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Operating review
Financial performance

Statutory operating
profit/(loss)

Revenue

Adjusted operating
profit/(loss)

2021

2020

2021

2020

2021

2020

Membership & HVAC – North America

506.4

429.5

82.2

67.6

105.0

85.4

UK

338.9

372.9

(18.5)

62.8

72.5

81.0

France

132.6

111.8

28.4

26.9

35.6

33.8

Spain

195.7

154.1

14.7

19.6

17.7

20.1

—

—

(10.0)

(0.9)

(6.3)

(4.7)

Membership & HVAC – EMEA

667.2

638.8

14.6

108.4

119.5

130.2

Home Experts

139.8

71.8

(25.0)

(17.4)

(10.2)

(13.9)

(8.7)

(7.8)

—

—

—

—

1,304.7

1,132.3

71.8

158.6

214.3

201.7

£million

New Markets

Inter-segment

1

Group

Key performance indicators
Membership

Income per customer
North America

A resilient operational performance saw
the Membership retention rate increase
on the prior year

Customer numbers (m)

2021

2020

$108

$102

UK

£144

£140

France

€109

€108

Spain

€60

€61

Group

n/a

n/a

2021

2020

Policy retention rate
2021

2020

North America

4.7

4.4

North America

85%

83%

UK

1.6

1.8

UK

78%

78%

France

1.2

1.1

France

88%

89%

Spain

0.9

1.0

Spain

83%

83%

Group

8.4

8.3

Group

83%

82%

Home Experts

Webs visits (m)

Against a challenging backdrop, the Home
Experts businesses grew consumer demand,
with Checkatrade particularly notable.

Checkatrade
eLocal
Habitissimo
Group

Paying trades (tradespeople) (000)

2021

2020

29.0

23.6

n/a

n/a

89.0

87.3

118.0

110.9

2021

2020

8.1

n/a

Contacts (m)
2021

2020

Checkatrade

44

39

Checkatrade 2
eLocal

eLocal

n/a

n/a

3.6

2.7

Habitissimo

20

24

Habitissimo

n/a

n/a

Group

64

63

Group

11.7

n/a

3

Inter-segment revenue includes transactions with other Group companies removed on consolidation and principally comprise royalty and other similar charges. 2 Checkatrade
commenced capturing contacts partway through FY20, hence a comparative for FY20 is not available. 3 For eLocal, contacts represents the total number of monetised calls.

1

The net impact of changes in the Euro and USD exchange rates between FY20 and FY2 resulted in a £12.4m decrease in the reported revenue and a £3.3m decrease in adjusted operating
profit.
HomeServe uses a number of alternative performance measures (APMs) to assess the performance of the Group and its individual segments. These are used in headline financial
results and throughout the Strategic report. APMs are non-GAAP measures which address profitability, leverage and liquidity and together with operational Key performance indicators
give an indication of the current health and future prospects of the Group. Definitions of APMs and the rationale for their usage are included in the Glossary at the end of this report with
reconciliations, where applicable, back to the equivalent statutory measure. The key APMs used in the strategic report are adjusted operating profit and adjusted profit before tax.
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MEMBERSHIP & HVAC – NORTH AMERICA
Income per customer

4.7m

$108

7% from 4.4m
Policies

Adjusted operating profit

8.2m

$137.9m

10% from 7.5m

North American Membership
and HVAC had a great year,
despite much reduced
marketing volumes in the first
few months of the pandemic.

6% from $102

27% from $108.6m

Retention rate

Affinity partner households

85%

66m

2ppts from 83%

3% from 64m

Financial performance
FY21 saw North America take further strides towards all of
the medium term milestone targets set out at the June 2019
investor day, notably $230m of adjusted operating profit.

the directly employed engineers within North America’s
portfolio of HVAC businesses and, like HVAC installations
revenue, benefited from FY21 acquisitions as well as a full
year run rate from prior year acquisitions.

Total revenue growth of 22% was an extremely strong
performance in the pandemic environment, and was
underpinned by continued strong organic revenue growth
of 9%. Net policy income rose 13%, with 10% growth in the
number of policies seeing it break through the eight million
mark, whilst income per customer grew by 6%.

Adjusted operating margin rose by 1 percentage point,
as good progress on leveraging the fixed cost base in
Membership was partially offset by the dilutive impact of
continued growth in HVAC.

