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Strong product, proven process, adding scale 

LoopUp has developed a software-as-a-service product for remote 
business meetings which combines advanced technology with 
extreme simplicity and ease of use.  The group is seeing good traction 
with enterprise customers, and its process-centric and team-based 
sales approach lends itself to rapid scaling.  The acquisition of 
MeetingZone in 2018 added very significant scale and brought 
synergy opportunities.  With strong gross margins and powerful 
growth metrics, the group has material expansion plans for the short 
to medium term and should be able to deliver material dividends to 
investors in the long run. 

▪ LoopUp provides corporate customers with an innovative, sleek and 
easy-to-use remote meeting solution. This allows users to manage, 
monitor and control guests, saving on wasted time, improving security 
and providing a smooth user experience.  Added extras (screen sharing, 
call recording, video etc) can be incorporated without complicating the 
process or confusing guests. We at Progressive are active and frequent 
users of the system and can absolutely vouch for its reliability and ease 
of use – this includes the recently-added video functionality.  

▪ This “lean” offering has found favour amongst heavy users of traditional 
conference calls as well as those who find technology-heavy software 
platforms overwhelming and overly complicated in a live, multi-party 
setting. Organic LoopUp revenue grew by 20% in FY 2018 at constant 
currency within overall growth of 96% including MeetingZone. 

▪ MeetingZone, acquired on 4 June 2018, is a UK-based traditional 
conferencing services provider with approximately 6,000 customers 
worldwide.  LoopUp management continues to expect the £61.4 million 
cash acquisition to be materially enhancing to the adjusted basic 
earnings per share in the first full financial year of ownership. 

▪ We look at the landscape for remote meetings, LoopUp’s position within 
this segment and focus on its innovative “pod”-based selling structure. 
We analyse how LoopUp grows its pod numbers through redeploying 
experienced personnel and can accelerate this established process 
using its ‘Pod Academy’ training programme.  

▪ Unusually for a technology company, the group’s product is very easy 
to experience – interested investors can visit www.loopup.com, watch 
the various videos, and even take a free trial of the service.  

Given the strong organic trading, the material acquisition of MeetingZone 
and the vast market potential, we see no reason that LoopUp should not be 
able to offer material long-term growth.  The business is well positioned, is 
executing strongly, and has no shortage of ideas, ambition or opportunity.  
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FYE DEC (£M) 2017 2018 2019E 2020E 2021E 

LoopUp Revenue 17.5 34.2 50.1 61.2 76.4 

Adjusted EBITDA 3.5 7.7 10.1 15.1 20.5 

Adjusted PBT 0.7 4.1 5.3 10.6 14.4 

Adjusted EPS 4.4 9.3 10.0 15.7 21.2 

EV/Sales 10.6x 5.4x 3.7x 3.0x 2.4x 

EV/ Adj. EBITDA 53.4x 24.2x 18.4x 12.2x 9.0x 

P/E 71.7x 34.2x 31.7x 20.3x 15.0x 

Source: Company Information and Progressive Equity Research estimates 
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Executive summary 

Remote meeting market and competitors 

The LoopUp remote meeting product has seen strong revenue growth over many years, 
as corporate customers increasingly become aware of, and warm to, the offering.  The 
platform is more user-friendly than the technology-heavy systems from other software 
companies, and actually easier than a “traditional” conference call.  The LoopUp system 
is able to “dial out” to participants, an easy way for anyone to join a call, and 
simultaneously open browser/mobile apps for managing, controlling and enhancing the 
meeting.  In this way, LoopUp has been able to compete effectively against the broad 
array of entrenched “traditional conference call” incumbents, taking a highly 
differentiated approach from the US tech giants.  

Product detail 

The platform is designed for absolute simplicity, security and control.  Users access the 
audio always via a managed quality-of-service network (not the public internet), and can 
access the visual software through a mobile app or web browser. Invitations to the 
meetings can be created directly from Outlook and contain links to allow simple “click to 
join” functionality.  LoopUp has patent protection in areas relating to the call start alert 
(a notification to warn the host that guests have joined the call), and certain features 
around bandwidth optimisation and battery-saving on mobile devices. LoopUp’s network 
architecture is also differentiated through its “multi-site bridging” which delivers 
enhanced audio quality on calls with two or more long distance participants.  Video has 
recently been added to the feature set, but its availability on each call is entirely at the 
discretion of the call host.   

Selling – the “Pod” model 

The company has developed an innovative and effective approach to sales – staff are 
hired mainly at junior (graduate) levels, without preconceptions around how to sell.  They 
are grouped into teams (Pods) with clear delineation of roles and a standardised and 
codified methodology.  Pods are monitored and incentivised based on overall pod 
performance, so driving ‘best foot forward’ behaviour which is aligned with the company. 
The close relationships between team members also allows them to be largely self-
governing as team-mates are normally very aware of each other’s strengths and 
weaknesses, and so impact on the success of the pod as a whole. 

The Pod methodology also has the advantage of being relatively easy to scale and to 
replicate across geographies; the group has yet to benefit fully from this aspect since its 
sales have so far been largely confined to the UK and the USA. The recent opening of 
a Sydney office and the entry into the Australian market through the establishment of 
two pods shows that LoopUp is seeking to take advantage of the significant market 
opportunities outside the UK and US. LoopUp has undertaken a recruitment and training 
programme called ‘Pod Academy’ to drive accelerated expansion over the coming years. 

Revenue model and financials 

LoopUp charges customers on a per-minute, ‘pay-as-you-go’ basis, with core costs in 
the low single digits of pence (or cents) per minute.  Add-on services like call recording, 
video and screen-sharing attract additional revenues, again charged on a per-minute 
basis.  The group has an enviable track record of revenue growth, associated with high 
gross margins – greater procurement power is offsetting volume discounts given to 
larger customers.  Operating costs have been well-controlled and the business is now 
beginning to benefit from the operational leverage that can be expected from such a 
scalable high-gross-margin business.  
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Pod economics 

The sales “Pod” structure lends itself to clear explanation in terms of unit economics.  
Each Pod can be measured in terms of incremental annualised revenue it generates 
over a certain period, and in terms of the Pod cost.  

For 2018, the average Pod delivered new annual recurring revenue at a rate of some 
£471k (which can be expected, on the basis of “negative net churn” to either grow, or at 
a minimum last, for many years). The cost of the average Pod was some £508k.  Given 
the high gross margins achieved on this revenue, the value generated by each Pod is 
material, and we include below some example modelling of growth and value on this 
basis. The group had an average of 7.5 quota-productive Pods in operation during 2018, 
with the target of approximately 10 for H1 2019 and 16 for H2 2019. 

We map our estimates to the expected number of quota-productive pod numbers to 
underline the positive growth prospects that stem from the Group’s growth strategy - 
including the impact of its ‘Pod Academy’ training programme. 

Adding acquisition to the mix 

The group completed a major acquisition by buying MeetingZone in June 2018, for some 
£61m, adding revenues of around £23m.  At a stroke, this doubled the group’s scale, 
provided major potential for both revenue and cost synergies, and offered sales routes 
into a number of new geographies and markets.   

If LoopUp can continue to acquire customer bases and revenue streams, and over time 
convert these to the LoopUp platform, then acquisition could form a very major boost to 
the already-strong organic performance. The group remains firmly focussed on organic 
growth, and we would not expect further material M&A in the near term, but over time 
management may revisit the acquisition trail to drive revenue, achieve further economies 
of scale, and further accelerate “network effect” selling.   

