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THE MISSION
TO be the preferred creative partner for real business growth

BY delivering Work That CountsTM

M I S S I O N  A D V A N T A G E

M I S S I O N  C O M M E R C I A L

T E C H N O L O G Y  

&  M O B I L I T Y

H E A L T H  

&  W E L L N E S S

B U S I N E S S  

&  C O R P O R A T E

C O N S U M E R  

&  L I F E S T Y L E

S P O R T S  &  

E N T E R T A I N M E N T
P R O P E R T Y
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THE MISSION
TO be the preferred creative partner for real business growth

BY delivering Work That CountsTM
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L E A D  C R E A T I V E  A G E N C Y :
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FROM LAUGHABLE 
TO LOVEABLE

CHALLENGE                                  
Having hit the ceiling for growth, and with core 
audiences actively rejecting them, ScS needed 
to shake-off the negative perceptions of a 
brand that’s yelled, ‘SALE SALE SALE’ for over 
100 years, and start building a brand that 
means something to people. 

CHANNELS                         
TV, OOH, instore POS, logo 
design, brand guidelines, 
store fasciae and van livery. 

SOLUTION                                             
Help ScS live-up to its new brand purpose. Starting 
with a warm, fuzzy, and homely rebrand and creative 
executions that bring to life the symbiotic 
relationship people have with their homes – When 
you love home, it feels like it loves you back. A 
feeling we call, The Hug Of Home.

THE SUCCESS
33% Increase in brand search

28% Increase in brand demand

5-Star trade press reviews

Pick of the Day on David Reviews
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2.
FINANCIAL 
REVIEW

• Resilient H1 performance

• Revenue up 11% (6% organic)

• Margins impacted by US Tech

• Significant H2 weighting per previous years

• Interest rates & net debt level drive 
borrowing cost increase

• Continue dividend progression
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PROFIT & LOSS
£M

H1 2023 H1 2022 £ change %

BILLINGS 92.9 81.2 11.7

REVENUE 41.8 37.5 4.3 11.4%

OPERATING EXPENSES (39.8) (35.3) (4.5)

HEADLINE OPERATING PROFIT 2.0 2.2 (0.2) (11%)

OPERATING MARGIN 4.8% 5.9% (1.1%)

SHARE OF ASSOCIATES/JV 0.1 0.1 0.0

INTEREST (1.0) (0.4) (0.6)

HEADLINE PBT 1.0 1.9 (0.9) (46%)

ADJUSTMENTS (0.9) (0.3) (0.6)

PBT 0.1 1.5 (1.4) (95)%

TAX 0.0 (0.4) 0.3

EARNINGS 0.0 1.2 1.1 (97)%

HEADLINE DILUTED EPS (p) 0.81 1.70 0.89 (52%)

INTERIM DIVIDEND DECLARED (p) 0.87 0.83 0.04 5%

0.0

0.5

1.0

1.5

2.0

2.5

3.0

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

DPS PROGRESSION (P)

Adjustments in 2023 reflect investment in Turbine, Livity

consensus
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SEGMENTAL ANALYSIS
H1