$million

2021

2020

Change

510.7

451.2

13%

74.9

39.5

90%

585.6

490.7

19%

76.0

53.3

43%

Revenue
Net policy income
Repair network
Membership
HVAC installations

4.2

2.1

101%

Total revenue

665.8

546.1

22%

Adjusted operating costs

(527.9)

(437.5)

21%

Adjusted operating profit

137.9

108.6

27%

21%

20%

1ppt

2021

2020

Change

388.1

354.9

9%

57.1

30.6

87%

445.2

385.5

16%

57.9

42.4

37%

Other

Adjusted operating margin
£million

Revenue
Net policy income
Repair network
Membership
HVAC installations

3.3

1.6

101%

Total revenue

506.4

429.5

18%

Adjusted operating costs

(401.4)

(344.1)

17%

Adjusted operating profit

105.0

85.4

23%

21%

20%

1ppt

Other

Adjusted operating margin

Revenue from the repair network and HVAC installations
both grew strongly. Repair network revenue largely derives
from jobs completed for Membership policyholders by

Operational performance
North America is the Group’s key driver of near term growth,
based on the substantial opportunity to further penetrate
a vast and early stage market, and the strong position
HomeServe has today as market leader. FY21 saw further
progress in capturing this growth opportunity.
Top line growth in North America continues to be driven
by partnerships with water and energy utilities, with the
development of existing partnerships just as material as the
signing of new ones. The pipeline for signing new utilities is
the strongest it has ever been, and the addition of 6m gross
new households was 58% ahead of FY20. The total number
of households to which the business has access rose to
66m. Net growth was 2m after three utilities, accounting
for 4m households, were removed from the base as the
partnerships were inactive.
In contrast to the tens of thousands of utilities and
municipal providers responsible for water, the structure of
the North American energy utility landscape is far more
concentrated, with the top 10% of energy utilities together
serving a combined 94m households. Energy efficiency
and decarbonisation is increasingly top of mind for these
utilities and their customers, and HomeServe recognises
the potential to partner with utilities to add value for their
customers in this area. The business saw good early traction
during the second half as it launched an electric vehicle
charging maintenance product with one of its largest energy
partners. This product is already proving to be a differentiator
in opening up utility conversations more quickly.

STRATEGIC REPORT

Customers
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MEMBERSHIP & HVAC – NORTH AMERICA CONTINUED

Whilst adding new utility partnerships and new households
drives the long-term potential size of the North American
business, near term growth in customers, revenue and profit
continues to be largely driven by existing partnerships. Some
of North America’s longest-standing partners continue to be
a source of the best customer growth. This gives excellent
opportunities to invest marketing dollars both with existing
partners, and also in fresh new territories which have never
previously seen a HomeServe type offer.
FY21 saw further good growth in customers, up 7%, with
more than 6 percentage points of this driven organically. The
slight slow down from the prior year (FY20: 9% customer
growth) reflects the decision to reduce marketing spend
during the first half given the onset of the COVID pandemic.
This marketing spend was subsequently deployed in the
second half, during which the sequential customer growth
accelerated to 5% (first half of FY21: 2% customer growth)
- the fastest since the second half of FY19 – as campaigns
continued to see good take-up rates.

A base of highly satisfied customers who derive value from
their membership and renew their policies continues to
provide a solid foundation towards the Milestone 2 target of
between 6-7m customers. Customer satisfaction improved
on the prior year. Against a backdrop where pandemic
restrictions have prompted renewed focus on homes,
thereby highlighting the value of HomeServe’s proposition,
the importance of great customer service to HomeServe’s
model was seen in the materially higher retention rate,
which rose by 2ppts to 85%.

The Group’s HVAC buy-and-build strategy is most advanced
in North America, and here too FY21 saw further progress
towards the Milestone 2 target of HVAC contributing $3045m of adjusted operating profit to the overall $230m target.
There was a profitable in-year contribution from a further
seven acquisitions, with North American HVAC operating
profit now around $10m, and margins approaching the 1015% range being targeted globally.
A significant element of recent historical capital expenditure
has been to embed further automation and digitisation
in Membership. This is now reducing and in some cases
largely eliminating the need for human intervention in the
claims process – bringing cost benefits whilst also driving a
superior customer experience. Progress during the second
half has given confidence on the role this programme
will play as a component of the remaining bridge to the
milestone targets for adjusted operating margin of 24-26%.
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MEMBERSHIP & HVAC – EMEA

All of our European
businesses display attractive
characteristics: loyal,
recurring customers with
high retention rates.

