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PERLPARA 

A strong H1, with progress on many fronts 

IG Design Group has delivered a strong set of interim results, as guided in 
October’s trading update, with adjusted PBT up 35% to $27.4m on a 
reported basis (+42% on a constant currency basis). This was driven by 
accelerated ordering of seasonal goods by retailer customers keen to de-risk 
their supply chains, alongside catch-up pricing and product engineering, 
which has delivered some gross margin recovery. While cautious on the 
outlook given continuing economic uncertainties, the Board has upgraded 
FY23E guidance to a small adjusted profit before tax (PBT). 

▪ Interim results − making progress. Revenue rose 8% to $521m, with DG 
Americas up 7% and DG International 9% better. Adjusted gross margin 
saw a 40bps improvement to 16.6% from catch-up pricing and product 
redevelopment to mitigate the factors that depressed H2 FY22 adjusted 
gross margin to 9.1%. Disciplined management of operating costs helped 
to deliver improved profit margins at all levels, resulting in a 38% increase 
in adjusted diluted earnings per share to 19.6 cents. In line with previous 
guidance, no dividend was declared, and with ongoing economic 
uncertainty the Board has said the prospect of any dividend payment in 
FY23E is unlikely.  

▪ DG Americas − initiatives bearing fruit. The improvement in H1 figures 
was the net result of many different factors. While the biggest positive 
impact came from catch-up price increases, this was closely followed by 
cost savings delivered from the DG Americas turnaround plan. Further to 
Paul Bal’s appointment as Group CEO from 1 April 2023, good progress 
was reported on the recruitment of a new DG Americas CEO. 

▪ Strong management − of cash and working capital. The group has 
operated comfortably within the covenants of its amended and extended 
banking facilities, signed on 1 June. Despite the accelerated trading seen 
in H1, disciplined management of working capital levels has seen these 
contained below expected levels. Consequently, net debt was below 
expectations throughout the period, with FY23E average net debt 
guidance now improved to $40m from the previous $75m-$80m range. 

▪ Outlook and forecasts − FY23E upgrade. The Board expects to see a 
continuation of a high inflationary environment and therefore remains 
cautious on prospects against an uncertain backdrop and weak consumer 
confidence. Upgraded Board guidance to a small FY23E PBT is reflected in 
our new forecasts, alongside an initiation of FY24E estimates. 
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FYE MAR ($M) 2020 2021 2022 2023E 2024E 

Revenue 624.3 873.2 965.1 910.1 919.2 

Adj EBITDA 59.5 73.3 38.3 43.0 49.5 

Fully Adj PBT 35.4 32.8 (1.3) 1.9  11.0  

Fully Adj EPS (c) 32.7 22.2 (7.7) (0.1) 7.3  

EV/Sales (x) 0.3x 0.2x 0.2x 0.2x 0.2x 

EV/EBITDA (x) 3.6x 2.9x 5.5x 4.9x 4.3x 

PER (x) 4.3x 6.3x N/A N/A 19.2x 

Source: Company Information and Progressive Equity Research estimates. 
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Turning the corner as transition continues 

IG Design’s half-year results to 30 September 2022 were in line with the broad shape 
outlined in October’s trading update, reflecting the strong H1 weighting that resulted from 
the accelerated ordering of seasonal products by its retailer customers. These results mark 
considerable progress in the group’s turnaround and in restoring historical operating 
margin levels, with positive news on many fronts: profits up at all levels; better-than-
anticipated working capital and cash management leading to improved average net debt 
guidance for the year; gross margins improved by a combination of product redevelopment 
and catch-up pricing following the margin shock of H2 FY22; both divisions growing sales 
and profitability, with the DG Americas turnaround plan and cost-saving initiatives bearing 
fruit; and the restructuring of the senior management team underway.  

