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Trifast, leading international specialists in the engineering,
manufacturing and distribution of high quality industrial
fastenings to major global assembly industries

Mission and vision
To continue to grow profitability, improve stakeholder returns and drive efficiencies
To be acknowledged commercially as the market leader in terms of service,
quality & brand reputation

Governance &
financials report
For detailed content on our Governance
and consolidated financial statements, see
our accompanying document available either
in print or on our website at www.trifast.com
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our report
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this Strategic report
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Governance & financials report
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Financial highlights
See our financial KPIs
on pages 28 and 29
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Operational highlights
• Acquisition and successful integration of Kuhlmann, Germany
• Our proven core strategy drives a 3% organic increase in sales
to multinational OEMs

Read about our Strategy
on pages 14 and 15
www.trifast.com

• Launch of the new TR Fastenings website www.trfastenings.com
provides a go-to technical resource for the industry
• Operational efficiencies and gross margin improvements drive
underlying operating margin increase of 50bps

See Strategy in action – Acquisitions
on pages 18
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Invest in our key strengths

1

4

Design and
application
engineering knowhow adds value
throughout the
purchasing cycle

Continuous investment
into quality of
operations and
supply keeps us one
step ahead of our
customers’ needs

2

High quality, low cost
manufacturing across
eight global locations
forms the foundation
of our industry
reputation which is
second to none

3

5

A strong balance
sheet and flexible
banking facilities
provide the
confidence to
invest for growth

6

Reliable distribution
and supply solutions
around the world
that flex to fit our
customers’ needs

Progressive dividend
policy and a growing
share price support
shareholder value

Corporate website
Visit www.trifast.com to view a wide range of information
of interest to institutional and private investors including:
• Latest news and press releases
• Annual reports and media centre
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The customer sectors we serve
Automotive

31%
Distributors

10%

Domestic
appliances

23%
Electronics
Other

18%

18%
Operating globally across
multiple sectors
With our geographical spread, our balanced
sector mix and our clear strategies for growth,
the Board remains optimistic about the
Group’s prospects.

Read about our Global marketplace
on pages 10 and 11
www.trifast.com

Focus on multinational OEMs
Our successful growth and increasing site
penetration is based on a unique mix of high
quality manufacturing and sourcing know-how
and adaptable reliable global logistics.
We are a ‘full service provider’ offering endto-end support to all our multinational OEM
customers.
Read more about our Core strategy
on pages 14 and 15
3

Our people

The Trifast culture
It’s all about our people — their ‘can do’ attitude,
focus and determination to exceed expectation.

Leadership
programme
Training programmes are
vital to the development
of skills needed within
the business.

Training and
development
Developing our employees’
talents helps us identify our
leaders of the future.

Apprenticeship
programme
Our programme is a significant
tool in attracting young people
to the business.

Read Investing in people
on pages 20 to 27

See our website
visit www.trifast.com
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The world
of Trifast...
Trifast is known commercially as TR to its customers and
suppliers in Europe, Asia and the Americas. We have a
reputation as a market leading global engineering, manufacturer
and distributor of industrial fastenings and category ’C’
components to a wide range of industries and customers.
Around a third of our income derives from TR’s own
manufacturing. The key end markets that our products are
used in are: automotive, electronics/telecoms and domestic
appliances. Our customers are a mix of multinational and
national companies and distributors across the world.

Our sites are based in 26 global locations:

UK

Belfast
Birmingham
East Kilbride
Manchester
Newton Aycliffe
Poole
Uckfield
Lancaster

EUROPE
Germany — Verl
Holland — Oldenzaal
Hungary — Szigetszentmiklos
Ireland — Mallow
Italy — Fossato di Vico
Norway — Skytta
Poland — Warsaw
Sweden — Nacka

Trifast plc (Head Office)
Trifast House, Bellbrook Park,
Uckfield, East Sussex, TN22 1QW

6

USA
Houston

ASIA
China — Shanghai & Beijing
India — Bangalore & Chennai
Malaysia — Penang & Kuala Lumpa
Singapore
Taiwan — Kaohsiung
Thailand — Bangkok

Export countries
Distribution subsidiaries
Manufacturing subsidiaries

Read about UK
performance on page 36
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REVENUE BY LOCATION
EMPLOYEES BY LOCATION
MANUFACTURING & DISTRIBUTION

Distribution 65% Manufacturing 35%
Employees %
Revenue %

Asia 44% UK 36% Europe 18% USA 2%
UK 39%

Europe 34% Asia 24% USA 3%

Read about Europe
performance on page 37

www.trifast.com

Read about USA
performance on page 38

Read about Asia
performance on page 39
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Chairman’s letter

Welcome to your publication of
our Trifast plc 2015/16 Report and
Accounts from which you will learn
of yet another year’s structural
and financial progress across
the entire Group.
In fact, it is particularly significant
that we have summarised the past
year with the strap line:
‘Investing for growth’
It is often said within the business
world that the only constant is
change, and so an organisation’s
ability to respond quickly and
decisively to market conditions is
paramount for prosperity.
Malcolm Diamond MBE | Executive Chairman

As always, my never ending
appreciation and thanks go to all
our managers and staff spread
around our Group for their constant
skill, effort and loyalty – without
which we would just be a very
ordinary company”

Seven years ago, less than 15% of our Group revenue derived from the automotive
sector, whilst telecoms/electronics, our driver for growth in the nineties, was in
relative decline and dragging TR with it. By 2015, automotive Tier 1 demand for our
expertise had become global and today accounts for over 30% of Group revenue,
whilst electronics has since proven to have delivered organic growth over that same
five-year period of our ‘renaissance’. Our acquisition of VIC in Italy in 2014 instantly
grew our domestic appliances revenue from 8% to 23% of Group revenue, thus
finalising a trio of key international fastener demand sectors totalling over 60% of
our business.
The growing demand from our automotive and domestic appliances sectors has
driven substantial new capital investment in the year in our Italian, Malaysian and
Taiwanese factories, the details of which are explained further into this publication.

Share price
131.00
108.26

Read the Business review
on pages 30 to 39

85.52
62.78

Read a summary about Corporate
governance within Trifast
on pages 50 and 51
Read about Corporate governance in
the Governance & financials report
on pages 8 and 9
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As reported previously, our core business
model of focusing on multinational
high volume assemblers continues at
a dynamic pace. The model is based
on introducing our unique combination
of low cost/zero defect, high quality
manufacturing resources and component
logistics direct to assembly lines,
and customised design/application
engineering support to the senior decision
makers of global companies. This leads
to detailed audits (spanning several days)
of our relevant manufacturing sites, which
in turn confers global Preferred Vendor
status upon TR which is our entry ticket
to approach their individual assembly
plants and to sell what we can offer as
benefits to their local production and
engineering management.
Many of these global Original Equipment
Manufacturers (‘OEMs’) have over 100
plants spread around the world, and
often the same product is duplicated
to serve their local markets. Once TR is
specified for a customised component,
then there is often a roll-out of the same
component across several plants. There
is an increasingly strong adoption by
these customers of consistent designs
and specifications, quality levels and in
place cost that gives TR a multiplier effect
on volume from the original enquiry from
the initiating plant. This is particularly
evident within the automotive sector
where the same basic vehicle platform
spans several brands and is assembled in
different countries.
It is highly reassuring that around 60% of
our business now comes from 50 of our
global OEM customers, thus reinforcing
our belief that our strategy is not only
delivering consistent growth but with
less than an average of 25% penetration,
we still have many years of momentum
ahead of us.
In addition, each year we win new
multi-plant internationally spread OEM
customers, giving us increasing growth
opportunities.

www.trifast.com

Crucial as our growing revenue is, our
profit growth record owes substantial
acknowledgement to our ever improving
operational and vendor management
performance, which my colleagues
explain in detail later into this report.
I must now also acknowledge my
close colleague and CEO Jim Barker’s
retirement at the end of September 2015.
I thank him for being the key architect of
our recovery strategy back in early 2009
when, at that time, tough decisions and
urgent actions were paramount.
The turnaround period, followed by the
acquisitions of Power Steel & ElectroPlating Works (‘PSEP’) in Malaysia
and Viterie Italia Centrale (‘VIC’) in Italy
required the full involvement of our then
CFO Mark Belton, who, as Jim stepped
down, was by far the best candidate to
take over as our CEO. Clare Foster (who
joined us in January 2015) took over from
Mark as CFO. Despite the perceived
worries surrounding succession planning
in any organisation, I must congratulate
Mark and Clare, with the support of
Geoff, Glenda and the wider senior team
for achieving such a smooth handover
during the past six months.
Finally, we welcome our wonderful
German colleagues from Kuhlmann who
joined the Group last October, and we
congratulate them on the results they
have achieved since then.
As always, my never ending appreciation
and thanks go to all our managers and
staff spread around our Group for their
constant skill, effort and loyalty – without
which we would just be a very ordinary
company.
Yours gratefully

Malcolm Diamond MBE
13 June 2016

Having in-house manufacturing coupled with
a local presence in 16 countries on three
continents is a winning combination.
TR Houston works closely with many Tier 1’s
in North America; they have the full support
of our manufacturing teams in Power Steel
& Electro-Plating Works (‘PSEP’) in Malaysia
and Special Fasteners Engineering (‘SFE’)
in Taiwan which has enabled them to win
substantial new contracts. The most recent
and largest involved a close co-operation
between a Tier 1 seat manufacturer, our
Houston team and PSEP engineers.
We have invested heavily in 6 die/6 blow
forging machines. These have created further
capacity to produce very complex parts for
the automotive industry (see picture below).
The latest we have commissioned is a stateof-the-art Japanese machine that is now
fully operational. This is currently producing
engine components and safety critical parts
for braking systems. Initially, we produced the
parts in plastic on the in-house 3D printer to
get a clear visual which was close to fit-forfunction, and provided these to our customers’
engineers and purchasing teams. Several
modifications to the designs were made, and
our technical teams in North America and
Malaysia worked together to further refine the
final complex part.
This contract could have easily gone to
an American manufacturer . . . so why did
they choose TR? Commercially, of course,
there could be a benefit to manufacturing
in a lower cost region. We believe, however,
that it was the good reputation that we had
already built up in Europe with that Tier 1,
a local passion in North America to support
the customer and be responsive to their
needs, and the technical support we have
demonstrated with our team in PSEP.
A winning combination!
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Global marketplace

The industrial market, both
nationally and globally, is extremely
fragmented and is estimated to be
worth around £50bn per annum.
Of this market, we believe that
£25bn is representative of our target
customer sector capability”
Our main routes to market
Over time we have developed routes to market
for the differing needs of our customer base,
ensuring that we can support and satisfy both
an SME and a multinational OEM. This has
been in place for over 15 years to ensure we
have teams dedicated to each of these key
areas.

Competitive landscape
The industrial market, both nationally and
globally, is extremely fragmented and is
estimated to be worth around £50bn per
annum. Of this market, we believe that £25bn
is representative of our target customer sector
capability. Market research indicates that the
global demand for fasteners will continue to
grow by at least 4% until 2020.
The growth in the fastener market is primarily
due to the automotive sales and demand being
experienced on a global basis. Nonetheless,
new products in the field of electronics,
technology and telecoms have a high demand
for our type of products, offering particularly
special parts to drawings. In addition, the
ongoing growth in the global ‘middle class’ is
expected to drive increases in the domestic
appliances sector for the medium term.
Our competitors are many and varied as
they could be servicing customers on a local
or a global supplier basis. Additionally, we
have differing competitors depending on the
industry supplied. TR has fewer competitors
in the automotive sector, as it is a far more
demanding industry and suppliers are required
to have a global reach, their own manufacturing
base, design and technical capability and to
be financially robust – that narrows the field
considerably.
As a full service provider, we are able to offer
our customers an ‘end-to-end’ lean supply
chain. From initial product inception, through to

10

design and manufacture, meeting the stringent
quality and logistics standards required.
Our responsiveness, with a strong focus
on customer service, is a hard task for our
competitors to match.

Multinational OEMs
Over 60% of our sales are derived from
multinational OEMs with multiple sites on more
than one continent. Having a global footprint
coupled with our own in-house manufacturing
is a distinct advantage for these customers.
They expect consistency of systems and
processes, an understanding of their corporate
goals, and rely on working with companies who
can service them virtually anywhere. (Their HQ’s
are usually in the USA or UK/Europe.) We focus
on working at group level, meeting their senior
teams, negotiating contracts and terms, before
rolling that out to TR’s locally based teams.
Their stringent requirements extend to CSR,
environmental controls, the quality criteria,
Value Add/Value Engineering (VA/VE) support
as well as design and logistics.
Once we have established ourselves as an
approved vendor to these companies, our
focus is then on penetrating as many of their
sites as is feasible. When that door has been
firmly opened and we have built up a good
service reputation, we get the opportunities to
quote for more sites and builds that are often
replicated in different countries and continents.
We have had good results this year, increasing
our penetration and have seen solid growth as
a result.

