
 

 

20 May 2015 
 

 

The Manager 

Company Announcements Office 

Australian Securities Exchange 

 

 

 

Dear Sir, 

 

PRESENTATION TO BE GIVEN AT STRATEGY BRIEFING DAY - SYDNEY 

 
Following is a presentation that is to be given today at a Strategy Briefing Day in Sydney which is 

scheduled to commence at 6:45am AWST / 8:45am AEST. 

 

This briefing will be webcast and can be accessed at www.wesfarmers.com.au. 

 

Yours faithfully, 

 

 
 

L J KENYON 

COMPANY SECRETARY 
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A
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8.00 – 8.45 am
 

R
egistration  

8.45 – 9.00 am
 

R
ichard G

oyder – Introduction &
 G

roup overview
 

9.00 – 9.25 am
 

Terry B
ow

en – B
alance sheet &

 cash flow
 

9.25 – 9.55 am
 

Q
&

A P
anel: R

ichard G
oyder &

 Terry B
ow

en 

9.55 – 10.50 am
 

John D
urkan – C

oles 

10.50 – 11.10 am
 

M
orning Tea B

reak 

11.10 – 12.15 pm
 

M
ark W

ard, John G
illam

 &
 P

J D
avis – H

om
e Im

provem
ent &

 O
ffice S

upplies 

12.15 – 12.55 pm
 

G
uy R

usso - K
m

art 

12.55 – 1.25 pm
 

Lunch B
reak 

1.25 – 2.05 pm
 

S
tuart M

achin – Target  

2.05 – 2.45 pm
 

Tom
 O

’Leary – C
hem

icals, E
nergy &

 Fertilisers 

2.45 – 3.05 pm
 

A
fternoon Tea B

reak 

3.05 – 3.45 pm
 

S
tew

art B
utel - R

esources 

3.45 – 4.25 pm
 

O
livier C

hretien – Industrial &
 S

afety 

4.25 – 4.30 pm
 

R
ichard G

oyder – C
lose 



Introduction &
 

G
roup overview

 
R

ichard G
oyder, M

anaging D
irector 

W
esfarm

ers Lim
ited  



W
esfarm

ers operating m
odel 
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s
 

R
obust 

financial 
capacity 

Superior 
people 

resources 

Strong 
corporate 

infrastructure 

A portfolio of quality 
businesses 

Value adding 
transactions 

Inputs 

Superior long-
term

 financial 
perform

ance 

O
utputs 

A m
ost-

adm
ired 

com
pany 

Value creating business m
odel 



R
obust financial capacity 
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•
C

ash generative portfolio 

•
Focus on capital em

ployed 

•
W

orking capital efficiencies 

•
D

isciplined capital expenditure 

•
S

trong balance sheet 

•
A

ccess to diverse sources of debt capital 

•
Track record of shareholder support 



Superior people resources 
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•
Ability to attract, m

otivate & retain 

high calibre talent 

•
H

igh-perform
ance culture & strong 

focus on team
 m

em
ber developm

ent 

•
Ability to fill key roles w

ith G
roup 

talent 

•
C

ontinued focus on diversity 

•
Significant im

provem
ents in safety 

perform
ance across the G

roup 

1 C
om

parison based on R
12 LTIFR

 as at M
arch 2014 & M

arch 2015 

5,000

6,000

7,000

8,000

FY
09

FY
10

FY
11

FY
12

FY
13

FY
14

W
ages, salaries and other benefits

$m0 4 8 12

Coles

Bunnings

Kmart

Target

Officeworks

WesCEF

Curragh

Industrial &
Safety

Last year
This year

Losttim
e injury frequency rate (R

12) 1



Strong corporate infrastructure 
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C
ore values 

Integrity 
O

penness 
A

ccountability 
B

oldness 

W
esfarm

ers’ core values underpin key corporate system
s, processes &

 initiatives: 
•

Lean corporate office 
•

D
ivisional B

oards 
•

G
roup w

ide planning, budgeting &
 m

onitoring processes 
•

E
xecutive talent developm

ent &
 key role succession planning 

•
S

trong governance: centralised statutory accounting, tax, legal, treasury &
 investor relations 

•
B

usiness developm
ent team

: evaluation of value adding transactions &
 significant capex 

Strong corporate infrastructure 



Value creating business m
odel 

E
arnings supported by both organic investm

ent &
 acquisition activity 
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Strong investm
ent program

 w
hilst rem

aining financially disciplined &
 

im
proving returns 

Acquisition activity  
Investm

ent for grow
th 

0

1,000

2,000

3,000

4,000

5,000

Acquisitions

D
ivestm

ents

Pre-2001
businesses

E
B

IT ($m
)

0

500

1,000

1,500

2,000

2,500

3,000

FY09
FY10

FY11
FY12

FY13
FY14

1H
 FY

15

$m
G

ross C
apex [LH

S]

D
epreciation

&
 Am

ortisation [LH
S]

R
O

C
 (R

12) [R
H

S]



Insurance 
broking &

 
prem

ium
 

funding  

G
roup transaction activity 

(inflation adjusted transaction size) 

W
orkw

ear 
G

roup 
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Value creating business m
odel 

Value adding transactions 

1984
1988

1992
1996

2000
2004

2008
2012

C
S

B
P

 

Acquisitions
 

D
ivestm

ents
 

D
algety 

B
unnings 

C
urragh 

A
ust 

R
ailroad 
G

roup 

H
ow

ard 
S

m
ith (B

B
C

) 

G
irrah 

coal 

Landm
ark 

A
ust. 

R
ailroad 
G

roup 

O
A

M
P

S
 

C
oregas 

C
oles G

roup 

A
ustralian 

V
inyls 

P
rem

ier 
C

oal 
A

LW
A 

Insurance 
underw

riting  

W
estern 

C
ollieries 

B
engalla 

deposit  
M

D
L 

162 



Value creating business m
odel  

O
pportunity identification & investm

ent approach 
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•
G

row
th orientation  

•
Long-term

 tim
e horizon 

 

•
C

apacity to act through strong 

balance sheet & focus on cash flow
 

•
Flexibility through alternate ow

nership 

m
odels (e.g. m

inority interest, full 

control, partnerships) 

•
Also, rem

ain opportunistic to sector, 

structure & geography   

•
Financially disciplined including 

investm
ent com

parison to capital 

m
anagem

ent alternative 

 

O
pportunity identification  

Investm
ent approach 

 

 
 

 
 

M
egatrend exposure 

Industry structure 

Industry scale 

C
om

petitive position 

W
esfarm

ers fit 

Financial criteria 

Industry 
criteria 

Firm
 

criteria 



Superior long-term
 financial perform

ance 
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S
ource: IR

E
S

S
 as at 31 M

arch 2015. A
ssum

es 100%
 dividend reinvestm

ent on the ex-dividend date, &
 full participation in capital m

anagem
ent initiatives 

e.g. rights issues, share buybacks. 

0

5,000
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20,000

25,000

30,000

35,000N
ov 84

M
ar 88

Jul 91
N

ov 94
M

ar 98
Jul 01

N
ov 04

M
ar 08

Jul 11
N

ov 14

TSR
 since N

ovem
ber 1984:

W
esfarm

ers: 20.9%
 (C

AG
R

)
All O

rdinaries: 11.3%
 (C

AG
R

)

W
esfarm

ers TS
R

A
ll O

rdinaries A
ccum

ulation Index

TSR
 Index

(N
ovem

ber 1984 =
100



A m
ost-adm

ired com
pany 
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•
S

trong financial perform
ance 

•
P

ositive engagem
ent w

ith all 

stakeholders 

–
E

m
ployees 

–
S

uppliers 

–
S

hareholders  

•
S

ignificant com
m

unity 

contributions 

•
C

om
m

itted to tax transparency   

–
G

overnm
ent 

–
N

G
O

s 

–
C

om
m

unity 

•
19.2%

 increase since FY10 
•

207,103 team
 m

em
bers

2 

•
66.4%

 increase since FY10 
•

Including taxes, levies &
  

royalties 

•
54.6%

 increase since FY10 
•

S
upports strong TS

R
 

 

 
G

roup highlights
1 

•
108.3%

 increase since FY10 
•

$44.6 m
illion direct 

com
m

unity contributions 

 
1 2014 Sustainability report.  
2 As at April 2015. 



