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This presentation contains statements that are, or may be, forward-looking regarding the group's
financial position and results, business strategy, plans and objectives. Such statements involve risk
and uncertainty because they relate to future events and circumstances and there are accordingly a
number of factors which might cause actual results and performance to differ materially from those
expressed or implied by such statements. Forward-looking statements speak only as of the date they
are made and no representation or warranty, whether expressed or implied, is given in relation to them,
including as to their completeness or accuracy or the basis on which they were prepared. Other than in
accordance with the Company’s legal or regulatory obligations (including under the Listing Rules and
the Disclosure and Transparency Rules), the Company does not undertake any obligation to update or
revise publicly any forward-looking statement, whether as a result of new information, future events or
otherwise. Information contained in this announcement relating to the Company or its share price, or
the yield on its shares, should not be relied upon as an indicator of future performance. Nothing in this
presentation should be construed as a profit forecast.
2

30 July 2020

2020 INTERIM
FINANCIAL
RESULTS
Andy Ransom, CEO

3

2020 Interim Results

COVID-19
Pandemic
Outstanding response from the
organisation.
Resilient and robust model.

+1.0%
Ongoing Revenue Growth.
Hygiene +10.5%. Pest Control +1.0%.

Pest Control and Hygiene held up
well and recovering.

-9.4%

Rapid deployment of Disinfection
added £49m revenues in Q2.

Ongoing Operating Profit decline.
Increase in bad debt provision and PPE costs.

P&E more impacted.
Execution of our response through
three phased approach: Crisis,
Recovery and Strategic
Opportunities.

£143.5m
Free Cash Flow.
Delivered through tight controls over costs,
capex and working capital.
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2020 Interim Results

COVID-19
Crisis Phase
Decisive actions to protect
liquidity included drawing down
our RCF, successfully applying for
CCFF, suspending dividend and
M&A, reducing Capex.
c.45% of our colleagues made
some form of sacrifice including
pay waivers, furlough and
temporary lay off.
Cost reduction programme of
£87m during H1.
Crisis Management Phase is over.
Now into full Recovery Phase.
Source: World Health Organization
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2020 Interim Results

COVID-19
Recovery Phase
Ongoing Revenue

Repaid the RCF.
Repaid the CCFF.

240

M&A and Capex programmes
restarted.

230

Majority of furloughed colleagues
have returned. Pay waiver ended.
Supporting customers with ‘reopening’ services such as
disinfection and hand hygiene.
Group Ongoing Revenues returned
to year-on-year growth in June.
No interim dividend but expect to
propose a dividend for 2020, if
trading continues in line with our
expectations in H2.

220
210
200
190

+4.4%

-12.1%

-5.7%

+4.2%
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2020 Interim Results

COVID-19
Strategic Phase
We have a
strategic hand
to play that is
even stronger
than before,
particularly in
Hygiene.

Providing services
that the postCovid world will
want.
Expansion of
Hygiene business.

M&A restarted /
strength of
balance sheet.
Strong pipeline
remains in place.
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Jeremy Townsend, CFO
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Financial Highlights

Revenue
£1,283.3m

Profit
£138.8m

Cash
£143.5m

1.0% growth in
revenue,
despite impact
from COVID-19

9.4% decline in
profit, reflecting
a £23m increase
in bad debt
provision

Very good Free Cash
Flow delivered through
tight controls over
costs, capex and
working capital

H1 2020
£ million

Δ
AER

Δ
CER

AER

CER

1,283.3

1,294.7

0.5%

1.0%

Ongoing Operating Profit*

138.8

140.5

(10.2%)

(9.4%)

Adjusted PBTA

125.6

(11.3%)

(10.5%)

Adjusted EPS

5.30p

(11.5%)

(10.4%)

Free Cash Flow

143.5

Ongoing Revenue*

5.36p

*Ongoing Revenue and Ongoing Operating Profit exclude the results of disposed businesses.
Ongoing Operating Profit and Adjusted PBTA exclude certain items that could distort the underlying trading performance.
Due to the impact of the COVID-19 crisis, we have suspended reporting Organic Revenue and revenue from M&A growth metrics, focusing instead on Ongoing Revenue and associated impacts
from the crisis
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Revenue: impact from COVID-19 crisis
● Revenue for H1 reflects amounts invoiced less any credits provided. It has been calculated
on a prudent basis and we would not anticipate any reversal of recognised revenue in H2.

@CER

● Revenues of all categories were impacted by the virus in Q2 – Pest Control declined by 5.9%,
Hygiene rose by 16.3% reflecting strong revenues from disinfection services, and Protect &
Enhance fell by 27.3%. Revenue from disinfection services of £49m has been included within
the Hygiene category.

● The impact of the virus reduced over the quarter with revenues down 12.1% in April, 5.7% in
May and up 4.2% in June.

● Looking forward we would expect core category revenues to improve as the impact of the
virus reduces, however this is not without risk given continued lockdowns (e.g. in the US) and
second wave lockdowns (e.g. in the state of Victoria, Australia). As the virus hopefully
diminishes, we would expect disinfection revenues to reduce accordingly.

● Looking further out, we would expect the core Hygiene category in particular to benefit
from an increased level of customer demand as the global virus lockdown is reduced. This
increase in demand may be mitigated, however, by increased insolvencies from existing
customers in our portfolio, and in the HORECA sector in particular.
A robust revenue performance in H1. We are well placed to meet our
customers’ increased hygiene needs as they come out of lockdown
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Profit: impact from COVID-19 crisis
●

H1 Ongoing Operating Profit decline of 9.4% in H1 to £139m. Revenue declines in Q2 were
mitigated by cost savings of £87m, but these were offset by an increased bad debt provision
(£23m), increased costs of personal protective equipment (£9m) and increased restructuring costs
(£5m vs. £3m in 2019).

