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DEVELOP A MARKET-LEADING 
RANGE OF COMPETITIVE 
PRODUCTS

TARGET ACCOUNTS WHERE  
WE CAN ADD VALUE

VERTICAL PENETRATION  
OF FOCUS ACCOUNTS

We need a market-leading range 
of products to be attractive to 
our customers. The product range 
also needs to be broad due to the 
fragmented nature of the markets 
we serve, which have a multitude of 
product requirements. The broader and 
more up to date our product range, the 
more chance we will have something 
that will work effectively in our target 
customers’ applications.

We pride ourselves in the level of 
service and support we offer to our 
customers, particularly during the 
design-in stage. We have a compelling 
proposition where customers expect 
excellent quality and reliability to 
power their mission-critical equipment, 
but in particular where they face a 
power problem due to either heat 
dissipation or electrical noise. These are 
the type of customers that we target.

We still have a relatively small share of 
the available business in some of the 
accounts we call on. We are continuing 
to expand our product portfolio so we 
can address more of the opportunities 
that are available in these accounts to 
grow our revenues.

Photo of our Vietnam factory32

OUR STRATEGYPOWERING LONG-TERM VALUE

Our vision is to be the first-choice power solutions provider delivering the ultimate 
experience for our people and our customers. XP Power has followed a clear and 
consistent dual track strategy of moving up the value chain through its internally 
developed products and adding complementary products through acquisitions to 
target key accounts where we can add genuine value.
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BUILD A GLOBAL SUPPLY CHAIN 
THAT BALANCES HIGH EFFICIENCY 
WITH MARKET-LEADING 
CUSTOMER RESPONSIVENESS

LEAD OUR INDUSTRY ON 
ENVIRONMENTAL MATTERS

MAKE SELECTIVE ACQUISITIONS  
OF COMPLEMENTARY BUSINESSES 
TO EXPAND OUR OFFERING

Since listing in 2000, we have built a 
strong brand in the power converter 
market. This, together with our 
product portfolio and excellent 
customer service, has allowed us to 
consistently take market share and 
grow significantly. As the Company 
grows, we need to upgrade our systems 
and processes and, in particular, our 
supply chain processes, in order to 
scale and run a much larger business as 
we continue to grow. 

Strong corporate social responsibility 
is not only important to our key 
customers but also to our employees 
and the communities in which we 
operate. This incorporates not only 
environmental performance, but also 
health and safety, treatment of our 
people and business ethics.

Our strong balance sheet and cash 
generative business model allow us 
the capacity to pursue complementary 
business acquisitions. This is another 
avenue to expand our product offering 
and addressable market.
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TARGET/GOAL To release sufficient products to 
achieve at least a 10% organic 
revenue growth at attractive 
margins.

Organic revenue growth in 
excess of 10%.

Organic revenue growth in 
excess of 10%.

Reduction in manufacturing costs and 
freight and logistics, together with 
consistent improvement in lead time 
and on time delivery.

Excellent health and safety 
performance and consistent reduction 
in our CO2 intensity.

Bolt-on acquisitions driving inorganic 
revenue growth in excess of 5%.

PAST 
PERFORMANCE

Over the past few years, 
we have been expanding 
our product portfolio and 
have developed a number of 
highly efficient, leading-edge 
products.

We have targeted customers 
for which reliability is key or 
where their equipment may be 
located in harsh environments. 
These customers value the 
support and service that our 
highly trained sales force and 
power systems engineers 
deliver.

We have spent the last few 
years gaining approved or 
preferred supplier status at the 
key customers in the Healthcare, 
Industrial Technology, and 
Semiconductor Manufacturing 
Equipment sectors. We are 
focused on this existing customer 
base in order to grow our 
revenues.

We have evolved from a distributor 
to a manufacturer, now having 
manufacturing facilities in China, 
Vietnam and North America. We have 
recruited new supply chain and logistics 
talent to achieve this transformation.

We are a full member of the 
Responsible Business Alliance (RBA). 
The RBA Code of Conduct, to which 
we comply, addresses all of these 
important ethical and environmental 
matters, which we strongly endorse.

Through our recent acquisitions we 
have added both RF Power and high 
power/high voltage to our product 
range.