10.1 9.2 2.0 6.8 3.0 7.8 2.4 0.4 41.8

1.4 0.9 0.2 0.6 0.4 0.3 -1.1 -0.6 2.0

margin % 13% 9% 11% 9% 12% 3% 5%

10.1 9.3 1.5 5.9 1.4 8.2 0.9 0.1 37.5

0.9 0.9 0.1 0.3 0.2 1.2 -0.8 -0.7 2.2

margin % 9% 10% 9% 5% 17% 15% 6%

0.0 -0.1 0.5 0.9 1.6 -0.4 1.6 0.2 4.3

0.4 0.0 0.1 0.3 0.1 -0.9 -0.3 0.1 -0.3

margin % 4% 0% 2% 4% -5% -11% -1%

Invest- 
ments Total

Revenue

Headline op profit

Health & 
Wellness Property

Sports & 
Entert'mnt

Tech & 
Mobility

MISSION 
Advntge & 

Central

Headline op profit

Headline op profit

Change £m Business & 
Corporate

Consumer & 
Lifestyle

Revenue

Tech & 
Mobility

MISSION 
Advntge & 

Central

Invest- 
ments TotalH1 2022 £m Business & 

Corporate
Consumer & 

Lifestyle
Health & 
Wellness Property

Sports & 
Entert'mnt

Revenue

Tech & 
Mobility

MISSION 
Advntge & 

Central

Invest- 
ments TotalH1 2023 £m Business & 

Corporate
Consumer & 

Lifestyle
Health & 
Wellness Property

Sports & 
Entert'mnt

• Diversity of portfolio underpins 
robust performance

• Highlights margin mix re Tech

• Strong growth in Advantage
Margin drag as offers bed in

• All other sectors in growth
Property, Events (B&C) recovery

• Resilient margin performance 
across majority of segments

• Margins up 1.6% excl. Tech
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THE US TECHNOLOGY SECTOR
H1 VS H2 TRADING

H1 macro uncertainty re fears of inflation, recession, supply chain disruption and industry layoffs,
• Total 2023 US Tech layoffs over 220,000 people by end August

H2 optimism evidenced through:
• Nasdaq surge +30%
• Market endorsement of cost-cutting measures
• Improved macro-indicators re inflation, growth vs recession and influence of key technologies
• US Tech still expected to grow 5% in 2023

MISSION has taken two key actions to react to the market:
1. Downsized staff to reflect revenue run-rate
2. Changed service offering to refocus on ABM activity. ABM is a key growth area as the sector targets 

ever more efficient ways to deploy marketing spend
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GROUP STAFF TURNOVER
STABILISING

• Churn has settled well following 
industry-wide ‘great resignation’

• Below industry levels (IPA = 26%)

• Wage inflation at 4% yoy

24%

25%

26%

27%

28%

Q1 22 Q2 22 Q3 22 Q4 22 Q1 23 Q2 23

Staff turnover
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BALANCE SHEET
£M

H1 2023 H1 2022 DEC 2022

INTANGIBLES 102.4 99.6 99.7
FIXED ASSETS/INVESTMENTS 4.1 2.6 2.5
WORKING CAPITAL 5.5 3.5 5.4

NET BANK DEBT (14.9) (7.1) (11.4)
EARN-OUT OBLIGATIONS (5.8) (2.5) (4.1)
TOTAL NET DEBT (20.7) (9.6) (15.5)

RIGHT OF USE ASSETS 19.0 8.7 9.5
LEASE LIABILITIES (19.9) (9.2) (10.1)

ALL OTHERS (MAINLY TAX) (0.4) (1.0) (1.3)

NET ASSETS 90.0 94.6 90.2

BANK DEBT LEVERAGE X1.7 x0.8 X1.2
TOTAL DEBT LEVERAGE X2.3 x1.0 X1.6

• Working capital increases vs H1 22 driven by £6m 
reduction in Client prepayments (US Tech)

• Has a direct impact on net bank debt

• Acquisition obligations increase following 
completion of strategic investment programme

• Leverage ratios increase – expected to reduce in H2

0.0

0.5

1.0

1.5

2.0

2.5

3.0

3.5

4.0

4.5

5.0

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 H1
2023

H2
2023

Debt Leverage Ratios

Bank leverage

Total leverage

consensus
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CASH FLOW
£M

H1 2023 H1 2022
HEADLINE OPERATING PROFIT 2.0 2.2

ADD BACK DEPRECIATION 1.9 1.9

LESS LEASE PAYMENTS (0.9) (1.0)

EBITDA 3.0 3.1

INTEREST AND TAX (2.1) (0.4)

NORMALISED OPERATING CASH FLOW 0.9 2.7

WORKING CAPITAL (0.8) 2.5

CASH FLOW FROM OPERATING ACTIVITIES 0.1 5.2

ACQUISITIONS (0.7) (0.8)

CAPEX/SOFTWARE DEVELOPMENT (2.0) (1.0)

DIVIDENDS PAID (0.1) -

SHARES BOUGHT FOR THE EBT - (0.2)

START-UP COSTS (0.5) -

EXCHANGE DIFFERENCES / OTHER (0.3) -

(INCREASE) / REDUCTION IN NET DEBT (3.5) 3.2

• Interest payments £1m higher than 2022
• Tax payments higher than 2022 re US regime.

