1Underlying

2

(loss) before taxation is an alternative
performance measure in order to aid users in understanding
the ongoing performance of the Group. This measure is the
reported (loss) before taxation excluding non-underlying
items of £2.3m (2018: £7.5m).
2Net cash is cash and cash equivalents less borrowings.

H1 2020 – Pre-lockdown
Trading
•

Up to the end of February, the business had good momentum on revenue and profit
improvement;
•
•
•
•

Revenue +3.4%
Gross Profit +11.4%
Underlying profit before taxation1 +273% (+£1.4m)
Improvement in market share (as measured by FENSA) to 9.2% in Q1 (2019: 8.5%)

COVID-19 Response
•
•
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Lockdown. Commenced planning COVID-19 response in February – ceased operations on 23rd
March
The Group took prompt and decisive action with the aims of:
• protecting its people, business and customers,
• providing the best service possible through the crisis, and
• ensuring it had both the capability and plans in place to accelerate rapidly out of the crisis

H1 2020 – Post-lockdown
Trading momentum stepped up significantly – +26.4% June to August:
•

Operational challenges – COVID related issues include;
•
•
•
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Recovering the backlog of warranty work from the lockdown
Ramping up capacity in order processing, survey, manufacturing and installation
Some very recent supplier disruption, now resolved

•

Installation Revenues are increasing +13.5% for July and August

•

Order book +45% YOY at end of June and +82% YOY at end of August

2020 So Far
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H1 2020 Summary
Financials
•

Underlying (loss) before taxation1 £(5.1)m for the first half
• £6m loss for the March to May period
• Profitable for the pre-lockdown and post-lockdown periods

•

Net Cash2 of £6.0m (Dec 2019: £0.4m) underpinned by April 2020 equity Placing proceeds of
£8.2m

Summary
•
•
•
•

Good trading performance and market share gains achieved
Operating profitability out of lockdown
Operational capacity continues to increase
Balance sheet strengthened despite H1 challenges

1Underlying
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(loss) before taxation is an alternative
performance measure in order to aid users in understanding
the ongoing performance of the Group. This measure is the
reported (loss) before taxation excluding non-underlying
items of £2.3m (2018: £7.5m).
2Net cash is cash and cash equivalents less borrowings.
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Financial Performance
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Underlying (loss) before taxation bridge

Price: Average frame price increase of 3% year on year, driven by annualisation of prior year price increases and focus on discount. Partially offset by
lower mix of higher priced composite doors which represented 7.7% of all frames installed in H1 2020 (H1 2019: 10.0%).
Volume: A result of the cessation of installation activities for 9 weeks in response to COVID-19.
Other direct costs: Continuation of some fixed costs during lockdown (e.g. minimal heat, light, equipment rental).
Lead generation: The reduced lead generation spend is a result of the curtailment of all PPC activity during lockdown. Investment post-lockdown
contributed to the order book at +45% year on year at end of June.
Overheads (excluding marketing, COVID-19 costs and Furlough): Predominantly annualisation of cost reduction (headcount) initiatives in 2019.
COVID-19 costs: Costs linked to enhanced cleaning plus PPE for the workforce as part of COVID-secure practices.
Furlough reclaim: £1.8m reclaimed, half of which was for April staff costs and the remainder for May and June – rapidly reducing as the business
returned to operations.

9

Cash movement
H1 2020

Cash balance of £10.1m at end of the period, increased by £5.7m versus 31 December 2019.
Payment of finance leases is the payment of leases accounted for under IFRS 16. Prior to 2019, this
cash outflow would have been included within underlying EBITDA.
Non-recurring cash outflows of £0.1m relate to minimal restructuring costs.
Working capital benefit of £1.9m is driven by £2.5m deferral of VAT to March 2021.
Minimal capex in H1 on IT infrastructure upgrades and resilience.
Interest paid of £0.3m on the borrowing facility.
1Underlying

EBITDA represents earnings before
interest, tax, depreciation and amortisation, nonrecurring items and share based payments charges
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Trading Performance

YOY growth + 6.5%

YOY growth + 26.4%

Our strong order intake performance is driven by:
• Market Demand: RMI market has benefitted from a temporary shift in consumer spending from leisure, travel and retail
• Sales and Marketing Improvements: Continuing modernisation of our sales and marketing functions has enabled us to
respond quickly and effectively
• Competitive Set: Our prompt restart delivered a greater share of the market

Operational KPIs overview
Sales and Lead Generation
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Market Share Growth Continues
Continued growth in market share
in Q1 2020
Q2 2020 provisional market share
of 11.1% is likely to be skewed by
the speed of our restart versus our
competitors
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Operations
Customer service
• The business has dedicated resources for warranty and service work
• The lockdown has generated a significant backlog of work which we are working to recover
• This has reduced our normal levels of customer service and we expect to have largely rectified this by
the end of the year
Capacity ramping up
• Continued to ramp up capacity in order processing, survey, manufacturing and installation
• Our target is to increase capacity by over 20% as rapidly as possible in the face of strong order intake
• Investment in recruitment and staffing levels has ben required
• The capacity increase is now in place and offers the opportunity to cap recent growth in our order
book
Supply disruption
• Some limited recent supply disruption
• Impact mitigated by our close relationship with our major suppliers and proactive building of buffer
stocks through the summer
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Sustained Strategic Progress
Modernising our Consumer / Digital Brand
• Work has commenced on applying best in class marketing to our value brand and communications
• We will be ready to recommence investment in sustained brand communication when context is
judged appropriate
• ‘Journey Further’ appointed as new digital marketing agency – leveraging our scale as a source of
competitive advantage
Sustaining Momentum in Compliance and Customer Service
• Compliance processes are now embedded and audited
• Focus on recovering service backlog
• Continuing to improve our ‘Right First Time’ installation metrics – strong post lockdown
performance
Improving the National Sales and Depot Network
• By the end of the year, a number of pilot ‘role model’ depots and branches will be in place
• In February we appointed a new Commercial Director, Gary Pickering. We have also now put in
place a new regional sales management structure
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Outlook
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•

Strong customer demand experienced since the restart in May; we aim to continue to invest
behind this and maintain a strong order book

•

This growth in order intake has only recently been matched by the ramp up to the required
increase in survey, processing, manufacturing and fit capacity

•

This capacity level will enable double digit revenue growth in the second half of the year

•

The operational challenges linked to recovery and growth have adversely impacted customer
service levels and investment is now underway to address this rapidly

•

We continue to closely monitor the Group's performance to understand the sustainability of
recent performance levels and aim to provide guidance for the full year as soon as it is credible to
do so

•

The Board believes that as the clear national value brand in our category, with recent strong
increases in market share, the business is well positioned to navigate the likely challenges ahead

Disclaimer
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