●

Our bad debt provision in H1 reflects the increased risk of bad debts as a result of the COVID-19
crisis. While customer insolvencies to date have been low, the provision has been taken based on
the risk of future insolvencies against amounts owed at the half year.

●

Collection of receivables has been impacted by the crisis and our collection rate reduced by 9.0%
versus last year during the early months of the crisis. The trend has improved towards the end of
Q2, with the June collection rate up 2% on the prior year, with some variation across the regions.

●

£87m of cost savings were delivered in the half, the majority of which were in Q2. These were
primarily people related costs driven through eliminating the H1 bonus, salary cuts, furloughs and a
small number of role redundancies.

●

While we will continue to manage the cost base very tightly in H2, especially in areas such as
travel, our aim is to get our employees back to work on normal terms and conditions. This means
that cost savings are anticipated to be £35m in H2.

Decisive cost actions have supported profits in H1, with lower year-on-year
profit performance reflecting increased bad debt provision
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North America
Group Revenue: 42%

Group Profit: 38%

Revenue breakdown by customer segment

Overview of regional impact from COVID-19
North America to date has been our least affected region,
delivering a very robust performance to date. However there
has been an increase in COVID-19 cases in July in some states,
e.g. in Texas and Florida
While we saw more significant impacts in coastal states
including New York and California, the mid-west and south
east regions were less impacted

15%

11%

Demand for Residential pest control (which accounts for 40%
of Pest Services revenue) was strong but Commercial pest
services were impacted to an extent by business closures
Ambius and Brand Standards have been the most impacted
categories by the crisis, reflecting the more discretionary
nature of Ambius products and Brand Standards’ exposure to
the fast food sector, which has suffered from temporary
business closures / suspensions during the pandemic
Good demand for disinfection services launched in Q2

An excellent performance overall. Good results from Pest Control, together with demand for
newly launched disinfection services, offsetting declines in Ambius and Brand Standards
12

North America cont’d
Ongoing Revenue
Ongoing Operating Profit

Growth

£541.4m

+7.8%

Strong Ongoing Revenue growth of 7.8% in H1, (+10.4% in Q1,
+5.7% in Q2)

£70.3m

+15.7%

Revenues from Pest Control +4.1% in H1 (+10.3% in Q1,
-0.6% in Q2)

Ongoing Revenue April

-0.3%

Ongoing Revenue May

+4.9%

Ongoing Revenue June

+12.3%

Pest Services increased by 10% driven by strong Residential
performance

@CER
115.0
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Overview of performance in H1

H1 2020

Ambius and Brand Standards both impacted by the crisis,
falling by 4.4% and 30.9% during the period

Ongoing Operating Profit growth of 15.7% reflecting revenue
growth and rapid and effective cost control to offset the
impact of the COVID-19 crisis
Three pest control businesses acquired in North America in Q1
with combined annualised revenues of c.$10m (c.£7m) in the
year prior to purchase

7.8% increase in revenue and 90 bps improvement in Net Operating Margin
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North America cont’d
Update on plan to deliver $1.5bn revenue, 18% Net Operating Margins
Progress in H1
• Despite Coronavirus, revenue growth of 7.8% in H1
• Customers forced to close during lockdown now
beginning to reopen and recommence Brand
Standards Programmes

H1 Revenue &
Margin
Performance

Adverse Impacts
• Commercial Pest Control revenues impacted in Q2 by service
shortfalls
• The impact of COVID-19 crisis on price/valuation, attractiveness
and availability of M&A targets is uncertain at this point

• Pest services revenue increased by 11% driven by
strong Residential performance.

• Execution of Best of Breed programme slightly delayed by pause in
implementation in H1

• $27m revenue from new disinfection services
launched in Q2

• Demand for disinfection revenues likely to remain positive whilst
COVID-19 infections are a high and present risk. Revenues likely to
reduce as the impact of the virus hopefully reduces

• 90 basis points improvement in margins in H1,
resulting from progress on Best of Breed
programme, organic growth and flow through of
M&A in Q1
• Also reflects strong performance in new disinfection
services, together with Q2 wage reductions,
furloughs, bonus elimination and reduced travel

• The ongoing trajectory of infection and its impact on the economy
in the US also remains uncertain. This may require us to take
additional cost and cash actions beyond those taken in Q2
• Lower revenues - both organic and acquisitive- impacts our margin
expectations - as demonstrated by the regional margins relative to
density we shared at the Preliminary results in March

Continued recovery of the NA economy will get us close to our $1.5bn revenue target for 2020
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North America cont’d
Update on plan to deliver $1.5bn revenue, 18% Net Operating Margins
Progress in H1

Adverse Impacts

•

Three pest control businesses acquired in Q1 with combined
annualised revenues of c.$9.5m (c.£7.0m), prior to all M&A
activity being suspended towards the end of Q1

•

M&A programme suspended during Q2 but resuming
investment in H2

•
•

IT re-platforming programme paused in Q2 to preserve cash
Programme critical to service and sales productivity as well as
integration of existing acquisitions

•

Re-platforming programme suspended during Q2 but
recommenced from July

•

Significant prior experience in remote working has enabled
seamless and effective migration to c.100% remote working
model
This has highlighted additional future cost savings opportunities
in property and travel

•

Structural cost activities paused in Q2 will recommence
in H2 with some impact on timing of margin
improvements
Significant cost savings delivered in Q2 - potential
opportunities for ongoing margin improvement arising
from this (e.g. property and travel costs)

M&A

Best of Breed
(BoB) IT
Programme
Cost actions

•

•

We remain confident in achieving our 18% margin target although this may be slightly delayed
due to the Covid-19 crisis
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Europe
Group Revenue: 26%