• £3.3m swing in working capital flow

• Capex increase re London Office fit-out

• Start up relates to Turbine, Livity
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FINANCIAL REVIEW
IN SUMMARY

• 11% Revenue growth, 6% organic

• Majority of segments in growth

• US Tech recovering into H2

• Significant H2 weighting per previous years

• Investment phase complete

• Excellent record of Cash conversion

• Progressive Dividend strategy
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3. 
BUSINESS 
UPDATE & 
OUTLOOK
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NOTABLE NEW 
BUSINESS WINS
The MISSION Group:
• Post Office has appointed The MISSION Group as the new lead 

creative Agency.
• The win includes strategic, creative and production services 

associated with owned and paid advertising, social, digital, in-branch, 
customer experience, PR, web and email.

• Cloak Lane – an SPV named after the site in the City of London of the 
first General Post Office in the UK in 1548.

Our Events Business:
• Department for Business and Trade – Tradeshow and Business 

Events Services (up to 5-year contract, value £20.8m) AND Ministerial 
and Specialist Live Events Primary Agency (up to 4-year contract, 
value £6.4m)

• Goldman Sachs - a multi-show international event programme
• UK Space Agency - for the fifth time we have been appointed to 

deliver the UK Space Conference 2023
• Worldpay - global events programmes

Our Operations in Asia:
• M1 Telecom - global data solutions partner for M1 Telecom
• Jägermeister - creating and managing a cocktail and shot tasting bar, 

part of a global campaign for airports the world over.
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Indicative value for initial SoW only:

Client A: $2.2M (+ additional $800k to be specified)
• Develop, deploy, and optimise a comprehensive one-to-few Global 

ABM program

Client B: $175,000
• Reinvent their brand story & identity and bring it to life in a new 

website

Client C: $180,000
• Reinvent their brand story & identity and bring it to life in a new 

website

Client D: $200,000
• Develop demand generation campaign content to support a range 

of ABM campaigns

Client E: $125,000
• Develop demand generation content to support multiple product 

campaigns

H2 NA TECHNOLOGY 
NEW BUSINESS WINS
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THE PROPERTY MARKET
THE NEXT 12 MONTHS

Despite the well-publicised and considerable challenges currently facing new homes developers, 
ThinkBDW is well-placed:

21

• The need for housebuilders to attract and convert a shrinking pool of 
buyers will require increased marketing efforts 

• As a specialist in the sector, we can leverage this situation by our ability 
to offer a complete integrated marketing service in-house

• Our cloud-based UX system, ThinkOnline, offers a more immersive and 
personalised buying experience (one demanded by more and more 
customers), and the ability for clients to launch developments faster 
(and cross-sell) more cost efficiently without the need for a physical 
sales presence

• When a physical sales presence is needed our new range of relocatable 
modular marketing suites can deliver an attractive branded turnkey sales 
environment to meet both short and long-term rental needs

• Looking ahead, our ambitions to enter other sectors and industries can 
be met by repurposing our current offerings. Most notably the 
commercial property market where we are already seeing significant 
interest.
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A portfolio of strategic services built to drive 
positive change and dramatically extend the scale 
and scope of our offer.

Teams of experts in HR, global digital production, 
data science and research, regional expansion and 
promotion - positioned around the globe and ready 
to mobilise in support of our Agencies.

MISSION ADVANTAGE compliments the strategic 
and creative strength of our Agencies allowing 
them to offer wider, deeper, and highly credible 
services in support of their own unique 
propositions and aspirations. 