2021

2020

Change

Total revenue

667.2

638.8

4%

Adjusted operating costs

(547.7)

(508.6)

8%

Adjusted operating profit

119.5

130.2

(8%)

£million

UK
Policies

Income per customer

4.4m

£144

11% from 4.9m
Customers

1.6m
10% from 1.8m

Financial performance
Net policy income declined by 6% as the UK business
continued to focus on fair pricing outcomes for customers
and marketed at lower levels than it has historically. The shift
away from renewal discounts for early vintage customers
is well established and drove a further reduction in the
number of customers (down 10%), which was only partially
offset by a 3% rise in income per customer.
2021

2020

Change

233.2

249.4

(6%)

80.3

89.5

(10%)

313.5

338.9

(7%)

HVAC installations

12.1

21.2

(43%)

Other

13.3

12.8

4%

338.9

372.9

(9%)

Adjusted operating costs

(266.4)

(291.9)

(9%)

Adjusted operating profit

72.5

81.0

(10%)

Adjusted operating margin

21%

22%

(1ppt)

£million

Revenue
Net policy income
Repair network
Membership

Total revenue

3% from £140

Retention rate

Affinity partner households

78%

26m

unchanged from
prior year

unchanged from
prior year

The lower customer base also impacted repair revenue,
as the UK directly employed engineer network completed
a lower number of jobs (FY21: 0.8m, FY20: 0.9m) than the
prior year. This was intensified in the first half as pandemic
restrictions limited the range of jobs that the directly
employed network was permitted to complete.
HVAC installations was the area most impacted by the
pandemic in the UK. Revenue declined sharply yearon-year; installations are largely discretionary and nonemergency in nature meaning demand was heavily
dampened by stay-at-home restrictions in the first half, and
particularly the first quarter. Whilst installation volumes were
down around 60% on the prior year in the first half, greater
access to homes and a pivot to video survey technology in
the second half resulted in a rebound such that installation
volume during Q4 was higher year-on-year.
Adjusted operating costs fell in line with revenues, reflecting
the elements of the cost base (partner commissions and
marketing) that flex with customer acquisition and retention,
leaving the adjusted operating margin broadly unchanged
from the prior year.

STRATEGIC REPORT

The EMEA business division encompasses the established
Membership & HVAC businesses in the UK, France and
Spain, HomeServe’s share of the joint venture operation with
Mitsubishi Corporation in Japan and expansion initiatives
into adjacent territories in Europe.

42

Strategic report
Operating review

HomeServe plc Annual Report & Accounts 2021

MEMBERSHIP & HVAC – EMEA CONTINUED

UK continued

Operational performance
On a statutory basis the UK business recorded an
exceptional charge of £87.8m, principally in relation to
the full impairment of its eServe CRM system. eServe was
highly configured and became costly and inflexible to
implement, with further configuration issues emerging as
implementation progressed. As a result of this customisation,
the system exhibited high operating costs and a high cost of
change. During the second half of FY21 additional capability
issues came to light as more policies were introduced
onto the system, meaning that the duration of the parallel
run period alongside the legacy system would need to
be extended. Following an extensive review of system
capability and robustness and the ongoing operational
needs of the business, the difficult decision was taken to
revert the minority of customers on this platform back
to the existing Ensura CRM system, which is the proven
system of record in North America. Following a period of
decommissioning, eServe will be replaced by a flexible,
cloud-based solution. Current planning suggests this will
be a Salesforce solution, similar to those implemented
successfully in France and which is planned for
implementation in North America.
The transformation of the UK business accelerated in the
second half, with new management focused on embedding
the operational processes and technology that have
supported growth in North America. Key initiatives include
implementation of a cloud-based integrated claims and
field management application which enables real-time
status updates and best-in-class route optimisation. Nearly
all directly employed engineers were migrated onto this
platform in the second half and migration of the contractor
network is underway. Looking forward, a natural language
call automation platform, which enables customers to claim
and book an appointment all within the application, will be
rolled out in FY22.

