our customers

• Expanding the new EDLP meal range

• Discontinuing or offering multi-buy only for low margin 
products 



Target market

- UK target market of 12m people >65
- The over 65s are the fastest growing 

segment in the UK
- We currently focus on the individual >65 

as a customer, that individual living in 
their own home, and reaching them via 
largely offline marketing channels 

- Current database of ~640,000 (~5% of 
the target market)

New routes to market under evaluation:
- B2B opportunities in social care, NHS 

patient discharge packs, NHS vending, 
and private care homes

- Online marketplaces to support 
customers buying for relatives

11.7m >65s in 2020, forecast to rise > 15% to 13.6m by 2025



Our customers

• Average age of 74
• 60:40 live alone : with partner
• 50:50 female : male
• Value the convenience of Parsley Box
• Active customers consume 1-2 meals per week, mainly 

midweek
• Enjoy talking to our contact centre so they can ask 

questions about the meals
• Enjoy their food and eating well is important to them
• 17% of our customers are not buying for themselves 

(buying predominantly for elderly relatives)

Parsley Box aims to understand the >65s better than any 
other business. We invest in research & seek continual 
feedback from customers to shape product development, 
service and our platform for this age group.



Marketing channels
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Acquisition  channels Retention strategy

TV

Digital:
PPC/ Facebook

Prospect Mail

Press & 
Magazine

Refer a friend

Partnership with the 
Daily Mail Online

PR

PR campaigns 
in press & hospital 

radio

Channels currently converting highest lifetime value customers:
1. TV 
2. Press
3. PPC
Tech investment planned to develop refer a friend

• Actively collecting email addresses where available to 
increase digital comms & counter rising mailing costs

• Continually assessing investment in reactivation v 
investment in acquisition

Call to 
welcome 
& nurture

Stepped 
discount 
for orders 

2 & 3

Active 
customer 

mailings with 
free gifts

5 
catalogues 

pa

Call 
customers 
at risk of 
lapsing

Reactivation 
mailings via 

discount 
offers

Membership 
community



Soft launch in August 

Aim is 10,000 members in first year



Partnerships



Product strategy

Award winning sticky toffee pudding



Launched 2022

Larger portion meals

Gift rangeMeal boxes for occasions Bakery 

Everyday low price range @ £2.95

Snacks



Beyond 
Food

Food 
Plus

Expand 
food

Increasing AOV

Driving frequency

Expansion based on customer insight

High repeat purchase categories



Service

Trustpilot rating  4.4
As at 12 Sep 22

NPS consistently > 70

Orders placed:
- By phone: 60%
- Online: 35%
- Mail order: 5% (ceasing Q4-22)

Contact centre team of 60

Standard delivery 2-3 working days
Free delivery on orders >£35
Ship via DHL or Royal Mail



Tech

Investing in Parsleybox.com to:

Optimize call handling time + Increase ease of upsell



Our team

83%

64%

7%

9%

2%

8%

2%

8%

7%
12%

Jun-21 Jun-22

Contact centre Marketing Product

Tech Support

- Right sizing our operations for the current market

- 90 FTE , 30% lower with a more diversified skillset

Key new hires:

- Marketing Director: Ex-Dobbies
- Head of Food Innovation: Ex-Greencore
- Head of Product: Ex-Whole Foods
- Membership & Partnership Mgr: Ex-IHG
- Commercial controller: Ex-Kerry Group
- Tech team 



Current trading 
and outlook

• Down on last year but trading consistently at 
~£1.6m revenue pm in H1 and continuing in H2 
to date.

• Full year revenue forecast remains in line with 
guidance of £19m

• Low margin products to be discontinued in H2 
to manage ongoing supply chain inflation and 
working capital

• Delivering steady improvement in gross 
margin %

• Full year adjusted EBITDA loss forecast 
remains in line with market guidance of £4.1m, 
42% less than 2021

• Balancing loss reduction with investment to 
return to growth in current sales channel and 
open new sales channels to reach the growing 
number of potential customers in our market
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