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The Revenue Performance




WHAT’S STOPPING YOU FROM
INCREASING YOUR SALES BY 13%?
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AND YOUR EBIT BY 70%?



Would an investment equal to

1% OF SALES be worth it

1000000~







Dave Brailsford “gambled” that he
could achieve the same

in performance seen by drugs
cheats,



"We've got this saying, '‘performance by the

aggregation of marginal gains’...

It means taking the 1% from everything you
do; finding a 1% margin for improvement in
everything you do. That's what we try to do
from the mechanics upwards.” s pavid srailsfora







Benefit

10

A Spectrum Of Marginal Gains

4 PM-OptPacing & Max{Watts/CdA) & Smart Recovery

& Low CrrTyres 4 AeroComponents & Altitude Training

4 Aero{lothing 4 Min(Weight)
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How 1% Marginal Gains Affected British Cycling

2000 2004 2008 2012 .

Gold 1 pi 8 8
Silver p) 1 4 p)
Bronze 2 1 pi 2

Team Sky

-
Formed 2010 — Goal to win Tour de Fr

Won 2012 (Wiggins), 2013 (Froom
NB: Froome also ru






“It’s unbelievable how much you don’t
know about the game you’ve been playing
your whole life.”

Mickey Mantle
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How 1% Marginal Gains Affect Revenue Performance

Lead to Contact

Contact to Offer

39%

2.0% — 37%

+1%

+1%

40%

383% /~ +2.3%

!
e

Offer to Close 14% +1% 15%
Revenue $230,000,000 $259,618,000
Gross Margin $80,500,000 $90,886,000
Overheads $66,700,000 $66,700,000
EBIT $13,800,000

Earnings Multiple

4

$24,166,000 %

Valuation

$55,200,000

$96,644,000



RPMG Client Results: 2006 - 2015
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Annual Revenue at Commencement with RPMG



RPMG
Revenue Performance “Heat-Map”
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RPMG

Revenue Performance “Heat-Map”
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