Distributors
Sales to distributors equates to about 10% of
our revenue. In the main we sell to them our TR
proprietary parts (e.g. self-clinch, screws for
plastics and brass inserts).
We have seen an increasing trend in being
asked to supply other products, which has
also increased distributor spend with us.
One example would be the plastics commodity
range that we introduced three years ago.

Website

45k

Adam John |
European Distributor
Sales Manager

Steve Wallis |
Product Sales
Development Manager

Shirley Creasey |
European Distribution
Sales Co-ordinator

Rob Hall |
European Distribution
Account Manager

The new commercial TR website showcases
our much enhanced proprietary product
range in greater detail. There are over 45,000
drawings that can be downloaded from our
site, together with animations illustrating how to
use the product, all supported with engineering
guidelines and data.
See our commercial website
visit www.trfastenings.com

The key sites supporting distributors are
TR Uckfield and Lancaster Fastener Co.
This year we have seen growth in our sales to
European distributors increase significantly.
Where we do not have a TR location, we
support key distributors, which today total
31 across central Europe, Finland, Estonia,
Latvia, Russia, Israel, Bulgaria, Croatia and
Spain. These are very valued and important
relationships for us, and in turn it increases the
awareness of our branded products.
Lancaster are masters at promoting and
marketing in an extensive, well recognised
catalogue and interpreting what distributors’
product needs are.

Distributors
Over 45,000 technical
drawings can be
downloaded from
trfastenings.com

30

We support over 30 key
distributors across Europe,
generating a 10% increase in
distributor revenues in 2016
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Our key sectors

Automotive

Electronics/telecoms

Domestic appliances

This is the fastest growing sector,
and currently represents 31% of our
global revenue. This is also the most
demanding sector in terms of meeting
the stringent quality and logistics
commitments we are contracted to.
We have invested in more engineers
in the field to work alongside our
customers during these critical times.
A typical new programme contract can
run for seven years, giving long term
assured revenue.

This has been a good year for this
sector having been the slowest to
recover from recession, and we
see this trend continuing for the
foreseeable future. This sector
encompasses the supply of products
as diverse as product for 5G telecoms,
internet and telecoms enclosure
cabinets, to LED lighting and computer
assemblies. The target market is
global OEMs and the CEMs (Contract
Electronic Manufacturers) who produce
for the OEM’s.

Although the Group previously supplied
into this sector, the acquisition of VIC in
Italy catapulted us into a very prominent
position. Think of a major brand of
washing machine, tumble dryer, cooker,
fridge or vacuum cleaner and the
chances are that TR is a supplier of
parts for it.

We supply Malaysian and Japanese
OEMs directly though PSEP — factory
to factory. But the main TR Fastenings
distribution business model is to excel
in the supply to the Tier 1’s. TR’s
penetration into the Tier 1’s on three
continents has increased this year as
we have added new companies to the
portfolio and increased our penetration
into the longer established ones.
TR has picked up a number of
prestigious awards this year including
from Sanden in Malaysia, and Yanfeng
(SAIC) in Europe and in North America.
We are entering an exciting new era
in automotive development. Model
changes and electric vehicles and the
new battery factories to support these
are all fastener rich opportunities. The
development of autonomous vehicles
by Google is a good example. Interiors
will be equipped as offices, seats that
recline and rotate, and new features
will be added which will increase
comfort and communication. All of this
will all bring fresh challenges and new
opportunities.

www.trifast.com

The product range supplied is
extensive and we are adding new
product lines constantly to meet the
growing requirements of this fast
paced industry. Typically, we supply
200–500 parts to a company and
therefore our VMI (Vendor Managed
Inventory) is an essential part of the
supply chain. Involvement in design
is a key part of the service we provide
plus ongoing technical support for
the life of the product. The new
commercial TR website, with over
45,000 products and CAD drawings, is
used extensively by companies in this
sector. We continue to target global
multinational household names on
three continents who require a global
supplier able to give the same support
and consistent supply wherever they
are located.

Over the years, design has ensured that
there are low mix and very high volume
parts used; the supply chain has to be
extremely lean to keep costs low as the
purchase cost of these products has
been driven down. Therefore we have
been very proactive in assisting these
global brands with design and technical
support to streamline parts further.
An example would be a transit system
fastening which did involve four parts
but has now become a patented single
complex moulded screw assembly
which saves time and improves weight
whilst remaining competitively priced.
This is now being adopted in various
styles across the industry as a standard
system.
The demands for product in this area
are very high. We have by no means
exhausted the opportunities as there
are new products being launched
constantly as consumer demands fuel
the desire for the latest product.
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Our Group business model
We are a ‘full service provider’ offering ‘end-to-end’ support to all our customers.
Our success and ongoing growth is based on a unique mix of high quality
manufacturing, sourcing know-how and adaptable, reliable global logistics.

What we offer OEMs
High quality, low cost
product offering

How we do it

Our eight manufacturing plants spread across Asia,
Europe and the UK allow us to provide reliable,
timely and high quality product to our 50+ key
multinational OEMs around the world.

A ‘one-stop’ solution for
fastener and related
components

Design side technical support

With our established global supplier networks, we
are able to make the right ‘make or buy’ decision
for our customers without impacting on quality or
restricting our product range.

Opportunity

Our engineering teams, through their strong
relationships with our customers’ R&D departments,
look to get involved from the start of the enquiry
process, helping our multinational OEM customers
to make the right fastener design decisions before
full scale production even begins.

All our key opportunities are logged by our teams around the world on our
global ‘Enquiry Portal’ allowing our sourcing and manufacturing experts to
step in and ensure we make the right ‘make or buy’ decision.

Design & application

Manufacture

A large proportion of sales are driven by customer
specific assembly components (including
unique product introductions within automotive,
electronics/telecoms and domestic appliances).
It is a fact that even the large automotive
manufacturers tend not to employ in-house
specialist fastener engineers. TR’s recruitment of
experienced fastener engineers over the past two
years is raising the Group’s profile as a technical
innovator and assembly problem solver.

By the time Asia had established itself as a prolific
low cost global manufacturing region, we were
already in Singapore. Today, the Group, through
targeted investments, also has a presence in Taiwan
and Malaysia. Additional substantial manufacturing
capability also came with our acquisition of VIC,
whilst specific TR branded products continue to be
manufactured in the UK at our Head Office site.

Adding value
Our technically skilled engineers can deliver
cost savings to the customer through specific
component design or process applications.
These savings are then credited against purchase
spend thus reducing any price discounting
demands and further enhancing our reputation
for adding value.

Adding value
‘Just in Time’ supply chains and advancements
in robotic assembly have driven expectations
and demand for zero-defect components. By
self-manufacturing we are able to invest to meet
changing demands. Ongoing capital expenditure
in new manufacturing and inspection plant within
our factories is almost routine, with significant
investment currently underway at our Italian site.

Key resources

12

Physical

Intellectual

Financial

People

•
•
•
•

• Licences
• Company reputation
• Brands

• Shareholders’ equity
• Debt
• Strong cash generation

• A key part of our success is our people
— their skills, enthusiasm, loyalty and
energy are constantly recognised by
our customers and suppliers

Manufacturing facilities
Warehouses
Plant and machinery
Distribution network

Trifast plc Annual Report 2016
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Read about the Global
marketplace on pages 10 and 11

Value added engineering
and on-site support
Once we are supplying, or where we take over
from the competition, those same teams provide
ongoing on-site support to ensure production
lines remain effective and efficient, adding value
and generating efficiencies throughout the supply
relationship with our customers.

Re-investment

Read about our Strategy
on pages 14 and 15

Read about Risk management
on pages 46 to 49

Global logistics

A flexible and tailored supply

We have been a global supplier of fasteners and
related components for over 40 years. Over that
time we have established secure and proven logistic
networks across the world. We offer seamless and
reliable supply in to over 60 countries, fulfilling a key
requirement for our multinational OEM customers.

From complex VMI and ‘just-in-time’ delivery to
straight forward ex-works solutions, we are able to
provide the most cost effective supply logistics to
suit our multinational OEMs’ needs.

To keep moving forward, it is key that we continue to invest in our
business, whether this is in our people, our manufacturing capabilities
and quality, or in finding the next successful niche bolt-on acquisition.

Sourcing of components

Logistics

TR is unique as it combines low cost, high quality
manufacturing with sophisticated supply chain
distribution and logistics. Two-thirds of Group
revenue is sourced from world class external
suppliers, allowing us to be a ‘one-stop’ solution for
fasteners and related components.

With our core facilities in Asia, North America and Europe
mirroring the global spread of our customer base, we can meet
the challenging geographical requirements of our customers.
By offering logistic solutions from transportation, warehousing,
distribution, through to production lines, we can provide to our
customers a cost effective and efficient service.

Adding value

Adding value

Offering reliability of quality and supply 24/7, whilst
being ‘fleet of foot’ is a key requirement for managing
rapidly changing market trends at both the micro and
macroeconomic level. Our established high quality
supplier network, in conjunction with our in-house
manufacturing capacity, means we can respond to
both our customers’ urgent supply situations and
longer term market changes with equal success.

With a truly global supply chain, tailored to each individual
customer’s needs, we complement our customers processes
and systems and considerably reduce the total in-place cost of
component parts.

Key partners for growth — our customers and suppliers
The strong relationships we have built with our key global
multinational OEMs over the last 40+ years are considered to be
a significant asset to the Group. We will continue to prioritise the
development and protection of these relationships as we continue
to gain market share across the world.

www.trifast.com

Our established supplier network will help to support that growth.
Having a global network of trusted, high quality and reliable
suppliers, allows us to have the confidence to continue to grow
and evolve as market demands dictate, be that via supporting
new product ranges, logistical methodologies or geographies,
so as to access more of the global fastener market.

13
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Strategy
Market research indicates that total global demand
for fasteners is set to continue to grow despite the
unsettled macroeconomic environment. We therefore
see the next three years as a period of investment and
growth. Now is the time to make full use of the strong
foundations we have built; through further investment,
TR will continue to grow alongside its key global
customers and markets.

Strategic pillar

Description

Link to KPIs

To continue to grow requires ongoing investment in to the
business. This comes in a variety of forms, from capacity
increases in our manufacturing sites, to investment in our
warehousing resources and our digital capabilities.

•
•
•
•
•
•
•

Group total revenue
Underlying operating margin enhancement
Group underlying profit before tax
Cash conversion as a % of underlying EBITDA
Return on Capital Employed (‘ROCE’)
Underlying diluted earnings per share (‘EPS’)
Multinational OEM penetration

Our application engineering teams help to differentiate
us by bringing fastener solutions to life for our customers
at all stages of the build from initial design to ongoing
manufacture, whilst continuous investment has helped to
build and maintain our reputation for high quality within
the industry.

•
•
•
•
•
•
•
•

Group total revenue
Underlying operating margin enhancement
Group underlying profit before tax
Cash conversion as a % of underlying EBITDA
Return on Capital Employed (‘ROCE’)
Underlying diluted earnings per share (‘EPS’)
Multinational OEM penetration
Broaden skills of management

Trifast has shown it is capable of delivering healthy organic
growth. However, this is not enough to maximise the
opportunities available to us in what is a very fragmented
industry, with no one player having more than 5% of the
market share.

•
•
•
•
•
•
•

Group total revenue
Underlying operating margin enhancement
Group underlying profit before tax
Cash conversion as a % of underlying EBITDA
Return on Capital Employed (‘ROCE’)
Underlying diluted earnings per share (‘EPS’)
Multinational OEM penetration

Operational
efficiencies

Our consistent ability to improve margins and generate cash
allows us to plan ahead with confidence on future proofing
our business resources. These include smarter management
information systems (MIS), space efficient storage and
materials handling equipment, lean logistics processes,
modular packaging, manufacturing efficiencies and refining
our sales and marketing targeting.

•
•
•
•
•
•
•

Underlying operating margin enhancement
Group underlying profit before tax
Cash conversion as a % of underlying EBITDA
Return on Capital Employed (‘ROCE’)
Underlying diluted earnings per share (‘EPS’)
Multinational OEM penetration
Broaden skills of management

Investing
in people

TR is a people business with over 1,100 people working
together to support each other’s development and
underpinning the Group’s positive momentum and
impressive trading results. Getting the most out of our
people via effective training, succession planning and the
identification of investment opportunities for growth remains
a key pillar of our strategy.

•
•
•
•
•
•
•
•

Group total revenue
Underlying operating margin enhancement
Group underlying profit before tax
Cash conversion as a % of underlying EBITDA
Return on Capital Employed (‘ROCE’)
Underlying diluted earnings per share (‘EPS’)
Multinational OEM penetration
Broaden skills of management

Investment
driven growth

Continue to
add value and
differentiate

Acquisitions

14

Core strategy:
Focus on
multinational
OEMs

Trifast plc Annual Report 2016

Stock Code: TRI

STRATEGIC REPORT

Description

Achievements so far

Focus for the future

Our core business is supplying high volume
assembly multinational OEMs around the
world with components. They demand
consistent quality, price and availability in
order to supply automotive assemblies,
mobile phone base stations, computer
enclosures, cash dispensers and other
equipment, in their often numerous sister
plants spread globally.