A m
ost-adm

ired com
pany 

S
ustainability focus areas 
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•
A m

ore inclusive w
ork environm

ent  

–
R

enew
ed focus on gender diversity &

 inclusion of A
boriginal &

 Torres S
trait Islander 

peoples 

•
E

nsure all businesses im
plem

ent best practice governance fram
ew

orks (e.g. 

ethical sourcing policy) &
 are run responsibly &

 ethically 

•
R

einforce our com
m

itm
ent to hum

an rights 

–
C

onsistent w
ith recent signing of U

N
 G

lobal C
om

pact on sustainability 

•
C

lim
ate change resilience &

 continued developm
ent of initiatives across the 

G
roup to:  

–
R

educe greenhouse gas em
issions &

 energy use  

–
Lim

it w
aste (increase recycling &

 reduce packaging)  

–
C

ontrol w
ater use 

 



B
alance sheet &

 
cash flow

 
Terry B

ow
en, Finance D

irector 
W

esfarm
ers Lim

ited  



D
isciplined approach to delivering long-term

 shareholder returns 
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D
elivery of long-term

 shareholder returns 

•
Im

prove returns on invested capital 
•

G
row

 dividends over tim
e 

•
E

ffective capital m
anagem

ent 
•

Invest above the cost of capital 
•

Financial discipline 

•
R

isk m
anagem

ent of m
aturities 

•
D

iversify funding sources 
•

O
ptim

ise funding costs 
•

M
aintain strong credit m

etrics 

C
ash flow

 generation 
B

alance sheet strength 

•
D

rive long-term
 earnings grow

th 
•

M
anage w

orking capital effectively 
•

S
trong capital expenditure processes 



C
ash flow

 generation 
D

rive long-term
 earnings grow

th 
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•
R

evenue grow
th through C

oles G
roup turnaround &

 grow
th of B

unnings 

•
E

B
IT grow

th through operating leverage &
 productivity im

provem
ents 

•
Interest costs significantly reduced 

•
P

rofit grow
th achieved at approxim

ately tw
o tim

es the rate of sales grow
th

1 

1 FY14 includes $291 m
illion of post-tax non-trading item

s (N
TIs); FY09 includes ($106) m

illion of post-tax N
TIs. 

0

500

1,000

1,500

2,000

2,500

3,000

FY
09

FY
10

FY
11

FY
12

FY
13

FY
14

1H
FY

15
First half

S
econd half

$m
N

et profit after tax
Year ended 30 June ($m

)
2014

2009
C

A
G

R
 %

Revenue
62,348

50,982
4.1

EBIT
4,150

2,947
7.1

Net profit after tax
(excluding NTIs)

2,398
1,628

8.1

Net profit after tax
2,689

1,522
12.1



C
ash flow

 generation 
M

anage w
orking capital effectively 

•
S

trong focus on w
orking capital efficiencies 

across the G
roup 

•
Fifty per cent reduction in net w

orking 

capital days
1 since FY09 (24 days to 12 

days) 

•
C

um
ulative cash release of $770 m

illion 

since FY09 (approxim
ately $1.7 billion of 

efficiencies given im
pact of business 

grow
th)  

1 C
alculated as average net w

orking capital balance divided by R
12 revenue m

ultiplied by 365. 
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0 5 10 15 20 25

FY
09

FY
10

FY
11

FY
12

FY
13

FY
14

1H
FY

15

days
N

et w
orking capital days

1



C
ash flow

 generation 
S

olid operating cash flow
 generation 

•
C

um
ulative operating cash flow

s of $22.4 

billion since FY09 

•
S

trong cum
ulative cash realisation ratio of 

113%
 achieved over FY09 – 1H

15 

•
G

roup rem
ains highly cash generative, albeit 

cash realisation expected to m
oderate due to 

low
er w

orking capital cash releases from
 

retail portfolio 

1 FY09, FY10 &
 FY14 adjusted for non-trading item

s. 

0 50 100

150

0

8,000

16,000

24,000

FY
09

FY
10

FY
11

FY
12

FY
13

FY
14

1H
FY

15

C
um

ulative operating cash flow
 [LH

S]
C

um
ulative cash realisation ratio [R

H
S]¹

$m
C

um
ulative cash realisation

%
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C
ash flow

 generation 
S

trong capital expenditure processes 
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•
R

obust business cases govern capital 

investm
ent decisions 

•
M

ajority of capital expenditure to high return 

opportunities 

–
H

om
e Im

provem
ent m

aintained strong R
O

C
 

(1H
 FY15 R

O
C

1 of 42.9%
 excluding goodw

ill) 

–
C

oles R
O

C
1 of 16.8%

 (excluding goodw
ill) in 

FY09 increased to 28.7%
 in 1H

 FY15 

–
K

m
art R

O
C

1 of 14.2%
 (excluding goodw

ill) in 

FY09 increased to 65.6%
 in 1H

 FY15  

•
FY15 net capital expenditure estim

ate of                 

$1.3 to $1.5 billion (subject to net property 

investm
ent) 

1 R
olling 12 m

onths. 
 

 
0

2,000

4,000

6,000

8,000

10,000

12,000

N
et capex

D
&

A
N

et capex
less D

&A
C

oles
H

om
e Im

provem
ent

O
ther

$m
C

um
ulative deploym

entof capital
FY09 -1H

 FY15



C
ash flow

 generation  
Free cash flow

s supported strong investm
ent phase &

 dividend grow
th 

•
S

trong free cash flow
 has funded significant investm

ent activity, solid grow
th in dividends &

 

allow
ed for capital m

anagem
ent distributions 
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(1,000)
(500) 0

500
1,000
1,500
2,000
2,500
3,000
3,500
4,000

C
apital return

D
ividends paid

Investing activities
O

perating cash flow
C

um
ulative FC

F less dividends &
 capital returns since FY09

N
et cash flow

 com
position 

$m

FY09
FY10

FY11
FY12

FY13
1H

 FY15
FY14



B
alance sheet strength 

R
isk m

anagem
ent of debt m

aturities 

•
D

ebt strategy to ensure a m
anageable 

m
aturity profile (w

ithout significant 

refinancing in any one year) 

   

•
Lease strategy: 

-
O

ptim
ise fixed com

m
itm

ent tenure in line 

w
ith business risks 

-
S

ecure site tenures through options to 

extend 
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1 A
m

ounts show
n based on the draw

n am
ount at balance date of 30 A

pril 2015 and the $500 m
illion unsecured m

edium
 term

 
notes ($300 m

illion fixed rate and $200 m
illion floating rate) issued on 18 M

ay 2015. 
2 R

epresents future undiscounted m
inim

um
 rentals payable under non-cancellable operating leases. 
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2,000

FY
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FY
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FY
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FY
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FY
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FY
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FY
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FY
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B
ank B

ilaterals
C

apital M
arkets

M
edium

 Term
 N

otes
C

ash

$m
D

ebt m
aturity profile

1

8,115
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2,014
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6,000

9,000

12,000
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18,000

A
s at 31 D

ecem
ber 2014
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onths

12 m
onths - 5 years

> 5 years

$
O

perating lease m
aturity

2
$m



B
alance sheet strength 

D
iversify funding sources 
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•
C

om
position of fixed obligations w

eighted tow
ards non-cancellable operating leases

1 

•
Financing strategy to diversify debt sourcing (m

aintaining access to a broad selection of 

m
arkets) &

 pre-fund debt m
aturities 

1 R
epresents future undiscounted m

inim
um

 rentals payable under non-cancellable operating leases. 
2 A

s at 31 D
ecem

ber 2014. 
3 A

m
ounts show

n based on the draw
n am

ount at balance date of 30 A
pril 2015 and the $500 m

illion unsecured m
edium

 term
 

   notes ($300 m
illion fixed rate and $200 m

illion floating rate) issued on 18 M
ay 2015. 

Bonds & 
bilaterals

25%

O
perating 
leases

1

75%

Fixed obligations
2

Bank 
Bilaterals

4%

U
S Bonds
23%

Euro 
Bonds
41%

D
om

estic 
Bonds
32%

D
ebtsources

3



B
alance sheet strength 

O
ptim

ise funding costs 
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•
“A

ll-in” w
eighted-average cost of debt has reduced to 5.4%

 (FY14) 

•
Further short-term

 cost of debt reductions expected, albeit at a m
oderated rate 

0

200

400

600

800

1,000

FY09
FY10

FY11
FY12

FY13
FY14

0 2 4 6 8 10

Finance costs
W

eighted average cost of debt (R
H

S)

$
Financing costs

&
w

eighted
average cost of debt

%
$m

%



B
alance sheet strength 

M
aintain strong credit m

etrics 

•
S

olid credit m
etrics 

–
Free funds from

 operations (FFO
): D

ebt 1 

(R
12) of 27.5%

 (from
 29.2%

 in FY09) 

–
M

aintained D
ebt: E

B
ITD

A of ~ 2.5 tim
es 

 

•
S

trong credit ratings 

–
S

tandard &
 P

oor’s A
- (stable) &

 M
oody’s 

A
3 (stable) 

 

1 FFO
:D

ebt (S
&

P
) = (N

P
A

TD
A

 + D
epreciation adjustm

ent for capitalisation of non-cancellable operating lease) / (N
et D

ebt + P
resent V

alue 
  of future operating lease com

m
itm

ents). 
2 D

ebt: E
B

ITD
A

 (S
&

P
)= (D

ebt + O
perating lease adjustm

ent) / (E
B

ITD
A

 + O
perating lease expense). 
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D
elivery of long-term

 shareholder returns 
G

row
ing dividends over tim

e &
 effective capital m

anagem
ent 

•
S

eek to deliver grow
ing dividends over tim

e, but 

w
ith regard to: 

