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PERLPARA 

Rebuilding a more resilient model 

IG Design’s FY22 results reflect both a challenging cost environment and the 
group’s unwavering service commitment to its customers, with the former 
unable to be recouped and the latter incurring significant incremental costs. 
The priority now turns to building a more robust business model. 

▪ FY22 results − in line with guidance. The group’s FY22 results were in line 
with April’s trading update guidance, reflecting exceptional margin and 
cost pressures precipitated by global freight shortages and wider supply 
chain disruptions. Demand for the group’s products remained reassuringly 
robust (revenue +11%), with customer service levels maintained but with 
much higher costs incurred. The group delivered an adjusted operating 
margin of 0.4%, compared with FY21’s 4.3%, and an adjusted loss before 
tax of £1.3m. Year-end net cash stood at $30.2m (FY21: $76.5m), driven 
by increased costs and higher working capital investments. 

▪ Strategic reset − building a more resilient model. The immediate 
strategic objective for the group is establishing a return to profitable and 
sustainable growth. With the International division holding up better in 
FY22, much of the focus will be on the Americas division, with three 
strategic priorities already identified. With the key CEO roles for both the 
group and the Americas division yet to be filled, the group will publish 
more details of its strategic formulation at the interim results stage. 

▪ Positive factors − underpinning recovery outlook. Despite a difficult year, 
we would highlight several positive factors supporting medium-term 
recovery prospects. First, continuing support from two core stakeholder 
groups, namely IG Design’s customers and banking consortium, in the 
form of continuing sales growth and an extended facility agreement, 
respectively. In addition, the group remains EBITDA positive and continues 
to generate cash from operations, implying – in our view – no need for 
additional capital to deliver its reset strategic goals. 

▪ Forecasts − a challenging short-term outlook. As summarised below, we 
have made some revisions to the shape of our FY23E forecasts, with the 
group guiding to a similar level of adjusted PBT loss as in FY22. The 
anticipated adjusted operating margin improvement will be broadly offset 
by higher finance charges arising from higher average debt levels and the 
revised bank facility terms. Margins should expand beyond FY23E, but we 
await more details at the FY23 interims before formalising forecasts. 
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FYE MAR ($M)  2020 2021 2022 2023E 

Revenue  624.3 873.2 965.1 981.0 

Adj EBITDA  59.5 73.3 38.3 39.5 

Fully Adj PBT  35.4 32.8 (1.3) (1.7) 

Fully Adj EPS (c)  32.7 22.2 (7.7) (3.3) 

EV/Sales (x)  0.1x 0.1x 0.1x 0.1x 

EV/EBITDA (x)  0.9x 0.7x 1.3x 1.3x 

PER (x)  2.6x 3.8x N/A N/A 

Source: Company Information and Progressive Equity Research estimates. 
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Look to the future now…it’s only just begun 

What a difference a year makes 

A year ago, IG Design, together with many other industries and businesses, was expecting 
to deliver significant growth in both turnover and earnings as the world looked forward to 
economic recovery in a post-pandemic world. On the back of this, the group laid out its 
new Growth Plan up to FY25E, targeting revenue of $1.5bn to be delivered through a 
combination of organic growth and acquisitions, within its FY21 results.  

Twelve months on, and IG Design and the wider commercial universe are looking at a very 
different backdrop, necessitating a review and realignment of medium-term ambitions and 
objectives. At the time we noted that the growth anticipated for FY22 was dependent on 
progress continuing to be made on the reopening of the global economy. While progress 
was made to some degree, there have been accompanying factors that have more than 
offset this for many companies. The group’s margins and earnings were adversely impacted 
by the pincer effects of constrained freight availability and supply chain disruptions. These 
resulted in substantial and rapid price inflation in freight and raw material costs, with 
mitigation limited by the terms of existing contracts with customers.  

While the rate of inflation in some areas has shown signs of easing against recent historic 
rates, its impact continues to be felt. Compounding this more recently, the Russian invasion 
of Ukraine and consequent sanctions have resulted in further disruption, prompting painful 
price rises in many commodity markets, including oil, gas, foodstuffs and fertiliser to name 
but a few. This has pushed inflation to levels last experienced several decades ago and the 
phenomenon of a new cost-of-living crisis.  