Around 60% of Group sales come from our
top 50 multinational OEMs. We carry ‘preferred
supplier’ status with these multinationals,
many of which own more than 100 plants
making comparable or identical finished
products. Our average penetration into
each network is less than 25% of their sites,
therefore, developing this pipeline is the
backbone of our overall growth strategy.

Maintaining and developing the strength of
these relationships continues to be a key
focus for the Group. We are investing in our
sales teams around the world to help us
do this. In part, by increasing headcount to
expand our sector expertise and knowledge
across different geographies and also by
encouraging our sales teams to work closer
together on a global basis to continue
to improve site penetration levels at our
multinational OEMs.

Achievements so far

Focus for the future

This year saw significant investment across our
Asian manufacturing sites with capacity increases
of 15% in Taiwan and the introduction of a new £1m
multi-stage parts former in PSEP, Malaysia. Our site
in Hungary has also increased storage capacity by
acquiring the warehouse adjacent to their current
building.

Looking ahead, detailed plans are in place to
enhance our manufacturing capacity in Italy
via the introduction of a new heat-treatment
line. This will allow us to produce more product
in-house and better manage lead-times due
to closer proximity to market. Further digital
investment to improve our access to business
and management information is also planned
over the coming 24 months.

A two year project to substantially rebuild and enhance
our trading website (www.trfastenings.com) was
completed in February 2016. This has created a key goto technical resource used by the whole industry. We
have also won multiple supplier awards in the year and
have made significant additional investments in quality
testing equipment across the Group to further support
our customers’ requirements.

Quality will continue to be a key focus as our
customers’ expectations continue to increase in
this area. The TR website will also continue to
develop, with an additional 20,000 products due
to be uploaded over the coming year.

The acquisitions of VIC (May 2014) and Kuhlmann
(October 2015) exemplify what constitute ideal targets
for the business, namely knowledge and skills, capable
self-managing and ongoing management teams, niche
market positioning, growing revenue, profitability and
earnings enhancement.

A detailed acquisition strategy has been
developed to identify key criteria and
geographies, which is driving our proactive
search for the next successful acquisition. In the
meantime, our teams will focus on the ongoing
successful integration of Kuhlmann and VIC in to
the Group and strategy for growth.

Over the last twelve months we have introduced
‘Lean-Lift’ technology in Uckfield, reducing picking
times and warehousing space requirements and
allowing additional savings to be made via the
consolidation of our Uckfield and Poole sites.
Manufacturing efficiencies have been achieved
through improved plant utilisation in Taiwan, Italy
and the UK.

Looking ahead, we remain committed to a
programme of ‘continuous improvement’.
The key focus will be on operational efficiency
savings, including the roll-out of further lean lifts
in the UK and overseas, smarter management
information systems and an ongoing
improvement in our manufacturing capacity
planning and utilisation.

Over the last twelve months, the Group has seen two
key succession announcements at Main Board level;
Mark Belton took on the role of CEO, and Clare Foster
became CFO. In addition, investments to support
growth opportunities have been made to our sales
teams in the UK, Germany and Spain, whilst our key
support functions have been strengthened within
finance, IT, HR, marketing and quality to provide a
secure back drop for growth.

The next two years will see the roll-out of our
Group HR Strategy, allowing us to become ever
more joined up and ensuring that the benefits
of ‘Best Practice’ can be spread out across the
Group. Ongoing reviews will be key to making
sure that our recent investment in both sales
and support headcount is generating results, as
well as identifying where additional gaps exist
for further investment.

www.trifast.com

Strategy in action
Read more on page 16

Read more on page 17

Read more on page 18

Read more on page 19

Read more on pages 20 to 27
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Investment driven growth
Description
At TR we are in a sustained period of growth with FY2016
representing our sixth year of continuous growth.
Continued growth needs investment. Not just in terms of our people
but also via capital expenditure in our warehousing, manufacturing
capacity and our digital capabilities.

Performance so far
Over the last year, we have invested internationally in our
manufacturing. In our Taiwanese site we have extended floor space
and invested in new machinery to increase our capacity by 15%.
This is already bearing fruit with increases coming through at both
the revenue and underlying operating margin levels.
In PSEP, Malaysia, we have invested in a £1m state of the art 6 die/6
blow part former from Japan. This is an extremely high quality piece
of machinery that will enable us to manufacture high specification
automotive fastenings. Such a substantial investment will give us a
competitive edge and allow our own manufacturing to compete at a
different level in the marketplace.

SFE Taiwan, new machinery

In Italy, at VIC, we have invested in additional machinery, building
on our manufacturing capacity outside Asia so as to better service
customers across the region, most specifically within the domestic
appliances sector.
Our investments in Lean-Lift warehousing technology have also
helped to drive efficiencies.
Read about Operational efficiencies
on page 19

Plans for the future
Looking ahead, we continue to see capital investment as a core part
of our ongoing strategy for growth.
Specific plans have already been approved for a new heat treatment
plant at our Italian site, which will increase our manufacturing
capacity in Europe. Without this, product would need to be externally
heat treated, increasing manufacturing times, reducing operational
efficiencies and effectively limiting future potential capacity
investment in the region as a result.

PSEP Malaysia, 6 die/6 blow part former

Having already invested in our commercial website and our cyber
security, we are also in the process of reviewing our overall digital
strategy where we expect to make additional investments over the
next few years.
Read about Cyber security
on pages 46 and 47

VIC Italy
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Continue to add value
and differentiate
Description
TR is not just a nut ‘n’ bolt seller. Our engineering knowledge and
experience, supported by our high quality manufacturing locations
means that we are able to add real value to our customers
throughout the purchasing cycle. From initial enquiry and product
development, through to ongoing supply management, we have
the skills across the world to problem solve, as well as to drive
efficiencies throughout the life of a build.
Our reputation in the industry for quality is second to none. We are
known for our commitment and ability to go the extra mile for our
customers, solving issues before they arise and stepping in where
competitors have fallen short.

X-Ray Fluorescence Spectrometer

By solving problems, insisting on absolute quality and reliability
of supply at all times and working with our customers through a
process of continuous improvement, TR is able to not only secure
new wins in the marketplace but, just as importantly, we are able
to keep and build on our existing multinational OEM relationships
around the world.
All of this commitment is supported by established supplier
networks and valuable licences that mean we can offer a full
range of product to meet our customers’ component requirements
across a broad range of sectors.

Performance so far
Our application engineers have solved problems and created
efficiencies for customers. In automotive, we have developed
new manufacturing technology to allow production efficiencies in
tailgate assembly. In our Italian operation, our engineering knowhow has driven substantial efficiencies in washing machine
transit fasteners.

Keyance machine

Plans for the future

Over the course of the year, our robust quality procedures have
been supplemented by an ongoing investment in additional quality
and measurement equipment. This has been further supported by
our investment in people with our quality teams growing across
the world.

Looking ahead we see investing in quality and engineering as an
ongoing requirement as the demands our customers place on
us increase across all sectors of our business. We have a very
strong foundation to work from, and plans are already in place to
continue to invest in, and build our teams globally.

We continuously undergo customer audits across our
manufacturing locations. Over the last 12 months, we have
successfully passed our first automotive customer audit at VIC, as
well as an initial audit from a key new multinational OEM customer
in Singapore. In Taiwan, our latest customer audit result was
99.2%, reflecting their well-deserved reputation for high quality,
particularly within the Tier 1 automotive market place.

In our Italian manufacturing site specifically, FY2017 will see us
apply for full TS16949 accreditation, helping to support the growth
of our automotive business in this region.

External recognition is also evident in the awards we have
received, including a Supplier Performance Award from Yanfeng
Automotive Interiors in Shanghai and a Best Sustaining Quality
award from HGST in Singapore.

The ongoing investment in our newly developed commercial
website will ensure we continue to differentiate ourselves from
the competition by providing a unique ‘go-to service’ for the whole
industry. The further development of our global enquiry portal over
the course of next year will help our teams around the world to
work together, identifying opportunities, following up on leads
and supporting our customer base in the most effective and
profitable way.
Read about our newly developed commercial website
on pages 40 and 41

www.trifast.com
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Strategy in action
Plans for the future

Acquisitions
Kuhlmann
On 1 October 2015, Trifast acquired Kuhlmann GmbH for a total
consideration of €8.5m (£6.2m). Based in Verl, close to Bielefeld,
Germany, Kuhlmann was founded in 1996 and employs 18 staff.
It is a well-respected highly efficient distributor of industrial
fastenings within the domestic German market. Its emphasis is on
delivering high quality products and services to its well established
longstanding customer base in the principal sectors of machinery
and plant engineering, sheet metal processing and industrial.
Kuhlmann’s management team and previous owners, Frank
Niggebrugge, Eric Hutter and Peter Henning, continue to run the
business with the support of the operational management team
and staff.

Kuhlmann

To support our strategic growth plans, two additional people have
been recruited extending the automotive sales team. Site visits
have been made to a number of key targets and initial enquiries
are beginning to come through. Against this increased investment,
we are encouraged about the potential organic revenue growth for
FY2017.
It is expected that the skill set of this experienced team will bring
other benefits as time unfolds, especially in the area of technological
applications and product solutions.

VIC
On 30 May 2014, the Group acquired the entire issued share capital
of VIC for €32.0m (£26.1m). VIC is a manufacturer and distributor
of fastenings systems. This acquisition significantly strengthened
the Group’s presence in the domestic appliances market, whilst
also offering TR additional opportunities in the electronics and
automotive sectors.

VIC

Reasons for acquisition

Performance so far

Germany is the biggest economy in Europe and the fourth biggest
fastener market in the world. It is home to some of the world’s
largest multinational OEM headquarters across our main sectors,
but specifically in automotive and domestic appliances. Being able
to access this market for the first time with a local presence via our
new German colleagues, has helped to put TR on the map in the
region. In return, TR provides Kuhlmann with automotive experience
(particularly on the quality compliance side), balance sheet strength
and marketing support so together we can open up the German
automotive market and grow more efficiently.

The 2016 financial year has been VIC’s first full twelve months of
trading within the Group, Over that time, VIC has recorded additional
non-organic revenue of £4.0m as well as organic revenue growth at
Constant Exchange Rate (CER) of 13.3%. These results have been
ahead of our expectations and reflect strong growth with a number
of our key multinational OEMs in the domestic appliances sector.
July, October and November were all record months for VIC and the
highest in the fifty-two year history of the Company.

Performance so far
Since acquisition, Kuhlmann has performed very well and has
generated £2.5m of revenue and £0.4m of underlying operating
profit. Operating margins are very favourable, reflecting the
efficient, cost-effective structure that already existed. Excellent cooperation has been developed between our new team in Germany
and other TR locations, which has led to the development of the
new business plans taking advantage of Kuhlmann’s geography
and the network of existing customers.

Integration is well advanced with all key TR teams already aligned,
with consistent processes and operations in place. Excellent results
have been achieved from customer audits and a clear plan is in
place to achieve TS16949 quality accreditation before the end of
FY2017.

Plans for the future
Looking ahead, we continue to see growth opportunities at VIC.
To support this, additional investment has been made to build on
the sales, quality and engineering teams within VIC, whilst capital
expenditure requests have also been approved to further develop
our manufacturing capacity within Europe.
Read about Investment driven growth
on page 16
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Operational efficiencies
Description
As a Group, TR is committed to continuous improvement. We are always looking for ways
to make our processes more efficient, whether that is by improving our manufacturing
capacity and utilisation, working with our vendor base to manage costs, increasing our
available warehousing space or improving our management and business information
systems. We understand the importance of an efficient and effective cost structure, so as
to best future proof the business and to support our strategy for growth.

Performance so far
Since 2010, our gross profit margin has increased by 530bps, our underlying
operating margin by 920bps and our overheads as a percentage of sales has fallen
from 23.5% in 2010 to 19.5% in 2016. In the last 12 months, we have specifically
focused our efforts in a number of areas to achieve an improved underlying operating
margin of 10.4% (2015: 9.9%).

Lean-Lift technology at Uckfield

Warehousing
‘Lean-Lift’ technology has been rolled out in Uckfield where six lifts have been
installed. This investment has led to a two-thirds reduction in picking times and
a space saving benefit that has allowed us to consolidate our Uckfield and Poole
warehousing.
In the Midlands, we have vacated our Hartlebury site and replaced it with a more
efficient property opposite our main Midlands site at Waterside Park. Bringing the
two parts of our regional hub much closer together will allow operations to work more
effectively as one core team, leading to cost savings.

Manufacturing
Our manufacturing sites in Taiwan, Singapore and the UK have largely been operating at
capacity over the last 12 months. This has led to an increased investment in Taiwan, while,
in the UK we have re-worked our production scheduling processes which has allowed us to
increase local capacity and reduce overtime costs.

