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Disclaimer

In considering any performance information contained herein, you should bear in mind that past or projected performance is not necessarily indicative of future results, and there can be no assurance

that any entity referenced herein will achieve comparable results or that illustrative returns, if any, will be met. Statements in this presentation are made as of the date this presentation is made unless

stated otherwise, and the delivery of this presentation at any time shall under no circumstances create an implication that the information contained herein is correct as of any time after such date.

This presentation contains statements that, to the extent they are not recitations of historical fact, constitute "forwardȤlooking statements". Actual outcomes and results could differ materially from those

forecasts due to the impact of many factors beyond the control of the Company and its affiliates. ForwardȤlooking statements include statements concerning plans, objectives, goals, strategies, future

events or performance, and underlying assumptions and other statements, which are other than statements of historical facts. The words "believe", "expect", "anticipate", "intends", "plan", "estimate",

"aim", "forecast", "project", "will", "may", "might", "should", "could" and similar expressions (or their negative) identify certain of these forwardȤlooking statements. ForwardȤlooking statements include

statements regarding: business strategies, outlook and growth prospects; future plans and potential for future growth; growth in demand for soft flooring products; expected developments in production

capabilities, including technological advancements in soft flooring manufacturing; expected spending by our customers and competitors; liquidity, capital resources and capital expenditures; economic

outlook and industry trends; developments of markets; the impact of regulatory initiatives; and the strength of competitors. No statement in this presentation is intended to be nor may be construed as a

profit forecast.

The forwardȤlooking statements in this presentation are based upon various assumptions, many of which are based, in turn, upon further assumptions, including without limitation, management's

examination of historical operating trends, data contained in the Company's records and other data available from third parties. These assumptions are inherently subject to significant uncertainties and

contingencies which are difficult or impossible to predict and are beyond its control and it may not achieve or accomplish these expectations, beliefs or projections. In addition, important factors that, in

the view of the Company, could cause actual results to differ materially from those discussed in the forwardȤlooking statements include the achievement of the anticipated levels of profitability, growth,

the impact of competitive pricing, shifts in customer, market and consumer demand, competition risk, regulatory risk, financial markets risk, operational risks, the impact of general business, European

and Belgian economic conditions and other risks and factors. In light of these risks, uncertainties and assumptions, the forward-looking statements contained in this document might not prove to be

accurate and you should not place undue reliance upon them. All forward-looking statements attributable to us or persons acting on our behalf are expressly qualified in their entirety by the foregoing

cautionary statements.

Figures contained in the presentation may be rounded.

This document shall not constitute an offer to sell or the solicitation of an offer to buy any securities, nor shall there be any offer, solicitation or sale of securities in any jurisdiction in which such offer,

solicitation or sale would be unlawful prior to the registration or qualification under the securities laws of such jurisdiction. Any securities offered by the Company have not been and will not be

registered under the Securities Act, or under any applicable securities laws of any state or other jurisdiction of the United States. Distribution of this document may be prohibited in the United States.

You are required to inform yourself or, and comply with, all such restrictions or prohibitions and the Company does not accept liability to any person in relation thereto. By attending the meeting where

this presentation is made, or by reading the presentation slides, you agree to be bound by the above limitations.

The financial information included in this document includes figures that have not been subject to an audit or review by any independent auditor in accordance with generally accepted auditing

standards. This presentation also includes certain unaudited pro forma consolidated financial information. The unaudited pro forma adjustments are based upon available information and certain

assumptions that Balta management believes to be reasonable. The assumptions underlying the pro forma adjustments have not been audited or reviewed in accordance with any generally accepted

auditing standards.
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Expanded management team to deliver NEXT