offer HomeServe’s home assistance products to their 1m
customers. The UK business has been encouraged by
early engagement and collaboration with other energy
players in the UK market who seek to offer consumers a
seamless, digitally-led way to manage their home assistance
needs.
Water partnerships remain the largest customer acquisition
channel and the UK business remains focused on
maximising these relationships. In the second half, longterm renewal agreements were secured with five water utility
partners. Periodically, management focus and marketing
spend is reviewed and re-deployed into more attractive
acquisition opportunities, as was the case with Thames
Water, where the partnership expired on 31 March 2021.
HomeServe retains exclusive renewal rights on the 0.1m
customer book built through the Thames partnership.
Digital customer acquisition accelerated in FY21 in all
branded channels – water, energy and HomeServe directly
owned digital channels – helped by a redesigned, simplified
website with improved conversion. Web traffic significantly
increased as the improved conversion resulted in more
effective paid marketing. High quality optimised content
also helped to drive growth in organic search traffic. In total,
acquisition through digital channels increased by 33% yearon-year, with digital accounting for a quarter of gross new
customer additions. The digital channel remains a key focus
area for further improvements in FY22 and beyond.

These transformational technologies significantly enhance
customers’ experience and will drive efficiency gains in the
coming year.
Alongside the transformation of operational processes and
technology, the UK team are developing several routes to
growth including significant new energy partnerships and
acquiring more customers through digital channels. The UK
team has also started to execute the HVAC buy-and-build
strategy successfully deployed in the US, France and Spain.
In energy, the UK business strengthened its relationship
with E.On, a ‘Big 6’ energy player. E.On will commence a
call transfer program with HomeServe in the first half of
FY22, in addition to the digital program already in place.
Last week, a partnership was signed with Shell Energy to

Within HVAC, the legacy installation business has been
re-structured and improved. Alongside this, the UK joined
the other HomeServe territories in deploying an HVAC
buy-and-build strategy. North America, France and Spain
developed a successful model focussed on acquiring
smaller HVAC businesses founded on strong local
reputations. The first UK acquisition as part of this strategy
completed partway through the second half and made a
profitable in-year contribution. Looking ahead, an attractive
pipeline of other opportunities is now in place.
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France
Affinity partner households

2.4m

19m

3% from 2.4m

Customers

1.2m
Financial performance
France saw continued growth in FY21, surpassing the
previous records attained in FY20 for the highest ever
revenue and operating profit.
Net policy income increased by 5% to €126.6m, driven by
further strong growth in customer numbers which rose
5% on the prior year. HVAC intsallations revenue increased
129% to €17.9m, with contribution from a further ten FY21
acquisitions and the annualisation of prior year acquisitions.
€million

Revenue
Net policy income
Repair network
Membership
HVAC installations
Other
Total revenue
Adjusted operating costs
Adjusted operating profit
Adjusted operating margin
£million

Revenue
Net policy income
Repair network
Membership
HVAC installations
Other
Total revenue
Adjusted operating costs
Adjusted operating profit
Adjusted operating margin

Retention rate

Income per customer

88%

€109

1ppt from 89%

5% from 1.1m

2021

126.6
0.3
126.9
17.9
3.7
148.5
(108.7)
39.8
27%
2021

113.0
0.3
113.3
16.0
3.3
132.6
(97.0)
35.6
27%

2020

Change

120.1
0.4
120.5
7.8
0.1
128.4
(89.4)
39.0
30%

5%
(14%)
5%
129%
n/a
16%
22%
2%
(3ppts)

2020

Change

104.5
0.4
104.9
6.8
0.1
111.8
(78.0)
33.8
30%

8%
(23%)
8%
135%
n/a
19%
24%
5%
(3ppts)

The adjusted operating margin of 27% (FY20: 30%) is
indicative of the targeted level over the medium term and
reflects the investment in the growth opportunities open
to the French business including a renewed partnership
with Veolia and accelerated customer acquisition via digital
channels.
Operational performance
Gross customer additions of 0.2m were the best ever in the
20 year history of the French business, up by 10% on the
prior year and helping drive the period end total customer
number to 1.2m. This was underpinned by continued