With FY22 adjusted operating margin falling to 0.4%, compared with 4.3% in FY21, the 
group’s priorities have shifted to a recovery of its financial performance based on the 
development of a more robust and resilient business model. The main focus of this effort 
will fall on the DG Americas division, where adjusted operating profit saw a $30m swing to 
an $11.7m loss compared with FY21.  

Efforts are already underway to redress the situation in DG Americas. Three priorities have 
been identified, with a view to returning the division back to an operating margin of 5%-
6% by FY25E. These are: 

▪ Balancing customer pricing to supply chain cost inflation. 

▪ Driving immediate and longer-term cost savings. 

▪ Addressing the commercial proposition to align the product offering to the new 
price:cost environment by simplifying the commercial architecture, driving margin and 
reducing inventories. 

In terms of financial levers and metrics, the two key levers can be expressed most simply 
as gross margin improvement and enhanced operating cost efficiency.  
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We remain, however, in the early stage of a more formal strategic review and development 
of a new strategic plan to replace the Growth Plan presented last year. This is complicated 
by the fact that key positions need to be filled given personnel changes in recent months. 
The group is actively seeking a new Group CEO and a divisional CEO for DG Americas. Given 
the importance of the strategic reset, it will be imperative that the new incumbents of 
these key positions fully buy into the new strategy, ideally having been able to help shape 
it as well. Given this position, it is both sensible and correct that the group has said it will 
provide more details alongside the interim results later this year, once the strategy has 
been revisited and reformulated by the new Board.  

The group has highlighted five key objectives expected to be addressed by the new 
strategy, namely: 

▪ Reducing complexity, better leveraging expertise and scale, and improving sales mix. 
This will be achieved by a thorough review of the group’s activities, markets and 
product portfolio. 

▪ Improving margins. This will be achieved through a combination of factors including 
customer terms, product design, product mix and enhanced procurement processes. 

▪ Developing a more resilient supply chain. This will cover sourcing, the group’s 
manufacturing base, together with supplier and customer terms. 

▪ Lowering working capital levels. This should be achieved from the initiatives outlined 
above, in conjunction with enhanced forecasting and planning processes. 

▪ Establishing strong leadership and management teams across the group. The 
organisational structure will be reviewed, with the aim of better leveraging the group’s 
expertise and scale. It will also seek to foster a closer alignment with delivery of the 
group’s strategy.  

 

To the last point, it should be noted that in keeping with the development of a new 
strategy, the group intends to develop a new and more appropriate incentive scheme over 
the coming months. To that end, IG Design has announced that it is cancelling the grants 
made under the Long-Term Incentive Value Creation Scheme announced in February 2021. 

FY23E will represent the first year along the path to re-establish margins more akin to those 
achieved historically. This first step could be summarised as a year of stabilisation. Against 
a backdrop of continuing pressures and uncertainties, the group is guiding to expectations 
of an adjusted loss before tax broadly flat on that achieved in FY22. This masks an expected 
slight improvement, gradually achieved, in operating margins, notably in DG Americas, 
albeit offset by increased finance costs. These higher finance costs result from a higher 
level of average debt expected in FY23E of some $75-85m, compared with $17.2m in FY22, 
driven by higher working capital requirements and the revised terms of the new and 
extended (to 31 March 2024) banking agreement.  

The group did not announce a final dividend, in line with previous guidance, and has 
declared its aspiration to resume dividend payments in due course, based on its historical 
policy. The Board does not expect to pay a dividend for the FY23 financial year, based on 
the current outlook, but aspires to return to the dividend list in the FY24 financial year. 
Resumption of dividend payments within the remaining term of the new facility agreement 
will require majority lender approval.  
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As outlined on the front page, we see several positive factors underpinning the group’s 
recovery outlook. A critical one among these is the strength of ongoing demand for the 
group’s products. There is encouraging evidence of this demand strength thus far in FY23E, 
with the group reporting a healthy order book for FY23E. The order book stands at 71% of 
budgeted revenues, compared with 60% at the same stage last year. Some of this may 
possibly reflect an earlier commitment by customers to secure orders and ensure smooth 
product flow. Even if this is the case, underlying demand for the group’s products appears 
robust and should be seen as a reassuring sign.  