−
C

urrent earnings &
 franking credit availability 

−
C

urrent liquidity position &
 credit rating 

−
Forecast free cash flow

 generation 

•
S

trong payout ratio &
 dividend grow

th 

−
Average payout ratio of 86%

 from
 FY09 to FY14 

−
D

ividend paym
ents &

 capital m
anagem

ent 

distributions of $12.9 billion since FY09 

 

1 R
epresents aggregate capital m

anagem
ent undertaken w

ithin respective financial periods; each financial year includes all form
s 

   of capital m
anagem

ent (eg D
IP

, E
S

P
 &

 capital return). 
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D
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um
ulative capital m
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ent [R

H
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C

apital m
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$m



D
elivery of long-term

 shareholder returns 
Financial discipline rem

ains critical to the G
roup’s objective 

“To deliver a satisfactory return to shareholders” 
G

roup objective 

D
isciplines 

•
R

obust “business case” developm
ent  

•
Focus on N

P
V

 creation in investm
ent appraisal 

•
O

ptim
ise cost of capital (w

ithin acceptable risk 
param

eters) 
•

H
urdle rates set reflective of project risks 

•
G

enerate returns (R
O

E
) in excess of the cost 

of capital 
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FY11
FY12

FY13
FY14

1H
15

Costof capital

D
elivery of long-term

 shareholder returns 
Im

prove returns on invested capital &
 invest above the cost of capital 

 •
G

roup’s R
O

E
 increased 

by 2.0 ppt since FY11 
  •

G
roup’s cost of capital 

reduced by ~3 ppt since 
FY11 
 

•
K

ey financial discipline in 
earnings &

 grow
th rate 

assum
ptions 
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Q
uestion &

 A
nsw

er 
R

ichard G
oyder, M

anaging D
irector 

Terry B
ow

en, Finance D
irector 



C
oles 

John D
urkan 

M
anaging D

irector 



O
ur grow

th strategy 
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C
oles 



Progressing our strategy 
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W
orld class 

W
eak 

Average 

C
oles 



Progress to date 
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N
ote: A

s at M
arch 2015. 

C
oles 

•
Fresh produce participation up 50bps 

•
Long-term

 supply agreem
ents w

ith 
S

undrop, M
urray G

oulburn &
 N

orco 

•
26 new

 &
 11 closed superm

arkets 
over last 12 m

onths 
•

42 scratch bakeries deployed over 
the last 12 m

onths 

•
S

tore S
upport C

entre sim
plification 

•
R

educed lead tim
es from

 D
C

s to 
stores 

•
O

ver 300 price reductions through 
the Liquorland ‘Low

 P
rice’ 

cam
paign 

•
R

eshaping of netw
ork w

ith m
ore 

underperform
ing stores closed (32 

closed over last 12 m
onths) 

•
300 graduates in calendar year 
2015 

•
950 retail leaders participants in 
FY15 YTD

 

•
29%

 FY15 YTD
 transaction grow

th 
in C

oles O
nline  

•
A

cquisition of G
E

’s share of the 
C

redit C
ard JV

 
•

8%
 m

ore active flybuys m
em

bers 
across 5.2 m

illion households 
•

C
reate trusted value 

•
M

ore than 1,900 products placed on 
‘E

very D
ay’ value 

•
0.8%

 FY15 YTD
 F&

L deflation 



Focus on freshness 
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C
oles 

Fresh food at great prices  

Longer &
 deeper  

supplier relationships 
Alw

ays available 

Focus on quality  
&

 freshness 
Invest in team

 m
em

ber  
craft skills & service 

N
ew

 concepts &
 form

ats delivering  
a better experience 



U
nw

avering focus on custom
er service 
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C
oles 

Invest in custom
er service 

R
elentless com

m
itm

ent to safety 

Increase craft skills training 
Adaptable &

 m
ulti-skilled 

team
 m

em
bers 

B
uild diversity &

 flexibility 

D
evelop m

ore graduates  
to becom

e future leaders  



D
elivering value to custom

ers in m
ultiple w

ays 
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‘Every D
ay’ extended to 

m
ore products 

Innovation through 
C

oles Brand 
Focussed prom

otions 

Supported by effective m
arketing &

 execution 

Personalised flybuys 
offers & rew

ards 

$
9

 

7
5

c 

C
oles 



C
reate trusted value 
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C
oles 

•
B

e a trusted value leader 

•
G

row
 C

oles brand 

•
P

ersonalised &
 relevant flybuys offers 

•
H

igh im
pact in-store execution 

 

H
igh im

pact ends in-store 

(6)
(4)
(2) 0 2 4 6 8

A
BS

 Food P
rice Inflation

C
oles F&

L P
rice Inflation

Investing further in value 
%

 
%

 



D
eliver a better store netw

ork 
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•
U

pgrade existing space 
-

C
ontinue sales density grow

th  

-
R

evisit strong perform
ing stores 

•
C

ontinue high quality net space grow
th 

-
2-3%

 p.a. net selling area grow
th 

-
C

ontinued focus on store quality 

-
Focus on strategic grow

th areas &
 netw

ork gaps 

-
Targeted extension program

 

-
R

eplace com
prom

ised stores 

•
R

eturns-focused capital deploym
ent 

-
R

ecycle capital through freehold divestm
ents &

 

alternative ow
nership structures 

N
ew

 freehold store (B
anksia G

rove, O
uter Perth)  

 

N
ew

 leasehold store (East Village, Inner Sydney) 
 

C
oles 



Sim
plicity w

ith Project U
nity 
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C
ollaboration 

D
istribution 
centres 

Transport 

Supply chain 

Space 
optim

isation Store 

Store 
operations 

•
C

ontinuously im
prove D

C
 operations 

–
Voice picking at all D

C
s 

–
Im

prove labour planning 
•

Increase transparency &
 control in 

transport 
–

R
olling out C

oles-ow
ned trailers in V

IC
, 

Q
LD

 &
 S

A
 

–
Focussed third party partnerships 

–
O

ptim
ise store deliveries 

•
Im

prove flow
 efficiency for better 

availability &
 longer shelf life 

•
O

neP
rocess sim

plifying the store 
operating m

odel 
–

R
educe activity 

–
E

fficient replenishm
ent 

–
S

tore specific layouts 
•

Invest in efficient stores 
–

O
neS

hop &
 O

neTeam
 in pilot 

•
R

ange review
s 

•
R

eliable dem
and 

plans 
•

R
eal-tim

e reporting 
•

N
ew

 flow
 strategies 

End-to-end initiatives to sim
plify supply chain &

 store operations  

Suppliers 

C
oles 
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B
oldly extend into new

 channels &
 services 

C
oles 

•
Focus on profitable grow

th of C
oles O

nline 

•
Im

prove custom
er offer 

-
‘E

very D
ay’, catalogue specials &

 m
ulti-buys 

available online 

-
A faster, sim

pler shopping experience  

-
B

etter fulfilm
ent &

 custom
er care  

•
G

row
 ‘click &

 collect’  
-

M
ore than 100 click &

 collect stores &
 lockers 

-
36%

 participation grow
th during FY15 YTD

 

•
Im

prove operational productivity 
-

Im
prove in store picking efficiency – tablet picking 

now
 in m

ost stores 

-
Further sim

plify &
 stream

line fleet operation 
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B
oldly extend into new

 channels &
 services (cont.) 

C
oles 

•
8%

 m
ore active m

em
bers across 5.2 m

illion 

active households &
 grow

ing 

•
D

eliver relevant &
 personalised offers to 

custom
ers 

•
Inform

 &
 support  

business decision  

m
aking (e.g. store  

locations, range  

&
 space planning,  

new
 products) 

•
800,000 financial services custom

ers &
 grow

ing 

•
P

rovide value through a sim
ple, com

petitive 

product suite 

•
C

ontinue to build trust &
 credibility through a 

strong governance, risk &
 funding infrastructure 

•
G

row
 C

oles insurance backed by solid &
 

established institutions (IA
G

 &
 M

etlife) 

•
D

rive strong credit card grow
th 

-
C

all option exercised to acquire the rem
aining 50%

 

of the C
oles C

redit C
ard JV
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C

urrent Phase 

Progressing the first stage of the Liquor turnaround 

N
ext Phase 

C
oles 

•
N

ew
 Leadership team

 in place 

•
32 underperform

ing stores 

closed over the last 12 m
onths 

•
P

rices reduced on m
ore than 

300 Liquorland key lines  

•
20%

 range rationalisation in 

Liquorland reset stores 

•
C

om
m

encem
ent of Liquorland 

store trials show
ing early 

positive signs 

•
W

orking capital im
provem

ent 

through stock clearance 

•
C

ontinue rollout of Liquorland 

range changes to 200+ stores 

•
M

ore investm
ent in low

ering 

prices especially through 

exclusive brands 

•
R

eshape &
 optim

ise store 

netw
ork 

•
S

low
ing net new

 space grow
th to 

1.0%
-2.0%

 p.a. 