Summary and conclusion - and “the 4 Ps” 

LoopUp has developed a technologically advanced product which is simple to use, yet 
which offers a high degree of call convenience and a sleek user interface.  Growth has 
been strong, and is accelerating as the Pod-based sales methodology is rolled out ever 
faster. We suggest the core strengths of the group can be summarised by the four Ps : 

Product – a highly differentiated approach to the software majors in this space that 
emphasises premium audio quality and the need for simplicity (and no training) in order 
to move users away from their long-held dial-in habits 

Pods – by codifying and optimising its sales process around an easily-replicated self-
managing team structure, LoopUp has established a strong and scalable sales 
methodology, which is now beginning to bear fruit and we look at this in detail 

Process – the group appears well-managed and regimented in its approach not only to 
sales, but also to product development, the cautious inclusion of new features, and the 
overall evolution of the business 

People – as with most successful businesses, LoopUp has a high degree of focus on 
recruiting and retaining a talented and motivated workforce.  There is a focus on 
graduate recruitment (largely) into the Pods, and the group has, in mid-2018, added 
several high-quality senior hires across a range of key roles.  
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LoopUp has delivered a strong performance following its successful IPO in 
August 2016, and there is no sign of either growth abating, or of management 
losing sight of the clear strategic objectives.  Competition has always been 
intense in this space, but the relevant segments of the market appear to offer 
fertile hunting ground for LoopUp for many years to come, and LoopUp has 
already proven itself more than capable of delivering revenue, profit and cash.   

We strongly suggest that interested investors acquaint themselves with the 
product by using it, and arrange to meet management to learn more about the 
group.   
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Market backdrop and competitive offerings 

Every day, tens of millions of people take part in millions of remote meetings; 
conversations between teams large and small, within a single office or spread around 
the globe.  Some calls are regular and scheduled, others organised on the spur of the 
moment.  Some require high levels of information sharing – a screen or a shared 
document, others are audio-only, with just one participant doing the talking.  Many 
involve important interactions between companies and their customers.  

Despite this vast complexity and variety across the remote meeting segment, the market 
can be split relatively neatly into two behavioural types: 

(i) Traditional dial-in audio conference calls (with phone numbers and PIN 
codes) which have been an established market for many years, and  

(ii) newer tech-heavy, often ‘video-first’ software platforms, popular among 
more tech-savvy users and certain specialist users (such as company 
trainers) and providing a sometimes-bewildering degree of functionality, 
with audio being just a small part of the feature set, often over the public 
internet rather than regular phones.  

Rather than discuss the market itself and then the competitive landscape, we suggest 
that it is better to understand the market through describing the various offerings.  The 
reality is that there is no single market for completely homogeneous products – some 
products are suited to certain use cases, others are more relevant to alternative 
situations.  There is a broad range of offerings to match this variety in user need.  

Nevertheless, in aggregate the chart below provides some detail on the scale of the 
remote meeting market, and is notable for three reasons :  

1) the scale of the market – some $6-7bn per annum 

2) the fact that market value is levelling off (but not dramatically falling) 

3) the differential between rate of growth of minutes and rate of growth of value, 
demonstrating that there has been steady price erosion in terms of pence (or 
cents) per minute. 
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Value and volume of Global Remote Meetings Minutes (U$bn) 

 

Source: Wainhouse Research  

 

Pricing dynamics 

A broad analysis of the price paid ($6-7bn) compared to the c.250 billion minutes 
delivered for 2017/8 would suggest an average cost per minute of 1.5-2 pence.  Pricing 
is lower in the large USA market, where mobile access pricing is lower, and where 
competition has historically been most aggressive.  

Clearly larger customers with significant requirements will drive bargains at lower costs, 
and smaller companies will pay higher rates. 

We understand that the price erosion seen across the global market is now more 
focussed on emerging markets and the SME segment – the price environment in the 
Enterprise-scale deals within the USA and European markets is becoming more benign 
after many years of price deflation.   

Offsetting this, within the above chart, is the higher-price entry of the more tech-driven 
and often video-led products from a number of new providers.  These tend to command 
a premium price per minute, but in many situations have failed to displace the large 
incumbent providers of traditional dial-in calls.  

 

Traditional dial-in conference calls 

The market for the traditional audio-based conference call has been in existence for 
decades and is dominated by a small number of very large incumbents, and also 
(unsurprisingly) the domestic dominant fixed-line telecom providers in the largest 
markets.   

Outside of AT&T and BT, the major global players are Intercall (part of the West 
Corporation based in Omaha, USA) and Arkadin (owned by NTT).   
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West Corporation claims to be the global leader through Intercall, although it sees the 
audio conferencing market (pure audio) as declining in its core US market, and aims to 
“manage for cash flow, maintain cost structure” – which suggests little innovation and/or 
investment.  This approach appears, to us, typical of the large and comfortable players 
with dominant and cash-generative positions in a mature audio market.  We note that 
Arkadin offers Cisco Webex to its customers, rather than looking to develop or innovate 
its own product… 

There is a small UK-based player, Powwownow, which is arguably a good example of 
what can be achieved by a small but flexible new entrant (although perhaps without 
some of LoopUp’s technological lead).  Powwownow’s holding company generated 
EBITDA of £7.7m on sales of £20m in 2017, and the group grew revenues by some 
10%, suggesting that good ongoing growth is achievable in this market.  The offering is 
audio-led, with free screen sharing and free call recording, but relatively high costs per 
minute.  
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Technology-heavy multi-user meetings 

A number of software or internet-based businesses have developed meeting solutions, 
partly as adjuncts to other aspects of their offerings, and partly to try and take a share 
of the £5bn market described above. 

The table below depicts a number of the more major players, with some comments and 
analysis of their offerings, areas where they are seeing traction, and the features that 
they themselves promote.  

Technology-based online meeting providers  

 

Source: Progressive Equity Research 

Many of these platforms require a downloaded application, or are quite complex to 
operate from a technical perspective.  They are undoubtedly feature-rich and generally 
with a strong focus on video. However, this is in many ways their challenge when it 
comes to their appeal to mainstream professionals who are used to simple dial-in and 
who are hesitant to try software in this pressurised, live, multi-party environment.  

  

Cisco Webex Join.me Zoom Microsoft Skype GotoMeeting Amazon Chime

Strapline Online Video Meetings Online meeting tool
Modern enterprise 

video communication
Free calling

Video conferencing and 

collaboration

Frustration-free online 

meetings

Main features Screen sharing Free screen sharing HD group video Group video HD video Video

Co-edit documents Unlimited audio
App-based phone 

system
Instant messaging Web audio Screen sharing

"Ridiculously simple" 

video conferencing
Dial-in conference line Face-to-face experience

Webinars Security

Pricing

£11-23/host/month
Audio is added to online 

meeting
£12-16/host/month "Best with Office 365" £12-34/host/month

Pay-as-you-consume 

pricing model; could be 

c£10/host/month

Free for up to 3 people
- dial in and conference 

ID number

Free for 1 to 1 video, 

short meetings (<40 

mins)

Video meeting focus
US/UK 9c/1c per minute 

toll free

Call-me pricing 6p/min+

£9-20/host/month; 8c 

per minute toll-free dial-

in option

Free to use, but charges 

for calls to fixed or 

mobile lines

Germany 17c;        

France 7c

Feature-rich Main focus is video
Like Join.me, focus is 

"video first"

Heavily integrated with 

Microsoft

Formerly Citrix, now 

merged with LogMeIn
Video and audio

Comments

Video focus
Rooms and workspaces, 

plus video webinars
Support also MS-heavy Video major focus

Arguably pricing not 

good for Enterprise

Call-me pricing 

unsupportable for 

Enterprise customers 

App marketplace for 

developers

Also OpenVoice; 5bn 

audio conference 

minutes

Requires installation to 

join meeting

Claims 16m users per 

month
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In particular, we suggest that these new breed of collaboration platforms, while being fit 
for purpose (and indeed very strong products) for tech-savvy and more specialist users, 
they face the following challenges in terms of mass-market enterprise adoption on critical 
calls with larger numbers of users : 

▪ Video/online is the starting point  The focus is on video and many people actively 
do not want video on their everyday meetings. 