FY22 results 

The following table summarises the financial results for FY22. It focuses on the adjusted 
results, which are the group’s preferred measure of underlying performance. These strip 
out material items of a non-recurring or exceptional nature, both negative and positive. It 
should be noted that FY22’s results include a change, with share-based payments no longer 
defined as an adjusting item. The group has restated its historical results to reflect this 
change. Please note that we have only adjusted our reporting of FY21 results to incorporate 
this change, with FY20 figures still including these costs as an adjusting item. For reference, 
the FY20 adjustment was small, with adjusted EBITDA and PBT on the revised reporting 
basis of £59.8m and £35.7m, respectively. A table showing the breakdown of adjusting 
items for FY22 and FY21 to the PBT level is included below. A more detailed explanation of 
the individual lines can be found within the published RNS of the FY22 results. 
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Summary of FY22 results vs FY21 ($m) 

  

Source: IG Design, Progressive Equity Research 

Despite the double-digit increase in revenue achieved (+10% on a constant currency basis), 
the key driver of the profit and profit margin declines delivered in FY22 was the 510bps 
decline in gross margin to 12.4%. Gross profit, or more accurately stated the Cost of Goods 
Sold line, bore the brunt of the raw material and supply chain cost increases, along with an 
average 3x increase in freight rates across the year. Two key raw materials, namely paper 
and polypropylene (for the ribbons and bows business in DG Americas), saw respective 
average price rises of 50% and over 100% compared with the average prices paid in FY21. 
Employee turnover also increased within the manufacturing and distribution functions, 
which has driven up labour rates, notably in the US and the UK, with a consequent 
reduction in operating efficiencies. To counter these pressures, the group has increased 
wages and salaries in order to both remain competitive and ensure operational continuity. 

The reduction in adjusted EBITDA, EBIT and PBT margins was also significant, but mitigated 
to some degree by a 70bps improvement in the operating cost ratio. The following table 
provides further insight into the results, showing both the reported and adjusted figures 
across the P&L. The adjusted diluted loss per share of 7.7 cents reflects the lower adjusted 
earnings, together with a non-cash one-time reversal of deferred tax assets in relation to 
the UK business. 

FY22 FY21 Variance % change
Revenue 965.1 873.2 91.9 11%

Adjusted gross profit 119.7 152.8 (33.1) (22%)

Gross margin 12.4% 17.5% (5.1%)

Adjusted EBITDA 38.3 73.3 (35.0) (48%)

Adjusted EBITDA margin (%) 4.0% 8.4% (4.4%)

Adjusted operating profit 3.8 37.8 (34.0) (90%)
Adjusted operating profit margin (%) 0.4% 4.3% (3.9%)

Finance charge (5.1) (5.0) (0.1) 2%

Adjusted PBT (1.3) 32.8 (34.1) (104%)

Adjusted profit after tax (4.6) 24.0 (28.6) (119%)

Adjusted diluted EPS (c) (7.7) 22.2 (29.9) (135%)

Dividend (p) 1.25 8.75 (7.5) (86%)

Dividend (c) 1.7 11.8 (10.1) (86%)

Adjusting items 3.5 (18.1) 21.6 (119%)
Reported PBT 2.2 14.7 (12.5) (85%)

Reported PAT (0.3) 10.4 (10.7) (103%)

Reported diluted EPS (c) (3.3) 8.4 (11.7) (139%)

Net (debt)/cash 30.2 76.5 (46.3) (61%)
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Overview of FY22 and FY21 key financial metrics – reported and adjusted 

  

Source: IG Design, Progressive Equity Research 

 

Year-end net cash was $30.2m, with average leverage rising to 1.0x, compared with 0.0x 
for FY21. This reflects the lower level of Adjusted EBITDA, and a $15m increase in average 
debt to $17.2m. Capex of $8.3m was marginally higher than in FY21, and is expected to be 
broadly similar for FY23E. There was a significant increase in the working capital outflow to 
$31.7m, compared with an outflow of $9.1m in FY21. The prime element behind this was 
the $57m inventory build, reflecting both price inflation, notably in Q4, and a defensive 
building of volumes to ensure future availability. Finished goods at the year-end stood 
some 31% higher than at the prior FY21 year-end, with raw materials some 62% higher. 

