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Op. profit = operating profit before exceptional items
Cap. Emp. = average capital employed
ROACE = return before exceptional items on average capital employed

DS Smith

Revenue £1967.5m +11%
Op. profit £119.6m +54%
Cap. Emp. £925.7m
ROACE 12.9%

Group Overview – 2007/08

Packaging

% of
£m Group

Revenue 1,322.6            67
Op. profit 99.5 83
Cap. Emp. 792.3            86
ROACE 12.6%

Office Products 
Wholesaling

% of
£m Group

Revenue 644.9 33
Op. profit 20.1 17
Cap. Emp. 133.4 14
ROACE 15.1%



Strategy

PACKAGING

� Aim: profit progress through the 
industry cycle

� Dampen volatility

� Sustain profit growth in less 
cyclical parts

� Target returns: 11.5+% ROACE 
over the cycle 

OFFICE PRODUCTS WHOLESALING

� Aim: roll-out the model in Europe; 
profit growth

� Rebuild UK; grow continental 
Europe

� Extend service offering

� Target returns: 20+% ROACE

� Two activities: Packaging; Office Products Wholesaling
� Regular review of Group’s composition and strategy 
� Improve operational performance
� Develop our strong market positions



Packaging Strategy

� Maintain drive for lower cost structure and better efficiency

� Provide leading levels of quality and responsiveness

� Dampen the volatility resulting from the industry cycle



Dampen the Volatility in Packaging

� Waste paper collection greater than our requirement

� Remain net buyers of corrugated case material (CCM)

� Invest in paper sectors with better growth: lightweight CCM, 
plasterboard liner, white grades

� Expand in converted packaging products

� Grow in central and eastern Europe and Russia 



Waste Recycling

� No.1 UK collector of waste paper

� Developing waste management services

� Grow further in main paper grades

� Grow in complementary waste streams

� Extend range of services

� Support the cradle-to-cradle concept in 
corrugated packaging



Paper

� No.1 UK supplier of CCM

� Lightweight CCM development
� Acquisition and modification of adjacent New Thames Paper Mill
� Strong demand growth for the product
� Competitive investment cost – £400/tonne
� Start-up: Q1 2009

� Remaining a net buyer of CCM

� Investment in plasterboard liner

� Expanding in Ukraine in CCM and plasterboard liner 



Expand in Converted Packaging Products

Good positions; expanding product 
range

RTP: industrial and retail 

Design; European networkHeavy-duty

Design; well-investedRetail-ready; promotional

DS Smith CapabilitySectors

� Corrugated: £800m revenue
� No.1 in UK
� Good positions in France and Italy
� Growing in eastern and central Europe

� Plastic: £200m revenue
� Leading European positions in returnable transit packaging (RTP)
� No.2 globally in liquid packaging and dispensing  

� Regular conventional packaging: investment; operational improvement

� Value-added packaging: growth sectors; significant capability



Retail-Ready Packaging and Promotional Uses

� Retail-ready packaging
� Transit pack and display pack combined
� Reduces supply chain costs
� Increases supermarket sales

� Promotional and display
� High-quality printing
� Retail and other uses
� Corrugated cost-effective and recyclable



Grow in Central and Eastern Europe and Russia

� Poland
� Expansion from a strong base
� Hub for regional development (converters in 

Czech Rep., Slovakia, Lithuania, Rumania)

� Ukraine – Rubezhansk (associate)
� Substantial development >20% of the market
� Growing sales in Russia

� RTP: move eastwards (Poland, Czech 
Rep., Slovakia) in support of key 
customers

Kutno, Poland



Office Products Wholesaling Overview

£110m

Germany and 
Spain profitable

Italy break-even 
expected ‘08/09

£110m

–Development 
businesses

£645m£310m£335mTotal

£535m

Leading 
positions 

France, Benelux

£200m

Leading 
positions

UK, Ireland

£335m

Established 
businesses

RevenueContinental 
Europe

UK/IrelandSector



Office Products Wholesaling Strategy

� Goal: to establish the Spicers business model 
profitably across the major European markets

� The appeal of the Spicers business model

� Dealer channel proving robust; dealers looking for logistic 
and promotional support

� Fulfilment services direct to end-user, supports stockless 
dealer – fast-growing part of the supply chain

� Wide product range attractive to resellers offering product 
but not stocking it

� High-quality e-commerce tools 

� Growth from geographical expansion supports better 
buying terms

Spicers, Italy



Outlook

� Tough trading environment
� Slowing demand
� High input costs

� Expect to partly offset the effect through:
� Our strong market positions
� Tight operational discipline

� Remain on track to commission our new lightweight paper 
machine in January 2009