•
Invest in store team

 m
em

ber 

training 



Fuelling C
oles Express 
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•
C

onsistent value  
•

N
ew

 ranges &
 layouts 

•
B

etter m
eal solutions  

•
R

ight m
ix of fuel for all 

m
arkets  

•
Increase forecourt speed &

 
ease 

•
G

reater loyalty w
ith flybuys &

 
partnerships 

•
M

ore productive on-site 
operations 

•
O

ptim
ise the supply chain 

•
S

im
plify above-store 

•
R

eshape the netw
ork 

•
Focus on netw

ork gaps 

•
C

lear career pathw
ays 

•
Increase learning &

 
developm

ent opportunities 
•

H
ealth &

 w
ellbeing program

s 

G
row

 C
-Shop 

N
um

ber one  
for fuel 

B
uild great  

careers 

Sim
plicity 

B
etter store  

netw
ork 

D
riving value in convenience 

C
oles 



O
ur grow

th strategy 
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•
D

rive stronger Fresh participation, volum
e &

 sales 

•
P

assionate &
 know

ledgeable custom
er service 

•
Invest in becom

ing a trusted value leader 

•
Focus on sim

plifying &
 reducing costs 

•
M

ake a m
eaningful contribution to the A

ustralian com
m

unity 

•
M

aintain disciplined &
 returns-focused capital m

anagem
ent 

•
D

ifferentiate through new
 channels &

 services to drive sustainable grow
th 

•
P

rogress the Liquor transform
ation 

C
oles 



M
eaningful contribution to the Australian com

m
unity 
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C
oles 



O
ur grow

th strategy 
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•
D

rive stronger Fresh participation, volum
e &

 sales 

•
P

assionate &
 know

ledgeable custom
er service 

•
Invest in becom

ing a trusted value leader 

•
Focus on sim

plifying &
 reducing costs 

•
M

ake a m
eaningful contribution to the A

ustralian com
m

unity 

•
M

aintain disciplined &
 returns-focussed capital m

anagem
ent 

•
D

ifferentiate through new
 channels &

 services to drive sustainable grow
th 

•
P

rogress the Liquor transform
ation 

C
oles 



Q
uestions 

John D
urkan 

M
anaging D

irector 



H
om

e Im
provem

ent 
&

 O
ffice Supplies 

John G
illam

 
M

anaging D
irector,  

H
om

e Im
provem

ent &
 O

ffice Supplies  



Agenda 
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  1. O
fficew

orks  
 

M
ark W

ard 
 2. B

unnings 

 
John G

illam
 &

 P
J D

avis 

 3. Q
&

A
 

H
om

e Im
provem

ent &
 O

ffice Supplies 





Agenda 

•
S

trategic agenda 

•
M

arket overview
 &

 trends 

•
Financial perform

ance 

•
E

very channel strategy 

•
A

genda update – grow
th, productivity &

 sustainability 

•
Trading update &

 outlook 
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Strategic agenda 

D
riving sales, EB

IT &
 R

O
C

 grow
th 

•
R

elentless &
 consistent focus on strategic agenda 

−
D

eliver: 

»
D

ifferentiated ‘one stop shop’ offer 

»
G

reat custom
er experience 

»
S

eam
less custom

er experience – ‘A
nyw

here, A
nyhow, A

nytim
e ’ 

−
E

xtend reach: new
 custom

ers, new
 categories, new

 channels 

−
U

nderpin grow
th initiatives w

ith R
O

C
-enhancing productivity im

provem
ents 

−
Invest in our team

 &
 our com

m
unity-based partnerships 

•
U

tilise strengths to execute strategic agenda 
−

Leverage com
petitive advantage &

 core capabilities 

−
S

trategic clarity: Low
est P

rices, W
idest R

ange, G
reat S

ervice 

−
‘E

very C
hannel’ investm

ent 
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M
arket overview

 &
 trends 

M
arket &

 custom
ers 

•
O

verall m
arket flat 

•
R

elevant &
 inspiring offer can still w

in 
−

Innovation &
 speed to m

arket is critical 

•
E

volving purchasing behaviour am
ongst 

custom
ers  

−
S

eam
less experience anytim

e, anyw
here 

−
M

ove to digital / m
obile  

−
S

m
aller, m

ore frequent transactions 

•
E

volving com
petitive landscape 

•
C

ustom
ers expect m

eaningful com
m

unity 

engagem
ent 

 

Product 

•
G

row
th from

:  

−
N

on-core categories 

−
Private label at expense of secondary brands 

−
Fashion / design-oriented products 

−
Packaging / shipping products  

•
S

hortened product life cycles especially in 

technology 

•
E

thical sourcing increasingly im
portant 
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Addressable m
arket size &

 grow
th 

1 M
arket S

ize 2013 (2014 – 2016 O
ffice P

roducts in A
ustralia, P

enfold R
esearch). 

2 O
fficew

orks estim
ate (2015). 
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6.6 5.3 8.9 
34.6 

O
ffice P

roducts M
arket – C

ore 
(W

riting Instrum
ents, P

aper, C
om

puter C
onsum

ables, B
usiness 

M
achines, Filing, Labels, E

nvelopes, P
ads &

 B
ooks 

O
ffice P

roducts M
arket – N

on-C
ore 

(C
atering &

 C
leaning, O

ffice Furniture, P
rinting &

 D
igital S

ervices, 
P

ackaging, W
ork W

ear &
 S

afety) 

Inform
ation, C

om
m

unication &
 Technology M

arket 
(D

esktop &
 Laptop com

puters, Tablets, S
oftw

are &
 N

etw
ork S

uppliers, 
Telecom

m
unication S

upplies) 

P
roduct &

 S
ervice A

djacencies / E
xtensions 

(P
ostal &

 C
ourier S

ervices, M
anaged Tech S

ervices, E
ducation 

S
upplies, etc) 

Addressable M
arket ($ billion) 

1 

1 

2 
2 

A
ddressable M

arket > $50 billion 

H
om
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 65  
 74  

 80  
 85  

 93  
 103  

 50  

0 20 40 60 80
100
120

FY
09

FY
10

FY
11

FY
12

FY
13

FY
14

1H
15

$m
 

8.1%
 

6.3%
 

9.4%
 

10.8%
 

+19.0%
 

13.8%
 

1.3 
1.4 

1.5 
1.5 

1.5 
1.6 

0.8 

0.0

0.5

1.0

1.5

2.0

FY
09

FY
10

FY
11

FY
12

FY
13

FY
14

1H
15

$bn 

4.4%
 

0.7%
 

1.6%
 

4.6%
 

+7.7%
 

8.0%
 

 11.5  
 13.2  

 11.0  
 6.3  

 7.0  
 8.4  

0 2 4 6 8 10 12 14

FY
10

FY
11

FY
12

FY
13

FY
14

1H
15

%
 

Financial perform
ance 

R
evenue 

Earnings before interest &
 tax 

Transaction grow
th 

R
eturn on capital 

FY09-14 C
AG

R
: 3.8%

  
FY09-14 C

AG
R

: 9.6%
  

FY09-14 C
AG

R
: 9.8%
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 5.7  
 6.3  

 6.7  
 7.1  

 8.1  
 9.4  

 10.5  

0 2 4 6 8 10 12

FY
09

FY
10

FY
11

FY
12

FY
13

FY
14

1H
15

%
 

40bp 
40bp 

100bp 
130bp 

60bp 

+180bp 

H
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e Im
provem

ent &
 O
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25 
27 

32 
34 

38 
42 

50 

5.7 

10.5 

0 2 4 6 8 10 12

0 20 40 60 80

100

120

FY09
FY10

FY11
FY12

FY13
FY14

1H
15

$m
 

1H
 EB

IT
2H

 EB
IT

R
O

C
 [R

H
S

]

%
 

Financial perform
ance 

Sales grow
th of 8.2%

 FY15 YTD
1 

•
S

tore sales grow
th gaining m

om
entum

 
−

14 consecutive halves of store transaction grow
th 

•
A

nnualised w
ebsite sales now

 exceed $220 m
illion 

1H
15 EB

IT grow
th 19.0%

, R
O

C
 (R

12) uplift of ~180bp 

•
S

ix year 1H
 E

B
IT C

A
G

R
 of 12.2%

 (to 31 D
ec. 2014) 

•
N

ew
 categories delivering sales &

 m
argin grow

th 

•
‘E

very C
hannel’ investm

ent  to continue 

•
O

ngoing focus on reducing C
O

D
B

, lifting productivity 

Sales grow
th m

om
entum

 