Breakdown of adjusting items 

 

Source: IG Design, Progressive Equity Research 

We now turn to the divisional performances of DG Americas and DG International (UK, 
Europe and Australia) within the overall results. 

Divisional performance 

The following table shows the financial performance of the two key reporting divisions. It 
can clearly be seen that the larger DG Americas division, accounting for almost 70% of 
group sales, had a difficult year. Despite a 7% increase in revenue, the division swung into 
an operating loss of almost $12m, with the adjusted operating margin declining by some 
520bps. In contrast, DG International delivered revenue growth of 16%, with operating 
profit declining only 17% to $20.8m, yielding a 6.8% adjusted operating margin. 

FY22 FY21
Reported Adjusting items Adjusted Reported Adjusting items Adjusted 

Revenue 965.1 0 965.1 873.2 0 873.2

Gross profit 122.2 (2.5) 119.7 153.8 (1.0) 152.8

Gross margin (%) 12.7% 12.4% 17.6% 17.5%

Operating costs (exc DA) (80.0) (1.4) (81.4) (88.0) 8.5 (79.5)

Operating cost ratio (%) 8.3% 8.4% 10.1% 9.1%
EBITDA 42.2 (3.9) 38.3 65.8 7.5 73.3

EBITDA margin (%) 4.4% 4.0% 7.5% 8.4%

DA (34.5) 0 (34.5) (45.9) 10.4 (35.5)

Operating profit 7.7 (3.9) 3.8 19.9 17.9 37.8

Operating margin (%) 0.8% 0.4% 2.3% 4.3%

Finance charge (5.5) 0.5 (5.0) (5.2) 0.2 (5.0)

Profit before tax 2.2 (3.5) (1.3) 14.7 18.1 32.8

Tax (2.5) (0.8) (3.3) (4.3) (4.5) (8.8)
Profit after tax (0.3) (4.3) (4.6) 10.4 13.6 24.0

Diluted EPS (c) (3.3) (4.4) (7.7) 8.4 13.8 22.2

Adjusting items to PBT level FY22 FY21

Losses/(gains) and transaction costs re acquisitions/disposals 3.7 0.3

Acquisition integration/restructuring (income)/costs (1.7) 15.4

(Reversal of impairment)/impairment of assets (2.6) (5.8)

Incremental Covid costs 0.0 1.5

IT security incident (payout)/costs (5.7) 2.2
Amortisation of acquired intangibles 2.8 4.5

Total (3.5) 18.1
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Revenue and adjusted operating profit by divisional reporting segments 

 

Source: IG Design, Progressive Equity Research 

 

DG Americas 

Several product categories outshone the overall 7% divisional sales growth, most notably 
Christmas (+16%), Creative Play (+78%) and stationery and good not for resale (GNFR, 
+51%). In contrast, craft sales, which were a key beneficiary of Covid lockdowns in FY21, 
recorded a year-on-year (YOY) sales decline. DG Americas’ FY22 sales were, however, 
slightly ahead of proforma pre-Covid FY20 sales (including CSS’s FY20 sales), although the 
division was unable to mitigate the numerous cost pressures it incurred, leading to the 
substantial swing into an operating loss. 

While difficult to discern from the totality of divisional results, the consolidation and 
integration of CSS has made good progress, with synergies exceeding the group’s initial 
estimates. The consolidation of manufacturing plants and offices, including the sub-leasing 
of some office spaces, delivered cost savings against future rental outflows.  

Despite the operating loss reported, DG Americas continued to be recognised for 
outstanding customer service to core clients, winning Walmart’s ‘Seasonal supplier of the 
year’ for a third consecutive year. This underlines the group’s strong customer 
relationships, which should help to underpin the process of restoring profitability in this 
division. 