Group Profit: 25%

Revenue breakdown by customer segment

16%

21%

Overview of regional impact from COVID-19
A mixed impact overall

Some countries less affected by COVID-19 due to early and
effective lockdowns, notably Germany, while other
countries, including France and parts of Southern Europe,
more severely affected
COVID-19 reached Latin America (which is reported within
the Europe region) later than other countries and our
businesses there continue to be impacted by the crisis at
this time
Hygiene was the region’s best performing category, aided
by disinfection and product sales
Pest Control delivered a steady performance during the
period. France Workwear most impacted by the impact of
the virus, being particularly affected by temporary business
closures in the French HORECA sector

A mixed performance in H1, with growth in core Pest Control and Hygiene categories offset by
France Workwear
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Europe cont’d
Overview of performance in H1
Ongoing Revenue
Ongoing Operating Profit

H1 2020

Growth

£330.6m

-3.8%

£45.2m

-27.3%

Ongoing Revenue April

-22.8%

Ongoing Revenue May

-12.4%

Ongoing Revenue June

+2.8%
@CER
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Despite overall regional declines in revenue in April and May, revenues
returned to positive growth of 2.8% in June, aided by revenues from
disinfection
Hygiene revenues +4.9% in H1 (+11.3% in Q2), Pest Control revenues
+0.7% (-8.9% in Q2). Both core categories achieved portfolio net gain
of 1.5% and 3.5% respectively from new business and additional sales
to existing customers. France Workwear -18.5% in H1 (-34.3% in Q2)
A very good performance from Germany, +7.7% in H1 (Q2: +7.9%).
Southern Europe and Benelux broadly flat year on year, but declined by
1.6% and 3.4% in Q2. Latin America performed well in H1, growing by
12.5% but only by 3.1% in Q2 as COVID-19 began to take hold across
the region
Ongoing Operating Profit decline of 27.3% in H1, with good growth in
Germany offset by a fall in profits from France and Southern Europe
Three acquisitions in Q1 - one hygiene business in Spain, one pest
control business in Colombia and one pest control business in the
Netherlands with total combined annualised revenues of c. £7m in the
year prior to purchase

Negative regional revenue growth in April and May, turning positive by June.
Net gains to portfolio in both Pest and Hygiene categories
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UK & Rest of World
Group Revenue: 17%

Group Profit: 22%

Revenue breakdown by customer segment
10%

Overview of regional impact from COVID-19
Region significantly impacted by the crisis, principally UK
and Ireland Washrooms which were unable to service
customers within many sectors, but primarily the HORECA
sector, during lockdown

Specialist Hygiene, Medical Hygiene and Products
businesses performed well, benefiting from increased
disinfection services
UK Pest Control also impacted by temporary business
closures / suspensions

22%

Ambius and Property Care most impacted categories,
reflecting customers cutting more discretionary spend on
interior landscaping and plants, and Property Care impacted
by weak demand in the UK housing market

Good demand for hygiene and disinfectant products and services offset by
Washroom and Pest Control service shortfalls
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UK & Rest of World cont’d
Overview of performance in H1
Ongoing Revenue
Ongoing Operating Profit

H1 2020

Growth

£215.5m

-5.1%

Regional Ongoing Revenue decline of 5.1% in H1 (-15.5% in Q2),
primarily impacted by UK and Ireland Washrooms (down 15.9%
in H1, -34.3% in Q2)

£39.3m

-17.2%

UK Pest Control down 9.1% in H1 (-18.7% in Q2)

Ongoing Revenue April

-21.7%

Organic Revenue May

-17.3%

Ongoing Revenue June

-7.7%

Pest Control revenues supported during the period by new
contract wins, including a our largest PestConnect contract to
date with a major UK retailer – the system is currently being
installed across two thirds of the food retailer’s UK estate

@CER

45.0
40.0

2019

35.0
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30.0

Regional Ongoing Operating Profit decline of 17.2% in H1,
reflecting lower revenues in UK and Ireland Washrooms

One Pest Control acquisition by our Rest of World operations in
Q1 – small business acquired in Dar es Salaam, Tanzania in Q1,
with annualised revenues in the year prior to purchase of c.£1m

Jun

May

Apr

Mar

25.0

A difficult first half for the region overall, with customer premises closures
in HORECA sector impacting core Pest and Hygiene service delivery
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Asia
Group Revenue: 9%

Group Profit: 6%

Revenue breakdown by customer segment

18%

Overview of regional impact from COVID-19
China, Hong Kong and South Korea among the first
countries in the Group to be impacted by the COVID-19
crisis and as a result, were the first emerge, with strong
demand for disinfection and hygiene product sales,
offsetting falls in contract revenue from other countries
Malaysia and India experienced the worst impacts from the
crisis, in particular residential pest control in India

25%

Significant country differences across Asia region, but overall
delivery of positive revenue and profit growth in H1
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Asia cont’d
Ongoing Revenue
Ongoing Operating Profit

H1 2020

Growth

£119.8m

+3.2%

£12.0m

+1.0%

Ongoing Revenue April

-9.2%

Organic Revenue May

-7.8%

Ongoing Revenue June

+0.5%
@CER

23.0
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19.0

Overview of performance in H1
Regional Ongoing Revenue increase of 3.2% in H1 (Q2: -5.5%),
aided by very strong performances from Indonesia (+41%),
Hong Kong (+22%) and South Korea (+26%), offset by weaker
performances from India and Malaysia
Ongoing Operating Profit in Asia increased by 1.0% in H1
with good performances in Indonesia, Hong Kong and South
Korea offset by weaker performances in India and Malaysia
One acquisition in Q1 of a small pest control business in
Singapore with annualised revenues in the year prior to
purchase of c.£3m

2020

17.0
Jun

May

Apr

Mar

15.0

3.2% revenue increase reflecting strong performances from Indonesia, Hong Kong
and South Korea offsetting weaker results in India and Malaysia
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Pacific
Group Revenue: 6%