Strong earnings &
 R

O
C

 grow
th 

1 A
s at 31 M

arch 2015. 
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3.0%
 

6.0%
 

6.7%
 

2.7%
 

8.0%
 

7.5%
 

9.0%
 

8.2%
 

0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

1Q
14

2Q
14

3Q
14

4Q
14

1Q
15

2Q
15

3Q
15

YTD

S
ales grow

th 

H
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M
arket by custom

er segm
ent  

Student  
journey 

 
H

om
e 

w
orkspace 

 
M

edium
 

business 

H
om

e 
w

ork 
School 
office 

Sm
all  m

icro  
business office 
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D
IFM

 
“D

o it for m
e” 

D
IY 

“D
o it yourself” 

H
om

e Im
provem

ent &
 O

ffice Supplies 



C
om

petitors by custom
er segm

ent 
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N
on-B

usiness 
H

ouseholds &
 Students 

M
icro &

 Sm
all  

B
usiness 

M
edium

  
B

usiness 
G

ovt &
 Large 

B
usiness 

H
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‘Every C
hannel’ strategy 

Traditional 
m

edia 

Store team
 

m
em

bers 

D
igital  

m
edia 

Internet 

A
pps 

Social 
m

edia 

B
2B

 team
 

m
em

bers 
C

all centre 
team

 
m

em
bers 

Stores 

O
nline 

Phone 
/fax 
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C
om

petitive advantage Social 
m

edia 

B
2B

 team
 

m
em

bers 

Traditional 
m

edia 

Store 
team

 
m

em
bers 

Internet 
C

all centre 
team

  
m

em
bers 

A
pps 

D
igital 

m
edia 

Channel agnostic customer engagement 
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‘Every C
hannel’ presence 

155 S
tores 

(86%
 ‘C

urrent Form
at’ Stores) 

A
s at 31 M

arch 2015. 

8 

28 

1 

52 

49 
48 

15 

2 

w
w

w
.officew

orks.com
.au 

Ph. 1300 633 423 
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1 

4 O
nline Fulfilm

ent C
entres 

1 1 

1 

1 

P
rint H

ub 

1 

C
all C

entre 

 B
2B

 team
 m

em
bers 

(50+ in state) 

H
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G
row

th agenda 

Enhancing C
hoice 

M
erchandise Expansion 

Print &
 C

opy 2.0 

Furniture Authority 
Extending R

each 
Products into Services 
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Enhancing C
hoice 

•
A

dding ‘w
ant’ to ‘need’ 

•
C

olour &
 style pallets 

•
E

xclusive distribution of new
 brands 

•
B

alancing national &
 private brands 

•
C

ontinue adding inspiration, innovation 

&
 differentiation to: 
–

P
roducts &

 ranges 

–
S

ervice &
 services 

M
erchandise Expansion 

•
P

hase II program
 com

plete 

–
D

riving pleasing sales grow
th 

•
S

tandardise layout &
 design 

•
O

ptim
ise use of store selling space 

•
Im

prove custom
er experience 

•
N

ew
 &

 expanded categories  

–
C

anteen &
 cleaning, cables, art &

 craft 

G
row

th agenda (cont.) 
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G
row

th agenda (cont.) 

Print &
 C

opy 2.0 

•
E

xpanded offer driving grow
th in stores 

&
 online 

•
E

xpanded design services offer 

Furniture Authority 

•
R

ange reset – functional &
 inspirational 

•
E

ase of shopping in-store &
 online 

•
G

row
 com

m
ercial furniture sales 2015 Strategy Briefing D

ay | 63 
H
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Products into Services 

•
C

reating a com
pelling point of differentiation 

–
O

ne stop shop 

–
S

upporting products w
ith services 

•
M

ailm
an launched in A

pril 2015 

G
row

th agenda (cont.) 

Extending R
each 

•
G

row
ing presence in B

2B
 m

arket 

•
R

efining C
B

D
 store concept 

•
O

ngoing w
ebsite enhancem

ents 
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Productivity agenda 
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W
orking C

apital Im
provem

ents 

•
S

ystem
 investm

ent to lift stock turns 

•
M

utually beneficial supplier 

collaboration 

•
S

trong relationship w
ith account holders 

Im
prove Space U

tilisation 

•
D

isciplined range review
 process 

•
O

ptim
ise in-store layout 

•
A

dd / expand categories 

R
educe C

O
D

B
, Lift Productivity 

•
R

educe non-value adding tasks 

•
S

ystem
 investm

ent 

•
O

ngoing supply chain enhancem
ents 

R
efresh / R

eshape the Store N
etw

ork 

•
O

ngoing investm
ent in layout &

 design 

•
D

isciplined store assessm
ent 

•
O

pportunistic reach extension 

H
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Safety (AIFR
) 

   Sustainability agenda 

Ethical sourcing 

•
C

om
m

itted to highest sourcing 

standards 

•
S

edex
1 m

em
bership for international &

 

local suppliers – good progress being 

m
ade 

Environm
ent 

•
Five m

illion ink &
 toner cartridges re-cycled 

to-date 

•
R

etro-fitting LE
D

 lighting in stores continues  

•
C

om
puter equipm

ent recycling program
 

•
N

ational R
ecycling W

eek 2014 sponsor 

C
om

m
unity Partnerships 

•
S

m
ith Fam

ily Learning for Life program
 

•
A

ustralian Literacy &
 N

um
eracy Foundation 

•
N

ational &
 local - ‘W

e live here too’ 

1 S
upplier E

thical D
ata E

xchange. 
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 72.9   63.8  
 62.0  

 47.2  
 36.0  

 35.9  
 33.9  

 21.9  
 20.5  

0 20 40 60 80

N
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0.3%
 

23.7%
 

2.8%
 

12.5%
 

23.9%
 

6.4%
 

%
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Trading update 

•
Q

315 headline sales grow
th of 9.0%

 &
 8.2%

 YTD
 

–
R

ecord ‘B
ack-to-S

chool’ results 

–
S

trong sales grow
th in stores &

 online 

»
A

nnualised online sales c. $220 m
illion 

•
1H

15 E
B

IT grow
th of 19.0%

, 1H
15 R

O
C

 uplift of ~180bp  

on pcp (grow
th of 20.7%

) 

•
O

ngoing ‘E
very C

hannel’ investm
ent 

–
Five new

 stores opened YTD
 

–
M

erchandise E
xpansion P

rogram
 II com

plete 

–
S

ystem
 investm

ent (w
ebsite enhancem

ents, order 

m
anagem

ent) 
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O
utlook 

•
C

ontinue focus on  
–

D
isciplined execution of strategic agenda 

–
S

ales, E
B

IT &
 R

O
C

 grow
th underpinned by productivity &

 C
O

D
B

 

im
provem

ents 

–
D

eveloping &
 delivering grow

th initiatives to im
prove the 

custom
er offer &

 enhance shareholder returns  

•
Variable trading conditions to continue 

–
B

usiness confidence expected to rem
ain subdued 

–
C

om
petitive pressure expected to rem

ain strong 
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Q
uestions 

M
ark W

ard 
M

anaging D
irector, O

fficew
orks 



Agenda 
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  1. O
fficew

orks  
 

M
ark W

ard 
 2. B

unnings 

 
John G

illam
 &

 P
J D

avis 

 3. Q
&

A
 

H
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LO
W

EST PR
IC

ES. W
ID

EST R
A

N
G

E. B
EST SER

VIC
E. 
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Long-term
 value creation 
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1.
A w

inning offer to custom
ers 

 

2.
An engaged, focused &

 com
m

itted team
 

 

3.
B

usiness behaviour that builds trust 

 

4.
Sustainable satisfactory shareholder returns 

H
om
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ent &
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Long-term
 value creation 
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M
arket evolution 

1980 

Market Size 

2015 

Addressable m
arket expanded by evolution &

 innovation 

B
unnings’ focus: 

•
G

row
 the m

arket 
 

•
G

row
 our share 

 

‘Traditional’ 
H

ardw
are 
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M
arket evolution 

1980 

Market Size 

2015 

B
unnings’ focus: 

•
G

row
 the m

arket 
 

•
G

row
 our share 

 
H

om
e 

Im
provem

ent 

Addressable m
arket expanded by evolution &

 innovation 
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1980 

Market Size 

2015 

H
om

e 
Im

provem
ent 

&
 O

utdoor Living 
Aust m

arket  
Today ~$46b 

B
unnings 18%

 

Addressable m
arket expanded by evolution &

 innovation 

B
unnings’ focus: 

•
G

row
 the m

arket 
 

•
G

row
 our share 

 

M
arket evolution 
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Addressable m
arket expanded by evolution &

 innovation 

H
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M
arket evolution 
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Addressable m
arket expanded by evolution, innovation &

 opportunities 
to sell into every other m

arket w
here H

IO
L products are used  

H
om

e Im
provem

ent &
 O

ffice Supplies 

W
ider m

arket opportunities 
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M
arket evolution 