Å Appointed interim 

CEO of Balta Group in 

2018 and permanent 

CEO since April 2019

Å Chairman since 2017

Jan-

Christian 

Werner

CFO

Å Joined Balta as Head of 

Group Controlling & 

Reporting

Å Extensive experience in 

Corporate Finance and 

Financial Controllership 

at international stock-

market-listed companies

Marc Dessein

MD Rugs

Å Joined Balta in 1992

Å MD of Rugs since 2006

Å General Manager of Wool-

Heatset Rugs BU from 

1993 until 2006

Å Export Sales manager 

prior to that

Oliver 

Forberich

MD Balta 

carpets, ITC 

and arc edition

Å Will join Balta 2 

September

Å Previously Chief 

Marketing Officer and 

Senior VP Stainless 

Technologies at Bekaert

Jim Harley 

President of

Bentley Mills

Å President  since Nov/17

Å 30-year flooring industry 

veteran

Å Originally joined Bentley 

Mills in 1983 

Å Rejoined in 2013 as chief 

operating officer

Kris Willaert 

HR Director

Å Joined Balta in June

Å Previously served in 

international HR 

executive roles at KONE 

International, Mastercard 

Europe and Lloyds 

Pharma

Cyrille 

Ragoucy

CEO, 

Chairman 

of the 

Board

Chief 

Transformation 

Officer

Stefan 

Claeys

MD 

modulyss

Å Joined Balta in April

Å Previously at Beaulieu

as general manager 

Technical Textiles

Å Before ten years at 

Wienerberger Group

Å Recruitment process

ongoing
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Our diversified operating segments

Note: Baltaôs fourth division, Non-Woven, accounted for 3.3% of 2018A Total Adj. EBITDA (or ú2.4m). The Non-Woven division provides a broad range of niche products for a variety of selected end markets 

including (i) Technical (automotive, carpet backing, etc.) and (ii) Commercial (carpets for trade fairs/expos and other events).

(1) Mechanically woven rugs.

Brands

Rugs Commercial Residential

Market position Å #1 in EuropeÅ #1 in Europe(1)

Å #2 globally(1)

2018A Revenues

2014-18A CAGR

2018A Adj.EBITDA

margin,%

Åú206m

Å (3.6%)

Åú11.4m

Å 5.5%

Åú198m

Å 2.2%

Åú27.9m

Å 14.1%

Highlights Å PP and PA-based broadloom carpets ï

complete product range covering all market 

price points

Å Excellence in creativity & design 

Å Continuously upgrading product offering to 

remain at the forefront of the market

Å Reputation of reliability thanks to excellent 

service and quality

ÅWide range of mechanically woven and         

tufted rugs

Å Global sales footprint with sales in > 110 

countries

Å Market leader in creativity, technologies and 

product innovation

Å Design plays a key role, with new collections 

being introduced twice a year

Å Increased production at the low cost state-of-

the-art manufacturing facilities in Turkey

Å Strong and growing presence in the US

Route to market Å Major retailers and wholesalers, such as 

specialized carpet, home improvement and 

furniture chains, DIY stores, independent 

retailers and carpet fitters 

Å Furniture retailers

Å DIY retailers

Å Specialized stores

Å E-commerce

Å Leader in the premium US segment with high 

margin and fast growing market share

Å #3 in Europe

Å ú215m

Å 10.5%

Åú30.6m

Å 14.2%

Å Modular carpet tiles and broadloom for the 

commercial market

Å Bentley (US) ïleading player in the US 

premium commercial carpet segment with 

historical focus on offices. Luxury, 

timelessness and crafted quality using 

premium materials

Å Modulyss (Europe) ïsuccessful challenger in 

the European mid-market carpet tiles segment 

Å Arc Edition (Europe) ïhigh-quality wall-to-wall 

carpets with wide choice of in-stock collection

Å Highly flexible manufacturing setup in the US, 

highly efficient manufacturing facilities in 

Europe

Å Direct channel (primarily in the US)

Å Architects / designers specifying 

the product

Å Contractors

Å Distributors (currently more used in Europe)

End market Å Installed flooring, driven by renovation &         

new build

Å Home decoration, impulse buy with no need 

for installation ïmore resilient

Å Installed flooring driven by renovation, new 

build and change of tenants
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Our end-markets benefit from favourable trends

Strength of our 

end-market

Key markets

Key drivers

Rugs Commercial Residential

ÅUK

ÅGermany

Å France

Å USA

Å France

ÅGermany

Å Rest of World

ÅResidential RMI spend

ÅTurnover of housing stock

Å Household home furniture spending

Å Consumer confidence

ÅHousehold home furniture spending

ÅConsumer confidence
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Source: Company data, third-party research

Note: (1) Converted in EUR using current exchange rate.

