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Passionate about Private Label

Introduction
Iain Napier - Chairman
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Passionate about Private Label

Introduction

ÅA satisfactory revenue performance in a challenging economic 
environment

ÅNet debt within Board targets

ÅStrategic initiatives on track

ÅBoard changes completed

ÅInterim dividend maintained at 2.0p (2010: 2.0p)
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Passionate about Private Label

Summary
Chris Bull



Summary

ÅRevenue growth of 2% on a constant currency basis

ÅPrivate Label market shares growing across Europe

ÅάwŜŦǊŜǎƘέ ƛƴƛǘƛŀǘƛǾŜǎ ŘŜƭƛǾŜǊƛƴƎ

ÅAdjusted operating profit1 down 49% driven by time-lag in 
recovering previously announced increases in raw material input 
costs

ÅNet debt of 1.9x annualised adjusted EBITDA 1

(1) Figures do not include adjusting items. Adjusting items include amortisation of intangible assets, exceptional items, changes 
in estimates of contingent consideration arising on business combinations, and any non-cash financing costs from unwind of 
initial recognition of contingent consideration and any related tax 
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Passionate about Private Label

Financial review
Richard Armitage  - Finance Director

6



Financial headlines

2011-12 2010-11 Y/Y

H1 H1

Revenue (£m) 423.1 407.9 +4%

EBITA (£m) 10.3 20.2 -49%

EBITA margin 2.4% 5.0% -2.6pts

Profit before tax (£m) 7.3 16.9 -57%

Diluted earnings per share (pence) 3.0 6.9 -57%

Payments to shareholders per share (pence) 2.0 2.0 +0%

Cash generated from operations (£m) 17.3 27.2 -36%

Net debt (£m) 85.2 72.2 +18%

Financial KPIs
ROCE 10.3% 20.7%

EBITA margin 2.4% 5.0%

Asset turnover 4.3 4.1
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2010-11 Revenue at 

constant currency 

£412.8m, +2% 

growth

2010-11 H2 EBITA 

£8.8m, +17% growth

(1) Figures do not include adjusting items. Adjusting items include amortisation of intangible assets, exceptional items, changes 
in estimates of contingent consideration arising on business combinations, and any non-cash financing costs from unwind of 
initial recognition of contingent consideration and any related tax 



Income statement

2011-12 2010-11 Y/Y

H1 H1

£m £m

Revenue 423.1 407.9 +4%

Gross profit 128.8 139.4 -8%

Gross margin 30.4% 34.2% -3.8pts

Distribution costs (28.2) (27.4) +3%

Administrative costs (90.3) (91.8) -2%

EBIT 10.3 20.2 -49%

Net financing costs (3.0) (3.3) -9%

Profit before taxation 7.3 16.9 -57%
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(1) Figures do not include adjusting items. Adjusting items include amortisation of intangible assets, exceptional items, changes 
in estimates of contingent consideration arising on business combinations, and any non-cash financing costs from unwind of 
initial recognition of contingent consideration and any related tax 



Regional performance - Revenue

2011-12 2010-11 Y/Y 2010-11 Y/Y

£m £m £m

UK 163.5 159.0 +3% 159.0 +3%

Western Continental Europe 211.4 203.4 +4% 208.4 +2%

Central and Eastern Europe 71.3 67.6 +5% 68.0 +5%

Asia 5.1 5.3 -4% 5.3 -4%

Sub-total 451.3 435.3 +4% 440.7 +2%

Eliminations (28.2) (27.4) n/a (27.9) n/a

Total 423.1 407.9 +4% 412.8 +2%

(1) Revenue is by geographic origin

Constant Currency

9



UK Household Private label 
Value and Volume share July ςDec 2011

Volume share highest since July 2010 and value share highest since  July 2009

Source: Kantar Worldpanel
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Good Private Label momentum maintained in 
Household products across Europe

UK data 26 weeks to Dec 2011
France, Italy, Germany, Spain 52 weeks to Dec 2011
Sources: Kantar Worldpanel (UK) , Symphony IRI, GfK   