The group largely attributes the commendable 35% increase in H1 adjusted operating 
profit (to $30.5m, with an operating margin of 5.9%) to the initiatives to restore 
profitability in the DG Americas division. As previously outlined by the group, these 
initiatives centre around the three pillars of simplification, efficiency and margin, which are 
seeing a major restructuring of this business. With DG Americas growing its H1 adjusted 
operating profit by a quantum of $2.3m on a year-on-year (YOY) basis to $15.2m, compared 
with a $6.7m YOY improvement in the adjusted operating profit contribution from DG 
International to $18.4m, this attribution might appear unjustified at a first casual glance.  

However, when the progress is viewed in comparison with the H2 FY22 period, the 
rationale for the positive attribution to the progress at DG Americas becomes crystal clear. 
In H2 FY22, DG Americas reported an adjusted operating loss of some $24.6m, compared 
with an operating profit of $9.1m delivered by DG International. Thus, when looking at the 
divisional quantum of operating profit improvement against H2 last year rather than 
against H1, DG Americas delivered an improvement of just under $40m compared with an 
increase of $9.3m at DG International. This shows the order of magnitude of progress 
already delivered in the turnaround at DG Americas, with significant value being unlocked 
through its initiatives to restore divisional profitability. 

The transition within the group is therefore well underway, yet by no means complete. The 
leadership transition is proceeding following the appointment of current Group CFO, Paul 
Bal, to Group CEO with effect from 1 April 2023, with other important senior management 
appointments still to be made. These include Group CFO and a DG Americas CEO, both of 
whom will be important parties within the development of a growth-focused strategy, 
which the Board will initiate shortly. Lance Burn, the interim Chief Operating Officer, has 
agreed to remain in post until the end of October 2023, leading the turnaround of the DG 
Americas division. 

While considerable initial progress has been made on stabilising the group following the 
manifold challenges of FY22, this is not to understate the ongoing risks arising from a 
challenging cost environment and an uncertain economic backdrop, with consumer 
sentiment threatened by a cost-of-living crisis and squeeze on living standards as wages 
fall behind overall price inflation. 

The significant increase in the revenue mix participation of the Value & Mass and Specialists 
channels at the expense of the Independent channel underpins the group’s ‘working with 
the winners’ strategy, in our view. These channels continue to grow market share, with the 
former in particular set to benefit further under a scenario of household budgets being 
increasingly pressured over the short to medium term. 
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IG Design has also been reassured thus far by the better-than-expected performance of 
some Everyday product categories. This could potentially change, but the low average price 
of the products sold by the group should offer some degree of protection in a difficult 
trading environment. Historically, in equivalent periods, it is big ticket items such as 
furniture and electricals that bear the immediate brunt of consumers reining in spending. 
Smaller ticket and less expensive treat items, together with more in-home entertaining and 
seasonal/event celebrations, have traditionally benefitted in these circumstances. It 
remains to be seen whether this will be the case once again, especially in light of the 
unprecedented energy price increases seen in the past year, but the historical precedent 
gives some cause for comfort for the group. 

Interim results 

The table below summarises IG Design Group’s H1 adjusted financial performance, 
including last year’s comparatives, variance and percentage change. As stated previously, 
these results reflect a number of factors in addition to the pulling forward of seasonal 
orders into H1. The benefit of this means that there has been a reweighting to H1 in the 
current year compared with last year, when the H1:H2 sales split was broadly 50:50.  

  
Summary of H1 adjusted results ($m unless otherwise stated) 

 

  

Source: IG Design, Progressive Equity Research 

 

The YOY change in the emboldened items above increases as one progresses down the P&L 
account. This initially reflects the 40bps gross margin improvement, with the YOY decrease 
in absolute depreciation and amortisation (DA), and operating cost growth lagging turnover 
growth resulting in higher growth rates at adjusted EBITDA and adjusted operating profit 
levels. Adjusted overheads, including DA, reduced to 10.8% as a percentage of revenue 
from 11.5% in H1 FY22. The finance charge increased by $0.6m, with adjusted PBT 
therefore increasing by the same level of 35% as the adjusted operating profit line. The 
adjusted profit margin increased by 120bps.  