ADVANTAGE is built as the platform for change, 
operating on a cost only basis to ensure the 
profitability, relationships and opportunity remain 
with our Agencies.
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New Head of People Services 
joins in November
Kelly Madeley (ex HR Director for 
Direct Line Group)

Developed a strategic blueprint 
for MISSION’s unified Ai 
approach

60 referred opportunities won to 
date and a further 83 in progress

Key partner of McDonald's annual 
"Monopoly" sales promotion 
initiative, being one of only 4 
partners who McDonald's pay to 
participate in the iconic campaign

And in HUBS …

MISSION ADVANTAGE
2023 PROGRESS
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An affordable way for any Agency to benefit from 
international partnerships and collaboration.

Low level annual partnership fee

%age commission payable on successful business introductions 
between Partner agencies

Projects from MISSION Group Agencies delivered on a pre-agreed 
cost + basis

Participate in the inter-agency talent exchange program.

Events, consultancy, and services provided by third-party providers 
charged separately

Option to become a MISSION Affiliate Agency, benefit from 
MISSION Advantage services at cost

Grow your agency quickly. Increase revenue. Access best-
in-class resources at cost. Plan for your business and 
personal future.

Annual affiliate fee

In addition to the Partner benefits, MISSION Affiliate Agencies have 
access to MISSION Advantage and 130 specialists, on- demand, AT 
COST providing: 

• Marketing automation and martech
• Behavioural insights 
• Data science and engineering
• Digital media planning, buying and SEO
• Production, digital comms & applications 
• Creative technology and campaign support
• International partner and pitch support
• Promotions and retention campaign planning and activation
• Financial planning and business growth consulting

MISSION HUBS
MORE PARTNERS, MORE PLACES, MORE SOLUTIONS
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LAUNCHING THIS MONTH

External Partner & Affiliate ‘sales’ website (www.missionhubs.co.uk) 
and www.themission.co.uk

Joining Jan ’24 

Milwaukee & MadisonMelbourne & SydneyBoston & Philadelphia

Tel Aviv

London Pune & Mumbai

Milan, Rome & London

Sydney

Miami, New York, Philadelphia 
& San Francisco

Madrid, Paris, London, 
Casa Blanca
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Albania 
Algeria 
Angola
Argentina
Australia 
Austria
Azerbaijan 
Bahrain
Bangladesh 
Belarus
Belgium
Bolivia
Botswana
Bosnia
Brazil 
Bulgaria
Cambodia
Canada 
Cameroon

Chile 
China 
Colombia 
Costa Rica
Croatia 
Cyprus 
Czech Republic 
Denmark
Dominican Republic
Estonia
Ecuador
Egypt 
Finland
France
Georgia 
Germany 
Ghana
Greece
Hungary 

Iceland 
India 
Indonesia 
Iran
Iraq 
Ireland 
Israel 
Italy 
Jamaica
Japan
Jordan  
Kazakhstan 
Kenya
Kosovo
Kuwait 
Laos
Latvia
Lebanon
Lithuania

Macedonia 
Malaysia
Malta 
Mauritius 
Mexico 
Morocco
Myanmar 
Nepal
Netherlands
New Zealand
Nigeria 
Norway
Oman 
Pakistan 
Panama
Paraguay 
Peru 
Philippines 
Poland 

Portugal 
Qatar 
Romania 
Rwanda
Saudi Arabia
Serbia
Singapore
Slovakia
Slovenia
South Africa
South Korea
Spain
Sri Lanka
Sweden
Switzerland
Taiwan
Tanzania
Thailand
Tunisia

Turkey
Uganda
Ukraine
UAE
United Kingdom
USA
Uruguay
Venezuela
Vietnam
Yemen
Zambia

Current MISSION Partners & Agencies
Discussing Partnership with Agencies
Extended network where we know Agencies

MISSION HUBS
OUR GROWING GLOBAL FOOTPRINT
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PEOPLE, PROFIT 
AND PLANET

• Group wide Employee Engagement Survey to run 
in October benchmarked against 2022 with 
resulting action plan 

• New Thanks Ben benefit platform launched this 
month 

• Continue to build our MISSION communities 
spanning ethnicity, sexuality, age, neurodiversity 
and faith

• 2024 introduction of new Group-wide 
Apprenticeship programme 

H2 we’re focused on delivering against our ESG 
commitments to meet our 2025 milestone social 
goals and shore up our net zero ambitions; 
embracing learnings from external validation and 
engaging the whole group to support positive 
change.