ÅUSA

ÅEurope

ÅCommercial construction and RMI spend

ÅShift from broadloom to carpet tiles
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Focus on growing 

e-commerce channel

Growth in adjacent segments in the 

US. Leveraging successful US                  

model in Europe

Stable RMI end-market. Focus on 

higher margin products and cost 

reduction

Commercial consumption continues to grow

Our strategy
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Total Residential RMI spend: Germany, France, UK

(ú in billions in 2017 prices)

CAGR: +0.3% CAGR: +0.6%

Stable RMI spend for many yearsStrong performance in the US; stable in Europe
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Evolution of our business to global and more diversified

Geography

ÅRevenue EUR 520m

Å8 production sites and 1 

Distribution Centre (ñDCò)

2014

ÅRevenue EUR 646m

Å9 production sites and 2DCs incl. a 

new DC dedicated to e-commerce       

in the US 

ÅContinuously increased production 

in the low cost Turkish plant

ÅStreamlined Residential footprint 

ÅAcquisition of Bentley Mills in 2017

Today Key achievements

Business mix

Operating 

profile

From European 

company to global 

business

Business mix 

diversification with 

focus on the growth 

of higher margin 

Rugs and 

Commercial divisions

Improved operating 

model

Europe
82%

North 
America

9%

Row
9%

Europe
62%

North 
America

31%

Row
7%

Rugs
35%

Commercial
13%

Residential
46%

Non-Woven
6% Rugs

31%

Commercial
33%

Residential
32%

Non-Woven
4%

Revenue, FY 2018

Revenue, FY 2018
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Key highlights

Global leader in decorative rugs with a leading position in European carpets and a fast growing US 

commercial segment 

1

Attractive consumer and carpet market dynamics driving long-term demand with high focus on stable 

renovation market

2

Excellence in design, product development and innovation

3

Focus on earnings improvement and cash flow generation through operational excellence and organic                

growth initiatives

4

Experienced management team with clear strategic vision and actionable plan to drive the business forward

5
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Where are we today?

Å Challenging macro environment has affected the entire sector

o Margin pressure from GBP depreciation since Brexit Referendum and marked raw material inflation continuing

since H2 2017

o Price increases implemented in 2018 partially offsetting inflation. Another wave of price increases successfully

implemented in Q1 2019

o Residential footprint optimization delivered fixed costs savings in line with plan

Å Headwinds from company specific issues promptly addressed

o Strongly growing US Rugs business experienced a set back by missing out on two seasonal tenders for outdoor

collection in 2018 - partially re-awarded for 2019

o Rugs division has broadened the customer base in the US and benefited from first sales into e-commerce

channel

Å Increased focus on high margin Commercial division has delivered solid financial results

Financial performance 

after IPO & 

actions taken

Signs of turning point 

in performance 

Å Despite strong headwinds temporarily affecting our margins in the recent past, structural growth dynamics

underlying our end markets remain strong

Å Revenues are back on a growth trajectory in Q4 2018 and Q1 2019

Å Earnings have stabilized in two consecutive quarters in spite of significant investments in growth initiatives (ú0.7m

higher SG&A due to NEXT in Q1 2019)

Å Our earnings enhancement initiatives support significant EBITDA growth over a three year period, both from costs

savings and topline expansion perspectives

New strategic focus

Å Cyrille Ragoucy announced as interim CEO in August 2018 and confirmed as permanent CEO in April 2019

Å Strategic and operational review resulted in cost saving and growth initiatives (ñNEXTprogrammeò)

Å Implementation of NEXT started in Q1 2019 and is well on track
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After a challenging start into 2018, our top-line is back 

on track

Note: (1) Organic growth is defined as growth at constant currency and excluding M&A.

(2) Excluding impact of IFRS16.