FY23 FY22 Variance % change
Revenue 521.2 483.9 37.3 8%

Adjusted gross profit 86.6 78.5 8.1 10%

Gross margin 16.6% 16.2% 0.4%

Adjusted EBITDA 46.8 40.2 6.6 16%

Adjusted EBITDA margin (%) 9.0% 8.3% 0.7%

Adjusted operating profit 30.5 22.6 7.9 35%
Adjusted operating profit margin (%) 5.9% 4.7% 1.2%

Finance charge (3.1) (2.5) (0.6) (24%)

Adjusted PBT 27.4 20.3 7.1 35%

Adjusted profit after tax 20.1 15.5 4.6 30%

Adjusted diluted EPS (c) 19.6 14.2 5.4 38%

Dividend (p) 0.00 1.25 (1.25) (100%)

Dividend (c) 0.0 1.7 (1.7) (100%)

Adjusting items 4.6 (1.4) 6.0 429%

Reported PBT 32.0 18.9 13.1 69%

Reported PAT 23.5 13.7 9.8 72%
Reported diluted EPS (c) 23.1 12.3 10.8 88%

Net (debt)/cash (73.7) (58.8) (14.9) (25%)
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It should also be highlighted that these results were adversely impacted by FX, in particular 
the strengthening dollar and weakening pound. With the group reporting in dollars, this 
has held back the reported growth across the P&L. On a constant currency basis, turnover 
would have increased by 12% compared with the reported 8% increase, adding an 
incremental $17.5m to the revenue line. Similarly, on a constant currency basis, adjusted 
operating profit would have increased by 44% compared with the 35% reported, adding an 
incremental $1.4m to the adjusted operating profit figure.  

The tax charge on reported PBT came to $8.5m, with an effective tax rate of 26.3%. The 
equivalent charge on adjusted PBT was $7.3m, with an effective tax rate of 26.5%.  

The period-end net debt figure increased to $73.7m, some $15m higher than at the 
equivalent point last year. This is despite an opening cash position of $30.2m, some $36m 
lower than the equivalent figure last year of $76.5m. Despite significant cost inflation and 
a continued increase in inventory, albeit at a lower rate, working capital was tightly 
managed, resulting in an outflow of $136m compared with last year’s $152m outflow. This 
also reflects the settlement within the period of the accelerated seasonal orders placed by 
customers. Adjusted cash utilised by operations was some $23.4m better than last year, 
given the higher EBITDA achieved, and lower working capital outflow. Capital expenditure 
was broadly flat in the period at $3.2m. The overall movement in net debt came in at 
$104m compared with $135m last year. This improved cash and working capital 
performance should mitigate the impact of higher interest base rates on the finance 
charge.  

The new average net debt guidance for FY23E of $40m has been revised down from the 
previous range of $75m-$80m. While still higher than FY22’s average net debt figure of 
$17.2m, this reflects a ($36m) lower opening cash position at the start of the year. 

A second element of note in addition to the FX impact is that H1 FY23’s figures include an 
adjusting items credit of $4.6m to the reported PBT figure, compared with a $1.4m charge 
in H1 FY22. The following table shows both the reported and adjusted P&L figures, 
including the impact of adjusting items at the different levels within the P&L account.  

 
Adjusting items and reconciliation of reported and adjusted results ($m unless otherwise stated) 

  

Source: IG Design, Progressive Equity Research 

 

H1 FY23 H1 FY22
Reported Adjusting items Adjusted Reported Adjusting items Adjusted 

Revenue 521.2 521.2 483.9 483.9

Gross profit 86.6 86.6 78.6 (0.1) 78.5

Gross margin (%) 16.6% 16.6% 16.2% 16.2%

Operating costs (exc DA) (33.8) (6.0) (39.8) (40.4) 2.1 (38.3)

Operating cost ratio (%) 6.5% 7.6% 8.3% 7.9%
EBITDA 52.8 (6.0) 46.8 38.2 2.0 40.2

DA (17.7) 1.4 (16.3) (16.8) (0.8) (17.6)

Operating profit 35.1 (4.6) 30.5 21.4 1.2 22.6

Operating margin (%) 6.7% 5.9% 4.4% 4.7%

Finance charge (3.1) (3.1) (2.5) 0.2 (2.3)

Profit before tax 32.0 (4.6) 27.4 18.9 1.4 20.3

Tax (8.5) 1.2 (7.3) (5.2) 0.4 (4.8)

Profit after tax 23.5 (3.4) 20.1 13.7 1.8 15.5

Diluted EPS (c) 23.1 (3.5) 19.6 12.3 1.9 14.2
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The following table shows the component parts of the adjusting items for H1 FY23, with a 
comparison against last year. The treatment of share-based payments was changed in FY22 
results, with them no longer treated as adjusting items. 