▪ Audio is a second-class citizen  Audio is often provided through computer-based 
(VoIP) systems which suffer from bandwidth and reliability issues, affecting call 
quality or leading to dropped lines.  

▪ Revenue model is not optimised for Enterprise customers   Payment on a “per 
user per month” licence basis may be the norm for online SaaS applications in the 
tech sector, but it is not the way that enterprises traditionally pay for their bulk calls 
and the adoption challenges of these feature-heavy software platforms leads to 
wasted subscriptions. 

▪ Costs per minute are high  Allowing access via telephone at rates of several pence 
or cents per minute could allow costs to balloon for large customers, and this is often 
essential for reliable audio quality.   

 

Overall market perspective 

The market for remote meetings is clearly very large.  The competitive landscape 
includes sluggish incumbents and fresh tech faces, but the market lacks that “just right” 
offering which combines consistently high quality audio with intelligent software 
technology to manage and smooth the process, but without bewildering users or 
requiring significant knowhow to simply run a conference call.  

 

LoopUp mainly targets discerning conference callers on their important, day-to-day 
calls – operational calls within a business, or with clients.  By making its product a careful 
balance premium audio and minimalist, no-training software, LoopUp is seeing material 
success.  

 

The next section focusses on the LoopUp product and how it aims to achieve this 
balance. 
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The LoopUp product 

The LoopUp product, billed by the company as a “premium remote meeting solution”, is 
a software-as-a-service conference call solution – the heart of the meeting is audio, with 
users able to join from fixed or mobile lines, over reliable, managed-quality-of-service 
networks.  From this audio “base”, the user is guided – without the need for any training 
– to the value-added features – for meeting context, screen sharing, call recording and 
(most recently) video.  

From the perspective of host 

The host sets the time for the scheduled meeting, and sends an invitation to all 
participants (the LoopUp add-in for Outlook helps automate this process).  When the call 
begins, the host joins the call and is presented with a screen as shown below (this is the 
mobile app version) which allows the host to : 

- See who is on the call 

- See who is speaking 

- Add/remove participants 

- Mute specific lines (for example with background noise) 

- Share the host’s screen or allow participants to share their screen (at the host’s 
sole discretion) 

- Commence call recording 

Host view mobile app 

 

Source: LoopUp 
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The absolute requirement of the call “not going wrong” 

It is important to remember the mindset of the host – most group calls are either a 
regular, scheduled team communication event, or an important but less regular call 
(often with clients or between different levels/groups within an organisation).  The 
common feature is that almost all group calls must run well. The cost of the call, normally 
a few pounds or dollars, is utterly inconsequential compared to the impact of a badly-
running call, or one that fails for some reason.  Essentially, hosts are very risk-averse 
and this is why many continue to use dial-in products. It’s the safe play that people are 
comfortable with. Consequently, LoopUp’s product is easy to use and, deliberately, does 
not contain a multitude of features which specialist users might demand. Rather, all 
features are well-delivered, easy to access, and focused on improving the meeting 
experience for mainstream business users. This mean that hosts do not have to learn 
through trial and error – something which would clearly put off new users almost 
immediately. The LoopUp product helps a host cater for its “least-comfortable” guest. 

From the perspective of call participant 

The participants in a call generally have, to be honest, less interest in any aspect of the 
logistics of the call other than accessing it being simple and easy.  If someone just wants 
to dial in from a mobile phone while walking along the street, they will not want to have 
to log in to an unknown platform or go through a browser-based system…they just want 
a dial-in number and PIN.  But if they discover that they can simply click a link in an 
email, and the conference call will “call them”, even better.   

For those participants who do have access to a PC/tablet, and want to see a shared 
screen (and the list of other call participants), the screen would like as below :  

Example product view for call participants who have chosen to enable video 

 

Source: Progressive Equity Research 
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Hosts and participants combined intelligently 

In our view, the true elegance of the LoopUp platform is its ability to combine, on a single 
call, a wide variety of “types” of user: 

▪ a host, sat at a desktop PC can enjoy a clear browser experience, with a list of 
participants and full control over all aspects of a call – as well as sharing his/her 
screen with others 

▪ a participant so minded can click the link in the call invite, and see largely the same 
information on a screen, while allowing the call to “dial out” to their desk or mobile 
phone 

▪ a less tech-savvy participant can simply use the dial-in number and PIN code, so 
effectively “exactly the same” as old-style conference calling.  Except that, with a 
small amount of cajoling, such a Luddite could be persuaded at least to simply enter 
their mobile phone number and allow LoopUp to call them – which is in fact far 
simpler and easier than dialling a conference number and entering a PIN ! 

The diagram below depicts various types of user (A to E) along the “technology adoption 
curve”; the beauty of the LoopUp platform is its ability to allow all types to co-exist on 
the same call, receive different levels of technology and benefit, but all the while catering 
for the lowest common denominator:  

One product fits all – appealing to all parts of the adoption curve 

 

Source: LoopUp 

 

As we note above, the main thrust of the LoopUp platform is not to delight the tech “early 
adopter” (A above) who enjoys every additional feature and enjoys complexity, nor to 
dumb the product down to suit the technophobe (D) who wants a conference dial-in 
number and PIN – LoopUp’s main aim is to offer a highly effective system for the 
“mainstream majority” – these exist in large numbers (B,C and E), and the product 
appears to be generating material interest. 
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Talking technical 

There are three aspects of the LoopUp technology that are patent-protected or offer 
genuine advantages. 

Call Start Alert 

LoopUp has a patent on the concept of a “notification engine” - an alert to warn the call 
host that a guest has joined their meeting.  As the organiser of the call, there is acute 
embarrassment being last to arrive on a call, so being warned that another participant 
has joined is a very useful prompt. It’s also a great security feature in case a user’s 
account has been compromised.  

Smart Proxy – bandwidth-limited situation; battery saving 

Another patent relates to the communication between the user’s device (mobile phone, 
laptop, PC etc) and the LoopUp system.  By leveraging ‘smart proxy’ middleware, 
LoopUp’s proprietary technology allows for effective call management from mobile 
devices, but with a negligible level of drain on the user’s battery.  

Local bridging 

Customers with certain geographic arrangements suffer from a complexity of conference 
call logistics.  Take a situation as shown below, with (say) two callers on a multi-person 
call in Australia, but where the call is being managed and hosted in the USA.  If 
Australian caller 1 speaks, then the audio must travel from his device, across the telecom 
network to London, through the conference call bridge, back across the network from 
London to Sydney, then to the audio device of Australian caller 2.   

This bouncing of the audio around the world and back takes around 0.25 seconds in 
each direction – so 0.5 seconds in total.  Most people only notice an audio delay above 
0.3 seconds, so conversations across the globe are now normally fast enough to take 
place without any perceptible delay.  But the “there and back” requirement of call 
bridging renders a conversation between two participants across the conference call 
problematic with echo and people talking over each other.   