4% from 18m

1% from €108

acquisition through the long-standing relationship with
Veolia (where customer additions grew 13% on the prior
year) and also developing activity in newer channels such
as through online aggregators in the home moving process
like Papernest (where customer acquisition almost trebled
compared to the prior year). The French business recognises
the opportunity to drive further customer growth through
non-utility channels, and was pleased to extend the
partnership with Papernest by a further two years during the
year, as well as launch partnerships with three new energy
retailers.
During the year the French business invested in its IT
capabilities in order to provide a robust platform for further
profitable growth. The legacy policy management and
customer service systems used in Membership were
replaced by a cloud-based Salesforce CRM system, and in
the second half the first HVAC business was successfully
migrated to a Salesforce system which will, amongst other
benefits, aid policy upsell initiatives. More businesses in
the HVAC portfolio will migrate to this operating platform
through FY22.
The buy-and-build strategy continued in HVAC with ten
acquisitions completed during the year. The migration of
these HVAC businesses to a common operating system will,
over time, maximise the cross-selling opportunity between
installations and Membership cover, and the additional
policies from the ten in-year acquisitions now means the
French HVAC portfolio has in excess of 50,000 policies.
Reflecting the Group’s decision to focus its international
expansion efforts in Membership on adjacent territories, the
French business signed a new five year affinity partnership
with Eneco Belgium N.V., the third largest energy provider
in Belgium, at the beginning of the second half. A Belgiumbased managing director is now in role and has joined
the management team of the wider French business, as
marketing activity begins to scale up in step with the easing
of pandemic restrictions.
Customer satisfaction drives the recurring revenue model
in Membership and the French business was delighted to
receive high profile awards in recognition of the customercentric culture. The French team were awarded Élu Service
Client de l’année for the fifth consecutive year, and also won
the Gold Trophy at the CX Awards.

STRATEGIC REPORT

Policies
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MEMBERSHIP & HVAC – EMEA CONTINUED

Spain
Policies

Income per customer

1.1m

€60

4% from 1.1m

Customers

Retention rate

0.9m

83%

9% from 1.0m

unchanged from prior year

Financial performance
Total revenue in Spain grew by 24% to €219.0m, as
expansion in Claims and HVAC operations continued.
Revenue growth in the Claims business (captured in the
Repair network line) was driven by the contribution of
a first half acquisition (Mesos) and continued growth in
job volumes in the existing business. Meanwhile HVAC
installations revenue grew strongly driven by contribution
from FY21 acquisitions as well as a full year’s benefit from
prior year M&A. As expected, net policy income declined by
3% as the Endesa back book continues to run off.
€million

Revenue
Net policy income
Repair network
Membership
HVAC installations
Total revenue
Adjusted operating costs
Adjusted operating profit
Adjusted operating margin
£million

Revenue
Net policy income
Repair network
Membership
HVAC installations
Total revenue
Adjusted operating costs
Adjusted operating profit
Adjusted operating margin

2% from €61

2021

54.8
146.8
201.6
17.4
219.0
(199.2)
19.8
9%
2021

48.9
131.2
180.1
15.6
195.7
(178.0)
17.7
9%

2020

56.3
108.2
164.5
12.1
176.6
(153.5)
23.1
13%
2020

49.2
94.4
143.6
10.5
154.1
(134.0)
20.1
13%

Change

(3%)
36%
23%
44%
24%
30%
(14%)
(4ppts)
Change

(1%)
39%
25%
49%
27%
33%
(12%)
(4ppts)

Adjusted operating costs rose by 30% as direct costs in both
the Claims and HVAC businesses grew in line with revenue.
Operating margins in the second half were broadly in line
with the prior year, though this was offset by the first half
impact of largely fixed employment costs in the Claims
business being covered by lower than expected job volumes
in the initial stages of the pandemic.

Operational performance
The Claims business saw a noticeable impact from the
pandemic but responded robustly to close out the year well.
Strict stay-at-home measures in the April-June quarter of
calendar year 2020 meant a significant volume of jobs could
not be completed, with completed job volumes running at
less than 50% of expected levels. The business supported
its people through this period and retained headcount
levels and activity returned to more normal levels during
subsequent lockdowns. Mesos, the claims handling
business acquired during the first half, continues to be
integrated and made a good profitable in-year contribution
of €2.2m. Mesos expands the service capabilities of the
Claims business, diversifies the customer base and also
provides entry into the adjacent territory of Portugal.
In Membership, gross customer wins of 65k rose by 84% on
the prior year, with particularly good growth in acquisition
through the retail energy channel. Though this was more
than offset by churn in the customer base, good progress
was made during the second half in advancing engagement
with potential future partners, particularly in the retail energy
space, giving a firm base for continued growth in customer
acquisition in FY22.
In HVAC, Spain made a further four acquisitions during the
second half, bringing the total to six for the full year. The
HVAC buy-and-build strategy prioritises well-run businesses
with strong local reputations, and the six acquisitions
enabled entry into new territories of strategic importance,
including the Madrid urban area. An exciting pipeline of
opportunities remain of both new “hub” acquisitions, as well
as smaller bolt-ons.
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HOME EXPERTS