PLANNED 
FUTURE 
ACTIONS

We are placing emphasis on 
product platforms that are easy 
to modify and can be reused 
over multiple sectors and 
applications.

We are prioritising our resource 
on the customers that fit our 
value proposition. We are de- 
emphasising customers that 
may have significant revenue 
potential but where cost is a 
more critical factor than quality 
and reliability or engineering 
support during the design 
phase.

As we expand our product 
offering through continued 
product development augmented 
by acquisitions, we aim to 
address an increasing proportion 
of our customers’ requirements 
with our excellent service and 
support.

As the business continues to grow 
and become more complex, we will 
continue to add talent to our supply 
chain operations in 2021.

In 2019, we have upgraded our ERP 
system in our sales companies in Asia, 
Europe and North America. We plan 
to roll the system out into our supply 
chain in 2021.

We will remain a committed member of 
the RBA.

We strive to lead our industry on 
sustainability matters and have 
engaged with our key stakeholders in 
2020 to develop our strategy regarding 
sustainability.

READ MORE ON PAGES 62–83

We continue to develop a pipeline of 
potential acquisitions to further expand 
our product offering and engineering 
capabilities.

LINK TO KPIs • New product families 
released

• Revenue growth

• Revenue growth • Revenue from top  
30 customers

• Adjusted earnings per share • Lifetime CO2 emissions savings from 
“Green” products

• Health and safety incident rates

• New product families released

LINK TO RISKS • Competition from new 
market entrants and new 
technologies

• Loss of key personnel 
or failure to attract new 
personnel

• Dependence on key 
customers

• Product recall/quality 
management

• Dependence on key 
customers

• Product recall/quality 
management

• Loss of key personnel or failure to 
attract new personnel

• Cybersecurity/information systems 
failure

• Risks relating to regulation, 
compliance and taxation

• Loss of key personnel or failure to 
attract new personnel

• Strategic risk association with 
valuing or integrating new 
acquisitions

34

OUR STRATEGY CONTINUED

30019-XPPower-AR2020.indd   3430019-XPPower-AR2020.indd   34 09/03/2021   17:03:1809/03/2021   17:03:18



30019  9 March 2021 4:59 pm  V2

DEVELOP A MARKET-
LEADING RANGE OF 
COMPETITIVE PRODUCTS

TARGET ACCOUNTS WHERE  
WE CAN ADD VALUE

VERTICAL PENETRATION  
OF FOCUS ACCOUNTS

BUILD A GLOBAL SUPPLY CHAIN 
THAT BALANCES HIGH EFFICIENCY 
WITH MARKET-LEADING 
CUSTOMER RESPONSIVENESS

LEAD OUR INDUSTRY ON 
ENVIRONMENTAL MATTERS

MAKE SELECTIVE ACQUISITIONS  
OF COMPLEMENTARY BUSINESSES 
TO EXPAND OUR OFFERING

TARGET/GOAL To release sufficient products to 
achieve at least a 10% organic 
revenue growth at attractive 
margins.

Organic revenue growth in 
excess of 10%.

Organic revenue growth in 
excess of 10%.

Reduction in manufacturing costs and 
freight and logistics, together with 
consistent improvement in lead time 
and on time delivery.

Excellent health and safety 
performance and consistent reduction 
in our CO2 intensity.

Bolt-on acquisitions driving inorganic 
revenue growth in excess of 5%.

PAST 
PERFORMANCE

Over the past few years, 
we have been expanding 
our product portfolio and 
have developed a number of 
highly efficient, leading-edge 
products.

We have targeted customers 
for which reliability is key or 
where their equipment may be 
located in harsh environments. 
These customers value the 
support and service that our 
highly trained sales force and 
power systems engineers 
deliver.

We have spent the last few 
years gaining approved or 
preferred supplier status at the 
key customers in the Healthcare, 
Industrial Technology, and 
Semiconductor Manufacturing 
Equipment sectors. We are 
focused on this existing customer 
base in order to grow our 
revenues.

We have evolved from a distributor 
to a manufacturer, now having 
manufacturing facilities in China, 
Vietnam and North America. We have 
recruited new supply chain and logistics 
talent to achieve this transformation.

