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Overview I

Who we are

Bloomsbury Publishing Plc is an entrepreneurial, independent, worldwide publisher listed on the London Stock Exchange, with
offices in London, Oxford, New York, Sydney and New Delhi, and a joint venture in China.

Bloomsbury was founded in 1986 by its Chief Executive Nigel Newton and three other publishers with the aim of establishing an
independent, medium-sized publisher of books of editorial excellence and originality, publishing literary authors of the highest
quality and sales potential to high standards of design and production.

Following significant early successes, the Company floated on the main London Stock Exchange in 1994. In 2006, Bloomsbury
entered the academic publishing market and embarked upon a strategy of expansion and diversification. This continues today

and underpins the strength and resilience of our business. Since the Company’s inception we have acquired 27 publishers and
imprints.

Bloomsbury is the only major UK publisher to combine general and academic publishing, balancing the steady, high margins of
academic publishing against the volatility of trade publishing with its explosive upside potential as demonstrated by bestsellers
such as Harry Potter, the highest-selling children’s series of our time.

We bring together the best talent in publishing by combining our dedicated, passionate colleagues and our bestselling authors.
Through our single-minded commitment to quality, vigorous pursuit of growth, focus on digital publishing and our diversified,
international strategy, Bloomsbury has grown to become one of the world’s leading independent publishers in academic and
general consumer publishing.
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2020/2021 Highlights

Financial highlights

Revenue

Dividend'’

Profit before tax and
highlighted items?

£185.1m

+14%

£185.1m

£142.6m

17 18 19 20 21

Profit before tax

pence per share

18.64p

+1356%

17 18 19 20 21

Adjusted diluted EPS**

;m€19.Qm

+22%

17 18 19 20 21

Diluted EPS*

;Z: 17.3m

+31%

17 18 19 20 21

pence per share

18.68p

+15%

17 18 19 20 21

pence per share

16.71p

+25%

17 18 19 20 21

* Revenues increased by 14% to £185.1 million ¢ Diluted earnings per share grew by 25% to 16.71 pence
(2019/2020: £162.8 million) (2019/2020: 13.40 pence)*
e Profit before taxation and highlighted items? grew by * Net cash of £54.5 million at 28 February 2021, up 74%

22% to £19.2 million, up from £15.7 million in 2019/2020

(2020: £31.3 million)

e Profit before taxation grew by 31% to £17.3 million e Cash conversion of 142% (2019/2020: 111%)
¢ Final dividend of 7.58 pence per share (2020: bonus issue

(2019/2020: £13.2 million)

e Diluted earnings per share, excluding highlighted items?,

with a value equivalent to 6.89 pence per share®)

grew by 15% to 18.68 pence (2019/2020: 16.23 pence)* o Special dividend of 9.78 pence per share

Notes

T For the year ended 29 February 2020, Bloomsbury had intended to declare a final dividend for the year of 6.89 pence per share. This would have resulted
in a total dividend for the year of 8.17 pence per share. Bloomsbury decided in light of coronavirus to conserve cash and therefore made a bonus issue to
Shareholders in lieu of, and with a value equivalent to, it's proposed final cash dividend of 6.89 pence per ordinary share. The dividend for the year ended
28 February 2021 includes a special dividend of 9.78p pence per share in recognition of the boom in trading this year.

2 Highlighted items comprise amortisation of acquired intangible assets, legal and other professional costs relating to ongoing and completed acquisitions and
restructuring costs, and a grant under the US Government Paycheck Protection Program.

ST )

Adjusted diluted EPS is calculated from profit before tax and highlighted items with taxation on profit before tax and highlighted items deducted.
Restatement of all prior periods earnings per share due to bonus issue of shares in the year.
Publishers association: 2020 Consumer Market up 7% year on year.

2019/2020: bonus issue in lieu of, and with a value equivalent to, proposed final dividend of 6.89 pence per share.

2 Bloomsbury Publishing Plc
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Operational highlights

Consumer division

e OQutstanding Consumer revenue growth of 22% to £118.3
million (2019/2020: £96.8 million)

e Consumer profit before taxation and highlighted items?
increased by 61% to £14.2 million (2019/2020: £8.9 million)

* Very strong Adult Trade performance, with revenue up 17%
to £43.7 million (2019/2020: £37.4 million) and profit before
taxation and highlighted items? up 145% to £3.9 million
(2019/2020: £1.6 million)

e Excellent Children’s Trade per'Formance, with revenue growth
of 26% to £74.6 million (2019/2020: £59.4 million) and profit
before taxation and highlighted items? up 42% to £10.4
million (2019/2020: £7.3 million)

e Sales of Sarah J. Maas' titles grew by 129% and Harry Potter
sales grew by 7%

e Appointment of lan Hudson as Managing Director, Consumer
Publishing, and Paul Baggaley, Editor-in-Chief, Adult
Consumer Publishing; an industry leading team to drive our
ambitious growth plans

Consumer revenue up by

Consumer profit up by

* significantly outperforming the industry's 7% growth®

Overview G

Non-Consumer division

Resilient Non-Consumer performance, with revenue growth of
1% to £66.8 million (2019/2020: £66.0 million)

Non-Consumer profit before taxation and highlighted items?
of £5.4 million (2019/2020: £6.7 million)

Bloomsbury Digital Resources (“BDR") revenues growth of
49% to £12.4 million (2019/2020: £8.3 million) and profit of
£2.9 million (2019/2020: £0.7 million)

Digital format sales now comprise 33% of Non-Consumer
revenues, a CAGR of 31% over four years

Good Academic & Professional performance, with revenue
growth of 3% to £44.3 million (2019/2020: £43.1 million) and
profit before taxation and highlighted items? of £4.3 million
(2019/2020: £4.8 million)

Acquisition of Red Globe Press assets in April 2021 for
£3.7 million, accelerating our digital growth and our
significant presence in humanities and social sciences
academic publishing

Voted “Academic, Educational and Professional Publisher of
the Year” at the 2021 British Book Awards

BDR partnerships with Taylor & Francis and Human Kinetics
launched, and new partnerships with Yale University Press,
Liverpool University Press and the Stratford Festival

Bloomsbury Digital Resources
revenue up by

Digital format sales comprise

of Non-Consumer revenues

Winner - Academic, Educational and Professional Publisher of the Year

“This is Bloomsbury’s third win in this
category in nine years: testament to

databases, backed by an effective Read
On campaign that promoted its support for

The
British

Book
Awards

consistently strong growth and innovation
that not even a pandemic could disrupt. In
fact, the closure of universities and schools,
and a sudden shift to remote learning,
played to Bloomsbury’s strengths in digital
resources, including its deep archives of
specialist research content and e-books.