% change vs 2010



Regional performance ςOperating profit

2011-12 2010-11 Y/Y

£m £m

UK 5.4 8.3 -35%

Western Continental Europe 6.2 12.8 -52%

Central and Eastern Europe 2.3 3.4 -32%

Asia 0.1 0.1 n/a

Corporate costs (3.7) (4.4) +16%

Total 10.3 20.2 -49%
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(1) Figures do not include adjusting items. Adjusting items include amortisation of intangible assets, exceptional items, changes 
in estimates of contingent consideration arising on business combinations, and any non-cash financing costs from unwind of 
initial recognition of contingent consideration and any related tax 



Movement in net debt June 2011 to December 2011

(1) Other includes tax, finance costs, payments re exceptional items, purchase of treasury shares and foreign exchange
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Material cost environment ςstable for now

Market price sources:  CMAI, ICIS
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Å Oil dipped in May/June and has then remained 
at around ϵ110/barrel

Å Ethylene dipped temporarily in July then has 
remained stable at around ϵ1,100 per MT

Å Euro has weakened from  $1.43 in July to 
around $1.30; limited impact so far offset by 
favourable ϵ:£ exchange rate

Å Overall material costs expected to be broadly in 
line with last year
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... our strategic sourcing is delivering real value

Å Strong negotiation and careful application of 
long contracts used to smooth feedstock 
volatility creating some stability

Å McBride scale enables long-term relationships 
with large-scale suppliers; 2011 supplier 
conference resulted in 100 suppliers engaged in 
aŎ.ǊƛŘŜΩǎ ŘŜǾŜƭƻǇƳŜƴǘ

Å Scale of material cost reduction and value 
engineering projects considerably expanded

Å Indirect Procurement addressing significant 
non-material cost opportunities for the first 
time
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άwŜŦǊŜǎƘέ ƻƴ ǘǊŀŎƪΣ ŀŘŘƛǘƛƻƴŀƭ ōŜƴŜŦƛǘǎ ƛŘŜƴǘƛŦƛŜŘ
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PÅ Supply Chain re-structuring delivering

P

P

P

Å Implementation costs  and benefits of  
programme in line with plan

Å Operational Excellence programme 
implemented at all sites, with projects 
identified and savings delivering ahead 
of plan in the year to date

£7m annualised savings by FY14

£5m gross savings (£1m net) identified 
for FY12, on track for £4m net by FY14

Exceptional cost  £21m , (£13m cash)
£7m  annualised  savings

Å Opportunities to accelerate further 
cost savings being sought



Refresh Strategy Implementation
Chris Bull
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Within 12 months:

ÁComplete organisational changes

ÁImplement first Group-wide category investments

ÁComplete next phase of manufacturing rationalisation

ÁPerform Lean Manufacturing assessment at key sites

ÁContinue expansion in Developing and Emerging markets

Implementation roadmap : What we said

Within 24 months:

ÁAchieve full run-rate of Supply Chain savings

ÁFurther cost saving opportunities

ÁContinue geographic expansion
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- Getting the cost base right !
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Refresh Strategy Implementation
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What we have done: Manufacturing rationalisation
UK Liquids

ÁConsultation on 
closure of UK 
Household liquids site 
concluded 19/10/2011

Á6 lines transferred

ÁRemaining 6 lines to 
be transferred by 
March 2012 in line 
with plan

ÁRecord efficiency 
maintained during 
transfer 

ÁFocusing  of Machine 
Dishwashing  
production  in Europe

ÁImpacted sites:
Moyaux in France,
Foetz in Luxembourg

ÁFoetz  to become 
centre of excellence 
for Machine 
Dishwashing  

ÁConsultation 
underway in line with 
legal timetables

Machine Dishwashing
Europe
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Summary of Project economics

One-off pre-tax exceptional 

charges £21m

Cash expenditure     £13m 

Annualised savings    £7m

Delivering in line 

with plans and accelerating
X



What we have done: Lean manufacturing

ÁLean assessments completed 
at all sites

ÁYear 1 target savings of £1m 
confirmed with action plan

ÁLean examples:

π Hull ςInventory reduction 
programme, Saving £900k

π Middleton  - Bottle handing, 
Saving £600k

π EstaimpuisProduction 
layout , Saving ϵ550k

π Foetzςefficiency 
improvements ,ϵ400k

π StrezlceImproved filling 
efficiency, ϵ50k

LeanManufacturing

Reviewed

ÅDirect labour improvements

ÅMaterial usage improvement

ÅOverhead savings

Estimated cumulative benefit of £6.0m

ÅYear 1 £1.0m

ÅYear 2 £2.0m

ÅYear 3 £3.0m

£6.0m
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- Winning in the marketplace !
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Refresh Strategy Implementation
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Private Label Trends: 2012

Source: Planet Retail webinar Jan 2012

ñ Private Label 2012 - The year of the Consumerò 

ÁñPrivate labels are well positioned for future growth due to continued 

consumer quest for value, improved quality perception and ïcrucially for 

retailers ïa means of avoiding direct price comparisons.

ÁOpportunities for additional investment in premium and niche ranges

targeting specific ethnic and age groups, as well a diversification into 

higher-margin services.

ÁCustomer endorsement will catch on around the world, elevating private 

labels to a higher status and instilling trust and loyalty among shoppers. 

ÁNew market entries and ongoing M&A activity by large multi-nationals 

means that private label will be spurred on in emerging economies.

ÁAt the same time, there will be further opportunities for globalisation by 

distributing private labels through other retailers as well as global sourcing 

initiatives.ò

http://www.planetretail.net/Home/Media
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IGD ShopperTrackΣ ōŀǎŜΥ ŀƭƭ Ƴŀƛƴ ǎƘƻǇǇŜǊǎΣ ŦƛŜƭŘǿƻǊƪ 5ŜŎΩмм

Lowest price private label

Standard private label 

Premium private label

Shopper intentions Dec 2011

UK Consumers are expecting to purchase more
Private Label products over the next 12 months
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IGD ShopperTrackΣ ōŀǎŜΥ ŀƭƭ Ƴŀƛƴ ǎƘƻǇǇŜǊǎΣ ŦƛŜƭŘǿƻǊƪ 5ŜŎΩммΣ 

net % = expect to buy more in next 12 months - expect to buy less among past month users

Lowest price
Private Label 

Standard 
Private Label

Premium
Private Label

Consumers are increasingly looking for value as part of their 
weekly shopping strategies 

Shopper intentions Dec 2011
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Winning in Core Growth Categories:

ToFrom

Merchandising, Promotion & Channel Plans

Relaunch

W {ŀƛƴǎōǳǊȅΩǎ Υ ¢ǊƛƎƎŜǊ /ƭŜŀƴŜǊǎ /ŀǘŜƎƻǊȅ DǊƻǿǘƘ tƭŀƴ
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Winningin mature Categories: 
throughcategorysegmentation 

Hand care

Scent-sationsEcology

Antibacterial Power degreasers Hand renewal Nail protection Vitamins Hypo 

allergenic

100% natural RefillsNew brands DestinationsFloral secrets

Efficacy - Functionality
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Winning in Central and Eastern Europe

28
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Dynamic expansion of discount and supermarket channels in the region: 
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ÅIn Central Europe: Forecast for Private Label to double by 2013 vs. 2010 base

ÅDouble digit growth forecast for Private Label Household and Personal Care

Source: PMR



Winning in Central and Eastern Europe
Consumers buying into improved Private Label offer:

ÁFocused collaboration with top retailers 

ÁPortfolio management based on Category Management

ÁCategory based product innovations and extension

ÁOver 30 new references launched in FY 2011
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McBride CEE Performance  vs H1 2010

Total CEE + 5%

Total Poland +11%

Total Private Label +31%
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Winning in new geography - Vietnam
Big C Private Label personal care launch
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