We are a full member of the 
Responsible Business Alliance (RBA). 
The RBA Code of Conduct, to which 
we comply, addresses all of these 
important ethical and environmental 
matters, which we strongly endorse.

Through our recent acquisitions we 
have added both RF Power and high 
power/high voltage to our product 
range.

PLANNED 
FUTURE 
ACTIONS

We are placing emphasis on 
product platforms that are easy 
to modify and can be reused 
over multiple sectors and 
applications.

We are prioritising our resource 
on the customers that fit our 
value proposition. We are de- 
emphasising customers that 
may have significant revenue 
potential but where cost is a 
more critical factor than quality 
and reliability or engineering 
support during the design 
phase.

As we expand our product 
offering through continued 
product development augmented 
by acquisitions, we aim to 
address an increasing proportion 
of our customers’ requirements 
with our excellent service and 
support.

As the business continues to grow 
and become more complex, we will 
continue to add talent to our supply 
chain operations in 2021.

In 2019, we have upgraded our ERP 
system in our sales companies in Asia, 
Europe and North America. We plan 
to roll the system out into our supply 
chain in 2021.

We will remain a committed member of 
the RBA.

We strive to lead our industry on 
sustainability matters and have 
engaged with our key stakeholders in 
2020 to develop our strategy regarding 
sustainability.

READ MORE ON PAGES 62–83

We continue to develop a pipeline of 
potential acquisitions to further expand 
our product offering and engineering 
capabilities.

LINK TO KPIs • New product families 
released

• Revenue growth

• Revenue growth • Revenue from top  
30 customers

• Adjusted earnings per share • Lifetime CO2 emissions savings from 
“Green” products

• Health and safety incident rates

• New product families released

LINK TO RISKS • Competition from new 
market entrants and new 
technologies

• Loss of key personnel 
or failure to attract new 
personnel

• Dependence on key 
customers

• Product recall/quality 
management

• Dependence on key 
customers

• Product recall/quality 
management

• Loss of key personnel or failure to 
attract new personnel

• Cybersecurity/information systems 
failure

• Risks relating to regulation, 
compliance and taxation

• Loss of key personnel or failure to 
attract new personnel

• Strategic risk association with 
valuing or integrating new 
acquisitions

STRATEGIC
REPORT

35XP Power Annual Report & Accounts for the year ended 31 December 2020

30019-XPPower-AR2020.indd   3530019-XPPower-AR2020.indd   35 09/03/2021   17:03:2009/03/2021   17:03:20



30019  9 March 2021 4:59 pm  V2

We believe we have the broadest, and most up-to-date product portfolio 
in our industry, making us the ideal partner for our key customers who 
are looking to save costs by reducing their vendor base. We are also one 
of the few companies in the world that has the complete spectrum of 
product offering from low to high power and low to high voltage. 

5V 24V 60V 400V 800V 6kV 10kV 30kV 60kV 100kV+
1W

10W

30W

75W

140W

500W

1.5kW

3kW

5kW

10kW

50kW

100kW+

RF Power
Market size –
1.2 USD billions
XP Power – 
1.2 USD billions

Low Voltage
Market size – 
3.0 USD billions
XP Power – 
2.7 USD billions

 

High Power/High Voltage
Market size – 
0.5 USD billions
XP Power – 
0.5 USD billions

Low Power/High Voltage
Market size – 
0.2 USD billions
XP Power – 
0.25 USD billions

WHAT WE’VE DONE  
THIS YEAR
Robust design methodology and 
platform approach
We have continued to develop our 
processes to ensure our designs are 
robust, yet we can meet customers’ 
expectations in terms of rapid time to 
market. We have continued our journey 
to focus on higher power products with 
increased complexity. We have closed our 
UK design centre to deploy resources in 
other parts of our product portfolio, which 
we believe will provide greater returns. 

AMBITIONS FOR 2021
New product platforms
We have a number of exciting, higher 
power product platforms we expect to 
release in 2021. We will also continue to 
develop our design processes such that 
we can reuse more of the technology 
and know how we have across different 
applications and sectors.

LINK TO STRATEGY
We are continuing to expand and enhance 
our range of market-leading competitive 
products.

LINK TO VALUES AND 
CULTURE
Our approach to new product 
development is supported by our values 
of speed and flexibility, ensuring our 
customers have access to leading-edge 
products and can get them to market in 
the shortest possible time.