New property at Waterside Park

Plans for the future
Given the success with the ‘Lean-Lifts’ in Uckfield, expansion is expected to continue
across other sites, where the additional investment can be supported by operational
savings.
In terms of our manufacturing efficiency, one particular area of focus for the coming
year is our Malaysian operations. Due to a downturn in the domestic market, we
currently have unutilised capacity at both of our Malaysian sites. The most significant
opportunity for improvement exists at PSEP, where we have the capability to
manufacture very high quality safety critical automotive parts. Our global and local
sales, sourcing and manufacturing teams are working closely together to identify
external opportunities and ensure we are making the right ‘make or buy’ decisions on
a group as well as a local basis.
In terms of our management and business information systems, we are in the
process of looking at further investment opportunities that will allow us to generate
information more efficiently, so as to reduce costs in the longer term.

Factory extension SFE – Taiwan

www.trifast.com
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Strategy in action
Investing in people
Our people
The 1,100+ employees that we employ across
the globe enable us to deliver our strategy
through their hard work and commitment to
their roles within the Group and through their
dedication to the high quality of service they
provide to our customers.
The Company owes its success to its people
and we aim to attract, retain and motivate the
highest calibre of employees and encourage
their development through a number of training
and development programmes that are directly
aligned with our Group objectives.

Gender diversity
Trifast plc Board

25%

75%
Executive and senior management

29%

71%
All other employees

32%

68%
Key
Male
20

Female

The Company owes its success to
its people and we aim to attract,
retain and motivate the highest
calibre of employees and encourage
their development through a
number of training and development
programmes that are directly aligned
with our Group objectives”

Equal opportunities
The Company is committed to providing equal opportunities for all of its
employees and to ensuring that our workplaces are free from unlawful or
unfair discrimination of any kind.
We aim to ensure that our employees achieve their full potential and
that all employment decisions are made in a fair and objective way.
We have in place a number of policies to support this commitment
including our equal opportunities policy and our business ethics policy.
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Strategy in action
Investing in people

We welcome all of our new
colleagues throughout the
Company and congratulate
those who have been
promoted within the last year”

Training and development
Developing our employees’ talents will help us identify our leaders of the future.
It is paramount that we retain and diversify skills through training.
The training and development module is now live in all UK and European sites and
training opportunities can be accessed at any time, which has allowed greater flexibility
in the access to, and delivery of, training. Training needs analysis is being carried out on
a monthly basis so we can ensure more timely completion of requested training.
Team leader training remains a very important programme that allows us to develop
supervisory and initial management skills for those employees identified as having the
potential or desire to be in positions which require such skills.
We continue to invest in our leadership training programme and have now seen 17%
of our UK based employees complete the programmes at Foundation level with some
progressing to Advanced level. The programme focuses on the theory of ‘Transactional
Analysis’ helping participants to identify what drives them at work and also to recognise
the drivers in others within their teams, allowing them to adapt behaviour and
communication skills to get the best from each team member. The programme has
helped us to deliver a strategic approach to embedding a shared culture within TR,
with a common language.
Operational training programmes are vital to the development of skills, both those
identified within our competency framework but also the more practical skills needed
within the business.
Further programmes are being written with a view to bringing colleagues together from
across the globe to learn together and to share best practice throughout the Group.
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New roles and promotions
We are committed to providing opportunities for our employees through our
succession planning and training activities.
We are also committed to recruiting the best people from within the industry
to allow us to meet new and exciting challenges.
Here are some of the new roles and role changes that have taken place
within the last year:
• Brett Pastryk has joined our team in the USA as an Application Engineer
Simone Georgi

• Two new Business Development Managers have been recruited in TR
Kuhlmann – Hans-Hermann Fisher and Simone Georgi

Lyndsey Case

• Raul Moreno has joined the Strategic Team as a Business Development
Manager in Spain
• Jakob Niklinski is an addition to the team at VIC as Quality Assurance
Manager
• Kevin de Stadler has been brought in as Director of Sales for the UK
and Ireland
• Francesco Cricco and Karol Gregorczyk have both taken on new roles
within VIC. Francesco is now Finance and Supply Chain Director and
Karol is Sales and Development Director

Raul Moreno

• Helen Toole has been appointed HR Director of TR Fastenings Ltd
• Charlie Foo has been promoted to Managing Director of TR Asia

Kevin De Stadler

• Lyndsey Case has been appointed as Company Secretary
• Clare Foster has taken the role of Chief Financial Officer vacated by
Mark Belton when he became Chief Executive Officer

Brett Pastryk

Francesco Cricco

Karol Gregorczyk

www.trifast.com
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Clare Foster

Helen Toole

Mark Belton

Jakob Niklinski
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Strategy in action
Apprenticeship programme

Investing in people

Our apprenticeship programme continues to be a significant tool in attracting
young people to the business.
At our Uckfield location we are able to run a business apprenticeship
programme, which allows the apprentices to work for a period of time in
the following departments:
• Warehouse

• Purchasing

• Quality

• Finance – Credit Control

• Administration

• Finance – Purchase Ledger

• Progressing

• Global Sales/Marketing

• Sales

• TR Systems

The programme lasts for two years and the apprentice undertakes a Level 2
National Vocational Qualification, managed and assessed by a local college.
We hope to take on two more business apprentices this year.
Phoebe Kemp | Business Apprentice

The programme at Bellbrook Park has now been complemented by
apprentices joining other UK locations within sourcing, warehousing,
Group Services (HR and finance) and sales.
Apprentices are also employed within other European locations with VIC
(Italy) currently having five apprentices and TR Kuhlmann having four
apprentices working in various parts of the business.
The business apprentice programme at Uckfield, which allows the
apprentices to work for a period of time in all of our functions, has now been
complemented by apprentices joining other UK locations in functions such
as sourcing and warehousing.

Stuart Carlton | Finance Apprentice

Our apprenticeship
programme continues to
be a significant tool in
attracting young people
to the business”
Robbie Callingham |
Business Administration Apprentice
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Performance management
The performance management system within the Company continues to be
a good interactive management tool and allows each employee to have at
least one formal discussion about their performance with their line manager
each year. Both managers and their team members are encouraged to have
ongoing discussions about performance within their roles but the system
provides a formal framework to record such discussions.
The competency framework within the system sets out the key behaviours
that we feel are important for all of our employees to work towards and
includes such skills as communication and decision making.
The process allows for the employee to carry out a self-assessment and the
manager to carry out an assessment in preparation for the formal meeting
where competency scores and progress against previously set objectives
are discussed.
The system also allows us to analyse any training needs and to identify those
employees that are keen to progress within the Company so that we can
then add to our succession planning programmes.

www.trifast.com
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Strategy in action
Investing in people
Succession planning
Succession planning is an important activity for the Group and a lot
of work has been undertaken with managers, and as part of location
presentations to employees, to identify those who might want to
progress within the Company and step into alternative roles.
Managers have been asked to identify members of their teams who
they feel could step up and employees have also been asked to put
themselves forward if they would like to be considered for alternative
roles within the Company.
Once those people have been identified, their training needs are
identified and appropriate training provision is made. This could
be one of the programmes that are referred to in the training and
development part of this report, or could be more specific skills
training where we would source the most relevant training course
to fulfil the training need.

Health and safety
Trifast remains committed to ensuring the health, safety and
welfare of all of its employees and those involved in sub-contract
activities. The Health and Safety Management System ensures that
the business assesses the risks to its employees and third party
contractors, and aims to remove or reduce those risks as appropriate
— this is aided by the ongoing use of our non-conformance and risk
assessment action tracking systems. These systems provide trending
information, which allows the Company to target specific areas to
ensure that risk is kept to a minimum.
The management teams are supported by the health, safety and
environmental manager, divisional health, safety and environmental
representatives, first aiders, fire wardens, manual handling instructors
and fork lift truck instructors.
Trifast remains a member of the British Safety Council, and offers
courses from their system to all employees via the core HR system.
These courses range from lower level basic understanding to
internationally recognised qualifications.
TR has recently become a member of the Activ-Comply system.
This system allows us visibility of all applicable legislation and access
to an audit tracking system to ensure that the business remains
compliant with all current, new and up-coming legal requirements.
This system is used to form our business processes, which are then
rolled out throughout our Business Management System.
Each division of TR has a legal compliance audit and a legal
compliance management review once a year, and representatives
attend an annual meeting at TR Head Office to promote and discuss
continuous improvement initiatives.
Trifast eagerly awaits the release of ISO45001 (Health and Safety
Management Systems), which is expected before the end of 2016.
It is the intention of the Company to gain accreditation to this
standard as soon as practicable following its release. It is our
understanding that this standard will allow the business to further
align its management system with that of ISO9001 and ISO14001.
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HR team

Succession planning is an important
activity for the Group and a lot of work
has been undertaken with managers,
and as part of location presentations to
employees, to identify those who might
want to progress with the Company and
step into alternative roles”
Helen Toole | TR HR Director

Communication
Communication across the Group is very important, especially
communication with our employees.
Each year, senior team members visit the business locations
to speak to all employees about the progress, developments
and innovations within the Group as well as the performance
of the Group as a whole, making it clear how individuals have
contributed to those results.
Jenni Morland |
European Health, Safety and
Environmental Manager

Rebecca Vaughan |
HR Representative

To enhance communication and aid the spread of best practice
within the Group, we are aiming to bring more of our colleagues
together for training and development purposes and to enable
us to truly harness the power of the team.

The team
With one of the main strategic pillars being ‘investing in people’,
the work and responsibilities of the HR team continue to grow.
The team is now responsible for general HR matters across
the UK, Europe and USA, as well as the environmental, health
and safety and corporate social responsibility aspects of the
business.

Carolyn Emsley |
HR Project Administrator
and Representative

Gail Leys |
HR Representative

The team has been enhanced this year to cover the new
responsibilities and we have HR representatives in all of our
locations with whom we work closely to implement the strategy.

Julie Fry |
UK Payroll and
Benefits Manager

www.trifast.com

27

STRATEGIC REPORT

KPIs
The Board and the Operational Management teams regularly monitor and develop a range of financial and non-financial
Key Performance Indicators (KPIs) to allow them to measure performance against expected targets. These can be
analysed under various categories. The following represents a selection of these indicators:

Financial KPIs
Link to strategy
Group total revenue

Relevance and performance
Our clear strategy for growth makes turnover an important barometer of the
Group’s success.
Turnover has grown significantly from 2012, increasing by 43.5% to £161.4m
(2012: £112.5m), equating to 9.4% p.a.

Underlying operating
margin enhancement

Growth is about more than just the top line. Controlling our cost base is a key
part of our investment plans.
Reflecting our success in this area, underlying operating margin has increased
by 540bps, from 5.0% in 2012 to 10.4% in 2016. This represents margin
growth since 2012 of 20.1% p.a.

Group underlying
profit before tax

Underlying profit before tax is a key measure of the underlying performance of
the business.
Our underlying profit before tax has grown by over 220% (or 33.7% p.a.)
since 2012.

Cash conversion as
a % of underlying
EBITDA

Our quality of earnings is reflected in our ability to consistently turn underlying
EBITDA in to cash.

Return on Capital
Employed (‘ROCE’)

ROCE measures the return that we are able to provide to both our equity and
debt investors. Maintaining this continues to be a key focus of the Group.

2016 was strongly cash generative with a conversion rate of 88.9%
(2012: 67.6%).

Since 2012 our ROCE has grown by 13.1% p.a. to 18.5% (2012: 11.3%).

Underlying diluted
earnings per share
(‘EPS’)

EPS is a key target for the Group. Our clear strategy for growth is focused on
increasing this ratio year on year.
Since 2012 underlying EPS has increased by 6.23p to 9.99p (2012: 3.76p).

Non-financial KPIs
Link to strategy
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Relevance and performance

Multinational OEM
penetration

Over 60% of the Group’s revenue is derived from multinational OEMs despite
operating at a less than 25% site penetration. Working to increase this
penetration is a key part of our clear strategy for growth.

Broaden skills of
management

Training programmes continue to be developed that allow our employees
across the globe to learn together and share best practice. These programmes
include operational, functional and leadership elements and are designed for
our employees to enhance existing, and acquire new, skills.
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Historic performance

Position on target?
£161.37m

16

£154.74m

15

10.4%

16

9.9%

15

£16.00m

16

£14.31m

15

88.9%
50.2%

✓

To continue to generate cash from underlying EBITDA

109.5%

14

18.5%

16

18.6%

15

✓

To maintain Return on Capital Employed (ROCE)

16.3%

14

9.99p

16

8.68p

15

✓

To continue to grow underlying diluted earnings per share

5.95p

Historic performance
Multinational OEM penetration 2016:
range on average from 10% to 40%
site penetration in our top 50 OEM
customers
Over the last three years, 17% of
UK employees have completed the
management development programme

www.trifast.com

✓

To continue to grow Group underlying profit before tax

£9.16m

16

14

✓

To continue to grow Group underlying operating margin

7.5%

14

15

To continue to grow Group revenue

£129.78m

14

14

✓

Targets

Position on target?