Breakdown of H1 adjusting items ($m) 

 

Source: IG Design, Progressive Equity Research 

In the current period, the group received $1.5m of insurance income relating to the Impact 
Innovations acquisition, compared with last year’s costs relating primarily to potential 
M&A projects that did not come to fruition. The $4.4m integration/restructuring income 
relates to the integration of CSS Industries into the DG Americas division, mostly notably 
the profit on disposal of a property surplus to requirements following consolidation of the 
group’s pattern-printing facilities. The amortisation of acquired intangibles, relating to 
trademarks and brands, is unchanged at $1.4m.  

Divisional performance 

The following table summarises the key sales and operating profit metrics of the group’s 
reporting segments, namely DG Americas and DG International. The most salient point here 
is that both divisions reported YOY increases to sales revenues and adjusted operating 
profit, with operating profit margins also increasing at each division. 

 
Divisional H1 operational performance summary ($m unless otherwise stated) 

 

Source: IG Design, Progressive Equity Research 

 

DG Americas 

Divisional revenues increased 7%, driven by a 12% increase in sales of seasonal lines. 
Christmas categories, including décor, greetings cards and the ‘trim a package’ ranges were 
all strong. Craft & Creative Play is also recovering. Pricing realignment to catch up with the 
cost headwinds of H2 last year, and still ongoing, helped to underpin sales and gross margin 
improvements, with cost mitigating measures undertaken as part of the divisional 
restructuring helping to underpin EBITDA and EBIT progression. 

Adjusting items to PBT level H1 FY23 H1 FY22

Losses/(gains) and transaction costs re acquisitions/disposals (1.5) 3.6

Acquisition integration/restructuring (income)/costs (4.4) (2.0)

(Reversal of impairment)/impairment of assets 0.0 (0.9)

Insurance income from IT security incident (0.1) (0.7)

Amortisation of acquired intangibles 1.4 1.4
Total (4.6) 1.0

Territory
H1 FY23 H1 FY22 % growth H1 FY23 H1 FY22 % growth H1 FY23 H1 FY22

DG Americas 373.4 347.5 7% 15.2 13.1 18% 4.1% 3.8%

DG International 149.4 136.9 9% 18.4 11.5 58% 12.3% 8.4%

Elims/centrals (1.6) (0.5) (3.1) (2.0)

Total 521.2 483.9 8% 30.5 22.6 35% 5.9% 4.6%

Segmental revenue Adjusted operating profit Adjusted margin (%)
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As part of the restructuring, consolidation of the group’s pattern printing facilities resulted 
in the closure of the Manhattan, Kansas site. Sales of this site in April 2022 yielded $6.7m 
of net proceeds, including a profit on disposal of $4.6m.  

In May 2022, the group purchased the remaining 49% stake in Anker Play Products (APP), 
further to the exercise of a put option by Maxwell Summers Inc for a sum of $3.0m. The 
group now owns 100% of APP, which develops and sources crafts, toys and games for the 
US retail market. 

A further strengthening of ties with the group’s largest single customer, Walmart, came 
with the award of Giga-Guru status to IG Design for its part in Walmart’s supply chain 
carbon reduction strategy.  

DG International 

Revenue increased in all territories within DG International, with total divisional revenues 
rising 9%, and a 58% increase in adjusted operating profit. The operating margin increased 
380bps to 12.3%. 

Revenue drivers were similar to those in DG Americas, including the redevelopment of 
some of its product offers. Gift wrap and crackers, accounting for 40% and 8%, respectively, 
of divisional sales, enjoyed combined YOY growth of 21%. 