The need for local bridging 

 

Source: Progressive Equity Research 
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LoopUp solves this with its “multi-site bridging” architecture and technology, allowing 
local users to hear each other without the need for the long-distance round-trip audio:  

LoopUp’s local bridging solution 

 

Source: Progressive Equity Research 

The resultant call quality is dramatically improved for conversations between (in this 
example) the two Australian participants in the US-hosted call. This type of international 
use case is not at all atypical in LoopUp’s enterprise and professional services market.   

Video  

The recent addition of video as very much an “optional extra” will allow LoopUp to 
address segments of the market where a procurement process requires video 
availability, even if user uptake may be small.  For clients where video is of value, 
LoopUp will earn additional revenue, but running the video via a separate (data) channel 
will ensure that it never interferes with the audio call quality.  Up to six video participants 
can activate their cameras, and the system can (depending on view selected) alter the 
feed shown to show the video of whoever is speaking at that given moment.  

Video availability on each call is, crucially, at the host’s discretion.  A number of more 
tech-heavy platforms boast “video first”…one could describe LoopUp as offering “video 
last” – allowing the host to add video as an option to all participants, who would then 
elect to participate in the video element of the call if they chose to do so.  In this way, 
LoopUp is aiming to deal with procurement processes which require a video offering, 
but without impacting on call performance, or complicating the process in any way.  

Events 

The group has also recently announced a major drive in the “events” call market.  As a 
result of the MeetingZone acquisition, LoopUp has a small position in this market, for 
calls with a small number of “presenters” but a large number of “audience members” or 
“listeners” – numbering in the hundreds or thousands.   

LoopUp is aiming to promote a high-end premium service, offering clients a full solution 
to their highly-public processes, focussing on quality of service and account 
management, and replicating the existing Cardiff operations in Boston to push into the 
lucrative but potentially under-served USA market.   
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Selling - the Pod approach 

Since 2013, LoopUp has sold its product to corporate customers using an approach 
based around the concept of a small “pod” of people – working together as a team, 
rewarded for group success, and largely self-managing. The diagram below shows the 
various roles within each Pod. 

The teams are often constituted with new (or recent) graduates, and importantly they 
are not populated by people with pre-existing sales experience…this ensures a 
freshness of approach, and no inclination to adopt other companies’ processes or 
practices.  The LoopUp methodology works, so the pods are populated by positive and 
dynamic people who put these evergreen, continuously-improving methods into 
practice. 

Originally, the Pods sold only to “Enterprise” customers (over £2500 per month average 
spend), but a recent change was made to include in each Pod responsibility for a degree 
of selling to smaller customers (£500-£2500 monthly spend), a group known within 
LoopUp as “Velocity” customers, driven primarily by inbound marketing-driven leads.  

Example Pod membership  

 

 

Source: LoopUp 

The other benefits of Pod structure, in our view, are :  

▪ Highly documented and systematic process allows a professional and consistent 
approach to sales tasks often not associated with such a degree of focus 

▪ A ‘best foot forward’ approach, aligned with the company, whereby the pod involves 
the right people for the opportunity in question, rather than keeping opportunities to 
themselves 

▪ Clear process allows for simple and rapid training process, with reliable results and 
interchangeability of staff between teams/locations (of which, more below) 

▪ Scalability of sales structure (both within and between geographic markets) is easily 
achieved with lower risk  

▪ Self-managing aspect (Pods are incentivised on team results) allows the teams to 
function effectively and efficiently without significant draw on management time 
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The Pod members employ all the traditional methods of achieving sales results – 
strategic and social network prospecting, Basho (highly targeted and personal) emails, 
and monitoring “buyer circles” – likely procurers of meeting arrangements within large 
organisations.   

The group has also recently begun investing in a more coherent inbound marketing 
programme, the results of which are likely to be seen over time.  

Numbers and effectiveness of Pods 

At its FY 2018 results meeting, LoopUp’s management team addressed the progress of 
its pod development during the year. Although LoopUp met revenue expectations for the 
year, it succeeded in doing that despite only running at an average of 7.5 quota-
productive pods during the year compared to its planned 11. It noted that this was, in 
part, due to ‘necessary pipeline build’ in Australia and partly due to the Group’s decision 
not to migrate any MeetingZone sales staff over to LoopUp pods during the period. 
Migration of MeetingZone staff to LoopUp pods will start in the German and Swedish 
markets from April 2019.  

The nine pods that did operate during 2018 comprised the seven pods in LoopUp’s UK 
and US markets and two in Australia. The former group of pods produced an average of 
approximately £471,000 of new annual recurring revenue (FY2017: £472,000) 
representing approximately £368,000 of new annual recurring gross margin (FY2017: 
£362,000) at an average fully loaded cost of approximately £508,000 (FY2017: 
£483,000). 

The two new business acquisition pods in Australia were in pipeline-build mode during 
2018 and had closed 55 accounts by the year-end. The Australian pods developed to 
around 50% of UK/US pod productivity levels during H2 2018 and are now working under 
fully-ramped quota levels during FY2019.  This represented a modest disappointment 
relative to the group’s original expectations, and demonstrates the challenges ramping 
to normal productivity in new markets outside the UK and USA.   

Evolving the model of pod replication 

The original method of expanding the number of pods involved “bubbling up” the best 
and most senior people from the top levels of existing pods, and using them to “seed” 
new pods.  This allowed both continued career progression within the existing pods (as 
senior people departed from the top) and brought new pods up to speed (and sales 
quota) relatively quickly, since the methodology and knowhow in already-successful 
pods would be directly transferred into the new pod. 

Personnel in all pods are reshuffled twice a year to optimise the experience levels 
available in each pod and to facilitate the bubbling up process noted above. This divides 
the productive resources from one pod between two pods. To retain the link between 
team members and business which they have created, those moving to a new pod will 
usually retain revenue shares from their previous pods. In addition, a salesperson may 
take their pipeline of business with them, especially when their new pod is within the 
same country or jurisdiction.  

There is, however, an inherent limit to the pace at which this bubbling up method could 
allow pod growth – it is constrained by the number of more senior people to drive new 
pods.  It is also more challenging to achieve rapid international expansion, as not all 
senior pod members are likely to be willing to relocate overseas, where there will be no 
existing pipeline of business and a period of ramp-up for new pods will be necessary – 
such as that seen in the case of the new pods in Australia (see below). 
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Pod Academy – experienced recruits 

To boost the availability of more senior people, and so accelerate the long-term 
expansion of the number of pods, LoopUp has undertaken a recruitment and training 
programme called ‘Pod Academy’.  

The Pod Academy is different to LoopUp’s standard recruitment programme which has 
normally focussed on recruiting graduate-level entrants into the junior slots as Pods are 
established and evolve.   The Academy intake includes a range of ‘career change’ 
people, with a good level of pre-existing work experience, but not previously involved in 
sales roles.  The reason for this is simple – the Pod methodology is very different to 
other organisations’ sales structures – entirely team-based and collegiate; salespeople 
who have grown accustomed to more self-centred and individually-measured ways of 
selling would not map well into this environment.  LoopUp has therefore recruited into 
the Academy people with a wide range of (non-sales) work experience – sports coaches, 
teachers, former-armed-forces and people returning to work after a career break.  The 
focus is on quality of person and style of approach – LoopUp believes that, with the right 
type of candidate, the group can teach and instil the right way of working.  