Addressable m
arket w

ider than just hom
e im

provem
ent &

 outdoor living  
 

toilets in every building 
light fittings everyw

here 

ply for form
w

ork &
 hoarding   

line trim
m

ers for grounds w
ork 

everyw
here  

 
 m

ost products used 
in and around hom

es &
 

gardens have m
uch 

w
ider everyday use in 

every building, 
structure &

 grounds  
 

used for repairs, refits, 
m

aintenance,  
construction &

 
business operations 

H
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H
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H
IO

L m
arket structure &

 drivers 
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Strategic agenda 
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Strategic agenda 

O
ur strategic agenda is a fram

ew
ork to: 

 •
Focus on custom

ers, team
 &

 com
m

unity 

•
G

row
 the m

arket 

•
G

row
 our share of the m

arket 

•
C

reate long-term
 shareholder value 

 
  

H
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conscious choices  
across all activities  
giving custom

ers  
the best offer 

Strategic agenda – detailed actions for each elem
ent 

H
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Today’s presentation 

Focus on tw
o of our five grow

th drivers 

A
ll nine w

ork areas in our strategic agenda are critical to long term
 success  

G
ood grow

th expected from
 the “value”, “service” &

 “com
m

ercial” drivers 

H
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Three elem
ents to brand reach  

 1.
W

idening our digital eco-system
 

 
2.

E
xpanding our physical netw

ork 
 

3.
M

ore in-hom
e services 

 
 W

e are accelerating all activities 

G
reater brand reach 

H
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ent &
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G
reater brand reach – digital  

D
eeper custom

er engagem
ent &

 involvem
ent  

•
pre & post-shop + services 

•
online + in hom

e + on site + in store 

•
across m

ultiple dim
ensions 

 E
xpanded capability 

•
m

ore consum
er  

•
m

ore com
m

ercial 
 

P
athw

ay to com
plem

entary adjacencies 
“R

esearch online, purchase offline”  
dom

inant in hom
e im

provem
ent &

 
outdoor living m

arket 

H
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G
reater brand reach – digital  

W
idening our digital ecosystem

  
 branded &

 social 
P

roduct &
 project know

ledge, how
 to, inspiration, engagem

ent 
  H

om
e Im

provem
ent &

 O
ffice Supplies 
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G
reater brand reach – digital  

S
upplier partnerships 

product &
 project know

ledge, how
 to, inspiration, engagem

ent 
  M

edia partnerships 
inspiration, engagem

ent 

W
idening our digital ecosystem

  
 supplier &

 m
edia partnerships 

H
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G
reater brand reach – digital  

M
arket leading custom

er engagem
ent &

 involvem
ent  

 Leveraging eco-system
 capability 

 A
ccelerating all digital activities 

 
Accelerating digital engagem

ent  
visits capita per m

onth* 

*source E
xperian H

itw
ise, A

ust, U
K

, U
S

  

H
om
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ent &
 O

ffice Supplies 
2015 Strategy Briefing D

ay | 90 



•
Leverage total m

arket capability 

•
E

xcellence in every channel 

•
H

ighly flexible &
 innovative 

•
C

onstant form
at evolution 

•
C

om
m

ercially disciplined; driving return on space 
    G
reater brand reach – physical   

Expanding our physical netw
ork 

H
om

e Im
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 O
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B
unnings: sm

aller form
at 

•
heritage form

at “hom
e centres” 

•
 ~2,000m

2 to ~5,000m
2 

•
regional &

 m
etro m

arkets 

•
retail &

 com
m

ercial custom
ers 

•
66 in netw

ork (at 18 M
ay 2015) 

•
opening 2 to 4 pa long term

  

•
greenfield &

 acquisition 

G
reater brand reach – physical   

H
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•
large form

at; highly flexible 
 

•
cornerstone brand 
 

•
~5,000m

2 to ~20,000m
2 

 
•

retail &
 com

m
ercial custom

ers 
 

•
232 in netw

ork (at 18 M
ay 2015) 

 
•

open 15 to 18 in FY16 &
 FY17 

 
•

open 10 to 14 pa long term
 

 
•

constant innovation &
 

evolution  
 

B
unnings W

arehouse 

G
reater brand reach – physical   

H
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•
form

at adaptability supports grow
th  

 
•

innovating unlocks m
arket opportunities 

–
inner-urban &

 tightly held suburban  
 

•
achieves strong custom

er outcom
es 

 
•

can com
bine store w

ith other property 
elem

ents 

B
unnings W

arehouse:  m
ultilevel &

 elevated 

G
reater brand reach – physical   

H
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•
specialised ‘D

IFO
T’ form

at 
 

•
com

m
ercial custom

ers 
 

•
narrow

 &
 deep ranging 

 
•

low
est operating cost 

 •
32 in netw

ork (at 18 M
ay 2015) 

 •
open ~2 pa long term

 

B
unnings Trade C

entres 

G
reater brand reach – physical   

H
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B
unnings W

arehouse:  hybrid sites 
 Incorporating key elem

ents of trade centres into selected large B
unnings W

arehouses 
 

•
leverage cost &

 w
orking 

capital 
 

•
strong outcom

es for 
consum

er &
 com

m
ercial 

custom
ers 

 
•

locations highly site specific 
–

ideal for regional 
 

•
10 in netw

ork at M
ay 2015 

 
trade 
centre 
elem

ents 

G
reater brand reach – physical   
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Leveraging our total m
arket capability 

 Strong netw
ork investm

ent continues 

•
best store in m

arket 

•
current pipeline 70+ new

 sites 

•
targeted into existing stores 

 D
riving return on space 

 C
onstant form

at innovation &
 evolution  

•
unlocks m

arket opportunities 

•
supports m

erchandising grow
th 

Expanding our physical netw
ork 

G
reater brand reach – physical   

H
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Investing To D
eliver A W

inning C
ustom

er O
ffer 

10 year netw
ork investm

ent view
; openings, replacem

ents &
 expansions 

A
cquisition of 

B
B

C
 

strong financial 
disciplines 
underpin all 
netw

ork 
investm

ent 
decisions  

G
reater brand reach – physical   

H
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O
pen at  

1 July 
2004 

O
pened 

C
losed to 

upgrade 
netw

ork 

O
pen at  

18 M
ay 

2015 
Expanded 

B
unnings W

arehouse 
125 

136 
(29) 

232 
22 

B
unnings sm

aller 
form

ats 
85 

41 
(60) 

66 
2 

B
unnings Trade C

entres 
1 

51 
(20) 

32 
- 



Today’s presentation 

Focus on tw
o of our five grow

th drivers 
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M
ore m

erchandise innovation 

Evolution &
 innovation creates grow

th  
 •

N
ew

 products &
 range expansions 

 
•

C
reate, leverage &

 respond to m
ajor trends 

–
 lifestyle, environm

ent, technology,        
dem

ographical &
 econom

ical 
 

•
Innovation in D

IY  
 products &

 projects 
 

•
G

row
 m

arket &
 grow

 share 
 

•
C

ore m
erchandising team

 capability 
 

•
B

rands drive new
 product pipeline “life blood” 

Leveraging the w
orld’s leading &

 Australia’s best brands 
H

om
e Im

provem
ent &

 O
ffice Supplies 

2015 Strategy Briefing D
ay | 100 



M
ore m

erchandise innovation 

G
row

th exam
ples from

 the past 24 m
onths 

G
row

 your ow
n  

 new
 

products, new
 m

arkets 
Lighting 

H
ousehold technology 

Li-ion pow
er &

 “skins” 
P

laygrounds 
Ladders &

 w
ork platform

s 
H

om
e Im

provem
ent &

 O
ffice Supplies 
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Strong long-term
 opportunities for sector grow

th 

M
ore m

erchandise innovation 

•
P

artnerships w
ith w

orld’s best &
 A

ustralia’s 
leading brands 
‒

innovation capabilities highly valued 
 

•
S

trong custom
er loyalty &

 brand trust 
 

•
C

reate, leverage &
 respond to m

ajor trends 
w

ith new
 products &

 new
 applications 

 
•

C
apacity to exploit every opportunity in 

physical netw
ork &

 digital eco-system
 

 
 

•
A

ccess to innovation across the w
hole 

spectrum
 of H

IO
L 

   

•
P

opulation grow
th &

 urbanisation 
 

•
S

ustainability &
 energy efficiency 

 
•

A
geing population &

 independent living 
needs 
 

•
Technology: autom

ation &
 intelligence 

for hom
es &

 gardens 
 

•
C

ontinual innovation across the w
hole 

spectrum
 of H

IO
L 

M
ega Trends 

Positioned for G
row

th 

H
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Strategic agenda 

H
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Achieving long-term
 grow

th &
 sustainable returns 

Investing for grow
th 

 acquisition &
 organic 

 D
elivering m

arket leading returns 

H
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S

trong trading m
om

entum
  

•
grow

ing participation levels 
 

•
all categories & all regions 

 