It moved quickly to meet the needs of

students, teachers, academics and librarians,

opening up free access to a swathe of its

home study. There tends to be little overlap
between trade and academic publishing,
but in 2020 Bloomsbury showed a rare
mastery of both. “To grow sales in such a
tough year for all its staff, customers and
partners is remarkable,” said the judges.
“Bloomsbury is an all-round smart and
creative business with timely and topical
publishing... there's a strategic element to

" ou

everything it does”.

Extract from The Bookseller — www.thebookseller.com/british-book-awards/academic-publisher-of-the-year

Stock code: BMY
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Bloomsbury’s Culture

Our mission
Our mission is to be an entrepreneurial, independent publisher
of works of excellence and originality to a worldwide audience.

Our purpose

Our purpose is to inform, educate, entertain and inspire readers
of all ages. We champion a life-long love of reading and learning
to help build a reading culture with all the benefits which that
brings society.

Our people

Bloomsbury aims to promote a culture of creativity and
collaboration, inclusivity and respect, and ethical practice. Our
culture is shaped by our people, our common purpose, and our
shared values.

The pandemic has served to demonstrate how we live our
values. In the face of personal and professional challenge, our
colleagues have shown remarkable resilience, positivity and
determination to support the Company and each other, and to
keep serving our authors and our customers through a volatile
and uncertain period. The collaborative spirit with which our
teams have responded to the disruptions of the pandemic, the
agility with which they have adapted to working remotely, and
the creativity they have shown in pivoting to doing business in
a virtual world are reflective of Bloomsbury's strong and positive
culture.

Our success is due to the belief, commitment and hard work of
our talented employees, and never more so than this year. The
Board and senior management are committed to fostering this
culture of partnership and trust, entrepreneurship and agility in
support of individual and collective success and will continue

to demonstrate Bloomsbury’s values throughout their work and

Our values

/a0

Independence  Collaboration

0,

Entrepreneurial Author focus
spirit

Ethical
attitude

Optimism

discussions. Bloomsbury’s culture continues to evolve through
our HR initiatives and our work on diversity and inclusion which
are directed at capturing the full potential of the talented people
who work at Bloomsbury and driving value creation for our
stakeholders.

Engaging with our stakeholders and making good long-
term decisions

Stakeholder engagement is integral to how we do business

and to the formulation and execution of our strategy for
achieving long-term success. Respect and consideration for our
stakeholders in how we do business delivers better outcomes
not just for Bloomsbury, but for society as a whole. Through
broad engagement, our business decisions are informed by a
wide range of perspectives, allowing us to deliver value and
opportunities to our stakeholders groups, balanced between
both the short and the long term. The interests of our various
stakeholders and the consequences of any decision in the

long term are considered carefully by the Board. The Board
recognises that it sometimes has to make decisions based on
the competing priorities of our stakeholders. Our stakeholder
engagement enables the Board to understand and consider all
relevant interests and factors in its decision-making process in
order to select the course of action that best leads to the success
of Bloomsbury in the long term at the same time as serving the
interests of the Company’s stakeholders as a whole.

Nk

Determination Inclusiveness

Sustainability

4  Bloomsbury Publishing Plc
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Sustainability and ESG

Sustainability is at the heart of Bloomsbury’s business. It informs
our culture and our strategic priorities as set out on page 27 of
the Strategic Report.

Bloomsbury's core business of publishing books and resources to
inform, educate and inspire is itself a social good. Our activities
have a significant beneficial social impact globally through the
publication of a diverse and inclusive range of titles from an
international author base, across a wide range of genres and
disciplines. We promote literacy through our publications for
children and our work with literacy organisations and charities.
We support learning and help to advance equity through
education by way of our extensive portfolio of educational and
academic resources for teachers and students. We believe that
books have the power to change and shape lives, whether
consumed for entertainment or education. The pandemic,
combined with the social justice movements we have seen during
the year, have served to highlight the societal impact of books.
This has been illustrated by the huge upsurge in reading during
the pandemic and the significant increase in sales of books
about race and social inequalities. The National Literacy Trust has
reported, based on its 10th Annual Survey into children’s reading
in 2020, that 60% of the children surveyed felt that reading had
provided refuge and supported their mental well-being during
the period of lockdown. During school closures, Bloomsbury
was amongst a number of publishers which made educational
and other resources freely available to teachers and librarians

to support the continuing provision of education during these
periods.

We are committed to helping authors, both new and established,
bring original and powerful works across an array of genres

and subjects to readers and learners worldwide, sharing

ideas, knowledge and experience by publishing creatively and
effectively in all formats across the diverse lists of our Consumer
and Non-Consumer Divisions.

There is a pressing need to do more to enable and support the
inclusion of people from all backgrounds and identities in our
business and the wider publishing industry, to ensure that diverse
voices both reflect and shape our culture and society. The events
of the past year, the shocking death of George Floyd and the
social justice movement which followed it have highlighted the
urgency of taking ambitious steps to achieve this and we have
accelerated our activities in this area to drive change, both in
respect of our workforce and the books we publish.

Our social outreach includes significant donations to, and staff
volunteering with, various organisations seeking to support
literacy, alleviate poverty, reduce social inequalities and injustice,
and protect the environment.