READ MORE  
ON PAGES 22 AND 23
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OUR STRATEGY IN ACTION:
PRODUCT PORTFOLIO
OUR PORTFOLIO
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We have a flexible and resilient supply chain with low-cost Asia 
manufacturing sites in China and Vietnam. The resiliency we 
have demonstrated to deal with Section 301 Tariffs in 2019 and 
COVID-19 in 2020 is highly valued by our key customers. 

WHAT WE’VE DONE  
THIS YEAR
Supply chain strategy
We have continued the transfer of 
products from China to Vietnam to 
provide robust business continuity to 
support our key customers regarding 
Section 301 Tariffs and to keep them 
supplied with product when China was 
closed down in the early stages of the 
COVID-19 pandemic. We have also closed 
our manufacturing facility in Minden, 
Nevada, transferring the manufacture of 
our high voltage DC-DC converters to 
Vietnam, saving £4 million per annum with 
effect from Q4 2020 (£2 million of which 
will be reinvested back into the business 
for further product transfers).

Agility and resiliency
We have demonstrated supply chain 
agility and resiliency to keep our key 
customers in the Healthcare and 
Semiconductor Manufacturing Equipment 
sectors supplied with product throughout 
the challenges of the COVID-19 
pandemic.

AMBITIONS FOR 2021
Further product transfers
We will transfer the manufacture of 
more products from North America to 
Vietnam to further reduce our product 
costs and increase efficiency. We will 
also continue our journey of developing a 
lean manufacturing philosophy to remove 
waste and cost from our processes. 

Lead time reduction
We will review our planning, forecasting, 
logistical and inventory planning processes 
to reduce lead times to provide our 
customers with improved logistical 
support to enable them to respond more 
dynamically to changes in demand in their 
end markets.

LINK TO STRATEGY
We are building a global supply chain 
that balances high efficiency with market 
leading responsiveness.

LINK TO VALUES AND 
CULTURE
Our agile supply chain is supported by 
our cores value of speed, flexibility and 
customer focus, to provide the ultimate 
experience for our key customers.
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THE CHALLENGE
Our customer required 5–20kW of power, 
depending on their system configuration, 
to drive an array of ultraviolet LED lights 
used in a curing process. The customer 
required a number of voltages between 
100–400V but also needed to supply 
power to their system at constant current.

HOW WE RESPONDED
We were able to build the customer a 
complete power solution using our 5kW 
programmable building block. This power 
conversion platform is fully programmable 
using a Digital Signal Processor (DSP) 
through our proprietary Graphical User 
Interface (GUI). The platform is also 
digitally controlled allowing numerous 
parameters to be altered through its 
proprietary software. 

Ordinarily, the customer would have 
designed and built an additional constant 
current control circuit into their system. 
However, with our product, the customer 
was able to control the power converter 
themselves through the digital interface,

saving them development time and the 
cost of the additional control circuitry. 
In addition, on start-up the customer’s 
application required a controlled ramp 
of current, which our product supported 
“out-of-the-box”, using our user defined 
“current soft start”, configured by the 
customer through the GUI. Finally, the 
customer’s system required an enable 
control of the power system (rather than 
an inhibit), which could also be configured 
via the GUI.

We worked hand-in-hand with the 
customer to get the power solution 
working in their application. Once they 
had defined all the parameters through the 
GUI, we were able to preprogramme the 
power converters in our manufacturing 
facility once in production again saving the 
customer time and cost.     

READ MORE  
ON PAGES 23–36

LINK TO STRATEGY
This is an excellent example of how 
we are able to use our product and 
power conversion expertise to vertically 
penetrate this customer, and save them 
time and cost, and enable them to get 
to market in the shortest possible time. 
This is also a good example of how we 
have expanded our product portfolio with 
a power product that is able to work in 
numerous applications due to its digital 
programmability.

LINK TO VALUES AND 
CULTURE
This case study demonstrates many of our 
core values in action: Knowledge, Speed, 
Flexibility and Customer Focus delivering 
genuine value to our customer.
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OUR STRATEGY IN ACTION
SOLVING OUR CUSTOMERS’ POWER CHALLENGES
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