✓
✓

Targets
To increase our penetration in our multinational
OEM customers

To roll out the training programmes, already proven to be
a success in the UK, to other sites across the globe
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Business review
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In FY2015, our business delivered its strongest trading performance ever. In FY2016, we have
built on that success story by going on to achieve profitable top line growth of 6.8%”

Our Group performance
2016
CER
£165.3m
£48.9m
29.5%
£17.2m
10.4%
£16.4m
10.22p

Revenue
Gross profit (‘GP’)
GP%
Underlying operating profit (‘UOP’)
UOP %
Underlying profit before tax
Underlying diluted EPS

Profitable top
line growth
of 6.8%

1.6%

Growth at
CER
6.8%
9.0%
+50bps
12.8%
+50bps
14.8%
17.7%

Growth at
AER
4.3%
6.9%
+70bps
10.0%
+50bps
11.8%
15.1%

The biggest driver of our organic growth has come from our
multinational OEMs, contributing 3% to our overall revenue growth.
On the non-organic side, growth reflects a mix of:
• A first full year of trading from VIC, Italy (acquired 30 May 2014)

2.5%

2.7%

In FY2015, our business delivered its strongest trading performance
ever. In FY2016, we have built on that success story by going on to
achieve profitable top line growth of 6.8% and Actual Exchange Rate
(‘AER’) revenues of £161.4m.

30

2015
£154.7m
£44.9m
29.0%
£15.3m
9.9%
£14.3m
8.68p

Acquired
Growth

Organic

• A first six months of trading from TR Kuhlmann, Germany
(acquired 1 October 2015)

2016
AER
£161.4m
£48.0m
29.7%
£16.8m
10.4%
£16.0m
9.99p

Both acquisitions are performing very well. VIC has achieved over
13% organic revenue growth against the prior year, with three record
breaking trading months in FY2016. TR Kuhlmann, our newest
addition to the TR family, is already slightly ahead of expectations in
its first six months and over 12% up on the 1 October 2015 to
31 March 2016 period (pre-acquisition).
Gross profit margins remain strong at 29.5% (2015: 29.0%).
Underlying operating margins have continued to improve to 10.4%
(2015: 9.9%) reflecting our ongoing commitment to operational
efficiencies. All of this has helped our underlying PBT to increase by
11.8% at AER, driving a strong increase in our underlying diluted EPS
at AER of 15.1% to 9.99p (2015: 8.68p).
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Our underlying PBT has increased by 14.8%, driving a strong increase in our underlying diluted
EPS of 15.1% to 9.99p (2015: 8.68p)”

Dividend progression

Dividend cover

3.00p

3.6x

2.50p

4.1x
Dividend by share

2.00p

4.3x

5.9x

1.50p

7.5x
1.00p

2016

2015

2014

2013
2012

0.50p

0.00p
2012

2013

2014

Interim

2015

2016

Final

With a proven track record, a strong balance sheet and a confident strategy for growth we remain
committed to a progressive dividend policy“

Dividend policy
With a proven track record, a strong balance sheet and a confident
strategy for growth we remain committed to a progressive dividend
policy.

The 2016 final proposed dividend means that since 2010 dividends
have grown from 0.50p to 2.80p, representing a compound annual
growth rate (‘CAGR’) of 53.8%.

As a result the Directors are proposing, subject to shareholder
approval, a final dividend of 2.00p per share. This, together with the
interim dividend of 0.80p (paid on 15 April 2016), brings the total for
the year to 2.80p per share, an increase of 33.3% on the prior year
(2015: 2.10p). The final dividend will be paid on 14 October 2016
to shareholders on the register at the close of business on
16 September 2016. The ordinary shares will become ex-dividend
on 15 September 2016.

At the same time, dividend cover has fallen, now representing cover
of 3.6x. For the medium term, we believe an appropriate level of cover
will continue to be in the range of 3x to 4x. As is always the case, the
actual dividend each year will need to take in to account our ongoing
strategy of investment driven growth, any acquisitions and the
working capital requirements of a growing business.
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Share price — recovery to growth
The significant increase in our share price over the last five years illustrates the TR story of
successful recovery (compound annual growth rate: 23.1%)”

131.00
108.26
85.52
62.78
40.04
17.30
Mar 12

Mar 13

Mar 14

Mar 15

Mar 16

pence

By far the biggest driver of the Group’s growth in FY2016 has been across our European
businesses where revenues have increased significantly by 24.9% to £57.8m”

Revenue
By far the Group’s biggest revenue growth in FY2016 has been
across our European businesses with a significant increase of 24.9%
to £57.8m. Non-organic growth has driven 14.0% (£6.5m) of that
increase, in conjunction with very strong organic growth of 10.9%
from increased trading levels in our existing businesses.

In Singapore, growth has been very strong at 9.4% (£1.1m) reflecting
a significant growth in the domestic appliances sector sales.
In contrast, our Malaysian operations have struggled in FY2016
against a backdrop of falling customer demand and domestic market
weakness. This has led to a decrease in revenues of 8.3% (£0.9m).

In Asia, the overall trading position has been more stable, with an
increase in organic revenues of 1.1% (£0.4m).

In the UK, revenue has decreased by 2.0% (£1.3m), reflecting a slight
H2 2016, whilst in the USA trading is in line with the prior year
at £4.3m.

Revenue by region (CER)
£4.3m
(-0.7%)

£39.1m
(+1.1%)

£165.3m
£57.8m
(+24.9%)

£39.1m
(+1.1%)
£64.1m
(-2.0%)

£46.3m

Europe

£4.3m
£38.7m

£64.1m
£165.3m £154.7m
(-2.0%)

2016
UK

£4.3m

£38.7m

£57.8m
(+24.9%)

2016
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£4.3m
(-0.7%)

£65.4m

£154.7m

£65.4m

£46.3m

2015
Asia

2015
USA
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Underlying operating margins have continued to improve to 10.4% (2015: 9.9%)
reflecting our ongoing commitment to operational efficiencies and a 50bps
gross margin improvement”

Gross profit

Underlying operating profit

The Group’s gross margin has increased by 50bps to 29.5% (AER
70bps to 29.7%; 2015: 29.0%). This reflects a very strong underlying
margin improvement in Asia due in part to capacity increases
especially out of our Singapore site. However, this has been offset by
a fall in the gross margins in Europe to 26.5% (2015: 28.2%), largely
due to unfavourable movements in the average €:US$ rate, reducing
gross margins in our Italian operations.

Underlying operating margins have increased to 10.4% (2015: 9.9%).
In Asia, underlying operating margins have increased significantly, to
17.3% (2015: 14.8%) reflecting the improvements in margin noted
above. In the UK, foreign exchange translation gains on monetary items
in the balance sheet, in conjunction with ongoing operating efficiencies,
have helped to drive a 70bps increase to 9.6% (2015: 8.9%).
In Europe, overall underlying operating margins have been negatively
impacted by the noted foreign exchange movements, leading to a
decrease to 12.7% (2015: 14.0%). In the US, operating margins have
increased to 8.7% (2015: 7.6%) reflecting gross margin improvements
in the region.

Underlying operating profit
and margin by region (CER)*

£0.4m
(8.7%)

£0.4m
(8.7%)

£6.7m
(17.3%)

£6.2m
£6.7m
(9.6%)
(17.3%)

£0.3m
(7.6%)

£0.3m
(7.6%)

£5.7m £6.2m
(14.8%) (9.6%)

£5.8m
£5.7m
(8.9%)
(14.8%)

£5.8m
(8.9%)

£17.2m

£17.2m

£15.3m

£15.3m

£7.3m
(12.7%)

£7.3m
(12.7%)

£6.5m
(14.0%)

£6.5m
(14.0%)

2016

2016

2015

2015

†

†

(10.4%)

(10.4%)

UK

Europe

†

†

(9.9%)

Asia

(9.9%)

USA

† After deducting central costs
* Before separately disclosed items which are shown in the financial statements

Net financing costs (AER)

Taxation (AER)

Despite an increase in average net debt to £16.8m (FY 2015: £14.5m),
interest costs have decreased by 18.1% or £0.2m. This cost reduction
has been driven out of a reduced reliance on asset based lending in
the UK and Italy, a fall in the average EURIBOR rate and a decrease
in the level of non-utilisation fees incurred on our revolving credit
facilities.

The Effective Tax Rate (‘ETR’) has reduced significantly in the year
to 21.8% (2015: 29.2%). The largest single fall, of 4.5%, arose on
the recognition of a deferred tax asset of £0.6m in our US business.
Given the positive trading position in the US, we consider it probable
that this asset will be recoverable against future taxable profits and
have therefore brought it on to the balance sheet. Excluding this,
our normalised ETR has reduced to 26.3% as corporation tax rates
continue to reduce around the world, most specifically in the UK.
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The underlying business remains strongly cash generative, achieving an underlying
EBITDA to cash conversion percentage of 88.9% (2015: 50.2%)”

Earnings per share (EPS)
Our strong gross margin and improved underlying operating profits
have led to an impressive increase in our underlying diluted EPS of
15.1% AER to 9.99p (2015: 8.68p).

Shareholder equity (AER)
As at 31 March 2016, the Group’s shareholders’ equity has increased
significantly to £83.8m (2015: £71.7m). This £12.1m uplift is made
up of retained earnings of £9.6m, share issues totalling £0.2m and a
substantial foreign exchange reserve gain of £2.2m which arose due to
the rapid weakening in Sterling in the last few months of the financial
year.

Net debt
Our net debt position at year end increased by £2.6m to £16.0m
(2015: £13.4m). The key reasons for that increase are our recent
acquisitions and ongoing investment driven growth strategy.

As the result of the successful achievement of performance conditions,
set at the time of the acquisition, the maximum deferred earn out
payment was made in July for VIC of £3.4m (€5.0m). In addition, on
the 1 October 2015, we paid the initial consideration of £4.9m (€6.8m)
to acquire TR Kuhlmann in Germany. Over the past 12 months,
our investment driven growth strategy has led to further capital
expenditure of £2.3m, predominantly, as previously highlighted, in our
manufacturing sites in Taiwan, Malaysia and Italy.
Outside of these investments, the underlying business remains
strongly cash generative, achieving an underlying EBITDA to cash
conversion of 88.9% (2015: 50.2%). This is despite the fact that
in FY2016, we continued to reverse the final £2.5m of the VIC
non-recourse debt factoring that we inherited on acquisition in
May 2014.
Excluding the impact of the de-factoring, we have seen a net
decrease in our working capital levels of £0.6m at CER, even with
the overall increase in the Group’s trading.

Net debt bridge
25.0

7.7
20.0

2.2
15.0

16.0

2.4

13.4
3.9
10.0
2.3
2.5
5.0

0.6
17.8

0.0
Net debt
at 31 March
2015

Acquisition
consideration

Operating cash
inflow before
changes in
working
capital

Removal of
factoring in
VIC

Working
capital
decrease*

Capex

Interest and
tax

Dividend

FX

Net debt at
31 March
2016

* Including provisions
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With our geographical spread, our balanced sector mix and our clear strategies for growth,
the Board is optimistic for the current year and the Group’s longer term prospects”

Banking facilities to support growth
Amended facilities are in the process of being agreed with our main
Group bankers, HSBC. Negotiations are substantially complete,
subject to the finalisation of contractual terms with credit approval
already obtained.
In summary, the amendments will reduce the Group’s reliance on the
Asset Based Lending (‘ABL’), increase our available Revolving Credit
Facility (‘RCF’), decrease the overall cost structure and extend the
maturity profile of a proportion of our borrowings to better reflect the
Group’s core funding and investment requirements.
As a result of the above changes, unutilised available facilities will
increase by c.£5.0m, helping to support our strategy of investment
driven growth. In addition, an accordion facility of £20.0m is being
written in to the agreement, providing potential flexibility to debt
finance further acquisitions in the future.

Looking ahead
Group outlook
In FY2016 we have seen another year of strong trading, making this
our sixth year of continuous growth.
For us, Europe, Asia and the USA all remain key areas for growth both
organically and non-organically. Our enquiry pipeline is strong, whilst
our core organic strategy of focusing on our multinational OEMs
looks set to continue to deliver growth. FY2017 will be the first full
year of trading from our latest acquisition, TR Kuhlmann, and we are
already starting to see opportunities coming through as the result of
us working together.
On the manufacturing side, the investments we are making to
increase capacity and the focus we are putting on making better use
of existing capacity, specifically in our Malaysian sites, should start to
impact positively on results in the next year and beyond.
Our investment in the UK business, in to both senior sales resource
and driving further operational efficiencies, is expected to continue to
build on profitability in this region.
Looking ahead there are some macroeconomic factors that we cannot
control, including the ongoing volatility in the foreign currency and raw
material markets. However, building on the strong performance delivered
last year and, with our geographical spread, balanced sector mix and our
clear strategies for growth, the Board is optimistic for the current year and
the Group’s longer term prospects.
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Continuous improvement
The recent efficiency consolidation of sites
in Uckfield/Poole and the Midlands and the
roll-out of Lean-Lift technology (automated
‘fast pick’ vertical storage machines) has
continued to improve our profitability which,
coupled with a foreign exchange gain, has
led to a 70bps increase in the underlying
operating margin year on year.

UK

A roll-out programme is planned for installing
further Lean-Lifts into the hubs. Through
‘dead space’ utilisation and a reduction in
travel and picking times, this should allow
us to grow our business without the need for
extra premises or people.