We are determined to nurture and develop our employees to
their highest potential, and to promote a working environment
that stimulates creativity and collaboration, and is inclusive,
supportive and ethical. Our overriding priority during the

year and throughout the challenges raised by the coronavirus
pandemic has been the safety and well-being of our staff. We
have introduced a range of initiatives to support our employees,
including the provision of monetary allowances for the purchase
of equipment to facilitate working from home, fully flexible
working hours, mental health seminars and monthly worldwide
Town Halls to ensure Bloomsbury’s workforce is well-informed

Overview G

about business developments and management decisions

in response to the constantly changing circumstances of the
pandemic. In light of our experiences of remote working during
the pandemic, and in response to feedback from our workforce,
we have reviewed our working practices and are implementing
long-term changes which will allow for greater flexibility for
employees and a balance between home and office working.

We have made significant progress in our work on environmental
sustainability, including by setting emission reduction targets

to align with the goals of the Paris Agreement, and this area
remains of the utmost importance to Bloomsbury’s Board and
management.

4

We intend to undertake a materiality assessment in 2021/2022
to further identify and assess potential environmental, social and
governance issues that could affect our business and to better
understand the ESG topics that matter most to our internal and
external stakeholders. This insight will enable us to consider how
to further align our broader business performance and societal
impact with the expectations of our shareholders, stakeholders
and society at large, and will serve to prioritise areas of focus and
guide our future sustainability strategy and reporting.

Read more on each of these areas in our Corporate
Responsibility section on pages 65 to 81
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Bloomsbury at a Glance

Bloomsbury is an independent, international publisher, combining academic, educational and general fiction and non-fiction publishing for
consumers, children, teachers, students, researchers and professionals.

Bloomsbury offers authors and illustrators access to global markets in multiple formats and via multiple channels: in print, as ebooks
and audio books, through digital downloads and apps and via online educational databases; in schools, libraries and universities

and through terrestrial and online retailers. Our entrepreneurial teams in New York, London, Oxford, New Delhi, Sydney, and China
(through our joint venture partnership with China Youth Publishing Group and its subsidiary Roaring Lion Media) serve all territories.

Our mission and purpose are set out on page 4 of this Annual Report; our strategy for achieving our mission and purpose is
summarised on pages 25 to 27 of the Strategic Report.

Strong financial position

and liquidity

Bloomsbury’s growth remains strong as a result
of the successful execution of our diversified,
international strategy, organic digital growth
which has been accelerated by the coronavirus
pandemic, and by acquisition. The bulk of
Bloomsbury’s turnover each year comes from its
backlist: repeat sales on older titles and services.
Over 64% of revenues comes from outside the
United Kingdom. An increasing percentage of
revenue derives from digital formats, much of
which is annuity-based income. Bloomsbury had
cash reserves of £54.5 million at 28 February
2021, the result of excellent trading through

the pandemic and swift measures taken by

the Board to strengthen Bloomsbury’s balance
sheet and liquidity, as well as a more profitable
product mix.

Brand reputation

Bloomsbury’s brand reputation is for excellence
and originality and our brand is recognised
worldwide due to Bloomsbury’s high-calibre
authors and illustrators. Our publishing is known
for its high production values and award-winning
design, and our Academic list for its scholarly
excellence and focus on digital delivery to the
modern student.

s/

=

Global markets and partners

Bloomsbury has relationships with over 1,200
customers in over 90 countries worldwide.
Bloomsbury’s customer base ranges from
small independent bookshops to large online
retailers. In addition, we have relationships
with wholesalers for print and ebooks which
supply retail customers and libraries, both
public and academic. Bloomsbury also sells
direct to academic and educational institutions
and corporate and professional bodies via our
Academic and Professional digital resource
platforms, and direct to consumers via our
consumer-facing websites.

Diversified portfolio

Bloomsbury has a back catalogue of over
50,000 active titles and digital services.
These appeal to a wide range of audiences,
with an increasing percentage classified as
‘must have’ for professionals, academics and
students. Our Consumer lists are increasingly
diverse, with sizeable lists in specific areas

of non-fiction, such as cookery, sport, crime,
health and well-being and natural history,

as well as best-selling award-winning fiction
lists for both adults and children. This
diversified portfolio has enabled Bloomsbury
to benefit from recent changes arising out

of the coronavirus pandemic, including the
accelerated shift from print to digital products
to support remote learning and increased
consumer demand for titles across multiple
platforms and formats.

Bloomsbury Publishing Plc

www.bloomsbury.com



Our two operating Divisions

Overview G

The Group is organised as two worldwide publishing Divisions supported by global back office functions.
These Divisions reflect the core customers for our different operations.

Consumer Division

Non-Consumer Division

The Consumer Division publishes trade books for both adults
and children in print, ebook, and audio book formats, and
sells these books globally. The categories of titles that are
published in each of these Consumer subdivisions are as
follows:

e Adult Trade - fiction, non-fiction and cookery

e Children’s Trade - fiction, non-fiction, picture books, pre-school
titles and activity books

Profit* Revenue

The Non-Consumer Division comprises the Academic &
Professional, Special Interest and Education publishing
subdivisions within Bloomsbury. The Division provides content
for the following end-users:

e Academic institutions e Primary and secondary

e Libraries schools

e Teachers and trainee

e Corporates
teachers

e Professional bodies
e Special interest

e Students and Academics .
communities

Profit* Revenue

* Profit is profit before taxation, amortisation of acquired intangible assets and other highlighted items.
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. Consumer 64%
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Revenue split by sub-division

@ Adult 24%
. Children’s 40%
Academic & Professional 24%

Special Interest 12%
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Bestsellers 2020/2021

Print

Harry Potter Box
Set: The Complete

. Collection (Children’s

Paperback)

J.K. Rowling

Court of
Silver Flames

Sarah J. Maas

Harry Potter and the
Philosopher’s Stone

J.K. Rowling

Dishoom: From
Bombay with Love
Shamil Thakrar,
Naved Nasir and Kavi
Thakrar

Harry Potter Box
Set: The Complete
Collection (Children’s
Hardback)