Group Profit: 9%

Revenue breakdown by customer segment

13%

22%

Overview of regional impact from COVID-19
All operations in the region impacted by the crisis as a result
of government restrictions, particularly New Zealand which
entered into extreme lockdown in late March
Declines in Pest Control and Hygiene offset by strong
demand by both Washroom and Pest Control customers for
hygiene products, including hand sanitisers and paper
products and other hygiene sales

A difficult half for the Pacific region, with all operations significantly
impacted by government restrictions and lockdowns
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Pacific cont’d
H1 2020

Growth

Ongoing Revenue

£87.4m

-5.7%

Ongoing Operating Profit

£16.4m

-10.2%

Ongoing Revenue April

-23.3%

Organic Revenue May

-14.9%

Ongoing Revenue June

-5.3%

Ongoing Revenue decline of 5.7% (-14.5% in Q2), with all
regional operations impacted by the crisis as a result of
government restrictions, particularly in New Zealand which
entered into extreme lockdown in late March

@CER
18.0
16.0

Overview of performance in H1

Pacific Pest Control decline of 3.5% in H1 (-9.1% in Q2),
Hygiene decline of 6.9% in H1 (Q2: -18.8%)

Ongoing Operating Profit decline of 10.2% in H1, reflecting
lower revenues

2019

14.0

2020

12.0
Jun

May

Apr

Mar

10.0

H1 decline in revenue and profit in Pest Control and Hygiene categories
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Operating Cash Flow
£ million @AER

H1 2020

H1 2019

Adjusted Operating Profit

139.0

152.2

One-off items – Operating

4.5

9.8

109.3

105.5

(3.2)

3.5

249.6

271.0

19.1

(27.8)

1.8

(4.0)

Depreciation
Other1

EBITDA
Working capital

Movement on provisions
Capex

(97.3)

(112.2)

Operating Cash Flow – continuing operations

173.2

127.0

Operating cash inflow of £173.2m is
£46.2m higher than H1 2019,
principally driven by favourable
working capital of £46.9m and
capex savings of £11.6m as a result
of a freeze on any non-essential
capex from the second quarter
onwards

1 Profit on sale of fixed assets, IFRS 2, dividend from associate, etc.
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Free Cash Flow & Movement in Net Debt
£ million @AER

H1 2020

H1 2019

Operating Cash Flow – continuing

173.2

127.0

Cash interest

(16.2)

(11.8)

Cash tax

(13.5)

(19.3)

Free Cash Flow – continuing

143.5

95.9

Acquisitions

(50.3)

(120.9)

Disposals

2.0

-

Dividends

-

(58.1)

95.2

(83.1)

(124.2)

(21.3)

-

(184.0)

(29.0)

(288.4)

(1,073.0)
(1,102.0)

(1,153.5)
(1,441.9)

Underlying decrease/(increase) in Net Debt
FX and other
IFRS 16 lease obligations

Increase in Net Debt
Opening Net Debt
Closing Net Debt

Interest payments of £16.2m are £4.4m
higher than in the prior year reflecting
drawdown of the RCF and CCFF in Q2, while
tax payments decreased by £5.8m due to
phasing of payments agreed with the
relevant authorities as part of COVID-19
cash protection measures

Cash spend on dividends and M&A reduced
by £128.7m

Foreign exchange translation and other
items of £124.2m primarily due to the
weakening impact of Sterling against the
Euro and Dollar as well as the non-cash
impact of reduced US interest rates on
derivatives used to fix the rates on our US$
debt. Overall this led to an increase in net
debt of £29.0m and closing net debt of
£1,102.0m
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Balance Sheet
Balance Sheet
• Net debt at 30 June 2020 of £1,102.0m
• Repayment on 16 June 2020 of the Group’s £550m RCF drawn
down at the start of the Covid-19 pandemic. This amount can be redrawn at any time up to and including 22 July 2024
• Repayment on 27 July 2020 of the £600m borrowed under the Bank
of England's CCFF scheme
• All RCF and CCFF repayments made using cash
• Following repayment of the RCF and CCFF the Group has liquidity
headroom in excess of £800m

• Net debt to EBITDA ratio of 1.9x at 30 June 2020, in line with ratio at
31 December 2019
• Credit rating remains at BBB Stable Outlook
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Capital allocation

Compounding growth

Organic and M&A
Revenue Growth

Financially disciplined
M&A programme and
operational investment

Organic drop through
Density
Yield management
Technology
Employer of choice
Procurement

Improved
Gross Margins

Strong Profit And
Free Cash Flow
Progressive dividend growth

•
•
•
•
•
•

Low cost operating model
• Back office rationalisation
• Technology
• Capital light

FollowingCompounding
strong performance
in Q2 we
are restoring
our capital
allocation model
revenue,
profit
and cash
flow growth
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Outlook for H2 2020
P&L

•

Revenues were down 12.1% in April due to COVID-19, but rose 4.2% in June. Assuming a
continued gradual resumption in business activity, we expect to make further progress in the
second half. However there is a risk that a second wave of the virus and/or economic
pressures arising from the virus will impact revenues adversely.

•

Revenue from disinfection services amounted to £49m. These revenues are directly related
to the impact of the virus and therefore it is difficult to forecast the quantum of these for H2
and beyond.

•

We generated cost savings of £87m in H1 as a response to the crisis. In the expectation of a
reduced impact from the virus in H2, we plan to return colleagues to work and restore
salaries. Consequently H2 cost savings are expected to reduce to £35m.

•

The impact of the virus on the global economy is impossible to forecast. We have increased
our provision for bad debts in H1 by £23m against receivable balances at the half year and
estimate we will require a further £15m increase in the provision in H2.

•

Current economic uncertainty around the virus, as well as Brexit arrangements, has resulted
in a significant weakening in sterling in H1. Based on current exchange rates, this would have
a minimal FX impact on our 2020 profits compared with previous guidance in February of
£10m to £15m adverse.
Based on the items above, and notwithstanding continued uncertainty, we would currently
expect the outcome for the full year to be moderately better than anticipated.
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Outlook for H2 2020 cont’d
Cash Flow

•

As with profit guidance, providing guidance on aspects of cash flow is also
challenging given the uncertainty created by COVID-19. However we have
more control over certain items, such as investment in capex and M&A.

