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5% increase in sales of key brands
milk&more  weekly sales now £1.2 million

Build leading positions in branded 
and added value markets

Efficiency projects set to deliver £20 million
Investment in liquid dairies on track

Focus on cost reduction and 
efficiency improvements

Record H1 profits from Foods businesses
Bank funding in place through to 2016

Improve quality of earnings and 
reduce risk

Branded foods business MH Foods 
purchased for £12.3 million

Generate growth and focus the
business through acquisitions
& disposals

Adjusted profit before tax up 9% to £43.7 million

Adjusted basic earnings per share up 16% to 24.8 pence

Net debt higher, but net debt : EBITDA ratio < 2.5 times

Increased first half profits in challenging 
consumer environment

Confident that we will deliver profits for the year in line with our expectationsConfident we will deliver profits for the year in l ine with our expectations
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Balancing stakeholders’ interests

As anticipated - a tough 6 months with input cost inflation 
and a challenging consumer environment

Cost savings offset selling price increases

Despite this we

have grown H1 profits

spent more on A&P

launched four new products to generate future growth

increased the price we pay farmers for milk

achieved BITC silver award – reflecting our commitment to CR

Increased interim dividend by 4% – reflecting progre ssive policy
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Benefiting from being a 
broadly based business

Another half year of growth – benefiting from £4.6 million property profits

Higher profits in Spreads and Cheese offset lower Dairies profits

Clear plan to increase Dairies profits in H2
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Anticipated commodity cost inflation of £65 million at start of year

Recent milk cost increases add a further £15 million

Cost reduction programme on target to achieve £20 million

factory efficiencies

depot costs

packaging costs

energy costs

distribution costs

overheads

Achieved price increases to recover balance of higher costs and to 
support key brands and innovation programme

Effectively dealing with higher input costs
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Brand 
growth

H1 v H1*

Market growth
H1 v H1** 

Flavoured Milk

French non-
butter spreads

UK Butter, 
Spreads, 
Margarine

UK Butter, 
Spreads,
Margarine

UK Cheese

Brand 
growth 

3 Year***
Market

Core 
brand

*     DC value sales 6 months to 30 September 2011 v 6 months to 30 September 2010
**    ACN, data 26 weeks to 1 October 2011 v 26 weeks to 2 October 2010, IRI data 26 weeks to 

18 September 2011 v 26 weeks to 19 September 2010
***  DC value sales 6 months to 30 September 2011 v 6 months to 30 September 2008

10%

27%

2%

13%

11%

37%

4%

50%

22%

1%

15%

15%

Key brands – sales up 5%, profits higher

4%

4%

1%
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H1 sales slowed while price rises 
implemented

Chose to reduce pack size of ‘mature’
from 400g to 350g following consumer 
consultation

Fewer promotions during changes

Cathedral City remains larger than next 
three brands combined, own label making 
little progress

Expect H2 sales to grow – supported by 
strong promotional programme

Cathedral City 
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Higher input costs recovered through cost 
savings and increased selling prices

Clover and Country Life volumes impacted by 
disruption to promotional programme and 
staggered retail prices increases

Strong performance from St Hubert O3, 
benefited from competitors’ delistings

Country Life block sales down significantly 
from 2010/11 as we reset profit aspirations

Improved Spreads profits as a result

Anticipate more stable environment in H2

Key spreads brands 
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A good performance from FRijj following 
investment in additional production 
capacity

Flavoured milk market growing strongly, 
with own label leading 

FRijj remains the largest brand and bigger 
than own-label

New flavours and ongoing internet 
marketing campaigns expected to provide 
further progress in H2

FRijj 
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Strong H2 promotional plan

A&P to support  new products

Chedds

“FRijj the Incredible”

St Hubert non-dairy cream

St Hubert 5 Cereales

Exciting innovation pipeline

3 year, £75 million Dairies 
investment programme on track

Supporting future growth



Arthur Reeves
Corporate Affairs Director

Financial Review
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Group revenue up 2% to £796.2m (2010: £776.9m)

Group revenue up 4% after adjusting for Wexford disposal (2010)

Adjusted profit before tax* up 9% to £43.7m (2010: £40.1m)

Adjusted basic EPS* up 16% to 24.8 pence (2010: 21.4 pence)

Interim dividend up 4% to 5.7 pence (2010: 5.5 pence)

Net debt up 9% to £365.3m (Sep 2010: £335.5m)

* Before exceptional items, amortisation of acquired intangibles 
and pension interest income

Financial Highlights
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Income Statement

14%26.329.9Profit after tax57.5

(9.8)(9.3)Taxation (incl. Exceptional tax)(20.3)

9%36.139.2Profit before tax77.8

(4.3)(4.5)Amortisation of acquired intangibles(8.7)

0.3(2.7)Exceptional items(1.1)

–2.7Other finance income – pensions–

9%40.143.7Adjusted profit before tax87.6

–(0.3)Share of Associate net loss(0.2)

(10.5)(10.0)Finance costs(20.6)

