2022 Interim Results
For the 26 weeks ended 2 July 2022
August 2022
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Financial performance
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Current trading & outlook
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Trading in line with plan & good strategic progress
• Total sales up 27.1%, with 22.4% LFL sales growth in H1 2022
• H1 profits level with 2021
• 70 new shops opened in first half, 12 closures; 2,239 shops as at 2 July 2022

• Good progress developing new channels and dayparts
• Menu development focused on healthier choices and growth categories

• ESG agenda progressing in line with Greggs Pledge commitments
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H1 2022
Financial
performance
Richard Hutton
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Income & expenditure overview
H1 2022
£m

H1 2021
£m

H1 2019
£m

694.5

546.2

546.3

EBIT before exceptional items*

59.0

59.4

43.9

Finance expense (inc. leases)

(3.2)

(3.9)

(3.2)

Profit before taxation and exceptional items

55.8

55.5

40.7

0.0

0.0

(4.0)

Profit before taxation

55.8

55.5

36.7

Income tax charge

(9.9)

(11.1)

(7.5)

Profit after taxation

45.9

44.4

29.2

44.8p

43.2p

28.5p

Sales

Net exceptional charge*

Diluted earnings per share

* Exceptional charges related to costs of restructuring supply chain operations in 2019 and prior years
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Encouraging sales growth - LFL above pre-pandemic
levels despite footfall still recovering
60%

Non-essential Retail closed through Q1 2021

More normal year-on-year base
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2021 (2yr LFL)

LFL vs 2019

Jun

July to date

P&L ratios settling post-pandemic
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H1 2022
£m

H1 2021
£m

Sales

694.5

546.2

• 2021 sales figure impacted by
pandemic restrictions in Q1

Gross profit %

62.5%

64.1%

Distribution & selling costs %

48.9%

47.2%

• GM impacted by VAT returning to
pre-pandemic level and phasing of
cost inflation recovery

Administrative expenses %

5.1%

6.0%

Finance expense (inc. leases) %

0.5%

0.7%

Profit before tax %

8.0%

10.2%

• D&S costs in 2021 reflect £15m of
temporary business rates relief
• Admin costs broadly stable in
absolute terms
• H1 margins normally lower than full
year average due to seasonality of
sales and public holidays

Cost inflation step-up, good security of supply
Food & energy
• Rate of cost inflation
increased significantly in
first half, driven by food,
packaging and energy
commodities

Underlying cost base

People

Other, 13%
Depreciation,
6%
Energy/fuel,
4%

People,
40%

• Average five months’
forward cover in these
areas
Food &
packaging,
29%

Shop occupancy, 8%

Shop occupancy
• Strong covenant, occupancy costs continue to improve
• Ratio of IFRS16 lease charges to shop sales 4.8% in H1
2022 (H1 2021: 5.5%; H1 2019: 5.7%)
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• Wage and salary
inflation running at 4.3%
overall in 2022, plus
additional 1.25%
National Insurance from
April 2022

Now expect c.9%
overall like-for-like
cost inflation in 2022,
plus business rates &
VAT headwinds

Capital expenditure overview
2022
Plan3
£m

H1 2022
Actual
£m

H1 2021
Actual
£m

New shops and relocations (fitting & equipment)

43.0

15.3

6.0

Shop fitting – refurbishment

10.0

1.9

0.1

Shop equipment (additional and replacement)

24.0

9.2

6.7

Supply chain

86.0

10.5

8.8

I.T. and other

7.0

4.9

1.9

c.170.0

41.8

23.5

Number of gross new shops @ c.£300-350k 1
(incl. relocations, excl. franchises)

c.130

44

28

Number of shop refurbishments @ c.£100k 2

c.100

16

7

Total capital expenditure
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1 Shop fitting and equipment cost
2 Shop fitting cost only
3 2022 plan subject to uncertainty around phasing of land purchase for supply chain development

