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OUR PURPOSE
MYL was founded in 2003 to 
provide translation, editing and 
copywriting services at a higher 
quality, faster turnaround and 
cheaper cost than our Clients can 
execute in-house themselves. We 
achieve this by employing highly 
qualified linguists at a reasonable 
cost and making them available to 
our Clients as and when they are 
required.
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2014 Scorecard
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* Unaudited
** 30 complaints out of 34,357 jobs completed
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…From MYL’s 2013 Annual Report

“Growth in 2014 will be slower than in the past few years, as we invest in 
building and explaining our new services. Nevertheless, our strong business 
model and extraordinary talent bench of people, combined with being in the 
right place at the right time, will, I believe, enable us to continue to deliver 
very respectable and sustainable returns on our invested capital.”

2014 – Profitable Growth, Again

I am pleased to report another record year of sales and profitability for MYL, our 
eleventh year of growth in 12 years.  Although we are pleased to have been able to 
maintain our long run of profitable growth we were disappointed that we fell short 
of our 2014 strategic goal of 15% sales growth. 

Year-on-year sales growth in 2014 was 6.5%.  The shortfall in sales impacted 
profitability, which grew by 1%; and our return on shareholder equity was lower 
than in 2013, but still a highly respectable 40%. A detailed scorecard can be found 
on page 5.

There were two reasons for our low growth in profitability: firstly the 8.5% shortfall 
in reaching our 15% top-line sales budget; and secondly, we increased our 
full-time staff headcount by 20% and our office space by 50% in 2014, which 
added to operating costs.

We are confident however that we will be back to our winning ways of delivering 
15% to 20% growth in top-line sales in 2015; indeed, year-on-year sales growth in 
2H 2014 was 26%, and 25% in January and February 2015.

We also believe that the investments we have made in enlarging our workforce, our 
infrastructure and in continued innovation, will keep us ahead of a large percentage 
of our competitors for at least another three years, before the investment process 
begins over again.

Whilst we continue to report improved results, rest assured that our staff knows 
that our continued success depends entirely on our ability to bring continued 
success to our customers. Our sales strategy of “Engage, Retain, Grow” revolves, 
at its core, around “Retention”, and that can only be attained when customers are 
deeply satisfied by the service and results that we provide to them.

As always, I would like to conclude by thanking our staff, linguists and partners, 
without whom none of what was achieved in 2014, would have been possible.

Gerry Ball
March 16, 2015
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Nine-Year Scorecard

PLATFORM

PEOPLE
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2006 2007 2008 2009 2010 2011 2012 2013 2014

40,000

30,000

20,000

10,000

34,357
33,26733,236

29,040

23,581
20,67020,193

26,13313,820

Since launch in 2003 the number of jobs processed has grown each 
year.

2006 2007 2008 2009 2010 2011 2012 2013 2014

300

200

100

229

302

262

220220

170

116
92

297

After peaking at 302 linguists in 2012, our strategy has been to reduce 
our linguist resources and focus on key vertical industries where we 
have proven domain experience. 
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PERFORMANCE

PROFITS
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2006 2007 2008 2009 2010 2011 2012 2013 2014

45%

30%

15%

0%

-15%

7%
17%

25%
18%

21%

-12%

3%

44%

8%

Our average annual sales growth since 2006 has been 14.55% per annum.

2006 2007 2008 2009 2010 2011 2012 2013 2014

60%

40%

20%

40%38%
32%

18%18%

35%

57%

13%

53%

Our total shareholder return, since turning the business profitable in 
2003, has been 303% or 33.77%, on average, per annum, or 25.25%, on 
average, per annum since our inception in 2003.
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Our average annual sales growth since 2006 has been 14.55% per annum.
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Development Strategy

Our long-term strategy has been to grow the 
company’s top-line revenues at between 15% and 
20% a year, and to keep a capital structure that 
enables us to earn a return on shareholder equity 
that delivers a minimum of 25% per annum.  We are 
about in line with our sales growth objective as the 
nine year average annual growth rate has been 
14.55%, and we have exceeded our return on 
shareholder equity KPI by delivering an average 
return of 33.77% per annum since 2006.