LTM EBITDA, úm

97.4  99.0  99.2  
93.5  

87.3  79.6  
72.0  70.2  72.4  72.7  

Q4
2016

Q1
2017

Q2
2017

Q3
2017

Q4
2017

Q1
2018

Q2
2018

Q3
2018

Q4
2018

Q1
2019

New CEO who 

brought stability 

and control

Organic growth of 1.7% y-o-y in Q4 

2018 and 11.5% y-o-y in Q1 2019 

First 

benefits of 

NEXT later 

in the 

year, with 

significant 

impact as 

from 2020 

onwards

LTM revenue, úm

Despite heavy 

investment on 

growth, Q1 2019 

still reports growth

Key drivers

Á Six key initiatives implemented in 2018, encompassing profitable 

revenue growth and delivering an increased level of cost savings

ü Rugs: US returned to growth in H2 2018

ü Commercial: delivered solid performance throughout the year

ü Residential: increased share of high margin products and 

successfully executed an operational footprint reorganization 

(reduced from three to two existing sites)

ü Integration savings identified and achieved in procurement

Current status & prospects:

Á Rugs 

ü Solid performance in US, after winning back share of wallet from 

key outdoor customers

ü European Rugs sales showed a strong Q1 2019, with Balta 

being able to leverage the roll-out of specific programs with key 

customers

Á Commercial

ü Fast growth in the commercial segment driven by US

ü EU in process of replicating winning US model and leverage 

direct route to market

Á Residential

ü Slight improvement in overall residential market trend in Q4 

2018, and margin recovery registered in Q1 2019 due to 

growing share of higher margin products and price increases 

realized outside of UK

Á Headwinds from raw materials, energy and transport costs are being 

mitigated by several initiatives on pricing and cost side

(1)

(2)
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NEXT: Three Year Earnings Enhancement program

Improving

Commercial Excellence

Key initiatives

Delivering 

Sustainable    

Growth 

Increasing Cost 

Competitiveness

2

3

1
Å Channel: e-commerce opportunity in the US & Europe

Å Product offering: continued optimization

Å Better pricing monitoring / intensified interaction with salesforce

Å Key account planning procedures and allocation of dedicated resources

Å Developing sustainable / innovative collections; accelerating expansion of more

innovative product lines

Å Penetration of untapped verticals through hiring of specialized sales personnel

Å Lean: started operational excellence project in Tielt plant (ú4m run-rate savings) that

revealed significant improvement potential which can be mirrored at other plants

Å Identified procurement savings ahead of target with first results expected in the P&L

as from Q3 2019

Å Build up S&OP capabilities and analytics for group wide complexity reduction, with

initial focus on decreasing the product offering long tail and achieving inventory

management benefits

Å US: focus on market share in office segment, increased efforts in adjacent segments

Å Europe: opportunity in specified channel (through Architects & Designers)

Å UK: expect market normalization in mid-term

Å Improving cost efficiency & service

Rugs

Commercial

Residential



1. Delivering sustainable growth

11
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Rugs segment

Our strengthsRugs LTM revenue, úm

ÅStrong rebound of revenue growth in Rugs division 

in Q4 2018 and Q1 2019

ÅReacquiring share of wallet in outdoor programmes

starting from Q4 2018 thanks to top-notch product 

and service quality. US benefiting from 2019 

outdoor season shipments

ÅSuccessful roll-out programs with key customers in 

Q1 2019
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Rugs, 

38%(1)

Current themes and initiatives

ú[]m

Å E-commerce: dedicated team and distribution to capture online rugs sales 

in the US. Similar steps being taken in Europe

Å Sustainable rugs: fully recyclable collections

Å Outdoor rugs programmes in US re-awarded for the 2019 season

Å Cost competitiveness: 

o Progressively optimizing production costs through implementation of 

operational excellence initiatives and complexity reduction

o Launching Lean programme in several other plants

High-quality and designV

Unique product ïe.g. reversible, fully washable rugs

Exposure to the faster growing synthetic rugs segment

Innovation track record

V

V

V

Note: (1) Share in 2018 Adj. EBITDA
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Rugs segment (contôd)

Market Observations

Stable outlook

Balta focus

Furniture 

retailers

DIY retailers

Specialized 

stores

E-commerce

Wholesalers

Market direction

Growing channel on 

the low-end segment

Impacted by decline 

in the high-end 

segment

A fast growing  

channel with high 

potential

Smaller segment with 

negative outlook

Channel

Key observations

Å High focus in the long-term 

o Started indirectly with
ñbrickand clickò
customers in the past

o In Germany, 20% of
sales to e-commerce
customers (indirect)

o Pilots with pure e-tailers
in 2018 to refine
strategy and be ready to
start with strong growth
from Q1 2019