Post the year-end, the group purchased the outstanding 49% of Anker Play Products, 
following the exercise of a put option by the holder. 

DG Americas is actively looking to recruit a new divisional CEO and CFO. In the meantime, 
Lance Burns has taken over as interim CEO Americas, alongside his Interim Group COO role. 

DG International 

DG International’s sales increased by 16% over FY21 and were 12% higher than the pre-
Covid sales achieved in FY20. The best performances were recorded by DG Europe and DG 
Australia. DG Europe had another very strong year, with revenue growing 26% and profit 
only down marginally. DG Australia delivered revenue growth of 15% and strong profit, 
despite a decline in margins. 

DG UK’s sales lagged its pre-Covid level, despite growing on a YOY basis over FY21.The UK’s 
performance reflects a slower rate of recovery in consumer spending, and UK operating 
margins halved compared with FY21, being unable to fully mitigate higher input costs. One 
highlight within the UK performance was the Eco Nature brand, where sales climbed over 
200% compared with FY21, with a strong order book into FY23E. 

Territory
FY22 FY21 % growth FY22 FY21 % growth FY22 FY21

DG Americas 659.0 614.0 7% (11.7) 19.9 (159%) (2%) 3.2%

DG International 307.9 265.3 16% 20.8 25.0 (17%) 6.8% 9.4%

Elims/centrals (£) (1.8) (6.1) (5.3) (7.1)

Total (£) 965.1 873.2 11% 3.8 37.8 (90%) 0.4% 4.3%

Segmental revenue Adjusted operating profit Adjusted margin (%)
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Product and category performance 

The following table shows the group’s product category performance in FY22 and FY21.  

Revenue and mix participation by product category 

  

Source: IG Design, Progressive Equity Research 

The star categories were Stationery (+29%), Celebrations (+16%) and Not for Resale 
consumables (+19%), driven by the reopening of the bricks & mortar retail channel. The 
decline in craft sales is not specifically quantified but will be greater than the overall 1% 
decline in the combined Craft & Creative Play category, given the strength of Creative Play 
in DG Americas outlined above (+78%).  

In terms of revenue and mix by season, there was continued progress delivered on reducing 
the historical dependence on Christmas sales. Everyday product sales growth of 16% saw 
its sales mix participation increase by 250 bps to 52.7%. This was a key benefit of the CSS 
acquisition with its higher mix of Everyday products within its overall portfolio. This was 
also seen as benefitting the group’s peak seasonal working capital requirement, with a 
move away from Christmas products. Minor season, ie non-Christmas seasonal events, 
maintained its mix participation at 6.8%. 

Revenue and mix participation by season 

  

Source: IG Design, Progressive Equity Research 

In terms of revenue by brand, there was a marked reduction of Licensed sales, in favour of 
higher-margin Design Group/Generic brand products. This partly reflects a reduction in the 
number of new licenses available in FY22. 

FY22 FY22 FY21 FY21 Sales 
Product category $m % mix $m % mix growth %

Celebrations 604.1 62.6% 521.6 59.7% 16%

Craft & Creative Play 154.3 16.0% 155.3 17.8% (1%)

Stationery 44.8 4.6% 34.6 4.0% 29%

Gifting 94.4 9.8% 104.8 12.0% (10%)

Not for Resale consumables 67.5 7.0% 56.9 6.5% 19%
Total 965.1 100.0% 873.2 100.0% 11%

FY22 FY22 FY21 FY21 Sales 
Season $m % mix $m % mix growth %

Christmas 390.9 40.5% 375.4 43.0% 4%

Minor seasons 65.8 6.8% 59.7 6.8% 10%

Everyday 508.4 52.7% 438.1 50.2% 16%

Total 965.1 100.0% 873.2 100.0% 11%
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Revenue and mix participation by brand 

  

Source: IG Design, Progressive Equity Research 

Channel performance 

Working with the winners is one of the group’s four strategic pillars, which now includes 
the sustainability framework launched last year, ‘helping design a better future’. The 
channel categories reported for FY22 have changed from those cited in FY21. The prime 
channel remains Value & Mass, where a 12% increase in sales resulted in a 170bps 
improvement in channel mix to 66.7%. The other growth channel was Independents, which 
saw a 29% increase to overtake the Specialist channel. With the progressive reopening of 
the traditional bricks & mortar channel, online sales fell back 10% in FY22. 