Early results positive 

Its first programme ran from November 2018 to January 2019 with 14 staff graduating 
as sales and account executives. Together with 30 new Business Development 
Associates from their established juniors recruiting programs, this helped to form new 
Pods in Chicago, Dallas, Los Angeles, Atlanta and Madrid in February 2019. 

The Pod Academy involves three months of training. Those passing through the 
Academy fulfil the more senior roles in a pod due to their prior experience. They are 
highly skilled on leaving the Academy. but have no pipeline and so, consequently, they 
too need to ramp-up their performance to become productive. This generally takes 
longer than the 3-4 weeks post-training for non-Academy team members who have been 
recruited and trained in the ‘normal’ way to take up less-senior roles in a pod.  

Those passing through the Pod Academy are expected to reach their ‘quota effective’ 
levels of productivity eight months after the conclusion of their training period. Quota 
productivity essentially represents a pod’s target which in turn reflects the sum of the 
targets for the people in the pod. 

RAMP-UP OF POD REVENUE EXPECTATION OVER EIGHT MONTHS 

 

Source: Company information 
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At this stage, LoopUp does not know what the staff turnover rates will be for those who 
come through the Academy. Currently, non-Academy populated pods lose around 40% 
of junior staff in the first year which is a pressured environment for newcomers – 
particularly in the first three months. Thereafter, turnover is significantly lower.  

The Group also announced additional investment of £2.0 million into this programme 
during FY2019 to accelerate future growth. LoopUp now expects to see a progression 
of quota-productive pods in operation at the rates shown in the chart below. 
 

Approximate average number of quota-productive pods during period 

 

Source: LoopUp 

 

Credibility of growth expectations 

The growth in Pod numbers does not simply come from the Pod Academy – Pod 
Academy simply augment the regular established process of juniors “bubbling up” into 
more senior pod members, which creates capacity for senior members to split out to 
create new Pods (this is the way that Pod growth has historically been achieved).  

Bubbling up can be a major source of growth – it alone can add c.25% to Pod numbers. 
Importantly, the Pods created in this “bubbling up” manner will also come with a normal 
level of pre-existing pipeline – active leads that those individuals have been pursuing, 
but which have not yet converted.  This active pipeline from the outset allows “bubbling 
up” Pods to generate strong levels of revenue from creation. Essentially, this method is 
just dividing already productive resource into more pod units. By contrast, Pod Academy-
pod members must work to build leads and pipeline, largely from a cold start.  Clearly 
this takes time – as described above, the group (and we) have assumed that it takes 
some eight months from inception to full revenue run-rate.   

The combination of that organic growth with the additional impact from the Pod Academy 
enhances the growth rate during the period subsequent to training. For instance, LoopUp 
started FY 2019E with 9 quota effective pods. Bubbling up will add the equivalent of 2.5 
new quota effective pods during the year while the Pod Academy will produce 1.5 
additional equivalent quota effective pods.  
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MAPPING POD EXPECTATIONS TO OUR PUBLISHED FORECASTS 

 

Source: Progressive Equity Research estimates 

 

Clearly the analysis above, based on very broad assumptions of Pod growth and 
ignoring other aspects such as currency, changes within MeetingZone etc is no 
substitute for a more-detailed financial model.  Nevertheless, it provides a degree 
of reassurance and sense-checking of our estimates that they tie in well with the 
Pod-based calculations above.  The workings above, and our assumptions as 
shown, are our own, and not specifically mapped to LoopUp’s detailed plan – the 
modelling is simply to demonstrate “given the growth model that has been 
adopted, what would one need to assume in order to reach figures that 
approximate the consensus (and our) published estimates”.    

 

 

2019 2020 2021

Active Pods at end of prior year 9.0 17.5 28.0

Added via "bubbling up" (c.30%) 2.5 5.5 8.0

Pod Academy/MeetingZone 6.0 5.0 5.0

Total Pods leaving year 17.5 28.0 41.0

Pod revenue workings

Average Pods for year 13.3 22.8 34.5

New revenue per Pod (£000s) 470 470 450

Estimate of revenue added (£m) 6.2 10.7 15.5

(average Pods x revenue per Pod)

Group revenue analysis (£m)

Prior year revenue 34.2 50.8 62.0

MeetingZone full year impact 10.0

Churn of installed base (+1%) 0.3 0.5 0.6

New revenue added from Pods 6.2 10.7 15.5

Revenue estimate 50.8 62.0 78.1

Progressive Research forecasts (£m) 50.1 61.2 76.4
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Running some numbers - customers and metrics 

Customer base 

The customer base is a combination of some (very large) Enterprise customers who 
have heavy ongoing needs for calls across their organisations, and a number of 
predominantly Professional Services customers, which tend to be smaller organisations, 
but very heavily reliant on conference calls/remote meetings to keep teams in touch with 
clients, and for general management of their activities.  

We understand that no single customer represents above 3% of revenue.  This 
continues to represent a very low degree of customer concentration although 
management has previously noted that a number of new customers had the potential to 
turn into large accounts.  

Customer metrics and “negative net churn” 

The chart below highlights the percentage of calls made by the relevant “new customer 
cohort” (ie won in each year) where LoopUp “dials out” to the call host.  This is a key 
metric for the group, for the following reason: 

“where LoopUp dials out to the host, the person managing the call is using 
the technology to its full extent; able to see all the participants and control 
the call, able to share screens and activate call recording, and enjoying a 
product genuinely and clearly differentiated from traditional audio 
conference calls” 

It is therefore very reassuring that, over time, steadily more of the group’s customers are 
enjoying the full benefits of the technology:  

Percentage of calls where LoopUp dials out to the host 

  

Source: LoopUp  
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The other extremely positive metric that the group can boast is “negative net 
churn” (i.e. growth), in 2018 reported at 1% (at constant currency).   

This measure is essentially the expansion in use of the product by existing customers 
more than offsetting the occasional loss of (or reduction in usage by) others.  Customers 
are lost for a variety of reasons, often to do with businesses closing or M&A or changes 
in decision makers.  Increasing revenues from the existing base, which overall more 
than offsets this churn, is down to two main factors : 

▪ Greater uptake of premium services (screen sharing and call recording) 

▪ A general increase in usage per user as LoopUp users tend to offer to host more 

▪ Additional users within an organisation adopting LoopUp as their conference call 
platform of choice 
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Acquisition of MeetingZone 

LoopUp Group completed the acquisition of MeetingZone Group in June 2018, a UK-
headquartered conferencing services provider, from GMT Communications Partners, on 
a debt-free and cash-free basis, for a total consideration of £61.4 million in cash.  

LoopUp funded the acquisition from the proceeds of a placing of 12.5m new Ordinary 
Shares at 400p per share, to raise £50.0 million and a new £17.0 million term loan. It 
also has access to a £3.0 million revolving credit facility which will not initially be drawn. 
The Directors have said that they expect that the acquisition will be ‘materially enhancing 
to the adjusted basic earnings per share in the first full financial year of ownership to 31 
December 2019’.  

MeetingZone is a UK-based conferencing services provider with approximately 6,000 
customers worldwide, and operations in Germany, Sweden and North America. It had 
revenue of £22.5 million, gross profit of £15.0 million and Adjusted EBITDA of £5.0 
million in the 12 months ended 31 December 2017 on an unaudited pro forma basis. On 
the same basis for the 12 months to 31 December 2017, the revenue of the Enlarged 
Group would have been £39.9 million with a pro forma figure for 2018 of some £44.2m.  