•

Working capital outflow for the year is expected to be in the range of £10m
to £20m - while working capital flows have been strong in the first half, we
expect that there will be outflows in the second half due to phasing.

•

Net capex is estimated to amount to £225m to £235m - given our strong cash
performance in H1, we are planning to increase our investment levels in H2
and therefore our guidance on this has increased.

•

Cash interest is expected to be in the region of c.£40m - this reflects the carry
costs of holding the RCF and CCFF during Q2, both of which are now repaid.

•

Cash tax payments of £50m to £60m - given our strong cash performance in
H1 we now restore our original guidance for cash tax payments for the year.

•

M&A H2 expenditure of £100m+ - as noted in this statement, we have
resumed our M&A expenditure in the second half and plan to spend at least
£100m on acquisitions during the remainder of the year.
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H1 2020 Summary
•
•
•

1.0% growth in group Ongoing Revenue despite COVID-19 crisis

•

Protect & Enhance businesses more significantly impacted during the
crisis, resulting in a 12.9% revenue decline

•

Strong Free Cash Flow delivery of £143.5m delivered through tight
controls over costs, capex and working capital

•

Liquidity headroom in excess of £800m following repayment of the
Group’s revolving credit facility (RCF) and COVID Corporate Financing
Facility (CCFF)

•
•

8 acquisitions in Q1, planned resumption of M&A in H2

Pest Control and Hygiene categories also in positive revenue growth in H1

Rapid global launch of Hygiene disinfection services contributing £49m of
revenues during the half

No interim dividend but we would expect to propose a dividend payment
for 2020 if trading continues in line with our expectations in H2

We have continued to deliver our core Pest and Hygiene services and have moved
at pace to generate new revenues from disinfection services. Decisive action on
costs and a tight focus on working capital has contained profit reduction from
lower revenues and delivered a very good free cash flow performance.

30

30 July 2020

Protecting People
Enhancing Lives...
In a post pandemic
world.
Andy Ransom, CEO
31

Supporting our Colleagues
Getting it right for our people – and the rest will flow

Focused on the safety of our
43,000 colleagues in 83 countries.
As at 30 June 2020, 178 colleagues confirmed with
Covid-19; tragically one colleague who was on longterm sick leave contracted the virus and passed away.

8,500 colleagues moved to WFH to ensure safety.
App to track the health / location of colleagues –
deployed in 3 weeks.
Record safety performance: 20% reduction in Lost
Time Accident rate. Working Days Lost -23%.

We continued to serve customers while protecting our colleagues.
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Supporting our Colleagues
Our culture allows us to operate at pace and with agility

Outstanding response from
colleagues – commitment and
drive to succeed.
Shared sacrifice to minimise redundancies
45% of colleagues had either reduced hours, pay waiver, H1 bonus & PSP
suspended, furlough or temporary lay off.
Majority of colleagues have returned from furlough – we will be very close to
our full complement by the end of Q3. Pay waiver for Q2 has ended, H2 bonus
incentive arrangements in place.
All time high levels of online training: +63% during the crisis.

Strong support from colleagues for actions taken
Survey showed colleagues felt safe, productive and supported.

c.90% colleagues believe the company is doing the right things
to succeed during the COVID-crisis*.
* 10% neutral, 1% unfavourable
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Supporting our Customers
Trusted globally by customers and their employees and customers

Our brands and expertise
differentiate us more than
ever in a post-Covid world.
Continued to serve customers with Essential Services
Government and State level liaison globally allowed our technicians in Pest Control,
Hygiene, Medical & Disinfection to continue to serve customers.
Secured PPE as without it we would not have operated.

Our brands offer reassurance
Professional: Risk assessment based approach.
Unrivalled expertise: Use products in line with the label.
Products and treatments are fully registered for use: Trust our claims.
Backed by science.
Hygiene experts: Where are the hotspots in a building, etc.

Certificate of service: Our customers want our name on their door.
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Supporting our Communities & Society
Protecting People. Enhancing Lives.

Environmental responsibility
remains high on our agenda.
In addition to the need to offer effective Covid-19
protection services, there is also a requirement to
ensure that our solutions are delivered in the most
sustainable way possible.
COP26 participant - ambition to be at Net Zero carbon emissions by 2040.
100% UK electricity renewable.
EV100 member - signed commitment to electric vehicles.
Work streams in place covering all key environmental areas.
Supporting climate change charity Cool Earth’s emergency appeal to support
rainforest communities through the Covid crisis.

Aim to differentiate the company through our actions
on the environment – important to all stakeholders.
35

Supporting our Communities & Society
Values in action
Lumnia
62% average

Despite the Covid crisis, we continueenergy reduction
to demonstrate our values and
commitment to communities.
+250 local events in May to say
thank you to health and other public
sector workers.
Donating disinfection services to emergency services,
pest control treatments to care homes, sanitiser and care
packages to hospital staff etc.

IOT
No wasted
journeys

Digital portals

Electric vehicles

Millions of pieces of paper
saved

4 pilots underway

Fewer chemicals

Recycling

e.g. Autogate, Entotherm

Hygiene units in Europe

Outstanding response from colleagues across the world.

We remain focused on our
values – colleagues and
communities.
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Rentokil Pest Control
The world’s leading pest control company
Covid-19 impact on Category

 Global leader - leader in 55 of our 80 markets.

 Strong Employer of Choice programme –
outstanding technical training and careers.
 Powerful brand and proven expertise.

 Core strength in Commercial sector.
 Leaders in digital - connected devices, data, AI,
Apps, online marketing, etc.

 Unmatched in Innovation.
 Disciplined M&A capabilities – highly
fragmented market of 40,000 companies.