J.K. Rowling

Why I'm No Longer
Talking to White
People About Race

Reni Eddo-Lodge

Harry Potter and the
Philosopher’s Stone:
MinaLima Edition

J.K. Rowling
Harry Potter and the
Chamber of Secrets
J.K. Rowling

Harry Potter and the
Philosopher’s Stone:
lllustrated Edition

J.K. Rowling

Harry Potter and the
Goblet of Fire

J.K. Rowling

iR

Crescent City:
House of Earth
and Blood

Sarah J. Maas

Court of Thorns
and Roses

Sarah J. Maas

Why I'm No
Longer Talking
to White People
About Race

Reni Eddo-Lodge

Court of Mist
and Fury

Sarah J. Maas

Court of Wings
and Ruin

Sarah J. Maas

Such a Fun Age
Kiley Reid

The Dutch House
Ann Patchett

Piranesi
Susanna Clarke

Throne of Glass
Sarah J. Maas

Court of Frost
and Starlight

Sarah J. Maas

B B B HE

Ei

= H =

[—y
B B

Audio

The Madness
of Crowds

Douglas Murray

Throne of Glass
Sarah J. Maas

The Anarchy
William Dalrymple

Why I’'m No Longer
Talking to White
People About Race

Reni Eddo-Lodge

Heir of Fire
Sarah J. Maas

Crown of Midnight
Sarah J. Maas

The Dutch House
Ann Patchett

Silk Roads
Peter Frankopan

Humankind
Rutger Bregman

Lost Connections
Johann Hari

Note: Rank is based on revenue.

www.bloomsbury.com
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2001 2000 1999 1998 18307

2003

HARHY

b
'

)

r'_.

HARKY

FIITTER

L

Harry Potter and the
Philosopher’s Stone published

The first hardback print run was
only 500 copies. To date, the entire
series has sold over 500 million
copies worldwide, more than the

combined populations of the UK,
Australia and the USA.

~Harry Potter and the Chamber

of Secrets published

Despite being the second
shortest book, this is the
Iongest film in the series.

Harry Potter and the Prisoner
of Azkaban published

“Bloomsbury published the book at

3.45 pm. to allow children time
to collect their copies after school

had finished.

Harry Potter and the Goblet of

~ Fire published

Booksellers coordinated the first
ever global midnight release
of a book (specifically, one minute
past midnight) so everyone could
experience the magic at the same time.

Fantastic Beasts and Where

" to Find Them and Quidditch

Through the Ages published
These companion books to the world
of Harry Potter to date have raised
over £20 million for Comic
Relief and Lumos.

Harry Potter and the Order of

- the Phoenix published

The phoenix is

one of J K. Rowling’s
favourite magical beasts
in the Harry Potter series.

2015

2007 2005

2008

2014

A B R Y
PIYITER

Harry Potter and the
Half-Blood Prince published

It would take one person 2,600
years to read every copy of Harry
Potter and the Half-Blood Prince sold
inthe UK alone on the first day of

its release.

Harry Potter and the Deathly
Hallows published
Fewer than seven people were

allowed to read the book before it
was published.

The Tales of Beedle the Bard

- published

The book was originally produced
in a limited edition of only seven
copies, each handwritten
and illustrated by J.K. Rowling.

Proceeds go to Lumos.

p A new face of Harry Potter,

*illustrated by Jonny Duddle,
is revealed

Jonny Duddle was

one of four

illustrators approached

by Bloomsbury to do a test cover.

The first fully illustrated
edition of Harry Potter,
illustrated by

Jim Kay, published

Jim Kay uses real-life people
to inspire his character
illustrations. He spotted his
Harry Potter on the London
Underground!

The first Harry Potter
Book Night

Harry Potter Book Night was held
for the first time on 4th February
2015. Fans, bookshops, schools
and libraries celebrated with a
total of OVER 12,000 events

around the world.

10
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POTTER"

¥ The second fully illustrated
edition of Harry Potter,
illustrated by Jim Kay,
published
Jim Kay was in spellbinding
form with his dazzling full-colour
illustrations in this stunning edition.

2016

Illustrated Edition of Fantastic
Beasts and Where to Find Them
published

The wild wonders of the Wizarding
world beautifully illustrated by
Olivia Lomenech Gill.

2017

_+  Harry Potter — A History
¥ of Magic: The Book of the
Exhibition published

The official book of the exhibition,
aonce-in-a-lifetime
collaboration between
Bloomsbury, J.K. Rowling and the
brilliant curators of the British Library.

Four Hogwarts House
Editions of Harry Potter
and the Philosopher’s Stone
published

26th June 2017 marked 20 years
since the first publication of Harry
Potter and the Philosopher’s Stone.

Harry Potter and the
Prisoner of Azkaban
Illustrated Edition published

More breathtaking scenes and
unforgettable characters,
illustrated by Jim Kay.

Overview HIIIEGE

* Illustrated Edition of
The Tales of Beedle the Bard
published

The original fairy tales from the
wizarding world reimagined by three
times winner of the Kate
Greenaway Medal, Chris Riddell.

2018

Harry Potter and the Goblet
of Fire Illustrated Edition
published

Dragons, daring and danger
abound in the fourth lllustrated
Edition by Jim Kay.

2019

Quidditch Through the Ages
Ilustrated Edition published

Bursting with glorious
illustrations and magical
memorabilia, illustrated by Emily
Gravett.

2020

Fantastic Beasts: The Wonder
of Nature published

The official companion to a unique
exhibition at the world-famous
Natural History Museum.

Stock code: BMY
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“This was the

year that showed
the benefits of
Bloomsbury’s long-

term diversification
strategy...the
Company emerges
from this troubled
year significantly
stronger than when
it went in.”