7%50.654.0Adjusted profit on operations*108.4

% 
Change

Half Year 
Sept 10

Half Year
Sept 11

£’mYear
March 11

* Before exceptional items and amortisation of acquired intangibles



16

Segmental Analysis – Cheese

Reduced revenue reflects disposal of Wexford in June 2010

Successful implementation of pack size reduction – however volumes 
impacted  

Nuneaton prepack efficiencies continue to improve

Launch of Chedds 

Improved whey realisations

11.5%16.2%Margin12.6%

12.516.5Profit28.0

108.9101.8Revenue 223.1

Half Year
Sept 10

Half Year
Sept 11

£’mYear
March 11
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Revenue increase reflects increased selling prices and strong 
performance from St Hubert 

Margins maintained despite significantly higher input costs

Continuing focus on cost base 

Launch of non-dairy cream and 5 Cereales

20.2%20.1%Margin18.7%

27.231.7Profit53.3

134.7158.1Revenue285.5

Half Year
Sept 10

Half Year
Sept 11

£’mYear
March 11

Segmental Analysis – Spreads
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Segmental Analysis – Dairies

Revenue growth as increased volumes in major retail and price 
increases offset volume decline on doorstep (12% at Sep 11)

Operational efficiency improvements on track

Margin decline reflecting full impact of major retail tenders and 
increased milk costs

milk&more weekly sales over £1.2 million

2.1%1.1%Margin2.5%

10.95.8Profit27.1

529.7533.8Revenue1,089.8

Half Year
Sept 10

Half Year
Sept 11

£’mYear
March 11
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Balance Sheet

(42.8)365.5322.7Net Assets

(49.8)

13.5

(53.7)

(0.7)

(60.1)

(86.3)

(311.6)

(16.4)

(109.9)

(72.8)

(365.3)

(17.1)

Pension deficit

Deferred tax

Net debt

Other 

30.4

15.5

164.5

(124.2)

194.9

(108.7)

Stocks

Debtors less creditors

2.0799.6801.6Fixed assets, goodwill 
& intangibles

ChangeMar 11Sep 11£’m
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Operating Cash Flow

* Before exceptional items and amortisation of acquired intangibles
**   Share based payments and property profits 
***  Net of grants

79.6

(48.5)

128.1

11.7

(0.5)

(21.7)

(3.7)

33.9

108.4

Year 
Mar 11

30.3(12.9)Operating cashflow

(21.5)(24.5)Capital expenditure ***

51.811.6Cash generated from 
operations

(3.1)(42.7)Working capital

0.7(4.1)Other**

(11.4)(10.3)Pensions

(1.8)(2.2)Exceptional Items

16.816.9Depreciation & amortisation

50.654.0Adjusted profit on operations*

Half Year
Sep 10

Half Year
Sep 11

£’m
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Net Cash Flow

(311.6)

(337.2)

25.6

1.0

24.6

6.3

(25.4)

(16.1)

(19.8)

79.6

Year
Mar 11

(335.5)(365.3)Closing net debt

(337.2)(311.6)Opening net debt

1.7(53.7)Movement in net debt

4.23.0Foreign exchange movements

(2.5)(56.7)Net cash flow

4.1(6.3)Acquisition/disposal of businesses 
and assets

(18.1)(18.9)Dividends paid

(8.9)(8.3)Tax

(9.9)(10.3)Interest

30.3(12.9)Operating cash flow

Half Year
Sep 10

Half Year
Sep 11

£’m
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Net debt history

280

329

451 459
475

491

416

380

337 336
312

365

200

250

300

350

400

450

500

Mar 06 Sep 06 Mar 07 Sep 07 Mar 08 Sep 08 Mar 09 Sep 09 Mar 10 Sep 10 Mar 11 Sep 11

£m

2

2.5

3

3.5

Net debt
Net debt / EBITDA



23

Refinancing completed

New 5-year bank facility agreed in October 2011: £170m + €150m

Key financial covenants unchanged from previous facility

Margins slightly higher than 2008 facility 

$85m (£54.5m) raised via new loan notes at 4.33% 

Bank funding in place to 2016
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Financial summary

Revenue, adjusted profit before tax and adjusted basic EPS all up

Net debt : EBITDA < 2.5 at 30 September 2011

Bank funding in place to 2016

Pension scheme funding agreed

Interim dividend up 4%



Looking Forward

Mark Allen
Chief Executive
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Focus on cost reduction and efficiency improvements

Improve quality of earnings and reduce risk

Generate growth and focus the business through acquisitions 
and disposals

Build leading positions in branded and added value markets

Looking forward

…we will continue with our strategy
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To provide good value to customers and consumers by controlling 
costs and driving efficiencies

To deliver sales growth by maximising the return from H2 advertising 
and  promotions

To support recent product launches 

To maintain financial discipline in order to underpin profit delivery 
and net debt reduction

Key priorities for H2
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3 year, £75 million Dairies investment programme

Drive efficiency savings

factory efficiencies

ongoing depot rationalisation programme

depot running costs

distribution efficiencies

overheads

Grow added value sales

FRijj

milk&more including new customer recruitment

Jugit

Dairies – responding to tough 
market conditions
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Build on robust H1

Consumer environment challenging and increasingly hard to predict

Implementing initiatives that deliver long term value for all stakeholders

Clear list of actions to underpin delivery of profits 

We remain confident that we will deliver profits for the year in line with 
our expectations 

Second half outlook 



Questions?