The operational logic was to transition M2 audio conferencing customers over to the 
LoopUp platforms.  Management expects the greater scale to “promote the established 
‘network effect’ in the LoopUp product and improve buying power with its suppliers”.  
One of LoopUp’s main costs is the purchase of telecom “minutes” to provide its service, 
and clearly additional scale will allow better deals to be struck with suppliers.  

The MeetingZone Group sold its own standalone audio-conferencing services, resells 
Cisco’s WebEx collaboration services, and also offers a value-added audio services 
product for Microsoft Skype for Business. In the 12 months to 31 December 2017, the 
revenue mix from these three lines of business was 68.0%, 21.0% and 11.0%, 
respectively. 

MeetingZone revenue sources (FY 2017) 

 

Source: LoopUp 
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Acquisition rationale 

LoopUp’s management sees the acquisition as significantly increasing the Group’s scale 
and driving earnings growth. It also points out that development spend on the LoopUp 
product can now be spread across the much-enlarged revenue base. LoopUp has 
produced good revenue and profit growth through its differentiated product strategy and 
its Pod structure. Despite growing LoopUp Revenue at a CAGR of 37.2% over the last 
four financial years, management sees the acquisition as a route to improving its share 
of a c.£5 billion market more rapidly. 

LoopUp’s product revenue has seen low customer churn recently with a loss rate of 
between 5% and 6% in each of its last three financial years. 

A key part of the rationale behind the acquisition is the opportunity to transition the 
MeetingZone Group’s core audio conferencing business on to the LoopUp product 
platform.   

Management has flagged further reinvestment in the business in order to drive 
accelerated organic growth. Initiatives include faster expansion of new business 
acquisition Pods, helped by MeetingZone’s existing presence in Germany and Sweden 
and investment in the LoopUp product roadmap (to include foreign-language localisation 
– with these two languages high on the list of priorities).  

Synergies and further investment 

The Group originally identified potential cost savings of approximately £0.5 million to be 
realised in the financial year to 31 December 2018 and £3.0 million in the first full 
financial year of ownership to 31 December 2019. Following a detailed strategic review 
of the MeetingZone business, LoopUp and MeetingZone are now fully integrated into a 
unified organisational structure for new business acquisition, customer success and 
operations. This resulted in annualised cost synergies in excess of the £3 million 
announced at the time of acquisition. The cost of achieving those savings was £1.2 
million.  

The Group had previously noted that additional investment would total approximately 
£1.5 million, £3.0 million and £2.4 million in FY 2018, FY2019E and FY2020E 
respectively, these figures being over & above the spending expectations at the time of 
the acquisition.  

Use of proceeds 

The use of £67 million proceeds (£50.0 million placing, £17.0 million term loan) was 
£61.4 million for the Acquisition consideration (including debt), approximately £4.0 
million for Acquisition expenses, and £1.6 million to strengthen the Group’s net cash 
balance. 

Cost of loan facility 

LoopUp established a £17.0 million term loan and £3.0 million revolving credit facility 
from Bank of Ireland which accrues interest at 2.50% per annum above LIBOR. The 
Term Loan is to be repaid over 5 years with a 50% bullet payment. The maturity date for 
the Senior Facilities is five years to 5 June 2023. Security is provided in support of the 
Senior Facilities by the Company, and certain members of the Enlarged Group. The 
Company is required to ensure that the gross debt/EBITDA is a maximum of 2.75x, to 
step down to 2.25x from September 2021 and thereafter; and EBITDA/Gross Interest is 
at a minimum of 4.0x for the entire term.  Relative to our current forecasts, these 
covenants appear to us comfortably within range.  
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Board Members 

 

Lady Barbara Judge CBE, Independent Non-Executive Chair 

Lady Judge is the national Chairman of the UK Institute of Directors. She is also 
Chairman Emeritus of the UK Atomic Energy Authority (UKAEA), former Chairman of 
the Pension Protection Fund, and UK Business Ambassador on behalf of UK Trade & 
Investment. Lady Judge is best known to UK tech investors for serving on the board of 
IT company Axon plc prior to its take-over. In 2010, Lady Judge was appointed 
Commander of the Order of the British Empire. 

Steve Flavell, Co-Chief Executive Officer 

Steve co-founded LoopUp alongside co-CEO Michael Hughes. Based in London, Steve 
oversees global commercial activities and is accountable for setting and delivering the 
Group’s financial plan. Prior to LoopUp, Steve was EVP and main board director at 
GoIndustry, an online industrial auctioneering platform. As part of its founding team, 
Steve was involved in GoIndustry’s organic growth and several acquisitions. Previously, 
Steve spent time at Monitor Company, Mars & Co, and Mobil Oil. Steve has an MBA 
from Stanford and MEng from St. John’s College, Cambridge. 

Michael Hughes MBE, Co-Chief Executive Officer 

Michael co-founded LoopUp alongside co-CEO Steve Flavell. Based in San Francisco, 
Michael oversees the Group’s product development, engineering and network 
operations worldwide. Prior to LoopUp, Michael was a founding member and CEO of 
Pagoo, a pioneering VoIP company, overseeing the company’s expansion into Europe 
and Asia. Prior to Pagoo, Michael was a strategy consultant with Monitor. Michael has 
an MEng from Imperial College, an MBA from Stanford as an Arjay Miller Scholar, and 
was awarded a Sainsbury Management Fellowship by the Royal Academy of 
Engineering. Michael was made a Member of the Order of the British Empire (MBE) in 
Her Majesty’s 2017 New Year’s Honours List for services to graduate development via 
the Silicon Valley Internship Program. 

Simon Healey, Chief Financial Officer 

Based in London, Simon oversees all global financial operations. Prior to LoopUp, Simon 
was Financial Controller at Streetcar, which sold to Zipcar in 2011. Previously, he was 
Financial Controller at Research Now and was involved in the company’s listing on AIM. 
Simon is a Chartered Accountant who trained with KPMG, and holds a degree in 
Accountancy from the University of Birmingham.  

Mike Reynolds, Independent Non-Executive Director 

Mike most recently held the position of EVP at Syniverse Technologies, before which he 
served as CEO of 2degrees Mobile. Prior to 2degrees Mobile, Mike spent seven years 
as President at Singapore-listed network operator, StarHub, where he was responsible 
for the day-to-day operations of 2,800 employees and US $1.4 billion of revenue. 
Previously, Mike spent 24 years at BellSouth, which included appointments as President 
of BellSouth China and CEO of BellSouth International Wireless Services. 
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Keith Taylor, Independent Non-Executive Director 

Keith Taylor has nearly 30 years’ experience in senior roles across the finance industry. 
He has worked for Barclays for over 20 years, most recently as a Managing Director 
within the Corporate & Investment Banking division. Keith’s experience also includes 
acting as Vice Chairman and Board Member of the Loan Market Association and serving 
as a Trustee Director of the Barclays UK Retirement Fund, one of the largest UK pension 
funds. Keith has a first-class honours degree from Cambridge University and an MBA 
with distinction from Cass Business School. 

Nicolas Goulet, Non-Executive Director 

Nico is a managing partner at Adara Ventures where he has managed venture capital 
funds for the last 15 years. Nico has been actively involved with more than 25 early stage 
ventures and served on the boards of 15 companies. Prior to Adara, Nico was a partner 
at Monitor Company. Nico has a BSc degree in Aerospace Engineering from the École 
Centrale de Paris, an MSc in Aeronautics & Astronautics from MIT, and an MBA from 
INSEAD. 
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Risks and challenges 

All businesses face risks and challenges – we describe below those we consider most 
relevant to LoopUp, along with managements comments and/or actions in mitigation.  