Sir Richard Lambert
Non-Executive Chairman

12 Bloomsbury Publishing Plc

Chairman’s Statement

This was the year that showed the benefits of Bloomsbury's long-term diversification
strategy. A strong backlist plus the bold decision to continue publishing new titles all
the way through the pandemic meant that the Company was able to ride the upswing in
consumer sales that started in the late spring, increasing its market share in the process.

On the Non-Consumer side, the investment in Bloomsbury Digital Resources (“BDR")
that has been sustained over the past five years allowed the Company to capitalise on
the switch to digital learning that has been accelerated by coronavirus. BDR achieved a
73% increase in the number of its academic customers over the year, helping to offset
the inevitable squeeze on academic print sales as libraries everywhere were obliged to
close their doors.

Taken together with high rates of cash conversion and a tightly managed balance sheet,
this means the Company emerges from this troubled year significantly stronger than
when it went in.

We are determined to build on this success in the years ahead. Investment in digital
channels will remain central to our plans, as will further expansion in Non-Consumer
publishing with its higher and more predictable margins and digital opportunities
around the world. On the Consumer side, there will be a renewed focus on discovering
and championing outstanding authors and illustrators, reinforcing Bloomsbury’s high
quality reputation. And of course, the Harry Potter series will remain a jewel in the
collection, continuing to enthrall new generations of young readers. The strong balance
sheet will allow Bloomsbury to make further acquisitions to reinforce its position in

both the Consumer and Non-Consumer sides of the business, balancing risk with
opportunities as they arise.

A progressive dividend policy remains a high priority for the Board, as can be seen by
the payments proposed for this past year. So does a commitment for the Company to
be a model when it comes to environmental matters. We have set and submitted for
validation demanding new targets against which to measure our performance, and this
subject is on the agenda at all our meetings.

The past year has shown the resilience of Bloomsbury people everywhere, with a
seamless shift to working from home and innovative ways of communicating with

each other and developing the business. All this has inevitably taken its toll in terms
of stresses and strains, and | would like to thank them all for their extraordinary
performance in the most challenging of circumstances. Nowhere has the impact of the
pandemic been more devastating than in India, and on behalf of the Company and its
Shareholders | would like to send our deepest sympathy to those of our colleagues in
Delhi who have suffered great personal losses in recent months.

John Warren, who joined the Board in 2015, will step down at the Annual General
Meeting in July. We will greatly miss his sound judgement, wide experience, and good
humour. He will be succeeded as Chair of the Audit Committee and Senior Independent
Director by Leslie-Ann Reed. Baroness Lola Young of Hornsey joined the Board earlier
this year, bringing with her a wealth of understanding in cultural and diversity matters.
Nigel Newton was awarded the CBE in the New Year Honours list, a great tribute to his
contribution to the publishing business and to millions of readers. Three cheers for him.

The current year has got off to a good start. There is a strong list of publications
planned for the coming months, and the recent acquisitions are settling in well. Some
of the clouds that loomed so large a year ago have started to lift. | am confident that
Bloomsbury is in good shape to make further progress.

Sir Richard Lambert,
Non-Executive Chairman

www.bloomsbury.com
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“The popularity of
reading has been
a ray of sunshine in
an otherwise very

dark year.”

Nigel Newton
Founder and
Chief Executive
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Bloomsbury Publishing Plc

Chief Executive’s Review

Our mission at Bloomsbury is to be an entrepreneurial, independent publisher of works
of excellence and originality to a worldwide audience.

Our purpose at Bloomsbury is to inform, educate, entertain and inspire readers of all
ages. We champion a life-long love of reading and learning to help build a reading
culture with all the benefits that brings society.

Our values are to be independent, entrepreneurial, collaborative, author-focused,
ethical, optimistic, determined, inclusive and sustainable.

Embedded in our purpose is the social good that comes from publishing. Many of our
books are in themselves a social good which have made a positive impact on readers
and, in a few cases, helped make the world a better place. The Harry Potter series, aside
from its commercial success, encouraged more reluctant readers — especially boys - to
pick up a book and read for pleasure around the world than any other book published at
that time. Books about structural racism like Why I’'m No Longer Talking to White People
About Race by Reni Eddo-Lodge and White Rage by Carol Anderson have the power to
educate and contribute to a change of attitudes in society.

Our clear sense of purpose, and our shared values, are the foundation of Bloomsbury’s
strategy for building a sustainable business and guide our priorities and decision-making
throughout the Group. They shape our culture and define Bloomsbury’s character. They
unite and connect colleagues around the world and are the cornerstone of our approach
to publishing.

We are committed to helping authors, both new and established, bring original

and powerful works across an array of genres and subjects to readers and learners
worldwide, sharing ideas, knowledge and experience, and challenging the status quo.
Our independence allows us the freedom to publish in a manner that reflects the value
we place on being inclusive by publishing works from a wide spectrum of international
— and often contrarian - voices. We are entrepreneurial in the way we seek out new
opportunities to reach more readers and learners, whether by entering into new
markets, as we have done with Bloomsbury China, or leveraging our digital rights and
our resources in response to the increasing demand for digital products. Determination,
optimism and high standards underline the actions we take in pursuit of our purpose,
and inform our dealings with all our stakeholders.

I am grateful to our colleagues for demonstrating the strong and positive culture of
Bloomsbury in the way in which they have risen to meet the challenges of the pandemic,
and their commitment to ensuring Bloomsbury's continued success in the midst of a
global crisis and during what has been a personally and professionally demanding

time. Bloomsbury’s excellent performance despite the volatility and difficulties of the
pandemic, including the closure of many of our customers worldwide during periods of
lockdown, is testament to how our values drive our behaviours, and to the strength and
cohesion of the Bloomsbury community.

A AW Ak BEEREELIAG rodl S | leitaT TiaPl WENTANTRIS

Reni Edda-Llodge

WHY I'M
NO LONGER
TALKING

ANDERSON
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The pandemic has served to illustrate
and reinforce the importance of fostering
a strong company culture and sense of
belonging amongst our colleagues. It has
also highlighted the interdependence

of Bloomsbury and its stakeholders and
the importance of nurturing long-term
relationships with our stakeholders

based on a strong understanding of their
interests and concerns.