Dave Fisk |
TR UK Managing Director

Revenue

Looking ahead
The UK management team remain optimistic
regarding the opportunities that lie ahead.

UK — 40% of Group revenue
The UK has produced a solid year of trading,
£70.0m
although revenues have decreased slightly
by
2.0% (£1.3m), underlying operating margins
£60.0m
have increased to 9.6% (2015: 8.9%). This
has led to a £0.3m increase in profitability
at the underlying operating profit level. £50.0m
Covering a broad range of sectors across the
UK, we have also seen a record number £40.0m
of
enquiries being logged on our enquiry portal
in 2015/16.
£30.0m

£68.0m
£66.0m
£64.0m
£62.0m
£60.0m
£58.0m
£56.0m

After a good start to the year, we witnessed a
£20.0m
slight softening in customer demand. Actual
results have shown a marginal improvement
£10.0m
in the last quarter, with higher sales starting
to come back through at our Scotland and
Uckfield sites. Belfast continued its rapid£0.0m
growth phase for the second year running.

£54.0m
£52.0m
£50.0m
£48.0m

Underlying operating profit*
£6.5m

£6.0m

Our transactional and EU distributor sales
teams have also enjoyed growth this year,
£7.5m
although some margins were impacted
through foreign exchange.
£7.0m

£41.0m

£5.0m
£6.5m

£5.5m
£39.0m

£4.5m

£5.0m
£37.0m

£6.0m
£4.0m

£4.5m
£35.0m

£5.5m
£3.5m

£4.0m
£33.0m

£3.0m
£5.0m

£31.0m
£3.5m

£2.5m
£4.5m

£29.0m
£3.0m

£2.0m
£4.0m

£27.0m

2016 AER

£25.0m

The overall UK industrial fastener market is
worth £1.2bn, £600m of which is estimated
to be comparable to our business with TRUK
currently having around a 10% market share.
As the result of our investment for growth
strategy, we have employed additional
resource within sales, telemarketing,
engineering and supplier development,
making us well positioned to capitalise on
further prospects.
We are also delighted to announce the recent
appointment of Kevin de Stadler as Director
of Sales for UK & Ireland who joined TRUK in
May 2016. Kevin is responsible for delivering
strategy, sales management and leadership,
new business development and key account
management within the UK.
Succession planning has been central to our
activities this year and this focus will continue
to provide opportunities and development
experiences for our people. Some moves
within our operational structure are already
beginning to create progression opportunities
to help develop ‘leaders for the future’.
With planned investment for growth and 90%
of the market still to go for, we look forward
to what the future can bring.

£1.5m

2015
£1.0m

* Before separately disclosed items which are shown in the financial statements

Trifast plc Annual Report 2016

36
£7.0m

£0.4m

Stock Code: TRI

STRATEGIC REPORT

Non-organic growth
Non-organic growth has driven 14.0%
(£6.5m) of the revenue increase. This is made
up of additional sales of £4.0m arising in
VIC in April and May 2015 and the first six
months of trading in TR Kuhlmann generating
revenues of £2.5m.

Europe

Margins

Geoff Budd |
TR Europe Managing Director

Revenue

Europe — 33% of Group revenue
This has been an extremely positive year
for TR in Europe with an impressive 24.8%
increase in revenue to £57.8m (AER 16.7%
to £54.0m) (2015: £46.3m).

£70.0m

£60.0m

This increase reflects a solid performance
from our existing locations, which has been
well supplemented by the acquisition of
TR Kuhlmann as well as additional nonorganic revenue arising from VIC’s first full
year of trading within the Group.

£50.0m

£40.0m

£30.0m

Organic growth

£20.0m

£10.0m

£0.0m

Underlying operating profit*
£7.5m

£7.0m

Sales growth has been strong across a
number of locations, most specifically
in Holland and Sweden where revenues
increased by more than 10%. In both cases,
this growth has been largely driven out of
additional sales to multinational OEMs in the
automotive sector and is a good example of
how our core organic strategy of focusing
on our multinational OEM customers is
continuing to bear fruit.

The fall in underlying operating margins in the
region to 12.7% (AER fall to 12.7%) (2015:
14.0%) has been largely the result of gross
margin reductions in VIC, where profitability
has been negatively impacted by adverse
movements in the €:US$ exchange rate.
Across the rest of the region margins have
remained broadly in line.

Looking ahead
Europe continues to provide a key
opportunity for growth, both in terms of
the on-going development of our existing
businesses and from potential future
acquisitions with hotspots already identified
in Spain and Eastern Europe.
The integration of TR Kuhlmann is set
to continue to build on the successes
achieved to date, while additional investment
is underway at VIC, both to increase
manufacturing capacity and sales resource
so as to support further growth at our biggest
European site.
In terms of profitability, we are starting to
see the impact of more positive movements
on the €:US$ exchange rate. If this situation
continues then this should benefit gross
margin improvements in Europe in the
coming months.

VIC has continued to outperform our
expectations in terms of organic revenues,
with an increase of 13.3% on the previous
year (£2.6m). With virtually all of this
additional revenue coming through from the
domestic appliances sector, this ongoing
trend is helping the Group to maintain a
balanced sector split.

£5.0m
£6.5m
£4.5m
£6.0m
£4.0m

£5.5m
£3.5m

£5.0m
£3.0m

£2.5m
£4.5m

£2.0m
£4.0m
£1.5m

2016 CER

2016 AER

2015

£1.0m

* Before separately disclosed items which are shown in the financial statements
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£70.0m

We are particularly proud of the fact that TR
USA, with the support of TR globally, was
recently recognised as ‘Supplier of the Year’
award with one of the top Tier 1 automotive
customers in the world.

USA
£60.0m

£50.0m

£40.0m

£30.0m

£20.0m

£10.0m

£0.0m

Gary Badzioch |
TR Fastenings Inc Operations Director
£7.5m

Revenue

USA — 3% of Group revenue
This region has produced a steady year of
trading with both revenues and underlying
operating profits having remained broadly
stable at £4.3m and £0.4m (2015: £4.3m
and £0.3m). The increase in the underlying
operating margin to 8.7% (2015: 7.6%)
reflects improvement in the gross margin
reflecting a shift in the sales mix towards a
higher margin product.

£7.0m
£5.0m
£6.5m
£4.5m

£6.0m
£4.0m

£3.5m
£5.5m

£3.0m
£5.0m

£2.5m
£4.5m
£2.0m
£4.0m
£1.5m

£1.0m

Underlying operating profit*
£0.4m

£0.3m

£0.2m

£0.1m

A second driver to our future growth will
be Mexico. What multinational OEMs have
recognised is that TR has been located
strategically in Houston to serve both the
USA and Mexico segments of their supply
chains. The ability to get product to all
segments of North America in three days or
less, TR’s ability to manage the customer’s
supply chain, and TR’s ability to provide
engineering support, all combine to give our
multinational OEM customers savings to the
bottom line in more ways than just the cost
of the product. Being able to support supply
chains in Mexico will be a key asset for the
future as this region is seen more and more
as a viable alternative to manufacturing in
Asia. We have structured ourselves internally
to take advantage of this trend, investing
heavily in both employees and our supply
chain, to enable us to continue to push our
strategy of supporting multinational OEMs
in Mexico.

Where TR USA has excelled is in setting
the stage for the future. Our core organic
strategy of focusing on our multinational
OEMs has provided us with a stable
foundation to continue to organically grow
these accounts. We have particularly
enjoyed growth in the automotive
sector with the team in Houston making
tremendous inroads into building local
relationships with top Tier 1 automotive
customers based in the USA, further
contributing to TR’s Group goal of
being recognised as a ‘global solution
provider’ to multinational OEMs. It is these
relationships that have helped build up
a pipeline of new automotive business
wins that will underpin steady growth
over the coming years. This will be further
supported by our ongoing investment for
growth in the automotive sector, including
putting engineering support into Michigan,
where many of the automotive Tier 1’s
headquarters are located.

£0.0m

2016 CER

2016 AER

2015

* Before separately disclosed items which are shown in the financial statements
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£68.0m

£70.0m

£66.0m

Asia

£60.0m

£62.0m

£50.0m

£64.0m

£60.0m

£40.0m

£58.0m
£30.0m

£56.0m
£54.0m

£20.0m

£52.0m
£10.0m
£50.0m
£0.0m

£48.0m

Charlie Foo |
TR Asia Managing Director
£6.5m

£7.5m

Revenue

Asia — 24% of Group revenue
£7.0m
TR Asia has produced a strong set of results,
£5.0m
with underlying operating profits at CER and
AER increasing significantly at by 17.5% to£6.5m
£4.5m
£6.7m (2015: £5.7m) to secure a margin of
17.3% (2015: 14.8%). Against this growth £4.0m
in£6.0m
profitability, revenues have stayed broadly
stable, with a 1.0% increase to £39.1m (AER
£3.5m
£5.5m
£38.6m) (2015: £38.7m).

£6.0m
£41.0m
£5.5m
£39.0m

£5.0m
£37.0m

£35.0m
£4.5m

£3.0m

£33.0m
£4.0m

During the year we witnessed a series of £5.0m
changes to trading conditions in the region£2.5m
with oil price reductions, concerns over the £4.5m
Chinese economy and a sharp downturn in£2.0m
the strength of the Asian currencies towards£4.0m
the end of the first half. However, despite £1.5m
these unsettled external conditions the region
£1.0m
has experienced strong growth particularly in
the domestic appliances sector.

£31.0m
£3.5m
£29.0m
£3.0m
£27.0m

£25.0m

Underlying operating profit*
£7.0m

£6.5m

£0.3m

£6.0m

SFE, Taiwan has used its industry reputation
of high quality manufacture and delivery to
continue to grow with support from Europe
and the USA. Trading levels have increased
by 4.1% and underlying operating margins
have improved as a result.
Across the rest of the region, amongst our
distribution businesses in Shanghai, India
and Thailand, we have seen some reduction
in trading levels. This is predominantly due
to a slower than expected production start
at one of our key multinational OEMs in the
automotive sector. Excluding this one specific
issue, we have not felt any significant impacts
coming out of the reported weaknesses in the
wider Chinese economy.

Looking ahead
The opportunities for growth across the
region remain positive. The investment in to
additional capacity at our Taiwanese factory
is already delivering results with the growth
we have seen in 2016. The £1.0m investment
in a state-of-the-art parts former at PSEP is
completed, so we can expect to see further
capacity utilisation starting to flow through in
the coming year.
In addition to this investment, our renewed
focus on working closer together as a Group,
means we will be in a stronger position to
drive utilisation of our existing capacity in
Asia, while helping to cover fixed costs more
effectively and generate increased margins
on our external sales.
Looking beyond organic growth, Asia is a
region of great interest to us for potential
acquisitions. As a result, at both a Group and
local level, we continue to actively identify
and review acquisition opportunities as
they arise.

Singapore continues to lead the Asian
sites, contributing 34% of total sales to
the region. The micro-screw, self-clinch
£0.2m
fastener and complex part products have
earned numerous awards and TR Singapore
is recognised as an outstanding supplier/
manufacturer with zero defect capability. £0.1m

£5.5m

£5.0m

£4.5m

£4.0m

£3.5m

£3.0m

2016 CER

TR Formac, Singapore has seen the
largest revenue growth at 9.4% (£1.1m)
coupled with a gross margin increase. This £0.4m
impressive result has been mainly driven out
of additional sales to our multinational OEM
customers and increased capacity.

have remained broadly stable reflecting a
strong level of cost control as revenues have
reduced.

2016 AER

2015

PSEP, Malaysia in contrast had a slower
year due to weak domestic demand and
a highly competitive domestic automotive
£0.0m
market. Revenues have fallen by 8.4%
(£0.8m), although underlying operating profits

* Before separately disclosed items which are shown in the financial statements

www.trifast.com
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Marketing report

Abi Burnett |
Head of Marketing

Dan Jeffryes |
Creative Designer

Sian Whitlock |
Artwork and Marketing
Co-ordinator

Tom Dewhurst |
Marketing Projects Assistant

TR Marketing has had a busy 12 months.
The key areas of focus for us have been the new trading
website, global exhibitions, monthly digital promotion of TR’s
product ranges and the ongoing PR and advertising of the
global brand. The team works with global sales to develop
the most relevant and up-to-date marketing material for the
Group. The initiatives have included new industry specific
brochures and videos showing TR’s manufacturing capabilities
around the globe, a new corporate presentation updated with
key information for customers, an increased range of product
literature and a new ‘Introduction to TR’ brochure. With a new
location in Germany and increasing sales into Mexico and
Spain, Marketing is also working with TR locations around the
globe to build a library of multi-lingual material.
The new global trading website has been a key focus, with the
team working closely with industry and product specialists to
update content. It was vital that this was done to ensure that
TR is found on search engines not only for its products, but for
the support the Company offers as a full service provider to a
range of industries.
The design of the website was developed in-house by the
team, who worked closely with programmers and a Search
Engine Optimisation (SEO) Consultant to ensure that the
site is functional as well as clean and modern. The user
experience is key, with various tools for monitoring statistics
and visitor behaviour and regular updates and design changes
implemented to ensure TR is ahead of the game at all times.
With the launch of the new website, regular monthly email
promotions, exhibitions and ongoing PR and advertising, it is
important for the team to be able to monitor how effective the
various campaigns are. With the increase in digital marketing,
tracking has become more readily available with statistics
on ‘clicks’ and ‘opens’ that can be followed up by the sales
40

teams around the globe. Reports are
compiled in-house for the various
product promotions that include
email statistics and sales figures for
the specific ranges that have been
marketed, showing what impact
the promotion had and whether the
team needs to assess how and who
to target in the future.

promotions and staff signatures
are just a few of the ways TR lets
people know where it is going to be
exhibiting. Behind the scenes, the
team is designing and developing
new exhibition stands, tailored
literature and promotional material
making the Group stand out from
the crowd.