The group’s top 20 customers accounted for 68% of global revenues compared with 67% 
in FY21 and 61% in FY20, underlining the strengthening relationships with its largest 
customers.  

 

Revenue and mix participation by customer channel 

 

Source: IG Design, Progressive Equity Research 

The largest single customer remains Walmart. 

Outlook and forecasts 

As discussed earlier, the immediate short-term future remains challenging, with the global 
repercussions of the Ukraine situation exacerbating the disruptions and inflationary 
pressures pertaining throughout FY22. With further detail on the group’s strategic pathway 
to recovery to be announced with the interim results later this year, we are limiting our 
formal forecasts to the current FY23E year.  

FY22 FY22 FY21 FY21 Sales 
Brand $m % mix $m % mix growth %

Licensed 84.2 8.7% 104.8 12.0% (20%)

Customer own brand/bespoke 459.8 47.6% 418.1 47.9% 10%

Design Group/ generic brand 421.1 43.6% 350.3 40.1% 20%

Total 965.1 100.0% 873.2 100.0% 11%

FY22 FY22 FY21 FY21 Sales 
Customer channel $m % mix $m % mix growth %

Value & Mass 643.9 66.7% 576.4 66.0% 12%

Specialists 144.4 15.0% 153.2 17.5% (6%)

Independents 156.5 16.2% 121.0 13.9% 29%

Online 20.3 2.1% 22.6 2.6% (10%)

Total 965.1 100.0% 873.2 100.0% 11%
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We have made some revisions to the shape of our FY23E forecasts. In terms of revenue 
growth, we have erred on the side of prudent caution given the challenging economic 
backdrop and inflationary squeeze on consumers’ disposable income. We are therefore 
forecasting revenue growth of $16m (1.6%) to $981m. The group has guided to a broadly 
similar level of adjusted PBT loss as in FY22, with the adjusted operating margin 
improvement likely offset by higher finance charges arising from higher average debt levels 
and the revised bank facility terms.  

FY23E can therefore be seen as a year of consolidation and stabilisation, before delivering 
improved returns from the strategic reset. Further margin enhancements should accrue 
beyond FY23E, driven by further operating efficiencies in DG Americas in response to the 
revised strategy, but we await further details on this at the FY23 interims before formalising 
forecasts for outer years beyond FY23E. 
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Financial Summary: IG Design Group 

Year end: March ($m unless shown)      
      
PROFIT & LOSS  2020 2021 2022 2023E 
Revenue  624.3  873.2  965.1  981.0  
Adj EBITDA  59.5  73.3  38.3  39.5  
Adj EBIT  40.9  37.8  3.8  5.0  
Reported PBT  (0.9) 14.7  2.2  (2.2) 
Fully Adj PBT  35.4  32.8  (1.3) (1.7) 
NOPAT  32.4  27.7  13.5  3.7  
Reported EPS (c)  19.8  8.4  (3.3) (3.7) 
Fully Adj EPS (c)  32.7  22.2  (7.7) (3.3) 
Dividend per share (p)  8.8  8.8  1.3  0.0  

      
CASH FLOW & BALANCE SHEET  2020 2021 2022 2023E 
Operating cash flow  37.8  35.6  (12.1) 12.5  
Free Cash flow  16.3  38.4  (30.1) (2.2) 
FCF per share (c)  19.7  39.3  (30.6) (2.3) 
Acquisitions  (112.3) 0.0  0.0  (3.2) 
Disposals  (3.7) (1.0) (0.4) 0.0  
Shares issued  152.5  0.0  0.0  0.0  
Net cash flow  30.2  24.0  (46.3) (5.4) 
Overdrafts / borrowings  (30.8) (56.3) (20.0) (20.0) 
Cash & equivalents  83.2  132.8  50.2  44.8  
Net (Debt)/Cash  52.4  76.5  30.2  24.7  