There has been a continued focus on sustainable products, supported by historical 
investment in, and upgrades to, machinery and technology in the UK and Europe. Shrink-
free gift wrap has enjoyed growing success in these territories, and the UK business is also 
producing recyclable gift bags as a sustainable solution. YOY volume growth reflects the 
growing number of customers looking for more sustainable ranges. As with Walmart in the 
US, DG UK has been recognised by Costco for its efforts in reducing the packaging for its 
Christmas gift wrap ranges, acknowledging the division’s commitment to sustainability. 

Product category performance 

The following tables look at the group’s sales performance in the period by some different 
criteria, namely product category, by season and by retailer channel. The tables show both 
the mix participation and the YOY growth rate. 

The first table below looks at the sales performance by product category. The first thing to 
note is that all categories reported showed YOY sales growth within the overall 8% sales 
growth reported for the period. The best performing category was Stationery, which 
delivered 18% growth, with Not for Resale consumables at the bottom of the table with 
some 3% growth. Craft & Creative Play has recovered following a slide from Covid-time 
highs as it benefitted from lockdown activities.  

There is, however, relatively little movement within the overall mix participation. Within 
Celebrations, gift wrap represents around a third of sales. Being manufactured locally 
across a number of locations in the USA, UK and the Netherlands, this helps to reduce the 
group’s carbon footprint. As outlined above, the group has continued to develop more 
sustainable products and to reduce packaging for its products, thereby further 
underpinning its ESG agenda. 
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H1 product category sales performance ($m) and sales mix (%) 

  

Source: IG Design, Progressive Equity Research 

In terms of sales by season, Christmas sales saw a substantial 17% increase on a YOY basis, 
reflecting the earlier ordering of products in this key category ahead of the peak Christmas 
trading period. Minor seasons, which would include Halloween, also saw a strong YOY 
increase for similar reasons. In contrast, sales of Everyday products were some 2% lower, 
albeit stronger in certain categories (including Craft products) than had been anticipated.  

H1 sales by season ($m) and sales mix (%) 

  

Source: IG Design, Progressive Equity Research 

The final table within this section shows sales by retailer channel. 

H1 sales by retailer channel ($m) and channel mix (%) 

 

Source: IG Design, Progressive Equity Research 

As referenced earlier, this table shows the strength of the group’s relationships with the 
‘winners’, notably within the Value & Mass channel, which increased sales by 28% and its 
mix participation by almost 900bps to 70.9%. This covers clients such as Walmart, Costco 
and Target in the US, and the rapidly grow Action chain in Continental Europe, to name but 
a few.  

H1 FY23 H1 FY23 H1 FY22 H1 FY22 Sales 
Product category $m % mix $m % mix growth %

Celebrations 333.4 64.0% 311.6 64.4% 7%

Craft & Creative Play 80.0 15.3% 73.2 15.1% 9%

Stationery 28.9 5.5% 24.4 5.0% 18%

Gifting 45.4 8.7% 42.3 8.7% 7%

Not for Resale consumables 33.5 6.4% 32.4 6.7% 3%
Total 521.2 100.0% 483.9 100.0% 8%

FY23 FY23 FY22 FY22 Sales 

Season $m % mix $m % mix growth %

Christmas 258.8 49.7% 222.1 45.9% 17%

Minor seasons 26.6 5.1% 21.7 4.5% 23%

Everyday 235.8 45.2% 240.1 49.6% (2%)

Total 521.2 100.0% 483.9 100.0% 8%

FY23 FY23 FY22 FY22 Sales 

Season $m % mix $m % mix growth %

Value & Mass 369.3 70.9% 299.8 62.0% 23%

Specialists 60.8 11.7% 47.6 9.8% 28%

Independents 84.2 16.2% 129.8 26.8% (35%)

Online 6.9 1.3% 6.7 1.4% 3%
Total 521.2 100.0% 483.9 100.0% 8%
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The Specialists channel also saw an impressive 28% increase in sales and a just under 
200bps increase in its mix participation. In contrast, the Independents channel recorded a 
YOY sales decline of 35%. We believe this points to this channel as the main loser from the 
group’s decision to forego low/no margin business, as well as reflecting overall retail 
channel dynamics. In turn, this will partly reflect the high cost to serve associated with the 
Independents sector. 

