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decline to £64.2m and £3.6m driven by 
lower citrus and slow US consumer demand

of £0.9m, and share buyback announced 

getting closer to customer and 
broadening into premium categories

revised guidance confirmed 
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Sustained high citrus prices leading to lower 
citrus value-add volumes

Slowness is North America end consumer 
demand impacting premium volumes

Ongoing challenging market conditions and 
geopolitical uncertainty
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H124 Value-added
Citrus volumes

North America 
demand

H125
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• Repeat volumes from top 40 customers

• Recurring spot from smaller customers

• Forecasted from historical trends and current indicators

• North America sugar reduction opportunities 

• North America coffee pipeline 

• Global citrus opportunities 

• China heritage opportunities 

• North America synthetic aroma opportunities 

• Several citrus and premium pipeline
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Confirmed
orders

Repeat customer 
volumes

Pipeline conversion 
required

H2
Target





impacted by high 
citrus prices affecting buying patterns, and slower US 
consumer demand impacting premium sales

reflects upfront 
investment in new regional structure, however self-help 
measures implemented helping in H2

Impacted by mainly by sales 
decline, expect increase in H2 as premium weighted and 
costs in control

Revenue

Gross profit

Gross profit margin

Administrative expenses(1)

Adjusted Operating profit(1)

Adjusted Operating profit margin(1)

Net finance costs

Adjusted profit before tax (1)

Exceptional items

Profit before taxation

Taxation

Profit for the period

Adjusted EBITDA(1)

Adjusted earnings per share (1)

1 excluding exceptional items 6Making the world taste better. For good



• Synthetic Aroma performing well
• Sustained high citrus prices affecting 

buying patterns
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• Exciting sugar reduction win
• Slowness in US consumer demand 

impacting premium volumes

• China and Treattzest sales ahead
• Focus on building coffee pipeline 
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over the last twelve months

Improved again despite high raw material 
prices 

£5m announced and progressing well
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H2 Sales target £82m 

H2 85% visibility (50% 
coverage & 35% recurring 

spot)

£10-12m sales gap with key 
targets identified in pipeline

H2 sales and margin 
delivery is key to deliver 

PBTE range 

Self-help measures actioned 
helping to maintain 

appropriate cost base

Normalised capex, focus on 
innovation capex

Strategic inventory with key 
customers

Share buyback programme 
of £5m
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Reflects higher H2 Sales 
weighting

Anticipate higher margin 
Premium growth in H2 in 
line with previous years

Operational efficiencies
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Revenue Growth Margin Growth Innovation & Differentiation
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•

•

•

•
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New website

Increase in 
customer visits
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•

•
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•

14

Increase in Samples 
delivered within 

48 hours
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challenging due to US & citrus market conditions, however some 
encouraging customer wins in the period

sales has 85% visibility (50% coverage, 35% recurring spot), 
sales team focused on customer engagement to drive performance

acceleration of strategic initiatives underpinning 
medium term confidence in outlook
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This presentation contains forward looking statements which are made based on the information 
available at the time of its publication. It is believed that the expectations reflected in these 
statements are reasonable, but they may be affected by risks and uncertainties that are inherent 
in any forward-looking statement which could cause actual results and performance to differ 
materially from those currently anticipated.

Neither Treatt plc, nor any of its advisers, representatives, officers, agents or employees makes 
any representation, warranty or undertaking, express or implied, in respect of this presentation, 
and no responsibility or liability is accepted by any of them as to the accuracy, completeness 
and or reasonableness of any of the information in this presentation.

Where information is provided regarding past share price, past dividends and past earnings per 
share, past performance cannot be relied upon as a guide to future performance.
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-10.9% -290BPS
-52.1%

-530BPS 0.0%
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2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

H1 H2
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2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

1 Excluding exceptional items
2 Treatt compiled consensus of four analyst forecasts for FY22 profit before tax and exceptional items
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2013 2023 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

H1 H2
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2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

H1 H2
1 2018 – 2020 EPS is shown from continuing activities
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holding strategic stocks for key 
customers and the appropriate stock levels to 
service demand

announced of 2.60p consistent with 
H124 

disciplines remain

Fixed assets

Inventories

Receivables

Payables

Working capital

Taxation

Net cash/(debt)

Pension asset

Other net liabilities

Shareholder funds
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Operating cash flow

(Increase)/Decrease in inventories

(Increase)/Decrease in receivables

Increase in payables

Cash generated from operations

Contributions to pension scheme

Taxation reclaim/(paid)

Net cash from operating activities

Purchase of property, plant & equipment

Purchase of intangible assets

Proceeds on disposal of property, plant & equipment

Free cash inflow

Dividends paid

Other financing activities

FX

Movement in net (debt)/cash

Net debt at beginning of  period 

Net debt at the end of the period

Normalised 
capex, focus on innovation capex

Strong cash generation, 
expected to continue in H2

announced on 10 April and 
progressing well
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