      
NAV AND RETURNS  2020 2021 2022 2023E 
Net asset value  375.8  392.0  369.7  352.8  
NAV/share (c)  390.1  401.2  378.4  361.1  
Net Tangible Asset Value  259.6  277.1  262.3  251.2  
NTAV/share (c)  269.4  283.7  268.5  257.1  
Average equity  302.0  383.9  380.9  367.9  
Post-tax ROE (%)  9.3% 6.3% (1.2%) (0.3%) 

      
METRICS  2020 2021 2022 2023E 
Revenue growth  10.2% 39.9% 10.5% 1.6% 
Adj EBITDA growth  25.2% 23.2% (47.7%) 3.2% 
Adj EBIT growth  2.4% (7.6%) (90.0%) 32.8% 
Adj PBT growth  (4.0%) (7.4%) (103.9%) 28.0% 
Adj EPS growth  (7.7%) (32.1%) (134.5%) (57.2%) 
Dividend growth  2.9% 0.0% (85.7%) (100.0%) 
Adj EBIT margins  6.6% 4.3% 0.4% 0.5% 

      
VALUATION  2020 2021 2022 2023E 
EV/Sales (x)  0.1 0.1 0.1 0.1 
EV/EBITDA (x)  0.9 0.7 1.3 1.3 
EV/NOPAT (x)  1.6 1.8 3.8 13.6 
PER (x)  2.6 3.8 N/A N/A 
Dividend yield  12.9% 12.9% 1.8% N/A 
FCF yield  23.6% 47.0% (36.6%) (2.7%) 

 

Source: Company information and Progressive Equity Research estimates 
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Copyright 2022 Progressive Equity Research Limited (“PERL”).  All rights reserved.  Progressive’s research is commissioned by the subject 
company under contract and is freely available to the public and all institutional investors.  Progressive does not offer investors the ability to 
trade securities.  Our publications should not, therefore, be considered an inducement under MiFID II regulations.  PERL provides professional 
equity research services, and the companies researched pay a fee in order for this research to be made available.  This report has been 
commissioned by the subject company and prepared and issued by PERL for publication in the United Kingdom only.  All information used in 
the publication of this report has been compiled from publicly available sources that are believed to be reliable; however, PERL does not 
guarantee the accuracy or completeness of this report.  Opinions contained in this report represent those of the research department of 
PERL at the time of publication, and any estimates are those of PERL and not of the companies concerned unless specifically sourced 
otherwise.  PERL is authorised and regulated by the Financial Conduct Authority (FCA) of the United Kingdom (registration number 697355). 

This document is provided for information purposes only, and is not a solicitation or inducement to buy, sell, subscribe, or underwrite 
securities or units.  Investors should seek advice from an Independent Financial Adviser or regulated stockbroker before making any 
investment decisions.  PERL does not make investment recommendations.  Any valuation given in a research note is the theoretical result of 
a study of a range of possible outcomes, and not a forecast of a likely share price.  PERL does not undertake to provide updates to any 
opinions or views expressed in this document. 

This document has not been approved for the purposes of Section 21(2) of the Financial Services & Markets Act 2000 of the United Kingdom.  
It has not been prepared in accordance with the legal requirements designed to promote the independence of investment research.  It is not 
subject to any prohibition on dealing ahead of the dissemination of investment research. 

PERL does not hold any positions in the securities mentioned in this report.  However, PERL’s directors, officers, employees and contractors 
may have a position in any or related securities mentioned in this report.  PERL or its affiliates may perform services or solicit business from 
any of the companies mentioned in this report. 

The value of securities mentioned in this report can fall as well as rise and may be subject to large and sudden swings.  In addition, the level 
of marketability of the shares mentioned in this report may result in significant trading spreads and sometimes may lead to difficulties in 
opening and/or closing positions.  It may be difficult to obtain accurate information about the value of securities mentioned in this report.  
Past performance is not necessarily a guide to future performance. 

 

 

 

 