Strategy

Bloomsbury’s long-term growth strategy is
aimed at diversifying into digital channels
and building quality revenues, increasing
earnings and building on the strategic
success of the last six years. To achieve
this, we are focused on a number of long-
term strategic objectives, which include:

e Non-Consumer

— Grow Bloomsbury’s portfolio
in Non-Consumer publishing.
Non-Consumer publishing is
characterised by higher, more
predictable margins and greater
digital and global opportunities.
2020/2021: delivered 52% growth
in Non-Consumer digital.

— Achieve BDR revenue of £15
million and profit of £5 million for
2021/2022.

2020/2021: delivered £12.4 million
revenue, up 49%, and profit of £2.9
million, up £2.2 million.

e Consumer

— Discover, nurture, champion and
retain high-quality authors and
illustrators, while looking at new
ways to leverage existing title rights.
2020/2021: Bestsellers included
Why I'm No Longer Talking to White
People About Race by
Reni Eddo-Lodge, Such a Fun Age
by Kiley Reid, Piranesi by Susanna
Clarke and Humankind by Rutger
Bregman.

— Grow our key authors through
effective publishing across all
formats alongside strategic sales
and marketing.

2020/2021: 129% growth in sales
of Sarah J. Maas title sales, with
both new titles: Crescent City:
House of Earth and Blood and A
Court of Silver Flames reaching
Number One on the New York
Times bestseller list.

— As the originating publisher of J.K.
Rowling’s Harry Potter, to ensure
that new children discover and
read it for pleasure every year.
2020/2021: 7% growth in Harry

Potter title sales, 23 years after first

publication.

International Expansion

- Expand international revenues
and reduce reliance on UK market.
2020/2021: increased overseas

revenues to 64% of Group revenue;

81% of Academic BDR sales are
international.

Employee Experience and
Engagement

Our success is driven by our
colleagues’ expertise, passion and
commitment. We understand the
importance of attracting, supporting
and engaging colleagues wherever
they work.

Strategic Report [N

To be an attractive employer for
all individuals seeking a career in
publishing regardless of background
or identity;

Focus on targeted initiatives

to create an environment that
promotes diversity, nurtures
talent, stimulates creativity and
collaboration, supports well-being
and is respectful of difference.
2020/2021:

Expanded our Diversity and
Inclusion ("D&I") Working Groups,
supported by our nine employee-
led network groups;

Appointed Baroness Young to the
Board to help Bloomsbury improve
our D&l practices;

With our staff, we are working on
recruitment, staff engagement,
training and our networks;

Stock code: BMY
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Chief Executive’s Review

continued

Revenue

Diluted earnings per share
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With our publishing, we seek to
publish diverse voices. We intend
to monitor our publishing so we
can ensure our list balance is
representative of the societies
we live in, and partner with
organisations that can help us
achieve these aims;

Continued focus on employee
engagement and development
initiatives, including Employee
Voice Meetings, monthly online
Town Halls and our apprenticeship
and mentoring schemes; and

Increased flexible working to
support employees.

e Sustainability

Continue to switch to renewable
energy across all sites, with the goal
of net zero emissions in line with the
Paris Agreement.

2020/2021:

Measured Scope 1 and 2 emissions,
our operational footprint, and set
reduction targets in line with the

Paris Agreement. Measured Scope

3 emissions for the first time and set
targets; we are committed to working
with our suppliers to make further
significant emissions reductions
across our supply chain. Our Scope 1,
2 and 3 targets have been submitted
to the SBTi for validation;

— Recognised by the Financial Times’
‘Europe’s Climate Leaders 2021 —
the 300 companies that achieved
the greatest reduction in their
greenhouse gas emissions intensity
between 2014 and 2019, aligned with
revenue growth; and

— Supporting the Woodland Trust and
Reforest'Action for three years.

Creating value for stakeholders
Bloomsbury creates value for our
stakeholders through our business model,
set out on page 24.

Highlights for 2020/2021 are:

Consumers and society

We publish works of excellence and
originality — to inform, educate, entertain
and inspire, supporting literacy and
culture. During the year, the excellence
of our publishing was recognised
through prizes including the British Book
Awards Non-Fiction Book of the Year

for Lisa Taddeo’s Three Women, and No
Visible Bruises by Rachel Louise Snyder
achieving both the Hillman Prize for Book
Journalism and the Helen Bernstein Book
Award for Excellence in Journalism.

Our economic and social contribution

to our communities was delivered
through tax contributions, charitable
donations, set out on pages 65 to 68,
and partnerships, including publishing
The Book of Hopes and Portraits for NHS
Heroes with donations to NHS Charities
Together.

Authors and illustrators

We help our authors and illustrators to
create stories and communicate ideas

to a global audience, connecting them
with readers worldwide through multiple
formats and channels. Bestsellers in the
year included the Sunday Times and

New York Times bestseller Why I'm No
Longer Talking to White People About
Race by Reni Eddo-Lodge, Such a Fun
Age by Kiley Reid, Lose Weight and

Get Fit by Tom Kerridge, Three Women
by Lisa Taddeo, White Rage by Carol
Anderson and Women Rowing North by
Mary Pipher. Frontlist success came from
new titles including Humankind by Rutger
Bregman, the New York Times bestsellers
Piranesi by Susanna Clarke and Outlawed
by Anna North.

Shareholders

We are a resilient, global publishing
company with a diversified portfolio.
Our strong and resilient diversified,

international strategy enabled us to

16 Bloomsbury Publishing Plc
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deliver 25% growth in diluted earnings
per share, to 16.71 pence.