Overall, the Category has been less impacted:
•
•
•
•

Essential services as part of public health agenda.
Portfolio business based on visits per year –
rescheduling where possible. Service contracts with 6
visits pa, easier to reschedule than those with 12-15.
Jobbing work has been strong, residential in particular.
Much of the pest control role is external meaning we
do not have to access buildings

Recovering as businesses return.

Category recovering strongly.
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Rentokil Pest Control
The world’s leading pest control company
Resilient Performance in H1 2020
900

800

H1 Ongoing Revenue:

2015-2020
REVENUE
CAGR

14.7%

700

£827m

£836m

H1 Profit:

£836m
£125.4m

@CER

+1.0%
-10.0%

£748m
Pest Control performance has varied by country and reflects
the severity and duration of lockdowns.

£663m

600

Countries which performed most strongly include the US
(+4.6%), Sweden (+16.3%), Indonesia (+52.7%), Germany
(+5.4%) and Thailand (+12.9%), off set by countries which
have had the most extreme lockdown regimes including India
(-24.5%) and New Zealand (-6.7%).

£527m
500

£420m
400

300
H1 2015

H1 2016

H1 2017

H1 2018

H1 Ongoing Revenue

H1 2019

H1 2020

Different customer segments were impacted differently.
While offices and the HORECA segment have been the most
affected, demand from other customers including food retail,
pharmaceutical and residential customers has increased.
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Rentokil Pest Control
Protecting People and Enhancing Lives… in a post pandemic world

PestConnect – the ‘new normal’
for pest control providing digital
insight and transparency.
12:00am

Leading in Digital Pest Control
06:00am

Time of Day

Far greater focus on digital devices and digital reporting.
• Less physical contact and improved speed of response.
• 24/7 remote monitoring for a fast reaction to a public health threat.
• MyRentokil reporting platform already in >95% of commercial customers.

12:00pm

06:00am

PestConnect – proven digital solutions
c. 40,000 devices installed and 2,200 customer sites added during H1.
Our largest contract won - major retailer, supporting their drive for rapid,
proactive, sustainable pest control.
Growing range of units - mainly rodents, but also other pests such as insects.

Data via Command Centre
Date, time & location in a facility of the triggering units are recorded.

12:00am

Week Commencing

Example: Units on a customer’s site are being triggered by
rodents between midnight and 6am in clusters showing
potential infestation and need for fast action.
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Rentokil Pest Control
Protecting People and Enhancing Lives… in a post pandemic world

Using our expertise in digital sales
and marketing for a more socially
distanced world.
People want to hear from the experts
Major brand marketing campaigns underway - dedicated Covid web pages, email
campaigns, social media content, live webinars for customers, blogs and campaigns
through Google My Business. Online customer account reviews.

Series of sector-specific, targeted campaigns in Q2
UK: 900,000 targeted emails sent. Open rate >60% (vs average services sector av.22%).
Email database with marketing consent - up by 140% vs Feb ‘20.
US: Western and JC Ehrlich websites - sessions up 48% and 26% respectively YTD. Improved
process of digital leads to sales team using web forms + new automated IVR system.
Delivered record sales month for indoor sales team in May.

Trusted brands. Service expertise. Digital leadership.
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Rentokil Pest Control
Summary

1. Category held up extremely well.
2. ‘Essential service’ status confirmed worldwide as part of
public health protection.
3. More digital and remote monitoring services.
4. Brands and expertise are differentiators.
5. No discernible impact on customer retention, pricing, bad
debt or business failures in Q2… clearly we will be very
focused on the impacts of the economic environment over
the coming months.

Protecting People and Enhancing Lives… in a post pandemic world
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Initial Hygiene
The world’s leading Hygiene services business
 Global leader - number one in 22 markets (top 3
in 35 markets).

Covid-19 impact on Category

 Strong Employer of Choice programme –
outstanding engagement and training.

For the Hygiene category the Covid-19 crisis brought the shortterm impact of lockdowns and a long-term change in attitudes
towards the importance of Hygiene.

 Powerful Hygiene brand and expertise.

Main customer sectors in Hygiene: Municipal (education,
government, healthcare) c.25%, Professional services &
utilities c. 18%, Hospitality & Leisure c. 14% and Manufacturing
c.10%. Covid impact focused in Education & hospitality.

 Best product ranges.
 Digital, connected devices and data
expertise shared from Pest.
 Operational focus – route and product density.
 Disciplined M&A – city focused market.

4.8%

1.9% for Hand Hygiene and Disinfection services.
High demand
H1 organic growth
Far greater importance of Hygiene and higher standards
expected going forward. Potential for new / tighter Hygiene
regulations.

High-quality business and ideally positioned post Covid.

Importance and awareness of hand, surface and air hygiene – never higher.
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Initial Hygiene
The world’s leading Hygiene services business

320
300
280

Performance in H1 2020

2015-2020
REVENUE
CAGR
10.6%

260

£297m
£269m
£252m

@CER

H1 Ongoing Revenue:

£297m

+10.5%

H1 Profit:

£50.2m

+10.0%

Ongoing Revenue for the category rose by 10.5% in H1
(+16.3% in Q2). Performance varied by country and
lockdown regimes. Improvement in May and June.

240
220

£191m

200
180

Strong performances in Germany +35.3%, Benelux +16.9%,
Spain +68.0%, Hong Kong +46.6% and Philippines +86.7%
have been offset by more impacted countries such as New
Zealand (-13.3%), Italy (-9.9%) and France (-5.2%).

£198m

£180m

160
140
H1 2015

H1 2016

H1 2017

H1 2018

H1 2019

H1 2020

Launch of Hygiene Disinfection added £49m Ongoing
Revenues in Q2.

Ongoing Revenue: H1 2015 to H1 2020
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Initial Hygiene
Protecting People and Enhancing Lives… in a post pandemic world

Soaps

Hand drying

Empty or missing soap dispensers
are no longer acceptable.