Forecasts 

In light of the margin improvement and the stronger-than-anticipated trading in some 
Everyday categories, which form a greater proportion of H2 turnover, and in line with the 
consequent company guidance to FY23E results being ahead of market expectations, we 
have revised our forecasts for FY23E to reflect a small adjusted profit before tax. The table 
below summarises these changes, together with an initiation of FY24E forecasts. It should 
be noted that the company has not issued any guidance for FY24E to date, given the Board’s 
caution on prospects beyond FY23E. This caution reflects the inherent risks arising from 
deteriorating consumer sentiment in many markets, with the likelihood of real declines in 
household income and living standards adversely impacting spending patterns. 

Summary of headline FY23E forecast changes and initiation of FY24E estimates 

 

Source: IG Design, Progressive Equity Research 

Our new FY23E forecasts show an improved performance at all levels of profitability. Our 
new adjusted PBT forecast of $1.9m represents an improvement of $3.6m from our 
previous forecast. The adjusted EBITDA and EBIT margins rise by around 70bps and 40bps, 
respectively, compared with our previous forecasts. These increases are in part driven by 
a 7% decrease in forecast revenues for FY23E to $910m.  

This reflects two key factors: the strategic decision to exit low-margin accounts and 
contracts, and a degree of caution given ongoing economic uncertainty that could lead to 
a softening of consumer demand. Timing impacts benefitted reported H1 sales by c.$70m. 
This more than counterbalanced the negative impact of lower underlying volumes and 
exiting low-profitability business streams, which is estimated to have had a drag effect of 
c.$45m in the H1 period.  

FY24E Increase

$m unless stated Old New

Change 

(%) New

over 

FY23E (%)

Revenue 981.0 910.1 -7% 919.2 1%

Adjusted EBITDA 39.5 43.0 9% 49.5 15%

Adjusted EBITDA margin (%) 4.0% 4.7% +70bps 5.4% +55bps

Adjusted EBIT 5.0 8.6 70% 16.0 87%

Adjusted EBIT margin (%) 0.5% 0.9% +43bps 1.7% +80bps

Adjusted PBT (1.7) 1.9 213% 11.0 493%

Fully adjusted EPS (c) (3.3) (0.1) 96% 7.3 5447%

Dividend (p) 0.00 0.00 n.a. 0.0 n.a.

Net cash 24.7 30.8 24% 42.2 37%

FY23E
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The effect of timing impacts should be broadly neutral within FY23E and future years as 
well, but the impact of business foregone will roll into outer year forecasts. In conjunction 
with the Board’s caution on the outlook beyond FY23E, we have forecast broadly flat sales 
for FY24E. While IG Design’s business is neither linear nor of an annuity nature, with a 
significant proportion having to be re-tendered every year, we believe the continued 
success of its ‘working with the winners’ strategy should underpin its revenue delivery 
going forward.  

Profitability should also continue to improve, reflecting the continuing turnaround of DG 
Americas and pursuing the five key objectives laid out in the FY22 results and presentation, 
namely:  

▪ Reducing complexity, better leveraging expertise and scale, and improving sales mix. 

▪ Improving margins. 

▪ Developing a more resilient supply chain. 

▪ Lowering working capital levels. 

▪ Establishing strong leadership and management teams across the group. 

With the group reiterating its aspiration to resume the paying of dividends, while not 
expecting this to happen with regard to FY23E, there remains a big question as to whether 
dividend payments could resume in FY24E. It will be seen that a dividend declaration is 
absent from our forecasts for FY24E, notwithstanding a forecast return to an adjusted 
diluted EPS of 7.3 cents and a further improvement in the year-end cash position. It would 
be inappropriate for us to pre-empt a Board decision on the matter of dividends. Such a 
decision will naturally depend on the delivered financial performance in FY24E.  