With a focus on targeted industries
and regions, TR has chosen some
key shows to exhibit at throughout
2016, including Automechanika
at the NEC in June and the
Global Automotive Components
and Suppliers Expo in Stuttgart,
Germany, both targeted at the
automotive industry.

TR Marketing is constantly working
on unique ways to promote the
Group. For example, the Easter
campaign ‘Find the hidden
Easter Eggs’, encouraged people
onto the new website to find six
hidden Easter Eggs that had been
strategically placed in images in key
sections on the site. Not only was
this a very successful promotion
with many customers commenting
how much fun it was, it increased
the visits to the new website. The
future of marketing is ever changing,
with automation and digital trends
becoming more and more prominent
and the TR Marketing team work
continually on developing how
it promotes the Company to the
market place and on the most
effective ways to monitor success.

With an aim of growing our sales
into new areas, our US team will
be exhibiting at the Fastener Fair
Mexico in May, and in Europe we
have some ‘Meet the Buyer’ events
coming up in Poland that will be
visited by key personnel from a
range of industries. Marketing
work with the global sales teams
to organise and promote TR’s
attendance at these shows, focusing
on the key services and products
TR offers. Press releases, email

With a focus on targeted industries and regions,
TR has chosen some key shows to exhibit throughout
2016, including Automechanika at the NEC in June and
the Global Automotive Components and Suppliers Expo in
Stuttgart, Germany, both targeted at the automotive industry”
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Webteam
Since its launch over ten years ago, TR’s
commercial website has proven to be extremely
popular with designers and specifiers across the
globe.

Keith Gibb |
Head of Web Development

Abi Burnett |
Head of Marketing

With the increasing use of mobile devices and an
ever growing portfolio of products, we felt that the
existing website was in need of a major overhaul.
Rather than apply fixes we decided to start
again from scratch and build a data-driven, fully
responsive website with our own in-house team.
As our website is predominately used by designers
looking for technical specifications, we wanted it
to be driven by the product data so we started to
compile a database of dimensional information.
The advantage of this approach was that by
completion we would have a single database of
all our product data. New products can be added
quickly and errors fixed in one place. In addition to
driving the website, we wanted to populate data in
our product brochures.
Having been with TR for over 25 years, working
in marketing, sales and products, Keith Gibb was
appointed to oversee the process, working closely
with marketing and the IT team.
Jo Devlin was asked to project manage the
process, ensuring that the team was successful
in meeting the objectives of the project and also
hitting all major timelines.

Jo Devlin |
Strategic Project Manager

Peter Webb |
Software Development
Manager

Abi Burnett and the marketing team took on the
task of designing the look of the site and compiling
the rest of the content.
We needed a fresh, modern look that worked well
on mobile devices. More importantly we needed
good content and this was the ideal opportunity
to rewrite the whole corporate side of the site. We
wanted to ensure every visitor saw a complete
picture of TR as a global full service provider;
our products, our services and the industries we
supply. Good design and content in this area is
vital for enhanced user experience and helps our
new website to be ranked highly by search engines
ensuring TR is found for the products and services
we supply.

Glenda Roberts | Group Sales Director
Group Sales Director, Glenda Roberts, was the
Main Board sponsor for the project.

I am delighted with what the
team has achieved in such
a short time. We have had fantastic
feedback from our customer base and
the new website is already starting to
help us secure new business. We have
big plans for the site over the next few
years: more products, more information
and customer-specific portals so it’s
reassuring that we have such a solid
team behind it”

All of this design and content means nothing
without good solid programming and a reliable
hosting service. This came down to Peter Webb
who has been programming applications for TR for
16 years.
After 12 months of intensive work, the site went live
at the beginning of February 2016.

Anji Longley |
Web Project Manager

www.trifast.com

See our commercial website
visit www.trfastenings.com

41

STRATEGIC REPORT

Corporate social responsibility
We work on a continuous improvement programme of objectives and targets, monitoring
our impact on the environment and reducing our waste production and CO2 emissions”

Environment

Trifast commits to:

Trifast’s environmental impact is of great
importance to us. It is the intention of the
business that its Environmental Management
System assesses and controls the
environmental impacts of its activities, products
and services. It also serves to implement
the Company environmental policy. The
system drives maintenance and continuous
improvement throughout the Group.

• Prevent pollution as far as is reasonably
practical

objectives to ensure that it remains
relevant and appropriate

• Reduce the production of waste and
develop effective waste management and
recycling procedures, as well as disposing
of unavoidable waste in such a way as to
minimise its environmental impact
• Minimise emissions when defined as
having a significant impact
• Periodically review its environmental
arrangements and performance against

• Encourage awareness of internal and
external environmental issues, and this
Environmental Policy
• Conduct its activities in full knowledge of,
and compliance with, the requirements
of applicable environmental legislation,
Approved Codes of Practice and other
environmental requirements agreed by
top management

Total manufacturing
5,347 tonnes
(2015: 5,257 tonnes)

Total distribution
1,696 tonnes

13.67 per FTE
0.109 per SQM

(2015: 2,106 tonnes)
3.02 per FTE
0.051 per SQM

Europe manufacturing
2,476 tonnes
(2015: 2,424 tonnes)

Europe distribution
1,101 tonnes

18.61 per FTE
0.066 per SQM

(2015: 1,461 tonnes)
2.66 per FTE
0.042 per SQM

Trifast plc

7,043
(2015: 7,363)
7.39 per FTE
0.0858 per SQM

Asia manufacturing
2,871 tonnes

USA distribution
34 tonnes

(2015: 2,833 tonnes)
11.12 per FTE
0.244 per SQM

(2015: 32 tonnes)
3.08 per FTE
0.033 per SQM

Asia distribution
561 tonnes
(2015: 613 tonnes)
4.09 per FTE
0.087 per SQM
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Jenni Morland |
European Health, Safety and
Environmental Manager

We work on a continuous improvement
programme of objectives and targets,
monitoring our impact on the environment
and reducing our waste production and
CO 2 emissions”

Carbon footprint 2015–2016
Our emissions data includes all material emissions of the six Kyoto gases from direct sources, and from purchased
electricity, heat, steam and cooling where applicable. No direct source material emissions have been omitted.
Date period for reporting
Total scope 1
Total scope 2
Total GHG emission for Trifast

01/04/2014–31/03/2015
2,297 tonnes CO2e
5,066 tonnes CO2e
7,363 tonnes CO2e

01/04/2015–31/03/2016
1,702 tonnes CO2e
5,341 tonnes CO2e
7,043 tonnes CO2e

Figures are reported in tonnes of CO2e (Carbon Dioxide Equivalent)
Reports are calculated in the following ways:
• Tonnes of CO2e
• Tonnes of CO2e per FTE (Full Time Equivalent)
• Tonnes of CO2e per SQM (Square Metres of floor space occupied by the Company)

Business and the community
Trifast recognises the role that local
communities play in our businesses and
we aspire to be a responsible partner in
the communities we operate in around the
world. Our desire to support the needs
of local areas is as strong as ever and
our teams across the globe take part in
community initiatives, sponsorship and
fundraising activities and are actively
encouraged to do so.
Over the last year, within the UK we have
strongly supported Macmillan Cancer
Support with various fundraising events.
Macmillan is a cause close to all of our
hearts, particularly in our North East

www.trifast.com

location since the loss of our friend and
colleague Linda Woodward in 2015.
We will continue to support the Charity
in the future.
We also sponsor a number of sporting
teams across the globe including
grassroots football clubs in the UK,
Norway and Holland whilst we continue
to be a sponsor of Newick Cricket Club
in East Sussex.
A new sponsorship is Glasgow Tigers,
the West of Scotland’s only professional
speedway team which is celebrating its
70th anniversary in 2016.

The sporting theme continues with our
sponsorship of a young tennis talent,
Amelia Devlin who competes at county
and regional level and has great potential
for the future.
We have formed close links with
local schools and colleges promoting
opportunities for work experience,
classroom seminars, pupil and staff
visits. TR’s HR Director has become an
Enterprise Adviser for a local college
with a view to fostering better levels of
understanding between schools and
industry as to the needs of employers
and how this can be fostered within
the school/college environment.
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Risk management
TR Systems
IT resource for Trifast plc

Viability statement
In line with provision C.2.2 of the code the Directors
need to assess the prospects of the Company
taking into account the current position and
principal risks to determine whether there is a
reasonable expectation that the Group will be able
to meet its liabilities as they fall due over a specified
period of time.
The Directors have carried out this longer term
viability assessment over a period of three years
as this aligns with the Group’s detailed forecast
which is approved at Board level. Three years is
considered an appropriate period of time for the
Group as it strikes the right balance between the
need to plan for the long term whilst considering the
uncertainty that arises in relation to assumptions
the further you look ahead. The period is also within
the term of the new banking facilities which have
been discussed on page 35.
In conducting the assessment the Directors have
considered the principal risks outlined on pages
48 and 49 to perform stress testing on the forecast
to determine the impact on the financial position
and performance of the Company. These risks
have been identified by the Board, and are actively
monitored on an ongoing basis, as the key ones the
Group faces which could have a material adverse
impact on future performance if they materialise.
After considering the assessment, the Directors
believe that there is a reasonable expectation that
the Company will be able to continue to operate
and meet its liabilities as they fall due over the next
three years.

TR Systems has been supporting and
developing the IT resources of Trifast and
its subsidiaries for over 25 years.

Kerry Moran |
Support Desk Manager

Chris Tull |
Support Desk Analyst

The department oversees all the business
IT requirements whether that be developing
and supporting our current ERP Solution or
protecting the Group from cyber threats using a
range of experience and skills from all members
of the team. This breadth of knowledge
allows us to advise the Main Board on future
developments that will keep the Group at the
forefront of technological ‘best practice’.
This year, TR Systems’ focus is enhancing
its Group resource. Visits to all subsidiary
companies are planned in order for the
IT Team to carry out health checks and
feasibility studies at each location. The
outcome of this work is to ensure that the
Trifast Group remains secure from potential
malicious threats and is adhering to
consistent best practice.

Modern technology

Sylvia Milsom |
Support Desk Analyst

The standard Company employee’s
workstation is totally unrecognisable today
from how it looked 25 years ago. On the
desk you will now find modern, ‘Thin Client’
technology running the latest Citrix desktop
solution. This will be displayed on one, or
maybe two, 23inch HD screens. This is a far
cry from the ‘dumb’ terminals running 14-inch
screens in two colours. In addition, the latest
modern IP phones run on a virtual phone
switch, breaking out over internet based
phone lines (SIP).

Graham Morrison |
Support Desk Analyst
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TR Systems is constantly improving our
security measures. We have recently
made a large investment in the latest
security solutions. Yearly penetration
tests are carried out by an independent
organisation to test TR’s internal and
external infrastructures”

Peter Webb |
Software Development Manager

Cyber security
The IT needs of the business are constantly under
review and one of the main topics of discussion is
the increasing threat to cyber security.
Threats are becoming more prevalent in today’s
society; it is common to hear in the news that
there has been a ‘cyber-attack’. This can include
company computers being hacked, or important
information being stolen or published on the
internet. When you hear that there has been
a cyber-attack, your first thought may be that
someone has hacked into a computer system from
another computer system. Surprisingly, cyberattacks are not solely technology based. Only
around 50% of attacks are from a computer; the
remaining 50% take many forms such as social
engineering.

Colin Coddington |
Head of IT
Stephen Whittle |
Analyst Programmer

Stephen Maxwell |
Web Developer

TR Systems is constantly improving our security
measures, and we have recently made a large
investment in the latest security solutions.
Yearly penetration tests are carried out by an
independent organisation to test TR’s internal
and external infrastructures.
Safety is always factored in when developing
new web facing software or when releasing new
hardware, and the Company also keeps up-todate with the latest risks and viruses. Updates
are also automatically pushed out to our security
software on all Company laptops.

Stephen Hopkins |
Data Analyst

Accreditation in the IT Security standard ISO
27001 is being worked towards and is on-track
to be achieved in 2016/17. Accreditation will
ensure that the Group has a systematic approach
to managing sensitive company information, and
to make sure it remains secure by applying a risk
management process that is considered best
practice.
Damian White |
Systems Engineer

www.trifast.com
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Risk management
How the business manages risk
In common with all businesses the Group faces risks which may affect its performance. The Board recognises that the management of risk is
required to enable the business to meet its objective to create ‘stakeholder value’.