Risk 

 

Source: Progressive Equity Research 

  

Risk Risk/impact Management action/comments

Failure to finance growth

LoopUp’s ability to continue to finance its investments at the 

optimal pace is dependent on the group maintaining 

profitability and sales growth alongside its investment 

strategy, or having appropriate financial resources in place to 

invest with confidence.

The Group continues to monitor cash generation and 

borrowings and retains access to further finance facilities.

Foreign exchange

Given the Group’s material US sales and operations, 

fluctuations in foreign currency exchange rates could have a 

material effect on the Group’s revenue and profitability.

LoopUp’s percentage of revenue denominated in US Dollars is 

currently broadly aligned with its percentage of costs 

denominated in US Dollars and it closely monitor foreign 

exchange movements.

Intellectual property

Challenges to the Group’s intellectual property or alleged 

infringements of others’ intellectual property, by either 

competitors or other third parties, could result in costs, 

liabilities and operational uncertainties for the Group.

LoopUp maintains an active policy regarding patents and 

trademarks as appropriate. It maintains robust contracts with 

any key software licensed from third parties.

Product development

New capabilities and enhancements introduced into the 

Group’s product may contain undetected defects that fail to 

meet customers’ performance expectations or satisfy contract 

specifications, possibly affecting results and reputation.

All product releases are put through rigorous quality 

assurance cycles, followed by internal user acceptance testing 

before release to customers in a considered and organised 

rollout strategy. 

Competition

The Group’s primary competitors are, in many cases, 

significantly larger enterprises with greater financial and 

marketing resources. There can be no guarantee that the 

Group’s current competitors or new entrants to the market 

will not bring new or superior technologies, products or 

services at similar or lower prices.

LoopUp maintains and promotes a differentiated value 

proposition. The Group’s senior management team regularly 

devotes time to reviewing product releases by potential 

competitors and gaining insight from industry analysts and 

customers.

Key personnel

Dependence on skilled personnel, the loss of whom could 

have a material impact. Difficulties encountered in retaining 

senior staff and recruiting appropriate employees might 

hinder the Group’s ability to grow.

The Group believes it has the appropriate incentivisation 

structures in place to attract and retain the calibre of 

employees necessary to ensure the efficient management, 

operation and growth of the business.

Key system failure or 

disruption 

Any malfunctioning of the Group’s technology and systems, or 

those of key third parties, even for a short period of time, 

could result in a lack of confidence in the Group’s services, 

with a consequential material adverse effect on operations 

and results.

The Group regularly reviews the appropriate redundancy and 

resiliency in its network operations, is ISO 27001 certified 

across its global operations, and has implemented a 

sophisticated Service Event Response Team (SERT) whose 

members are located around the world, enabling 24x365 

coverage.

Credit risk

The risk that a counterparty fails to discharge its obligations Careful consideration is given to the choice of bank in order to 

minimise credit risk. Cash is held with four institutions. 

Key customers

Key customers could experience trading difficulties resulting in 

lower revenue for LoopUp.

The largest 100 customers represented just 62% of revenues 

in FY 2017 with no single customer above 3.6%. 

Liquidity risk

Liquidity risk arises from the group’s management of working 

capital and its ability to be consistently cash generative and 

meet its financial obligations as they fall due.

The Directors manage liquidity risk by regularly reviewing cash 

requirements by reference to short-term cash flow forecasts 

and medium-term working capital projections.
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Financial performance and basis for forecasts 

2018 results 

LoopUp followed a strong trading year in 2017 with what was a transformational year for 
the group in 2018 following the acquisition of MeetingZone. Although the level of organic 
growth was encouraging, the numbers are greatly affected by the seven-month 
contribution from the acquired business.  

The table below shows the financial highlights for the LoopUp product and associated 
value-added add-on capabilities and exclude the discontinued BT technology licensing 
business from the 2016 comparative numbers. The results are the first full year numbers 
since the acquisition of MeetingZone in June 2018 and include seven months of trading 
from the acquired business. Revenue increased by 96% to £34.2 million, Adjusted 
EBITDA increased by 121% to £7.7 million and adjusted operating profit by 521% to 
£4.5 million. The table shows the progression over successive half year periods. 
Obviously, the last column reflects a full period of ownership of MeetingZone. 

LoopUp metrics excluding discontinued licensing revenue (£m) 

 

Source: LoopUp. NB: H2 2018 includes a full 6 months of MeetingZone ownership 

Overall, it is clear that the group continues to experience strong revenue growth, that its 
gross margins have been improving with scale, and that management are tightly 
controlling operational expenditure.  These factors are combining to drive material 
operational gearing and growth in earnings. 

The Group continued to see ‘negative net churn’, or net growth, in its long-term 
established customer base of 1% in FY 2018. 

Ongoing growth and margin improvement 

In the first half of 2018, organic LoopUp revenue grew by 22% on a constant currency 
basis over H1 2017, and organic LoopUp gross margins improved further to 77.2% from 
76.8% in the prior year. For the full year, overall gross margin on the Group’s core 
conferencing revenue grew from 76.7% in FY 2017 to 78.2% in FY 2018. Other revenue 
streams acquired with MeetingZone operate at a lower margin, meaning that overall 
gross margin was 69.9% for the year (2017: 76.7%). 

MeetingZone impact 

LoopUp and MeetingZone are now fully integrated into a unified organisational structure 
and the reorganisation has resulted in annualised cost synergies in excess of the £3 
million announced at the time of acquisition. The business generated revenues of 
£13.8m and EBITDA (before exceptional reorganisation costs) of £3.5m in the period 
from acquisition to 31 December 2018. Total revenue associated with MeetingZone for 
the year to 31 December 2018 was £23.7m, with EBITDA (before exceptional costs) of 
£5.5m. The acquisition resulted in two one-off charges to the income statement in 
FY2018: £3.8m of legal and professional fees in relation the acquisition and fundraise 
and £1.2m of exceptional reorganisation costs. There was an amortisation charge of 
£1.3m in FY2018 relating to the acquired assets. 

H1 2016 H2 2016 H1 2017 H2 2017 H1 2018 H2 2018

Revenue 6.0 6.8 8.7 8.9 12.0 22.2

Gross Profit 4.4 5.2 6.7 6.8 8.9 15.0

Gross Profit margin (%) 73.7% 74.5% 76.8% 76.6% 77.2% 67.5%

Adj. EBITDA 0.9 0.4 1.6 1.9 2.7 5.0

Adj. Operating Profit 0.1 -0.4 0.5 0.2 0.9 3.6
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Although there were a number of strands to the rationale behind the acquisition, 
MeetingZone is unlikely to show growth in its first two years of ownership. The 
transitioning of the core audio conferencing business on to the LoopUp product platform 
and the realisation of cost synergies are among the obvious benefits of the acquisition. 
However, LoopUp anticipates that on top of the annual churn rate of round 10%, the 
process of transitioning the audio business could produce a further 15% reduction in 
revenue – although that latter process should be finished by the end of August 2019. 
Thereafter, an annual uplift of around 6% is envisaged compared the uplift within 
LoopUp which is expected to be a mid-teens percentage. The other businesses within 
MeetingZone – Microsoft audio services and CISCO WebEx – are expected to be flat in 
the longer term albeit with some initial growth in the latter. 
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Assumptions underlying our forecasts  

Our estimates reflect the strong trading in FY 2018 and take account of the revenue 
growth, margin increases and increased profitability at both EBITDA and operating profit 
levels. They also take a view on the impact of the acquisition of MeetingZone on future 
growth. 