We believe another factor influencing the decision on a return to the dividend list will be 
the group’s refinancing, where work is currently underway. If the refinancing progresses 
well and results in greater headroom for the group, this will smooth the path to an earlier 
rather than later resumption of dividend declarations.  
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Financial Summary: IG Design Group 

Year end: March ($m unless shown)      
      
PROFIT & LOSS 2020 2021 2022 2023E 2024E 
Revenue 624.3  873.2  965.1  910.1  919.2  
Adj EBITDA 59.5  73.3  38.3  43.0  49.5  
Adj EBIT 40.9  37.8  3.8  8.6  16.0  
Reported PBT (0.9) 14.7  2.2  5.4  8.0  
Fully Adj PBT 35.4  32.8  (1.3) 1.9  11.0  
NOPAT 32.4  27.7  13.5  6.3  11.9  
Reported EPS (c) 19.8  8.4  (3.3) 2.5  5.0  
Fully Adj EPS (c) 32.7  22.2  (7.7) (0.1) 7.3  
Dividend per share (p) 8.8  8.8  1.3  0.0  0.0  

      
CASH FLOW & BALANCE SHEET 2020 2021 2022 2023E 2024E 
Operating cash flow 37.8  35.6  (12.1) 22.8  28.5  
Free Cash flow 16.3  38.4  (30.1) 6.2  11.4  
FCF per share (c) 19.7  39.3  (30.6) 6.3  11.6  
Acquisitions (112.3) 0.0  0.0  (3.0) 0.0  
Disposals (3.7) (1.0) (0.4) 0.0  0.0  
Shares issued 152.5  0.0  0.0  0.0  0.0  
Net cash flow 30.2  24.0  (46.3) 0.6  11.4  
Overdrafts / borrowings (30.8) (56.3) (20.0) (20.0) (20.0) 
Cash & equivalents 83.2  132.8  50.2  50.8  62.2  
Net (Debt)/Cash 52.4  76.5  30.2  30.8  42.2  

      
NAV AND RETURNS 2020 2021 2022 2023E 2024E 
Net asset value 375.8  392.0  369.7  352.2  344.0  
NAV/share (c) 390.1  401.2  378.4  360.5  352.1  
Net Tangible Asset Value 259.6  277.1  262.3  250.6  248.2  
NTAV/share (c) 269.4  283.7  268.5  256.5  254.0  
Average equity 302.0  383.9  380.9  370.9  374.6  
Post-tax ROE (%) 9.3% 6.3% (1.2%) 0.4% 2.2% 

      
METRICS 2020 2021 2022 2023E 2024E 
Revenue growth 10.2% 39.9% 10.5% (5.7%) 1.0% 
Adj EBITDA growth 25.2% 23.2% (47.7%) 12.4% 15.0% 
Adj EBIT growth 2.4% (7.6%) (90.0%) 125.2% 87.3% 
Adj PBT growth (4.0%) (7.4%) (103.9%) 244.0% 493.4% 
Adj EPS growth (7.7%) (32.1%) (134.5%) 98.2% 5447.2% 
Dividend growth 2.9% 0.0% (85.7%) (100.0%) N/A 
Adj EBIT margins 6.6% 4.3% 0.4% 0.9% 1.7% 

      
VALUATION 2020 2021 2022 2023E 2024E 
EV/Sales (x) 0.3 0.2 0.2 0.2 0.2 
EV/EBITDA (x) 3.6 2.9 5.5 4.9 4.3 
EV/NOPAT (x) 6.5 7.6 15.7 33.6 17.8 
PER (x) 4.3 6.3 N/A N/A 19.2 
Dividend yield 7.7% 7.7% 1.1% N/A N/A 
FCF yield 14.1% 28.1% (21.9%) 4.5% 8.3% 

 

Source: Company information and Progressive Equity Research estimates 
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To arrange a meeting with the management team, or for further information about Progressive, please contact us at: 
+44 (0) 20 7781 5300 
info@progressive-research.com 

Disclaimers and Disclosures 

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. 

 

 

 

 