Risk management
Risk
Personnel

Description and
potential impact

Mitigation

Has the risk
materialised?

Without appropriate investment
in our people and succession
planning across all levels of the
business from the Board down,
we may not be able to deliver
our future plans and long term
success

Our succession planning processes identify
key employees and are designed to broaden
our specialist knowledge and skills base.
Succession planning at Board and senior
level is discussed in more detail in the
Nominations Committee Report in our
Governance and financial report
We invest heavily in our people via ongoing
training and our Group wide Performance
Development Programme. Rewards are
reviewed annually to ensure they remain
at levels that are competitive within the
market place

The Group enjoys
extremely high retention
levels with over 50% of
staff having been in the
Group for more than 10
years. All key succession
risks are appropriately
managed

Quality and
manufacturing

We recognise that the quality
of our manufactured and
externally sourced products
is of critical importance.
Any major failure will affect
customer confidence and may
lead to immediate financial
penalties

Our established global quality team
maintains our Group wide quality compliance
protocols. Quality inspection processes
across our manufacturing and distribution
sites are robust, allowing us to offer zerodefect supplies to customers where required
and appropriate insurance is maintained and
reviewed annually

The Group has not
experienced any
substantial quality issues,
but quality is moving
further up the agenda
across all sectors of our
client base

Foreign
exchange
volatility

A significant portion of the
Group’s revenue and profit
is generated outside of the
UK. Due to translation risk,
the Group results could be
adversely impacted by an
increase in the value of sterling
relative to foreign currencies.
In addition, a transactional risk
exists as the Group sources
certain products from the Far
East for sale across Europe

Transactional hedging is achieved via
the commercial matching of transactions
wherever possible. Non-functional currency
balance sheet items are minimised and
net investment hedging is used for any
significant acquisition finance

Foreign exchange
volatility has been much
higher over the year in
two of the Group’s key
currencies, € and US$

Traditionally distribution/
manufacturing sectors bear the
effect of inventory reduction in
challenging economic periods
earlier than other industries

By operating globally and across a number
of sectors, the Group is better able to
manage the risk of regional or industry
contractions. As customers move, or
expand, we have the capability to move with
them, whilst our first class customer service
works to protect us from rapid supplier
changeover. We hold less than 1% of a
£25bn target market meaning growth via
market share remains credible even in
a falling market

The global economy
remains in a period of
growth, albeit that current
conditions have become
less settled than in
previous years

Macroeconomics
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Information in respect of
the Group’s policies on
financial risk management
objectives including
policies to manage
foreign exchange is given
in note 26
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Risk management
Risk

Description and
potential impact

Mitigation

Has the risk
materialised?

Inventories
obsolescence

The Group holds substantial
inventory balances across the
world. As the business grows
these levels will increase to
meet both transactional needs
and the requirements of our
multinational OEM customers.
Higher stock levels lead to
an increased exposure to
obsolete inventory

Stock management processes are a key part
of the Group’s internal controls and stock
days are a KPI, monitored locally and at
Board level. We continue to invest in stock
management processes and systems to
ensure we keep optimum levels across the
world. Our multi-locational set up, allows
us to reduce lead times and therefore stock
holding as far as possible

Customers’ requirements
and our product mix
are ever evolving. Our
tight stock management
and engineering knowhow allow us to view
these changes as an
opportunity to develop
and sell new lines, rather
than as a risk to the
business

Customer
failure and
debtor
exposure

Increased trading levels lead to
higher debtor balances, raising
our exposure to customer
failure and bad debt
write downs

We maintain strong credit control procedures
from new customer set up, through to
regular monitoring as trade develops.
Our multinational OEM focus means we
build head office relationships, improving
our supplier power and helping us to
manage credit relationships with our larger
customers. We also have global catastrophe
credit insurance cover

The Group has not in
recent years experienced
any substantial
credit issues

Interruption
of supply

The Group sources products
both internally and externally
for customers around the
world. If we were unable to
supply a customer in line with
their ongoing manufacturing
requirements, the risk both to
our reputation and in terms of
potential stoppage penalties
would be substantial

We hold appropriate stock levels to service
our customers’ needs at all times. Our
pan-global presence means we are able
to operate along multiple transport routes,
shielding us from localised issues. For all key
products we maintain multiple sources to
ensure adequacy of supply. Our approved
vendor due diligence processes also help
to mitigate the risk of a supply
chain breakdown

In recent times, political
and climatic instability
have increased in a
number of areas within
the world. Where we have
encountered issues, our
established and flexible
logistics have allowed us
to continue to offer timely
and reliable supply to
our customers

Cyber
security

Unauthorised access to, or
a breach of, our systems,
networks or premises, could
immediately and materially
affect our reputation with
possible implications for
revenue and growth over the
short to medium term. Such
a breach may also cause
financial loss

We have undertaken a review of our cyber
security controls worldwide. Additional
investment has been made where required
to manage our risk. Our IT policies are
managed by a dedicated in-house team
and access to systems is strictly limited to
appropriate personnel

The Group has not to
date experienced any
significant cyber
security threats

www.trifast.com
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Corporate governance within Trifast
Here at Trifast we believe in effective, entrepreneurial and prudent
management, using good corporate governance practice to deliver
long-term success for Trifast and all its stakeholders.
We follow the UK Corporate Governance Code which is a set of
principles of good corporate governance aimed at companies listed
on the London Stock Exchange. It is overseen by the Financial
Reporting Council and its importance derives from the Financial
Conduct Authority’s Listing Rules.

The Board of Directors is appointed to act on behalf of the
shareholders to run the day to day affairs of the business.
The Trifast Board is made up of Executive Directors, who work within
Trifast, and Independent Non-Executive Directors whose roles are
to provide balance and to ensure the Board, as a whole, functions
effectively. Where our Executive Directors have an indepth knowledge
of Trifast, our Non-Executive Directors provide a wider perspective of
the world at large.

Executive Directors

Mark Belton

Non-Executive Directors

Chief Executive
Officer

Managing Director
TR Europe

Neil Warner

Glenda Roberts

Malcolm Diamond MBE

Senior Independent
Non-Executive
Director

Group Sales Director

Executive Chairman

Jonathan
Shearman

Geoff Budd

Clare Foster
Chief Financial
Officer

Independent
Non-Executive
Director

Scott
Mac Meekin
Independent
Non-Executive
Director

How the Board is structured and works
The collective members of the Board plan and make decisions for Trifast, setting the strategic direction, making sure that all risks are
managed effectively. Separate Board Committees also exist, mostly made up of Non-Executive Directors, to focus on decision making
areas that require an independent opinion.

Audit Committee

Nominations Committee

Remuneration Committee

Provides effective governance around
Trifast’s financial reporting and ensures
the integrity of its financial statements.
Reviews the appropriate accounting policies,
monitors internal financial controls, looks at
financial risk management and monitors the
performance of the external auditor.

Regularly evaluates the composition of
the Board and the Committees so that
each are made up of the right people with
the right skills, knowledge, experience
and independence. The Committee looks
closely at succession planning for executive
and non-executive directors and senior
management.

The independent members of the
Remuneration Committee ensure that a
policy exists for the remuneration of the
executive directors that is fair, attracts key
executives and rewards progress against
Trifast’s business strategy.

Read the Audit Committee
report in the Governance &
financials report on pages 10 to 12
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Read the Nominations Committee
report in the Governance &
financials report on pages 13 and 14

Read the Remuneration Committee
report in the Governance &
financials report on pages 15 to 24
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Governance areas of focus during the financial year
“The Board monitors the financial performance of the Group and approves and reviews
major projects and acquisitions. The Board has formally adopted a schedule of matters
which are reserved to the Board for decision. This ensures that it maintains control over
appropriate strategic financial organisations and compliance issues to ensure the long
term success of the Group”

Malcolm Diamond MBE |
Executive Chairman

“The Committee has focused on the integrity, completeness and clarity of financial reporting,
the areas where judgements and estimates are required in the financial statements and the
quality and effectiveness of audit processes to complement the other risk management
activities.
The Board and Committee have also focused on the recently introduced governance
requirements regarding the Annual Report and consider that, taken as a whole, the 2016
Annual Report (Strategic report and Governance & financials report) is fair, balanced and
understandable with appropriate references being made throughout the various sections to
assist shareholders and others to understand the information and disclosures contained
within them”
Neil Warner |
Audit Committee Chairman

“Appointing the best people to the Board is critical to the success of the Company.
It is clearly evidenced that management development throughout the Group has prospered on
the basis of promotion from within. We were delighted that Mark Belton, who has been with the
Company for 17 years and CFO for five, and has also played a pivotal role in our successful
acquisition activity to date, accepted the promotion to the role of CEO on 1 October 2015.
At the same time, following a 16-year career within one of the top firm of accountants, Clare
Foster joined the Group as Group Financial Controller at the start of 2015 and succeeded Mark
as Chief Financial Officer and joined the Main Board on 1 October 2015.
Malcolm Diamond MBE |
Nominations Committee Chairman

On 1 April 2016, Lyndsey Case, our Group Corporate Accountant with 16 years experience with
the business took up the role of Company Secretary. These appointments are well deserved to
people we acknowledge have the drive, skill sets and experience we look for in our mandate”

“The remuneration policy at Trifast seeks to attract, incentivise and retain those team members
who are critical to executing our business strategy. Within this, we aim to deliver a fitting mix of:
• fixed and variable compensation
• cash and equity components”

Jonathan Shearman |
Remuneration Committee Chairman

Read about Corporate governance
in the Governance & financials
report on pages 8 to 9

www.trifast.com
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Board of Directors
Executive Directors

Malcolm Diamond MBE
Executive Chairman

Length of service
Total 34 years; re-appointed in 2009 to the plc
Board as Executive Chairman
Formerly, Trifast CEO for 18 years before retiring
in 2002
Non-Executive Chairman at Flowtech Fluidpower
plc since May 2014 and appointed as NonExecutive Director at Acal plc in November 2015

Key areas of expertise
Sales & marketing, strategic planning &
implementation, business development and
investor relations

Committee membership
Chairman of the Nominations Committee and
by invitation

Mark Belton
Chief Executive Officer

Length of service
17 years; appointed to the plc Board in 2010 and
CEO on 1 October 2015

Key areas of expertise
All aspects of strategic and financial planning,
and investor relations.

Committee membership
Nominations Committee and by invitation

Clare Foster
Chief Financial Officer

Length of service
1 year; appointed to the plc Board 1 October 2015

Key areas of expertise
All aspects of financial planning, reporting and
controls at Group and operational levels

Committee membership
By invitation

52

Trifast plc Annual Report 2016

Stock Code: TRI

STRATEGIC REPORT

Geoff Budd
TR Europe Managing Director

Length of service
40 years; appointed to the plc Board in 1986

Key areas of expertise
Extensive knowledge of the industry, European and
Asian markets particularly in sales & purchasing,
manufacturing and quality

Committee membership
By invitation

Glenda Roberts
Group Sales Director

Length of service
26 years; appointed to the plc Board in 2010

Key areas of expertise
Global sales & marketing, logistics & supply chain
and customer relationship management

Committee membership
By invitation

Read the Statement of Directors’ responsibilities
in the Governance & financials report
on page 25

www.trifast.com
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Board of Directors
Non-Executive Directors

Neil Warner
Senior Independent Non-Executive Director

Length of service
Appointed to the plc Board on 16 June 2015

Key areas of expertise
Experienced Senior Independent Director with
strong City relations.Extensive knowledge of
international businessesgained over 30 years in
commerce; solid understanding of key strategic
drivers - growing sustainable businesses globally,
M&A, compliance, risk management and IT

Committee membership
Chair of the Audit Committee and a Member of the
Remuneration Committee and the Nominations
Committee

Jonathan Shearman
Independent Non-Executive Director

Length of service
7 years; appointed to the plc Board in 2009

Key areas of expertise
Investment Fund management, stockbroking and
investment banking, IT and charitable foundations

Committee membership
Chair of the Remuneration Committee and
a member of the Audit Committee and the
Nominations Committee

Scott Mac Meekin
Independent Non-Executive Director

Length of service
3 years; appointed to the plc Board in 2013

Key areas of expertise
20 year career in both commercial and corporate
structures across all major continents and cultures
in: M&A, global logistics, technology, distribution
and manufacturing

Committee membership
Member of the Audit Committee and Remuneration
Committee
Read more about our Directors
at www.trifast.com
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Company Secretary
Lyndsey Case
Company Secretary

Length of service
16 years; appointed as Company Secretary
1 April 2016

Key areas of expertise
Financial accounting, reporting and compliance

Committee membership
Secretary to the Committees and by invitation

The Strategic report was approved by the Board of Directors on 13 June 2016 and signed on its behalf by:
Malcolm Diamond MBE
Executive Chairman
Trifast House, Bellbrook Park,
Uckfield, East Sussex,
TN22 1QW
Company registered number: 01919797

www.trifast.com
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