
Financial Results 
Second Quarter and Half Year ended 2 August 2009
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Global Business Strategy

Internationalisation
20% of MDD revenue

Continue to develop profitable 
MRO business

Focus on global EDE Customer 
segment
50% business from EDE

Increase business via the web
50-70% of MDD revenue

Achieving 
profitable and 

sustained 
growth
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Financial Key Points
• Rate of sales decline has abated in MDD Europe 

and Asia Pacific.

• North America absolute sales per day improved 
throughout Q2. EDE sales now 30% of total sales.

• Gross margin remains stable at 39.6% in Q2, up 
from 39.4% in Q1. 

• Strong cash performance with Q2 operating cash 
flow conversion of 189%*.

• Board has approved an interim dividend at 4.2 
pence per share, unchanged from last year. 

* Excludes restructuring costs
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Strategic Highlights
• Outperformed our markets and taken market share in Europe 

and APAC.

• Quarter on quarter sales improved in the majority of our 
businesses.

• We are investing in our inventory and product portfolio. 

• Web sales grew 5%, with Farnell Europe achieving 55% of total 
sales via eCommerce channels.

• Developing international markets perform strongly, Eastern 
Europe up 39%, India up 99%, Greater China 5%.

• element14

- Surpassed significant benchmarks set before its launch.

- Selected by Google to partner as an early developer of the 
GoogleWave software.
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Q2 2010 Key Financial Results

-4.2p4.2pInterim ordinary dividend per share

-11%3.5p3.1pBasic earnings per share

-40%
(a)

22.015.1Underlying operating profit (b)

-37%3.5p2.2pUnderlying earnings per share (b)

-10%

-41%

-18%
(a)

-17%(a)

Growth

18.116.2Total profit before tax

18.110.7Underlying profit before tax (b)

22.020.6Total operating profit 

195.8183.7Revenue

Q2 2009Q2 2010
£m (Continuing operations)

Notes:
(a) In order to reflect underlying business performance, sales growth is based on sales per day for continuing businesses at constant exchange rates and for like periods, 

and growth in operating profit is calculated at constant exchange rates.
(b) Excludes restructuring costs of £0.8 million (2008/9: £nil) and the non cash one-off gain of £6.3 million from the reorganisation of the Group’s North American pension 

plans (2008/9: £nil).
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H1 2010 Key Financial Results

-4.2p4.2pInterim ordinary dividend per share

-43%8.4p4.8pBasic earnings per share

-41%
(a)

46.232.6Underlying operating profit (b)

-38%7.4p4.6pUnderlying earnings per share (c)

-40%

-38%

-38%
(a)

-16%(a)

Growth

42.125.2Total profit before tax

38.523.7Underlying profit before tax (c)

46.234.1Total operating profit 

391.5388.0Revenue

H1 2009H1 2010
£m (Continuing operations)

Notes:
(a) In order to reflect underlying business performance, sales growth is based on sales per day for continuing businesses at constant exchange rates and for like periods, 

and growth in operating profit is calculated at constant exchange rates.
(b) Excludes restructuring costs of £4.8 million (2008/9: £nil) and the non cash one-off gain of £6.3 million from the reorganisation of the Group’s North American pension 

plans (2008/9: £nil).
(c) Excluding restructuring costs of £4.8 million (2008/9: £nil), the non cash one-off gain arising of £6.3 million from the reorganisation of the Group’s North American 

pension plans (2008/9: £nil), and gains on the purchase and cancellation of preference shares of £nil (2008/9: £3.6 million).
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Transformation Costs

£3m - £4m£0.5m£6m - £7m£4.8mH1, FY10

£6.0m£5.0m£12.0m£3.4mFY09

Balance for 
the Year

H1 BenefitAnnualised 
Benefit

One-off 
Cost
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Cash flow

103%167%189%Underlying operating cash flow conversion

9.0%

16.5

(1.9)

(7.1)

(3.1)

28.6

8.5

1.0

(0.7)

4.7

15.1

Q2

2010

6.3%10.2%Free cash flow % to revenue

24.939.6Free cash flow

(11.0)(1.3)Tax

(7.3)(8.1)Interest and preference dividends

(4.3)(5.6)Net capital expenditure

47.554.6Cash generated from continuing operations

(6.2)11.6Working capital

0.41.9Other non-cash items

(1.5)(1.2)Additional pension scheme funding

8.69.7Depreciation and amortisation

46.232.6Underlying operating profit (continuing operations)

H1

2009

H1

2010

£m

Note: Excluding the impact of restructuring costs 
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H1 2010 financial scorecard

Q2 MDD = 38%

Q2 Farnell Europe = 55%

50-70%% sales from eCommerce

18.8%20%% sales from developing markets

10.2%*6%Free cash flow as a % of sales

24.7%�25%Working capital as a % of sales

27.1%*>30%Return on net operating assets %

8.4%*>12%Return on sales %

3 ¾ yearsStabilityGross margin %

-15.7% (EDE outperforming MRO)6-8%Sales per day growth

Achieved in H1 2010Goal Key Performance Indicators

* Excluding the impact of restructuring costs of £4.8 million in the first half (2008/9 H1: £nil) and the non cash one-
off pension credit of £6.3 million (2008/9: £nil)
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Q2 MDD Operational Performance

• Sales in Americas declined 26.5%
– SIA statistics for equivalent period declined 8.0%

• Mainland Europe sales declined 13.7%
– eCommerce now accounts for 55.2% of total sales, including the UK

– Eastern Europe sales grew 38.8%

• Farnell UK sales declined by 10.0%
– AFDEC data indicates a decline of 18.5% (excluding Farnell) 

• Sales in Asia Pacific declined by 3.8%
– Greater China sales grew 4.8%

– India sales grew 98.6%

– Sales in ANZ declined 8.4%
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Investing for the Future

-11.2% year on year vs. 

-26.5% total sales decline

Small customer acquisition, 
North America

+4.3% YTDNew EDE customers, Europe

19570Engineers employed, globally

Q2 20102007

• 6,800 esoteric products

• New Russian local language website 

• DesignLink exceeds initial 
expectations

• iBuy sales continue to grow

• eQuotes added in Europe
2006 2007 2008 2009 H110

Growth in EDE Product
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element14
www.element-14.com

• element14 launched on 1 June

• More than 6,000 new customers visiting the site 
each week

• Google select element14 to partner as an early 
developer of GoogleWave

• Development of our own iPhone application for 
element14

• Launched a dedicated optoelectronics section
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Q2 Performance of CPC and MCM

• CPC’s sales grew 3.7%

– Continue to take market share

– Web sales increased 17.7%

– Web traffic increased 34.1%

• MCM sales decreased 14.8%

– Added 15,000 new customers

– 50% of sales from direct mail transacted via 

the web
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Q2 Industrial Products Division

• IPD sales down 7.1% an improvement on the Q1 
decline of 8.2%

• Akron Brass sales in line with Q1 last year

– Launched 4 new product platforms

• TPC Wire & Cable sales declined 30.8%

– The business’ more traditional industrial markets 
remain depressed

– 15 new product families introduced 
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In Summary…

• Continued validation of our strategy as we transform 
into a product, information and services company

• Innovating and Investing for future leadership
• Outperformance in Europe and APAC

• Gross margin up incrementally on Q1
• element14 beginning to grow virally