Historically, between 75% and 85% of our annual 
revenues come from our existing Clients, with the 
remainder coming from new Clients that we acquire 
each year. In 2014, we tweaked our strategy to tilt 
the company more to attracting new Clients. We 
forecasted that 28% of our revenues in 2014 would 
come from new Clients, up from 23% in 2013 and 
18% in 2012. It turned out that 19% of our revenue 
came from new Clients in 2014, which was 9% 
lower than forecasted. The main reason for the 
shortfall was that sales of our new services, which 
we expected to sell to new market segments, fell 
short of expectations.

In 2015, we expect the split between existing and 
new Clients to be 78% and 22% respectively. This 
will be driven mainly by the enlargement of our new 
business sales team.

REVENUE BREAKDOWN
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      2012         2013         2014
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50%

25% 19

81
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82

Existing Clients
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Technology Strategy
We continue to place considerable importance on 
innovation. Our investments in innovation in 2014 
were as follows:

New services:      22%
Incremental improvements of existing services:  31%
System improvements to drive higher productivity:  33%
Partnership opportunities:   14%

Our Innovation Strategy for 1H 2015 forecasts the 
following percentages of investments:

New services:      20%
Incremental improvements of existing services:  25%
System improvements to drive higher productivity:  45%
Partnership opportunities:   10%

The additional investment in higher productivity is part 
of our strategy to reduce the need to hire additional 
operational staff as we grow. Currently we employ three 
operational staff members per US$1 million of revenue. 
Our medium-term goal is to reduce that equation to two 
people per US$1 million of revenue.
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Quality Strategy
Quality is what keeps Clients coming back. We know that if we get this piece of the 
jigsaw wrong that bad things start to happen and, all of a sudden our forecast of 
80%+ revenue from our existing Clients becomes difficult to achieve.

In 2014, an active part of our quality strategy was to further streamline the number 
of linguists we employ, so that we could concentrate on our key vertical industries 
of hospitality, medical, banking and finance, property management, fashion and 
retail and technology.

In 2015, we started an initiative called “Never Lose a Client”, which, as the name 
suggests, revolves around building processes that try to ensure that this objective 
is fulfilled. The core of our Quality Strategy remains the same as it has always 
been: to ensure that we meet or exceed our Clients’ expectations every time they 
entrust us with their work.
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Interview with MYL’s Founder & CEO

Sales growth and profit growth came in beneath your already lowered 
forecasts. Were you disappointed with that?

We are disappointed with that. MYL has a finely tuned set of performance metrics 
which enable us to control outcomes pretty well. The problem with 2014 was that 
we introduced some new services into the mix; forecasting sales of new services 
to new market segments is always difficult, and our forecasts were wrong.

Growth picked up very strongly in the second half of the year. How did you 
manage to do that?

We changed our strategy in late April 2014, after taking a long and hard look at 
what was a disappointing set of 1Q 2014 sales results.

So what exactly did you change in the strategy?

We put less focus and resources into selling the new services we had launched 
and switched back instead to where we knew the proven demand was.

So you dropped the new services that you launched?

No, absolutely not, we simply reduced the sales focus on the new services so that 
we could make up the lost ground. Sales of the new services continue, and are 
doing quite well, just not as well as we hoped for initially.

What about growth forecasts for 2015?

We think 15% is achievable on the top-line, and we are budgeting for high 
single-digit growth in profitability. We are, however, at that evolutionary growth 
stage of our business where, as we build the business, we understand that we may 
need to accept lower rates of profit growth in the short-term.

It sounds like you are copying what most Internet companies do when going 
for growth?

I think it’s actually what all businesses do when going for higher growth, not just 
Internet companies. Aiming for the same rates of high profitability when we are 
investing for future returns could actually harm our ability to grow. That said, we 
are not going all-out for growth at the expense of sacrificing profitability altogether. 
We have long considered that rates of growth beyond 20% are unsustainable, and 
our comfort zone for growth is really between 15% and 20% growth per annum.

AN

NUAL REPORT 2014

GROW

RETAIN

ENGAGE



MIND YOUR LANGUAGE
mylGlobal.com

www.mylGlobal.com