New Markets
STRATEGIC REPORT

We continued to develop
our Home Experts platforms
at pace to match more
homeowners with trades
(tradespeople) online.
Of the £6.3m operating loss in New Markets in FY21, two
thirds was driven by continuing investment in the joint
venture with Mitsubishi Corporation in Japan, and one
third by costs associated with prospecting activity for new
Membership territories, which has now concluded.
£million

2021

2020

Change

Home Experts comprises the group’s online platform
businesses, being Checkatrade in the UK, eLocal in North
America and the group’s interests in other geographies. This
division is expected to achieve profitability in FY22.

£million

2021

2020

Change

34%

Revenue
Checkatrade

38.9

38.5

1%

After two years of the Japanese joint venture with Mitsubishi
Corporation, there has been good progress. A number
of marketing campaigns have been executed with the
customer base of the first utility partner, Chugoku Electric.
Take-up rates on these campaigns have performed well,
with payback on the marketing spend towards the shorter
end of the 18-36 month range observed across the
established Membership territories.

eLocal

91.3

22.1

313%

9.6

11.1

(14%)

—

0.1

(93%)

139.8

71.8

95%

(150.0)

(85.7)

75%

(10.2)

(13.9)

(28%)

Adjusted operating loss

(6.3)

(4.7)

HomeServe Japan now has over 17,000 customers, and
is focused on increasing marketing activity to accelerate
customer growth. Early data on retention rates of the first
policies coming up for renewal are very promising.
Towards the end of the year Tohoku Electric Power became
the second utility partner signing for HomeServe Japan,
adding a further 3.9m households to the 2.9m covered
by Chugoku, and the pipeline of further opportunities is
attractive.

Habitissimo
France
Total revenue
Adjusted operating costs
Adjusted operating loss
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HOME EXPERTS CONTINUED
Paying trades

Average revenue per trade

44k

£939

11% from 39k

Contacts

Web visits

8.1m

29.0m

from n/a
Financial performance
At Checkatrade, the key dynamic impacting the top line was
the support given to the trades base at the onset of the first
UK national lockdown. Trades had the option of either a
50% discount or zero-cost “affiliate” membership for the first
three months of the financial year. 80% of the trades base
opted for the half-price discount, with 20% taking the affiliate
membership option, measures costing around £5m of
revenue. This saw average revenue per trade decline 8% on
the prior year. However the higher number of trades offset
this to leave total revenue broadly flat.
2021

2020

Change

Total revenue

38.9

38.5

1%

Adjusted operating costs

(54.9)

(48.9)

12%

Adjusted operating loss

(16.0)

(10.4)

54%

£million

Alongside a slightly higher depreciation charge as new
technology systems went live, the revenue impact of the
pandemic subscription relief was the big driver of the higher
adjusted operating loss for Checkatrade.
Operational performance
Despite the challenging backdrop caused by the pandemic,
FY21 saw Checkatrade make substantive progress in
readiness to achieve the scale set out in its milestone targets.
In a year which saw significantly reduced access to
consumers’ homes due to lockdown restrictions,
Checkatrade grew the base of paying trades by 11% - a very
pleasing result. Furthermore, the second half saw a pick-up
in the sequential half-on-half growth rate in trades, setting
the business up strongly as it entered FY22.
The key headwind to faster growth in the trades base
over the last couple of years has been member churn,
particularly among newer members. FY21 saw continued
efforts to tackle this. The introduction of ‘request a quote’
and additional search functionality has delivered a more
even distribution of consumer contacts amongst trades.
The ’request a quote’ function, where the consumer wishes
Checkatrade to find them a trade, was introduced at the end
of the first half and now accounts for a significant proportion
of total contacts on the platform. The business is focussed
on moving trades growth materially above the 11% delivered
in FY21 through strong acquisition and improvements in
early life retention.