In light of our strong financial position,
confidence in the business and the
importance of delivering attractive
Shareholder returns in accordance with
our dividend policy, the Board proposes
an increase of 10% to our final dividend to
7.58 pence per share. In addition, and in
recognition of such a boom in trading this
year, we are proposing a special dividend
of 9.78 pence per share. The Board
greatly appreciates the support of our
Shareholders during such unprecedented
circumstances.

Since the year end, we have achieved
another key step in the delivery of our
strategic growth strategy and driving

our Non-Consumer business, with the
acquisition of the Red Globe Press list.

Bloomsbury is well positioned for the
future, with significant headroom for
further acquisition opportunities.

Employees

We create rewarding work, enabling
ongoing professional development, and
the opportunity for our employees to
align with a business with a strong socially

"

responsible purpose, entrepreneurial spirit
and compelling global opportunity in a
dynamic marketplace. During the year,
we continued our focus on employee
engagement and development initiatives,
including Employee Voice Meetings,
monthly online Town Halls, mentoring
schemes, expansion of Diversity and
Inclusion (“D&I"”) Networks which
complement and inform the activities of
our D&l Working Group, and increased
flexible working to support employees.

Partners

We generate business activity that creates
commercial opportunity for our supplies,
business partners and commercial
customers.

In addition, during the year, we supported
independent bookshops during

lockdown by sharing our ecommerce

and distribution channels. Since then, we
worked with the Booksellers Association
supporting and championing independent
bookshops as they reopen.

Key risks and management
The focus of Bloomsbury’s risk
management process is on identifying,
evaluating and managing risk, with the

R/

RRIGID KEMMERER
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goal of supporting the Group in meeting
its strategic and operational objectives.

The principal risks of the Group and how
these link to our strategic priorities are set
out on pages 48 to 54.

Overview of 2020/2021
The popularity of reading has been a ray
of sunshine in an otherwise very dark year.

The year ended 28 February 2021 saw an
outstanding performance by Bloomsbury,
with 14% revenue growth to £185.1
million (2019/2020: £162.8 million) and

a 22% increase in profit before taxation
and highlighted items to £19.2 million
(2019/2020: £15.7 million). Profit before
taxation increased by 31% to £17.3 million
(2019/2020: £13.2 million).

The strength of demand for our titles, in
print, ebook and audio, and the surge in
sales of our digital products, demonstrate
the strength of our long term growth
strategy.

Our Bloomsbury Digital Resources
("BDR") strategy positioned us well
to deliver further growth from the
accelerated shift to digital learning,
with a 73% increase in the number of

Stock code: BMY
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Chief Executive’s Review

continued

Academic customers during the year. BDR
delivered 49% revenue growth year-on-
year and generated profit of £2.9 million
(2019/2020: £0.7 million).

The highlighted items of £1.8 million
(2019/2020: £2.5 million) consist of the
amortisation of acquired intangible assets
of £1.8 million (2019/2020: £1.7 million),
one-off legal and other professional

fees relating to the acquisitions and
restructuring costs of £1.3 million
(2019/2020: £0.6 million) and a one-off
US government grant under the Paycheck
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Protection Program of (£1.3 million). The
effective rate of tax for the year was 21%
(2019/2020: 21%). The adjusted effective
rate of tax, excluding highlighted items,
was 20% (2019/2020: 19%). Diluted
earnings per share, excluding highlighted
items, grew 15% to 18.68 pence
(2019/2020: 16.23 pence). Including
highlighted items, profit before tax was
£17.3 million (2019/2020: £13.2 million)
and diluted earnings per share grew 25%

to 16.71 pence (2019/2020: 13.40 pence).
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Consumer Division

The Consumer Division consists of Adult
and Children’s trade publishing. The
Consumer Division generated outstanding
revenue growth of 22% to £118.3 million
(2019/2020: £96.8 million). Profit before
taxation and highlighted items increased
by 61% to £14.2 million (2019/2020: £8.9
million). Profit before taxation increased
to £14.2 million (2019/2020: £8.8 million).
The excellent performance was from both
the Adult and Children’s divisions, across
front and backlist titles.

Bloomsbury’s Consumer growth
outperformed the rest of the UK market,
in both print and digital formats; the
Publishers Association reported Consumer
growth of 7% for 2020.

Adult Trade

The Adult division achieved very strong
growth with a 17% increase in revenue to
£43.8 million (2019/2020: £37.4 million)
and profit before taxation and highlighted
items increasing by 145% to £3.9 million
(2019/2020: £1.6 million). This was driven
by bestsellers from our front and backlist.

Bestsellers in the year from our backlist
included the Sunday Times and New
York Times bestseller Why I'm No Longer
Talking to White People About Race by
Reni Eddo-Lodge, the Sunday Times
bestsellers Such a Fun Age by Kiley Reid,
Lose Weight and Get Fit by Tom Kerridge
and Three Women by Lisa Taddeo. New
York Times bestsellers included White
Rage by Carol Anderson and Women
Rowing North by Mary Pipher. Further
backlist bestsellers included Dishoom:
From Bombay with Love by Shamil Thakrar,
Kavi Thakrar and Naved Nasir and The
Song of Achilles by Madeline Miller.

Frontlist success came from new titles
including Humankind by Rutger Bregman,
the New York Times bestsellers Piranesi
by Susanna Clarke and Outlawed by Anna
North, The Book of Trespass by Nick
Hayes, We Are Bellingcat by Eliot Higgins
and The Mask Falling by Samantha
Shannon.

Children’s Trade

Children’s sales also delivered excellent
growth, with a 26% increase to £74.6
million (2019/2020: £59.4 million).

Profit before taxation and highlighted
items increased by 42% to £10.4 million
(2019/2020: £7.3 million). Sales of the
Harry Potter titles were 7% ahead of last
year. Harry Potter and the Philosopher’s
Stone was the third bestselling children’s
book of the year on UK Nielsen Bookscan.

18 Bloomsbury Publishing Plc
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A Bloomsbury acquired certain assets of Zed Books Limited in March 2020

Harry Potter and the Philosopher’s Stone,
Harry Potter and the Chamber of Secrets
and Harry Potter and the Half-Blood Prince
were all Sunday Times bestsellers in the
year, showing the reach of this classic
series, 24 years after it first began.