Soaps
Sanitisers
4.8%

Hand drying must be available at
all times.

Vital 3rd step of hand hygiene
around a building.

1.9%
H1 organic growth

c.£9m revenues from Hand Sanitiser in H1 – c.£6.5m increase yr-on-yr
c. 400,000 Hygiene dispensers (soaps & sanitisers) sold in H1 (2x FY 2019).
Soap and sanitiser refills sold in H1 c. 10x FY 2019.
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The Opportunities for Initial Hygiene
The time has come for Hygiene.

1
2

Inside Washrooms.

3

International expansion.

4

Using our expertise outside Washrooms.

High risk area for Covid-19 and other viruses – we offer a complete range to avoid cross infection.

Digital leadership.
Digital products for enhanced services plus greater reporting and insight.

Entering new markets in established and emerging markets.

Hand, surface & air – demanded everywhere from offices, shops, public transport etc. Disinfection services.
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1. Extensive Range for Inside the Washroom
Protecting People and Enhancing Lives… in a post pandemic world
Air Care
Cubicles are a key area of
potential cross contamination: Toilet
Paper Dispenser sealing away the
paper will stop cross-contamination,
‘no-touch’ Feminine Hygiene units and
Toilet Seat Cleaner for each cubicle.

Signature Range

is perfectly
suited with a full range of washroom
products designed with an antimicrobial
surfaces – reduces cross contamination
– and ‘no touch’ auto-lift lids on bins
and auto dispense of paper towels,
soaps etc.

to reassure people that they are
breathing in clean air. Air Steriliser provides an
ongoing method of removing potentially
harmful germs from the air. Air quality is an
important indicator of washroom cleanliness.

Hand wash

areas for users to be
confident that there is sufficient soap
dispenser capacity available in every
washroom. Hand dryers - government
guidelines recommend towels or hand dryers,
but hospital grade HEPA filters provide an
extra level of reassurance. Hand sanitiser
provides ongoing hand protection after
washing and drying hands.

Creating a complete ‘no touch’ washroom - to avoid cross contamination.
Washrooms are a high risk area for Covid-19 and other viruses.
Small areas, smooth surfaces, lots of traffic.
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2. Digital Hygiene
Protecting People and Enhancing Lives… in a post pandemic world

Digital Hygiene services using our
expertise from Pest Control.
Connected Hygiene solutions

Rapid>Count
Automated Occupancy Control
System
Social Distancing Tool
Accurately counts how many customers are going in
and out of your washrooms, while a tablet display at
the entrance uses a simple traffic light system to
inform customers whether they should enter, or
whether the maximum occupancy has been reached.

Digital taps, soap dispensers, hand wash monitoring, air care and footfall monitoring. ‘No
touch’ products. Sensors provide data into online reports 24/7. Pilots underway.

Identify Cleaning Activities

Increased regulations and threat to reputation

Scheduled Reports

Drove the early take up of Digital Pest Control.
Same interest expected with Digital Hygiene post Covid. Provides service monitoring to
ensure high quality service as well as compliance and audit-ready reports.

Distinguishes if a cleaner has visited the washroom
and how long they spent there via their phone mac
address

Daily reports equip the management with real data,
enabling washroom occupancy to be controlled
easily across all stores

myInitial online reporting platform
Providing transparency of service including signature capture, service history and details,
dates of visits and reporting facilities.

High-quality premium services.
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3. International Expansion
Protecting People and Enhancing Lives… in a post pandemic world
North America

Latin America & MENAT

Our focus in North America to date has
been pest control but clearly this is a
large market, where we have a very
large existing customer base.

Currently, we operate in 10 markets in
Latin and Central America. To date we
have provided Hygiene services in
Colombia and Chile.

Our business in the USA launched their
first Hygiene services in June 2020 with
hand and air hygiene products.

In June 2020 we began to provide
Hygiene services - hand sanitisers,
surface wipes and air care - in the
remaining 8 markets.
1.9%

Initially, this is being delivered through
Ambius which has an existing business
of scale in the USA and where we can
utilise its wellbeing expertise.

In MENAT we have launched Hygiene
services in the UAE, Saudi Arabia,
Jordan and Turkey.

SoapsEurope
As part of the Haniel JV announced in
2016 we exited 10 European hygiene
markets: Belgium, Netherlands,
4.8%
Luxembourg, Germany, Austria,
Switzerland, Czech Republic, Slovakia,
Poland and Sweden.
We sold the remaining stake in the JV
in 2019 and, as of June 2020, we are
now free to re-enter these large and
mature Hygiene markets where we
have existing businesses in other
categories with a large customer base.

Launching Hygiene in c.20 new countries by the end of 2020.
Range of Hygiene services will be available in 66 countries.
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4. Using our Expertise Outside the Washroom
Protecting People and Enhancing Lives… in a post pandemic world

Completely different sales conversation –
importance of Hygiene everywhere.
Low interest sector to one of the world’s most important
Broader sales conversations taking place - opportunity to provide hand, air and surface hygiene
products in multiple environments incl. offices, kitchens and reception areas.

Air Care solutions for multiple environments
Clean, safe air is more important than ever - with much greater awareness of how viruses can be
transmitted via droplets produced by coughs, sneezes, etc.
Indoor air quality affects health, wellbeing and productivity.
Product range features air purification, air sterilisation and air scenting products.
Example: InspireAir 72 (pictured right) with multi-layer filter - captures 99.97% of harmful
particulates. Cleans a 36m² office in 10 minutes.

B2B market for clean air estimated to be worth $17.5bn,
with a CAGR of 10.5% to 2024*.
* Source: Technavio
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Hygiene Disinfection Services
High-quality Disinfection services launched across the world in Q2

Launched Disinfection services in
more than 60 markets with 8,000
fully trained colleagues.
Range of services
Contingency survey, all-purpose specialist disinfection and an emergency
disinfection service where Covid-19 cases has been on the premises.
All supported by standard operating procedures and use of PPE.