1. Continue to measure and report impacts and hold ourselves 
accountable to drive focus

2. Embed sustainability in our Group decision-making  and 
better align all elements of our ESG activity

3. Secure independent, external validation and work to 
address gaps and recommendations provided

4. Focus on our day-to- day behaviours at agency level to 
create impact driven by our people.

29



SUSTAINABILITY MARKETING REPORTING

Discovery Sustainability Strategy Brand & 
Communications

Learning & 
Development Innovation

Measurement & 
Reporting

Materiality 
assessments

B Corp Impact 
Assessment

Category analysis

Audience research

Net Zero strategy

Sustainability
strategy

Positive impact brand 
development

Purpose Gap analysis

Sustainability 
communications 
strategy (audience, 
internal, investor)

Behavioural change 
campaigns

Tea & Learns

Workshops

Training courses –
environmental & 
social

Sustainable 
product/service ideation 
& positioning

Tech innovation

Packaging design  
(reduce materials, 
improve recyclability, 
reuse)

Carbon calculations: 
production, websites, 
media

Campaign measurement 
– environmental and 
social impact, alongside 
financial metrics 

Impact reports

LEVERAGING OUR JOURNEY AND EXPERTISE
TO WORK WITH CLIENTS
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THE BIG M’s
C E L E B R A T I N G  W O R K  T H A T  C O U N T S T M

A creative awards initiative that celebrates WORK 
THAT COUNTSTM from all MISSION Agencies.

The awards ceremony will take place early December 
in London and will see 150 of the team come together 
to view a showcase of the work and to reveal the 
winners.

There will be approximately 10 categories, each 
receiving a bronze, silver and gold award.

There will also be a “grand M” award and a people's 
award that is voted for on the night.

Chair of Judges: Industry legend and creative 
entrepreneur Bil Bungay.
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• Headquartered in New York, the US branch of Influence 
Sports will be led by Managing Director, Dirk De Vos, who 
has previously held Senior Executive Commercial roles at 
Heineken, Diageo and Unilever.

• Influence Sports has a wealth of experience and long-
standing relationships in motor sport, sailing and pro-
cycling, bringing expertise from topflight sporting events 
including Formula 1, the America’s Cup and the Tour de 
France.

• This strategic move comes in advance of a high-profile 
international sporting events calendar, scheduled to take 
place in the US in the immediate years ahead. These 
include the five Formula 1 Grand Prix in the region (Miami, 
Montreal, Austin, Mexico City and Las Vegas), the 2024 
Copa América, the 2026 FIFA World Cup and the 2028 
Summer Olympics.

• Influence Sports will focus on offering strategic 
consultancy, commercial sales, partnership activation and 
PR & communications.  

INFLUENCE NYC
M O N G O O S E  G R O U P  E X P A N S I O N
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SUMMARY
AND OUTLOOK

• Resilient H1 performance despite Technology 
sector impact

• Strong revenue growth from our other 
specialist sectors

• Superb integration of late 2022/3 acquisitions 
and start-ups

• Attracting a greater share of Client spend 
through our MISSION Advantage platform

• Greater International reach, at no cost, through 
MISSION Hubs

• As previously stated no planned capability M&A 
in H2 – we have all we need

• Profits heavily H2 weighted as per previous 
years

• Tough trading environment but recent new 
business performance underpins outlook

• Technology revenue run rate expected to return 
to 2022 levels in H2

• Continued revenue growth across all other 
sectors 
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The Old Sawmills, Filleigh, Devon EX32 0RN 
T: +44 (0)207 462 1415

themission.co.uk

THANK YOU
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