8% from £1,023

23% from 23.6m

On the consumer side, FY21 saw Checkatrade strengthen
its position as the clear market leader among UK consumers
searching for a trade online. Of those consumers searching
for a trade through both online and offline channels in
the 12 months ending February 2021, 16% did so with
Checkatrade – significantly ahead of the second online
player in the market at 6% and meaning Checkatrade
gained share over that time period (+4ppts v. February
2020). This provided an optimal platform for Checkatrade
to further assert its brand leadership during the second
half as it executed its ”Julius Caesar” themed advertising
campaign across TV, radio and social media. Results from
the first leg of the campaign were very strong, driving an
increase of 6ppts in spontaneous brand awareness to 57%
of consumers – again significantly ahead of the nearest
competitor.
Checkatrade is clear on its roadmap to drive top line growth
and, as the FY23 profitability target comes further into view,
it is also focussed on driving this growth profitably. The June
2019 investor day set out how technology investment would
be key to this, and FY21 saw the successful execution of two
major technology programmes. Firstly, vetting automation
has markedly reduced the levels of human intervention
and time needed for a trade to proceed through the 12
different checks required to gain ’recommended, vetted
and monitored’ (RVM) status on the platform down to just
three days as at March 2021 (March 2019: 14 days). Secondly,
a new billing engine went live at Checkatrade in March. All
new trades joining the platform now do so onto this billing
engine, whilst existing members will be migrated during
FY22. The billing engine will ensure the business scales in an
efficient manner, delivering cost savings as well as revenue
optimisation by providing a platform for automating new
product initiatives.
In summary, FY21 saw further real progress by Checkatrade
as it seeks to become the reference point in the UK for
sourcing qualified and vetted tradespeople online, and the
model for the Group’s Home Experts’ marketplaces.
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Other - Habitissimo and France
2021

2020

Change

Total revenue

9.6

11.2

(15%)

(17.0)

(16.5)

3%

(7.4)

(5.3)

41%

Adjusted operating costs
Adjusted operating loss

Monetised calls 1

Trades

Web visits

3.6m

20k

89.0m

32% from 2.7m

18% from 24k

Financial performance
At eLocal, where the different model means calls rather than
subscriptions are the key monetisable unit, a 32% increase
in leads drove a similar level of revenue growth compared
to the prior 12 months of FY20. HomeServe acquired its
79% stake in eLocal in November 2019, meaning only four
months’ contribution to the FY20 comparative number.
2021

2020

Change

91.3

22.1

313%

Adjusted operating costs

(78.1)

(20.3)

284%

Adjusted operating profit

13.2

1.8

634%

£million

Total revenue

eLocal saw a strong adjusted operating profit performance
for the year of c.$18m equivalent.
Operational performance
Despite the impact of the pandemic, eLocal maintained its
impressive growth momentum in its first full 12 months of
HomeServe majority ownership. Stay-at-home restrictions
across the US during the April-June 2020 calendar year
quarter impacted consumer demand, particularly in
categories such as locksmiths, however the easing of
restrictions during Q2 saw consumer demand recover
quickly, indeed to record levels, during the summer months.
Monetised calls, the number of consumer telephone calls
which eLocal can sell to trades, grew by 32% across the
year, broadly in line with revenue growth had eLocal been
majority owned by HomeServe throughout FY20.
eLocal continues to see strong growth prospects ahead
based on driving penetration in its existing categories, as well
as entering new ones.

1

FY20 comparative for monetised calls represents full 12 months.

2% from 87.3m

Financial performance
Habitissimo saw a larger and more sustained impact from
the pandemic, particularly in its Latin American markets of
Brazil, Mexico and Chile, resulting in a 15% decline in revenue
on the prior year. Adjusted operating costs flexed down
slightly, however the top line impact still drove a higher
adjusted operating loss than the prior year.
Operational performance
FY21 saw Habitissimo further sharpen its focus on its key
markets, whilst launching the Directory Extra model.
The second half launch of the Directory Extra model, meant
a pause in new trades joining the platform and a conversion
of existing trades to an automatic model of purchasing
contacts (calls and quote requests).
Habitissimo’s exposure to the Latin American markets of
Brazil, Mexico and Chile meant it saw the most pronounced
impact from the COVID pandemic of the Home Experts
businesses. The greater focus on its European markets
saw Habitissimo purchase an online platform player in Italy
during the second half, and Habitissimo will now be the
market leader in Italy on a combined basis.

France
Home Experts activities in France relate to Maison.fr,
in which HomeServe retains a 20% stake following the
sale of 80% of the test operation in Lyon to the Maison.fr
management team during the first half.
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