Sarah J. Maas' sales grew by 129%
compared to last year, with two new New
York Times and Sunday Times bestselling
titles published during the year: Crescent
City: House of Earth and Blood, in March
2020, and A Court of Silver Flames, in
February 2021, and strong backlist sales.
Other highlights on the Children’s list
included the third in Brigid Kemmerer's
Cursebreaker trilogy, A Vow So Bold and
Deadly, Skysteppers by Katherine Rundell,
Cinderella is Dead by Kaylynn Bayron,
The World Made a Rainbow by Michelle
Robinson, illustrated by Emily Hamilton,
and Ways to Make Sunshine and Love is a
Revolution by Renee Watson.

Non-Consumer Division

The Non-Consumer Division consists

of Academic & Professional, including
Bloomsbury Digital Resources, and Special
Interest. Revenues in the division increased
by 1% to £66.8 million (2019/2020:

£66.0 million). Profit before taxation and
highlighted items for the Non-Consumer
Division was £5.4 million (2019/2020: £6.7
million). Profit before taxation was £3.6
million (2019/2020: £5.0 million).

Academic & Professional revenues
increased by 3% to £44.3 million
(2019/2020: £43.1 million) and profit
before taxation and highlighted items was
£4.3 million (2019/2020: £4.8 million).
The accelerated demand for digital
products and swift adoption of digital
learning by academic institutions helped
drive excellent performance of BDR

and accelerated demand for ebooks,
which offset reduced print sales. Our
Academic digital growth outperformed
the rest of the UK market, with our BDR
digital strategy, conceived six years

ago, ahead of and benefiting from the
market changes. Our achievements were
recognised at the 2021 British Book
Awards, winning Academic Publisher of
the Year.

We are focused on delivering further
digital growth from accelerating our
established and most successful digital
products, including the award-winning
Drama Online, building partnerships

and launching new products. Key
achievements during the year,
demonstrating the opportunities to
further leverage our digital platforms and
content, were:

e 73% increase in the number of
Academic customers during the year;

® Maintaining our customer renewal rate
above 90%;

Strategic Report [N

e Growth of Bloomsbury Collections
to over 13,000 front and backlist
Bloomsbury Academic titles; over 40%
higher than last year. These include
titles from our acquisitions of Oberon
and Zed;

e Launch of the new content
partnerships with Taylor & Francis and
Human Kinetics;

* New partnerships with Yale University
Press, Liverpool University Press and
the Stratford Festival.

Special Interest revenue was £22.5 million
(2019/2020: £22.9 million), and profit
before taxation and highlighted items was
£1.1 million (2019/2020: £1.9 million),
with resilient demand for wildlife titles,
Wisden and Osprey games during the
year.

Acquisitions

In March 2020, we acquired certain
assets of Zed Books Limited (“Zed"), the
London-based academic and non-fiction
publisher. The consideration was £1.7
million, of which £1.5 million was satisfied
in cash on completion and during the
year and the remainder paid in March
2021. Zed has been integrated into
Bloomsbury’s Academic & Professional
division.
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continued

During the year, we also integrated
Oberon Books Ltd (“Oberon”), acquired
in December 2019, into the Academic &
Professional division, and included its key
titles in Drama Online.

Since the year end, in April 2021, we
have achieved another key step in the
delivery of our strategic growth strategy
and driving our Non-Consumer business,
with the acquisition of certain assets of
Red Globe Press ("RGP"), the academic
imprint, from Springer Nature Group, as
previously announced. The consideration
was £3.7 million, £1.8 million of which was
satisfied in cash on completion in June
2021. The acquired RGP titles are a good
strategic fit, strengthen Bloomsbury’s
existing academic publishing, and
establish new areas of academic
publishing in Business and Management,
Study Skills and Psychology. RGP's three
digital products will be migrated to BDR’s
own platform and its content added to

Bloomsbury Collections.

Bloomsbury has a strong and successful
track record in strategic acquisitions, with
17 acquisitions completed since 2008. We
are actively targeting further acquisition
opportunities in line with our long-term
growth strategy.

Cash and financing

Bloomsbury's cash generation was strong
with cash at the year end of £54.5 million,
up £23.1 million, and cash conversion

of 142% (2019/2020: 111%). During the
year, we invested £0.9 million of capital
expenditure in BDR and £1.5 million of
the £1.7 million cash consideration for the
acquisition of Zed Books Limited.

The Group has an unsecured revolving
credit facility with Lloyds Bank Plc. The
facility comprises a committed revolving
loan facility of £8 million in the first

half and an additional £4 million in the
second half, totalling £12 million, to
match Bloomsbury’s cashflow cycle, and
an uncommitted incremental term loan
facility of up to £6 million. At 28 February
2021, the Group had no draw down
(2020:£nil) of this facility.

Dividend

The Group has a progressive dividend
policy aiming to keep dividend earnings
cover in excess of two times, supported
by strong cash cover. The Board is
recommending a final dividend of 7.58
pence per share, totalling £6.2 million.
Together with the interim dividend, this
makes a total dividend for the year ended
28 February 2021 of 8.86 pence per share,

* Aja Naomi King Photo By Matt Pefit

an 8% increase on the 8.17 pence value
of the dividend for the year ended 29
February 2020.

The Board greatly appreciate the
support of our Shareholders during

such unprecedented circumstances

last year and we are also proposing a
special dividend of 9.78 pence per share,
totalling £0.8 million.

Subject to Shareholder approval at our
AGM on 21 July 2021, the final and
special dividend will be paid on 27 August
2021 to Shareholders on the register on
the record date of 30 July 2021.

Including the proposed 2020/2021 final
dividend, over the past ten years, the
dividend has increased at a compound
annual growth rate of 6.5%.

Social Initiatives

As part of Bloomsbury