Multiple customer sectors
Protecting people from the threat of Covid in offices, schools, airports, emergency
vehicles, supermarkets, retail distribution, public transport, etc.
Contracts have included: Distribution centres in multiple countries, public transport
(4,000 buses which we disinfect daily) and existing supermarket chains.

Ability to pivot at speed.

Trained 7,000 people, sourced PPE and started selling the services in 3 weeks.
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Hygiene Disinfection Services
Bringing our standards to Disinfection market – essential to the economic restart

Applied our model to Disinfection –
people, safety, expertise, innovation,
service quality & profitable growth.
Innovations being added
Types of disinfection fogging machines including the use of Ultra Violet light.
Different delivery systems for sports stadium including the use of drones - working with
major sports brands in UK and US to evaluate.

Future market
We would expect Disinfection services revenues to continue through Q3 and into Q4,
reducing as the year goes on as more businesses reopen. Scale of future market linked to
risk assessment eg vaccine availability and consumer expectations.

£49m Ongoing Revenues in Q2.

Net margins comparable with Pest Control.
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Initial Hygiene
Summary

1. ‘Essential service’ status confirmed – we continued to
operate - safety - while others were in lockdown.
2. Disinfection services launched and performed extremely well.
3. Clear opportunities inside and outside the washroom.
4. International expansion.
5. Brand and expertise are differentiators.
6. No discernible impact on customer retention, pricing, bad
debt or business failures in Q2… but we will remain vigilant in
the coming months given economic environment.

Capital Markets Day H1 2021
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Protect and Enhance
4% of Group Ongoing Operating Profit in H1 2020
Focus on Quality and Service
Revenue: £161.7m

-12.9%

Profit:

-51.3%

£7.6m

France Workwear

@CER

Ongoing Revenue: £78.1m -18.5%.

Ambius
Ongoing Revenue: £63.4m -6.2%.

Other (property care, dental waste)
Ongoing Revenue: £20.2m –8.9%.

Covid-19 impact on Q2 2020
Our Protect & Enhance businesses categories of workwear,
plants and property care were significantly more impacted
during the Crisis Phase.
Ongoing Revenue in our Protect & Enhance category declined
by 12.9% in H1, principally driven by France Workwear which
accounts for 48% of the P&E category.
Ambius impacted by the lockdown of hotels, offices etc.
Property Care, mainly remediation work inside properties, was
affected by social distancing requirements and stall in the UK
property market.

More challenging environment for Protect and Enhance businesses.
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Protect and Enhance
France Workwear

Impact of Covid on Workwear
16

Workwear impacted by Q2 Horeca
lockdown in France.
Action plan underway across the business
France Workwear declined by 18.5% in H1.
Impacted by the lockdown: c.40% customer premises closed in March; 4% in June.
Q2 volumes -40.3% versus Pre-Covid levels; improving as the quarter progressed.
Actions included reduced hours for c.1,500 employees and reduction in Capex (EFR),
down 19% in H1 2020 vs H1 2019.

Hygiene specialisation project proceeding well
Remaining Washroom services portfolio to be transferred from Workwear to
Hygiene by the end of 2020.
5 new dedicated Hygiene branches to launch in H2 to complete national coverage.

Ongoing Revenue %

14
12
10
8
6
4

-9.8%

-50.2%

-41.1%

-11.9%

April

May

June

2
0
March

Workwear in France starting to recover from Covid Crisis.
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M&A
Value creating M&A programme back underway

Highly targeted acquisitions remain an
important part of our growth strategy.
Paused in March given pandemic
Prudent approach given uncertainty as part of a series of measures to conserve cash and
also given the uncertainties that would need to be factored into any deal.
Maintained contact programme.

Programme now underway given strong cash performance
Restarted M&A programme with a focus on a core priority list of targets.
All potential deals re-evaluated in light of Covid.
If new / other deals become more attractive we will re-prioritise.
Estimated spend of at least £100m on acquisitions in H2.

M&A pipeline remains strong.
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Operating Model
Employer of Choice
Engagement, Training,
Diversity, Retention

Performing well in
the pandemic.

Health and Safety
Impact on society
“Progressive” Dividends

Shareholder Value

Cash
c. 90% conversion
Reinvested

Profit growth
c.10%

M&A
City based - density
New markets of the future

Low cost model
Country teams – shared infrastructure
SG&A- shared overhead
Density
City focus
Post Code
Customer penetration

Great service quality
State of Service, CVC

Customer retention
Project 90
Organic Revenue growth
3-4%
New business
Web
Leads
Cross selling
Additional services to existing
customers

Price
Cover inflation.
Premium
Innovation & Digital
Lower cost and better services
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Summary: Covid-19 H1 2020
Outstanding response from colleagues

• Strong culture and values.

• Established, high-quality
management team.
• Multi-local is a competitive
advantage.
• Agile organisation, able to pivot
quickly.

• WFH exceeded expectations.

More than resilient – we will come out of this stronger.
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Summary: Covid-19 H1 2020
From Crisis Phase we are now fully into Recovery Phase
• April was the floor.

Crisis Phase into Recovery:
Group Ongoing Revenue

• Digital & innovation leadership
are important differentiators –
connected devices, ‘no touch’
hygiene.

• Our brands are more important
than ever. Trust.
• Essential services - high quality,
defensive business.
• Hygiene is now a Hero.
Cannot predict the future development of the COVID-19 pandemic, nor its economic
impact, but we enter H2 with positive momentum.
58

Any Questions?
To ask a question please dial:
From the UK: 020 3936 2999
All other locations: +44 20 3936 2999
Access code: 282756
An operator will register your details and put you
through to ask questions in turn. *1 to ask a question.
To listen only, please remain on the webcast.
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