•
consum

er & com
m

ercial 
 Investing for long-term

 grow
th  

 
•

“w
inning offer” from

 all grow
th drivers: value, 

service, brand reach, com
m

ercial & 
m

erchandising  
 Focus on the best long-term

 outcom
es 

 M
ore gains from

 productivity &
 capital 

m
anagem

ent w
ork 

Positioned for continued grow
th 

H
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2015 Strategy Briefing D

ay | 106 



Lots of runw
ay in +$46b A

ustralian m
arket  

  
•

by 2019 ~1.5 m
illion households have >20 m

ins 
drive to a Bunnings store 

 

•
sim

ilar opportunities in N
ew

 Zealand 
 

S
trong custom

er loyalty &
 brand trust 

 Team
 m

em
bers engaged, focused, com

m
itted &

 
energised 
 “D

rivers of grow
th” generating &

 capitalising on 
m

ultiple opportunities 
 “S

tronger business” agenda underpins grow
th &

 
business health 

“M
ost trusted”  

9 consecutive years  

Positioned for continued grow
th 

H
om
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Q
uestions 

John G
illam

, M
anaging D

irector 
PJ D

avis, C
hief O

perating O
fficer 

H
om
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G
uy R

usso 
M

anaging D
irector 

K
m

art 



1.
R

esults 

2.
R

ecent achievem
ents 

3.
G

row
th strategy 

4.
Volum

e retailer 

5.
O

perational excellence 

6.
A

daptable stores 

7.
H

igh perform
ing culture 

8.
S

tore netw
ork 

9.
O

utlook 
 

 

Agenda 
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•
S

trong financial perform
ance 

−
S

ignificant earnings grow
th (five year E

B
IT C

A
G

R
 of 27.4%

 to 30 June 2014) 

−
S

trong im
provem

ent in R
eturn on C

apital (29.0%
 at 31 D

ecem
ber 2014, up 

from
 7.4%

 at 30 June 2009) 

−
S

ignificant grow
th in custom

ers &
 units sold 

 

R
esults 

2015 Strategy Briefing D
ay | 112 

K
m

art 



•
E

nhanced range architecture 
–

G
reater value for custom

ers 
 

•
Further im

provem
ents in w

orking capital m
anagem

ent 
 •

Increased end-to-end efficiencies  
–

Focus on in-store efficiency &
 supply chain efficiency 

 •
R

efurbishm
ent program

 
–

Low
er levels of disruption 

–
S

horter tim
e on site 

–
R

educed fit out cost 
 

•
S

trong new
 store pipeline 

R
ecent achievem

ents 
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G
row

th strategy – continued focus 
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Volum
e retailer 

•
C

om
m

itm
ent to low

est prices 

•
E

xpansion of grow
th categories 

•
E

nhance range architecture 

•
G

row
 online 

•
M

ore frequent com
m

unication 
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O
perational excellence 

•
S

afety 

•
Im

prove end-to-end operational execution 

•
R

educe C
O

D
B

 

•
S

ourcing ethically 

•
R

ight products going to the right stores at the right tim
e 

•
E

nhanced prom
otional alignm

ent 
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TVC
s 
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Adaptable stores 
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K
m

art's new
 store concept - the three w

orlds 
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•
M

ore new
 stores 

–
O

pen 35 over four years 
 

•
C

ontinue the store refurbishm
ent program

 
–

A
pproxim

ately 40 stores per year renew
ed in the new

 form
at 

  
  

Store netw
ork 
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K
m

art today 

23 25 

  
         

  202 K
m

art stores 
 246 K

TA
S

 centres 
 5 D

istribution centres 
 + 31,000 E

m
ployees 

2 

46 68 

41 53 

15 18 

5 
4 

52 75 

3 

4 

14 
1 

1 
1 

1 

1 

Q
uick Facts  

At 31 M
arch 2015 
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H
igh perform

ing culture 
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K
m

art’s values &
 U

G
R

s  

•
D

eliver results 

•
Integrity 

•
C

ustom
ers com

e first  

•
Team

w
ork 

•
B

oldness 
   

 

U
G

R
s are the U

nw
ritten G

round R
ules that guide 

B
E

H
AV

IO
U

R
S

 at w
ork &

 ensure team
 m

em
bers are all living 

the K
m

art VA
LU

E
S

 everyday 
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B
uilding a sustainable business 
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•
S

ustainability strategy developed follow
ing extensive engagem

ent w
ith key 

stakeholders (suppliers, landlords, industry experts, N
G

O
s, analysts, m

edia, 
team

 m
em

bers &
 custom

ers) 
 •

S
ustainability strategy focused on: 
1.

S
ourcing ethically – factory transparency &

 safe w
ork conditions 

2.
C

om
m

unity 
3.

E
nvironm

ent 
4.

P
roduct quality &

 safety 
5.

H
ealth &

 w
ellbeing 

6.
Team

 m
em

ber developm
ent 

K
m

art 



Australia 

G
lobal 

 
C

hina 
 

India 
 B

angladesh 

O
ur local &

 global com
m

unity netw
ork 
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ew

 Zealand 

K
m

art 



•
C

ontinue to lead on price 
 

•
Im

prove end-to-end efficiencies across the business 
 

•
C

ontinue to invest in price 
 •

E
nhance range architecture 

 
•

O
pen m

ore stores 
 

•
C

ontinue refurbishm
ent program

 
 •

D
evelop &

 enhance online offer 
 •

C
ontinue to prioritise safety 
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O
utlook 

K
m
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 Thank you - Irresistible clip  
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G
uy R

usso 
M

anaging D
irector 

Q
uestions 



hello 

G
reat quality.   

N
ew

 low
er prices.   

Every day. 

Target 
Stuart M

achin 
M

anaging D
irector 
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A
G

EN
D

A
 

 •
O

ur strategy – a rem
inder 

 
•

P
rogress on legacy issues 

 
•

O
ur business today 

 
•

O
ur transform

ation plan 
 

•
O

ur com
petitive advantage 

Target 
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O
U

R
 PU

R
PO

SE, M
ISSIO

N
 &

 STR
ATEG

Y 

Purpose 
 To m

ake fashion, style and quality 
affordable for the w

hole fam
ily 

M
ission 

 Becom
e a m

ulti-channel retailer 
delivering satisfactory returns to 
shareholders 

Target 
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PR
O

G
R

ESS O
N

 LEG
A

C
Y ISSU

ES 
 •

U
nclear purpose & strategy 

 

•
Poor custom

er experience 
 

•
R

ange too w
ide & high inventory 

 

•
Product not on trend 
 

•
Inconsistent pricing & discounting to clear 
 

•
C

om
plex & costly operations 

 

•
C

apability gap 
 

•
Lack of financial discipline & poor processes 

FY18 

FY18 

FY18 

FY18 

FY18 

FY18 

FY18 

FY18 

FY13 
Today 

FY13 

FY13 

FY13 

FY13 

FY13 

FY13 

FY13 

FY13 

Target 
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PR
O

G
R

ESS O
N

 LEG
A

C
Y ISSU

ES 

S
ource: m

anagem
ent data com

paring to FY13. 

17pt 
im

provem
ent in 

custom
er  

satisfaction 

27%
 

reduction in 
S

K
U

s 

8pt 
im

provem
ent  

in style 
perception 

75%
 

of sales now
 

‘first price,  
right price’ 

10%
 

reduction  
in costs of 

doing business 

12pt 
increase in  

direct  
sourcing 

Target 
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TO
D

AY’S TR
A

D
IN

G
 

S
ource: m

anagem
ent data com

paring to FY14. 

6%
 

reduction in  
average selling prices 

4%
 

grow
th in 

units sold 

3%
 

grow
th in 

custom
er transactions 

C
H

A
LLEN

G
E: VO

LU
M

E G
R

O
W

TH
 

Target 
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O
U

R
 B

U
SIN

ESS TO
D

AY 

S
ource: R

oy M
organ, A

B
S

, m
anagem

ent data. 