Å Hired expert team for the 

increasing online presence 

in the US

Å Established dedicated new 

e-commerce DC in the US

Å US Blueprint used to foster 

online presence in Europe

Balta actions in

e-commerce

V

V

V

V
(Likely to be reduced 

in the long-term)
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Commercial segment

ÅPro forma revenue growth in Commercial division in 

FY2018 +7.8%, momentum maintained in 2019

ÅMarket share gains in the US, growing by 20%+ in 

2018 and Q1 2019, as our investments in sales 

resources and innovative products paid off

ÅEurope: revenue broadly stable year-on-year                

in 2018

Commercial, 

42%(1)

Commercial LTM revenue(2), úm Our strengths

Current themes and initiatives

Å Market share gains: penetrate new segments in US and maintain                   

high growth rate

Å Competition in Europe: replicate US operating model, beef up                  

direct sales 

Å Pricing: targeted price increases in Q1 

Å Cost competitiveness: Lean programme at Tielt plant ongoing, will be 

extended to several other plants

Successful US commercial carpets business (20%+ growth)V

Well positioned on quality and price in Europe

Differentiation through design and customer proximity

V

V

Note: 

(1) Share in 2018 Adj. EBITDA.

(2) Pro forma Bentley.
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Commercial segment (contôd)

US - offices

US ïmulti-family

US ïhigher

education

US ïother 

(public buildings, 

healthcare etc)

Europe - offices

Segment

C
o

m
m

e
rc

ia
l 
U

S
C

o
m

m
. 

E
u

ro
p

e

Market Observations

Balta focus
Market 

direction
Key observations

Balta actions ï

Europe

Stable outlook

Our core market that 

continues to grow. 

Largest segment ï

50%+ of total US 

commercial segment

Smaller segment with 

multiple decision 

makers

Fragmented market

Favourable market 

outlook

VV

V

V

V

Å Leveraging successful        

US model

Å Invest in direct sales 

channels by increasing   

the sales force size as   

well as opening showrooms 

to influence key decision 

makers

Å Leveraging the global 

Bentley accounts outside of 

the US

Balta actions -

US

Å Further increase in sales 

force to sustain high  

growth rates

Å Opportunity to tap further 

end customer segments

Å Complement high-end 

Bentley portfolio with 

Modulyss affordable 

product offering

Note: (1) BMCW estimates.

(1)
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Residential segment

ÅStabilization in Q1 2019 after revenue decline in 

FY2018 (12.1%)

ÅContinental Europe: price increases executed in Q1 

2019 in subdued trading environment

ÅUK: Environment remains challenging, revenues 

impacted by stocking cycles

ÅIncreased share of high margin products (31% of 

Q1ô19 residential revenue)

Residential, 

16%(1)

Residential LTM revenue, úm Our strengths

Current themes and initiatives

Å Competition: continue focus on higher margin products in EU 

Å Focus on the UK 

o Rebalance our customer portfolio to address several other segments

o Improve service and execute on cost competitiveness initiatives

o Expand warehousing, set up cut-length in UK 

o Brexit: contingency plans in place

Å Cost competitiveness:

o Reduce complexity, prune product portfolio

o Differentiated pricing opportunity being assessed 

o Lean programme at Tielt plant ongoing, will be extended to several 

other plants

Leading market sharesV

Design leadership with track record of product innovation

High product quality and consistency

V

V

Note: (1) Share in 2018 Adj. EBITDA
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Residential segment (contôd)

End-market 

dynamics

Client 

preferences

ÅPolypropylene carpets, focused towards the                      

mid-segment

ÅPolyamide (PA) carpets which are softer (e.g. 

suitable for children rooms) and less price sensitive

Our strategy ÅFocus on higher margin products 

ÅMore balanced approach towards go-to-market 

channels

ÅIncrease focus to provide better service to our clients

ÅExecution on cost competitiveness programme

ÅFocus on higher margin products 

Market position ÅRepresents approximately half of our Residential 

revenues

ÅHigher margin value-add products

ÅRepresents approximately half of our Residential 

revenues

ÅLower margins compared to Continental Europe

ÅHistorical preference for soft flooring

ÅPositive tailwinds for residential newbuild

ÅUndersupplied housing market with years of pent-up 

demand

ÅUnderlying shift to hard flooring in recent years

ÅPositive impact from demographic effects, the rise in 

householdsô purchasing power, and improvements in 

the employment market

Source, Management estimates.