Our views on LoopUp’s pod economics (and anticipated growth in pod numbers) inform 
our estimates of strong ongoing revenue growth.  

We assume good cost control yields strong Adjusted EBITDA growth. With EBITDA 
running ahead of our assumptions for capitalised development costs, we also anticipate 
good cash generation over our forecast horizon. 

The key aspects of group performance that underly our estimates are : 

▪ Growth in pod numbers in line with management expectations as identified 
elsewhere in this document 

▪ Maintained average pod performance, and migration of the new Australian (and 
future-established) pods towards the metrics achieved in the USA and UK 

▪ Gross margins trending down (towards c.70%) in the near term as MeetingZone’s 
lower average margins impact on the overall group rate 

▪ No material changes (upward or downward) in pricing dynamics – continued wins of 
large customers on lower revenue per minute (but at high volumes) and continued 
ability to drive down telco minute costs in COS 

▪ Ongoing ability to win market share, displacing (mainly) legacy audio conference call 
incumbents, but benefiting from enhanced network effect sales post the MeetingZone 
acquisition 

▪ Initiatives launched for more investment in group marketing, driving modest levels of 
inbound customer enquiries and lead generation 

Revenue (£m)                                                                           Adjusted EBITDA (£m) 

 

Source: LoopUp historical performance, Progressive Equity Research estimates 
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Summary and investment thesis 

The investment case for LoopUp is relatively clear; if the group can continue to grow 
revenues, then the gross margin (75%) and the cautious approach to costs should, over 
time, deliver strong cash flows and thereafter dividends to investors.   

The key issue, therefore, is the sustainability of the group’s sales growth, and in this 
context we suggest “the four Ps” which appear to summarise and encapsulate what we 
see as the group’s main differentiating factors : 

The four Ps 

Product – LoopUp offers a highly differentiated approach to the software majors in this 
space, emphasising premium audio quality and the need for simplicity with no training 
required.  These appear to be the right attributes to move users away from their long-
held dial-in habits 

Pods – sales are achieved in a highly effective manner, with teams operating together 
in accordance with tried & tested methodologies.  This structure lends itself well to 
scaling and growth, especially with the recently-established “Pod academy” which bodes 
well for rapid and international expansion. 

Process – we have had many interactions with the business as we have learned about 
the company – this has involved a large number of LoopUp company staff, over more 
than a year, and we have also seen a “customer perspective” through our adoption of 
the product within our own business.  At each stage, we have been impressed at the 
logical and systematic process that drives the activities and success of the LoopUp 
organisation; the business appears well-controlled and strategically managed, in a way 
normally only found in larger companies. 

People – LoopUp has attracted a number of driven, motivated and passionate people, 
with a single shared aim to deliver high quality, premium remote meeting experiences.  
With much of the competition either sluggish incumbents, or feature-hungry tech players, 
this combination of focus and dedication appears to be standing out from the crowd, and 
allowing the group to keep delivering growth and profit 

 

LoopUp has carved out for itself an already-valuable niche in a material market 
segment.  It offers an innovative product with a cleverly-balanced feature set, 
allowing users to migrate from old-style dial-in calls to a more modern 
replacement, but retaining high quality audio, not risking video unless necessary 
(and always at the discretion of both the host and each user), and without the 
requirement for complex technical knowhow.    

The group has demonstrated a number of qualities normally associated with much 
larger organisations, and appears highly capable of managing and maintaining 
significant ongoing expansion in revenues.   

For those investors interested to learn more, we strongly suggest trying the 
product to see first-hand the benefits it can offer, and then arranging to meet with 
management to learn more about the company itself and the opportunities that lie 
ahead.  
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Financial Summary: LoopUp 

Year end: December (£m unless shown)      

      

PROFIT & LOSS 2017 2018 2019E 2020E 2021E 

LoopUp Revenue 17.5  34.2  50.1  61.2  76.4  

Adj EBITDA 3.5  7.7  10.1  15.1  20.5  

Adj EBITA 3.2  7.1  9.4  14.4  19.8  

Reported PBT 0.7  0.4  3.2  8.5  12.2  

Fully adj PBT 0.7  4.1  5.3  10.6  14.4  

NOPAT 0.7  4.5  6.0  10.1  14.6  

Reported EPS 4.4  2.3  6.9  13.4  19.0  

Fully adj EPS 4.4  9.3  10.0  15.7  21.2  

Dividend per share 0.0  0.0  0.0  0.0  0.0  

      
CASH FLOW & BALANCE SHEET 2017 2018 2019E 2020E 2021E 

Operating cash flow 3.1  4.4  5.1  7.9  12.7  

Free Cash flow (0.1) 4.4  5.0  7.7  11.5  

FCF per share (0.3) 8.3  8.3  12.7  18.8  

Acquisitions 0.0  (65.9) (1.0) 0.0  0.0  

Disposals 0.0  0.0  0.0  0.0  0.0  

Shares issued 0.9  47.9  0.0  0.0  0.0  

Net cash flow 0.7  (13.5) 4.0  7.7  11.5  

Overdrafts / borrowings 0.0  (16.2) (14.5) (12.8) (11.1) 

Cash & equivalents 2.9  5.6  7.8  13.9  23.7  

Net (Debt)/Cash 2.9  (10.6) (6.6) 1.1  12.6  

      
NAV AND RETURNS 2017 2018 2019E 2020E 2021E 

Net asset value 10.5  59.9  64.0  72.1  83.8  

NAV/share 25.6  109.0  114.3  128.3  148.6  

Net Tangible Asset Value 0.5  2.2  1.9  1.6  1.4  

NTAV/share 1.1  3.9  3.4  2.9  2.4  

Average equity 9.1  35.2  61.9  68.1  78.0  

Post-tax ROE (%) 8.0% 11.6% 8.6% 15.6% 18.5% 

      
METRICS 2017 2018 2019E 2020E 2021E 

Revenue growth 36.2% 95.9% 46.4% 22.2% 24.8% 

Adj EBITDA growth 67.8% 121.1% 31.5% 50.2% 35.4% 

Adj EBITA growth 74.5% 124.1% 32.5% 53.2% 37.6% 

Adj PBT growth (354.9%) 459.9% 30.6% 99.1% 35.7% 

Adj EPS growth 722.4% 109.9% 7.8% 56.3% 35.3% 

Dividend growth N/A N/A N/A N/A N/A 

Adj EBITA margins 18.2% 20.8% 18.8% 23.6% 26.0% 

      
VALUATION 2017 2018 2019E 2020E 2021E 

EV/Sales 10.6 5.4 3.7 3.0 2.4 

EV/EBITDA 53.4 24.2 18.4 12.2 9.0 

EV/NOPAT 256.1 40.7 30.7 18.3 12.7 

PER 71.7 34.2 31.7 20.3 15.0 

Dividend yield N/A N/A N/A N/A N/A 

FCF yield (0.1%) 2.6% 2.6% 4.0% 5.9% 
 

Source: Company information and Progressive Equity Research estimates 
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Disclaimers and Disclosures 

Copyright 2019 Progressive Equity Research Limited (“PERL”).  All rights reserved.  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. 