Liquidity, Tax, Dividend
• Net cash inflow from operating activities after lease payments £65.1m (2021: £96.3m including
working capital recovery post-pandemic)
• £145.7m cash position as at 2 July 2022 following special dividend payment in April
• Relatively high cash level supporting investment in growth programme
• £100m RCF undrawn
Taxation
• c.17.7% effective Corporation Tax rate expected for 2022 year
• Forward guidance – 2023: c.24.0%, 2024 onwards: c.26.0%
(based on current regulations)

Dividend
• Interim dividend of 15.0p per share declared (2021 interim: 15.0p)
• Expect FY dividend to be c. 2x covered by earnings
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Operational &
strategic
review
Roisin Currie
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Clear plan to address growth opportunities
• Plans to address the many attractive growth opportunities available to Greggs
set out at Capital Markets Day in October 2021
• Strategic investment in estate, brand and support infrastructure over recent
years puts Greggs in a strong position to move forward at pace in a growing
market
• Good progress in the first half of 2022 as we seek to make Greggs more
accessible to customers through extended trading hours and digital channels:
‒ Estate growth
‒ Evening trade opportunity
‒ Digital channels (delivery, Click + Collect, Greggs App)
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Growing and developing the Greggs estate
• 2,239 shops (inc 401 franchised); target > 3,000
• Target of 150 net new shops per annum in 2022 and
beyond
• Strong momentum in underrepresented catchments retail parks, railway stations, airports, supermarkets and
central London
• 400th franchise shop opened in June 2022 with new
partner, Rontec

• Next generation format enables growth with additional
space for new channels and customisable food prep for
new shops and refurbishments
Leicester Square, London opened July 2022
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Evening trade
• Evening daypart represents significant opportunity
• largest segment of the food-to-go market by value
• daypart where Greggs has lowest penetration
• Focused on growing sales in the evening
• extending trading hours, addressing menu options
and offering delivery
• further leverages our investment in facilities that
are under-utilised after 4pm
• In H1 extended trading hours with 300 shops trading to
8pm (July 21: 130)
• Post-4pm is now our strongest-growing trading time
and we will increase number of shops trading late
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Digital channels
• Delivery, with our partner Just Eat, extended from
1,000 to 1,180 shops
• Majority of new delivery trade is incremental
• Use of the Greggs App has grown strongly.
The App enables:
• Rewards – loyalty proposition rewards
customers, encouraging visit frequency
• Click + Collect – personalised pizza toppings
launched, customisation to be extended further
• Customer understanding – CRM allows for
tailored communications and experiences
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Menu development focused on healthier
choices, hot food and evening daypart
• Menu development supports growth
objectives and the Greggs Pledge

• In H1 broadened our healthier choices range
with two salad meal boxes
• To meet demand for hot food and grow
evening trade we:
• continued the roll out of hot food cabinets
• launched two new pizzas - Mexican
Chicken and Pepperoni Hot Shot
Sweet Potato Bhaji and Rice salad
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Investing in supply chain and support systems
• Development of supply chain essential to
support significant growth opportunity
• H2 plans:
• commission new pizza line in Enfield
• progress work on fourth savoury
production line in Balliol Park, Newcastle
• Exploring site options on which to base future
capacity expansion
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• Multi-year implementation of SAP now
complete, digital transformation programme
continues at pace (including upgraded
recruitment platform to improve candidate
experience)

Our approach to ESG - The Greggs Pledge
• Separate sustainability report details progress
made in 2021 on the Greggs Pledge
• In H1:
• Achieved the National Equality Standard:
significant progress on diversity and
inclusion
• Progressed plans for Net Zero: now awaiting
verification of science-based targets
• First “Eco-Shop” opened in early July - will
develop and test solutions to cut waste and
reduce use of energy and water. Successful
elements of trial will be rolled out across estate
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First “Eco- Shop” opened in Northampton, July 2022

Current trading & outlook
• Considerable uncertainties in the economy as a whole, including market-wide inflationary
pressures; however Greggs continues to trade in line with plan
• Consumer disposable incomes under pressure but Greggs offers exceptional value
• LFL sales in company-managed shops 13.1% up in four weeks to 30 July
• Making good progress against strategic objective to become a larger, multi-channel business
• Board’s expectations for the full year outcome remain unchanged
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Questions?