34

6

110

Estimated residential broadloom consumption per annum

(million sqm)



2. Improving commercial excellence
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NEXT: Commercial Excellence

Key initiatives Current status

Å Successfully implemented price increases showing first benefits in Q1

Å Launched ñCommercialAction Roomòto bring cadence to sales organization

Å Better price monitoring - intensified interaction with salesforce

Å Differentiated pricing opportunities identified

Å Value-based pricing approach to be implemented

New pricing strategy

Product and client mix rebalancing

Increase in sales force effectiveness

Å Shift to higher margin products

Å Accelerating expansion of more innovative product lines

Å Penetration of untapped verticals through hiring of specialized sales

personnel

Å Capability building program launched to bring best practice to the sales

organization

Å Increased focus on Key Account Management

Å New incentive scheme with focus on individual performance is being finalised
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Increasing sales force effectiveness through capability 

building and incentives

Context

Å Program designed to bring best

practices to our sales

organization through a mix of

field (on-the-job) and forum

(classroom) sessions

Capability 

Building 

Program

Sales force 

incentive 

scheme

Å Create a better alignment

between sales force incentives

and sales performance

Topics

Å Refine our market and customer insights

Å Revisit segmentation based on sales and service needs

Å Adopt the right value proposition and value-based pricing

Å Aggregate into a growth plan for key accounts

Å An incentive scheme clearly linked to individual sales

performance motivates the salesforce to do (even) better

Å Quarterly adaptable KPI weightings allow Balta to react to

market opportunities in a faster and more flexible way

Å A set of non-financial KPIs (such as customer satisfaction and

quality of planning) allow Balta to create a more professional

approach towards its customers

Å Drive on clearly defined, preset objectives



3. Increasing cost competitiveness
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NEXT: Increasing cost competitiveness 
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Lean projects across our plants

Procurement savings

Group-wide complexity reduction

Key initiatives Current status

Å Ongoing with an initial focus on decreasing the long tail of our product offering
and benefiting our inventory management

Å First discussions with business on rationalization opportunities have
commenced

Å Adding data-driven decision making into existing portfolio management

S&OP improvements

Å A first set of new forecasting tools and enhancements to existing planning tools
have been implemented

Å Development and implementation of more integrated, fit-for-purpose planning
tools is on track

Å Shift to vendor owned inventory and just-in-time ordering of raw materials

Å Ahead of target with first results expected in the P&L from Q3 2019

Å Cross functional working groups launched for technical spend, backing,
packaging and transport

Å Closer integration of Bentley with group procurement. Hiring process for a
strategic purchasing manager is in process to address indirect spend

Å Implementation began at our Tielt plant, targeting run-rate cost savings
of c.ú4m

Å Improving processes, systems & tools to increase capacity and reduce costs

Å Similar Lean projects are being started across other plants
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Case study ïlean implementation at the Tielt plant, targeting run-rate cost savings of c.ú4m with 

limited upfront investment

Lean ïTielt case study

ÅImplementation has started at the Tielt plant, to be followed by several other 

plants in the coming weeks

ÅImproving processes, systems & tools to increase capacity and reduce costs:

o Equipment efficiency ïspeed increase and change over optimization

o Work efficiency ïplanning and lean system improvements

o Raw materials efficiency ïmore recycling and reducing scrap

o Energy efficiency

Å Bringing shop floor performance management to the next level - formal and 

on-the-job training and competency building at every level of the organization 

is a corner stone of our Lean transformation

Å Multi-functional teams and collaboration between different departments 

ensure we target end-to-end optimization

Å Lean implementation is centrally supported by a transformation team that 

ensures consistency, overall prioritization of efforts and investments, as well 

as embedding best practice sharing

Å Targeting strong engagement of all employees - additional improvement 

initiatives are being proposed to either close any gaps that occur or 

overachieve the initially set target