75%
 

of our custom
ers are 

w
om

en aged 25-54  

60%
 

of A
ustralians shop 

in Target every year #1 
for children’s 

clothing &
 shoes 

#1 
for w

om
en’s 

underw
ear &

 sleepw
ear 

#1 
for bed linen 

&
 tow

els 

Target 
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O
U

R
 TR

A
N

SFO
R

M
ATIO

N
 PLA

N
 

  •
O

ur plan is consistent 
 

•
C

learly defined horizons 
 

•
Values core to our w

ay of w
orking 

 
•

M
um

 rem
ains at the heart 

Target 
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TR
A

N
SFO

R
M

ATIO
N

 PLA
N

 H
O

R
IZO

N
S 

O
utstanding  

custom
er  

experience 

R
ight product 

choices 

Fashion &
 style  

backed by good  
quality 

Low
 prices 

B
etter, sim

pler,  
cheaper 

Team
 w

ith  
personality 
&

 pride 
H

orizon end:  30 June 2015 
H

orizon end:  30 June 2017 

Fixing the basics (FY14-15) 
G

row
th &

 efficiency (FY16-17) 
The Target difference (FY18) 

Target 
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O
U

TSTA
N

D
IN

G
 C

U
STO

M
ER

 
EXPER

IEN
C

E 
 •

Availability our custom
ers w

ant 
 

•
Integrated bricks & clicks 
 

•
Engaging & personalised experience 
 

•
Accessible throughout Australia 

Target 
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AVA
ILA

B
ILITY O

U
R

 C
U

STO
M

ER
S W

A
N

T 

Progress so far 
 •

Three regional  
replenishm

ent centres 
opened on tim

e &
 on 

budget in V
IC

, N
S

W
 &

 Q
LD

 
 

•
R

eplenishm
ent S

K
U

 
availability increased to 
84%

 
 

•
Im

plem
entation of stock 

visibility &
 dem

and planning 
system

s on track 

O
ur plan 

 •
O

pen fourth replenishm
ent 

centre in W
A

 
 

•
Increase S

K
U

s on 
replenishm

ent 
 

•
D

rive availability +85%
 

during FY16 

Target 
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IN
TEG

R
ATED

 B
R

IC
K

S &
 C

LIC
K

S 

Progress so far 
 •

YTD
 sales grow

th +60%
 

 
•

55,000 S
K

U
s on line &

 full 
catalogue offer 
 

•
N

ew
 shipping options 

introduced 
 •

In-store fulfillm
ent pilot 

 
•

42%
 increase in eD

M
 

database 

O
ur plan 

 •
D

rive higher conversion, 
through better availability 
 

•
S

uccessful transition to 
new

 autom
ated D

C
 &

 roll-
out of in-store fulfillm

ent 
 

•
S

tep-change custom
er 

experience on w
ebsite &

 
through app to drive 
frequency of shop 
  

 63,100 follow
ers 

  1,984 follow
ers 

   9,885 follow
ers 

  1,154 subscribers 
 545,953 fans 
1.4m

 w
eekly average reach 

Target 
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EN
G

A
G

IN
G

 &
 PER

SO
N

A
LISED

 EXPER
IEN

C
E 

Progress so far 
 •

S
ix new

 stores opened in 
new

 form
at 

 
•

Three renew
al stores also 

com
pleted 

 
•

N
ew

 form
at returns are 

stronger than the fleet 
average 
 

•
R

etail Leaders training 
program

 launched 

O
ur plan 

 •
R

efine store form
at 

 
•

A
ccelerate renew

al program
 

to deliver m
inim

um
 of 20 

stores annually 
 

•
R

oll-out new
 P

O
S

 system
 

from
 Q

2 FY16 
 

•
Im

prove custom
er loyalty 

through personalisation 

Target 
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Frankston 
R

enew
al store opened August 2014 

Target 
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Frankston 
R

enew
al store opened August 2014 

Target 
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Frankston 
R

enew
al store opened August 2014 

Target 
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Frankston 
R

enew
al store opened August 2014 

Target 
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Frankston 
R

enew
al store opened August 2014 

Target 
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M
t G

ravatt 
N

ew
 store opened Septem

ber 2014 

Target 
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Success 
N

ew
 store opened O

ctober 2014 

Target 



hello 
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C
ranbourne 

N
ew

 store opened M
arch 2015 

Target 
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A
C

C
ESSIB

LE TH
R

O
U

G
H

O
U

T A
U

STR
A

LIA
 

Progress so far 
 •

308 stores 
 

•
10 stores opened 
 

•
17 stores closed 
 

•
30 leases renew

ed on  
favourable term

s 
 

•
C

apital plan aligned w
here 

appropriate to centre 
developm

ents 

O
ur plan 

 •
O

pen profitable new
 stores 

in m
arket gaps 

 
•

O
ptim

al selling floor size of 
5,500 sqm

 
 

•
C

ontinue to optim
ise sm

all 
store netw

ork 
 

•
C

lose underperform
ing 

stores, w
here no m

arket 
potential exists 

Fleet today 3 

63 

75 

100 

32 

29 

6 

2 
1 

32 
31 

58 
42 

49 
26 

21 
11 

17 
12 

5 
1 

Target 



2015 Strategy Briefing D
ay | 151 

R
IG

H
T PR

O
D

U
C

T C
H

O
IC

ES 
 •

N
arrow

er range   
 

•
Im

proved sales density 
 •

Adherence to critical path 

Target 
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N
A

R
R

O
W

ER
 R

A
N

G
E 

Progress so far 
 •

S
K

U
s reduced by 27%

 
 

•
E

xpansion of new
 ranges 

 
•

R
eduction in 

underperform
ing &

 
declining categories 
 

•
R

eduction in seasonal 
stock w

eight 

O
ur plan 

 •
Further 13%

 reduction in 
S

K
U

s during H
1 FY16 

 
•

C
reate further space to 

expand new
 &

 innovative 
ranges 
 

•
B

uild m
ore confidence in 

buying team
s to back 

volum
e 

 

Target 
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IM
PR

O
VED

 SA
LES D

EN
SITY 

Progress so far 
 •

N
ew

 layouts piloted in 
W

om
ens, H

om
e &

 
C

hildrens 
 

•
G

reater em
phasis on 

dem
onstrating value 

 
•

N
ew

 store grading 
structure im

plem
ented 

 

O
ur plan 

 •
R

oll-out best perform
ing 

elem
ents of pilots  

 
•

C
ontinue to ensure new

 
form

at stores perform
 

above fleet average 
 

•
Im

prove com
m

ercial &
 

m
erchandising skills of 

store m
anagers 

 

Target 



2015 Strategy Briefing D
ay | 154 

A
D

H
ER

EN
C

E TO
 C

R
ITIC

A
L PATH

 

Progress so far 
 •

C
ritical path im

plem
ented 

across all buying groups 
 

•
C

hildrens m
ost advanced 

in im
plem

entation &
 

show
s in results 

 
•

50 day reduction in lead 
tim

e 
  

O
ur plan 

 •
D

rive further 40 day 
im

provem
ent in lead tim

e 
 

•
E

xpand vertical 
integration during FY16 
 

•
Increased focus on fabric 
consolidation 

N
um

ber of days in critical path 
Shorter lead tim

es 

Target 



2015 Strategy Briefing D
ay | 155 

FA
SH

IO
N

 &
 STYLE B

A
C

K
ED

 B
Y 

G
O

O
D

 Q
U

A
LITY 

 •
O

n trend & in the m
om

ent fashion 
 

•
C

onsistent fit & durability 
 

•
R

e-launch the brand 

Target 
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O
N

 TR
EN

D
 &

 IN
 TH

E M
O

M
EN

T FA
SH

IO
N

 

Progress so far 
 •

G
ood-B

etter-B
est range 

architecture in place 
 

•
C

lear sub-brands 
established across 
W

om
ens 

 
•

R
e-launched D

esigners for 
Target 
 

•
Volum

e &
 value lines now

 
12%

 of total units sold 
  

O
ur plan 

 •
M

aintaining balance 
betw

een fashion &
 great 

everyday basics 
 

•
Further refinem

ent of 
range architecture w

ith 
focus on B

etter 
 

•
S

horter lead tim
es critical 

to support ‘fast fashion’ 
 

 

Target 
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Target 
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Target 
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Target 
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Target 
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C
O

N
SISTEN

T FIT &
 D

U
R

A
B

ILITY 

Progress so far 
 •

R
efresh of quality prom

ise 
 

•
N

ew
 fabric &

 fit standards 
em

bedded across all 
clothing buying groups 
 

•
R

ationalised design team
s 

in A
ustralia &

 A
sia 

O
ur plan 

 •
Leverage fabric 
consolidation to create 
greater consistency  
 

•
E

nsure custom
ers see the 

value in the quality w
e 

offer 

Target 
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R
E-LA

U
N

C
H

 TH
E B

R
A

N
D

 

Progress so far 
 •

D
ifferent approaches 

tested, w
ith m

ixed results 
 •

Im
provem

ent in fashion, 
style &

 quality perceptions 
 

•
M

ore w
ork to do on value 

perception 
 

•
C

atalogue transitioned to 
‘first price, right price’ 

O
ur plan 

 •
Focus on dem

onstrating 
value through consistent 
m

essage across all m
edia 

 
•

R
egular ‘drum

beat’ rather 
than only event-driven 
 

 

Target 
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R
E-LA

U
N

C
H

 TH
E B

R
A

N
D

 

Target 
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LO
W

 PR
IC

ES 
 •

Source at the low
est cost 

 
•

Establish the Target price 

Target 
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SO
U

R
C

E AT TH
E LO

W
EST C

O
ST 

Progress so far 
 •

D
irect sourcing increased 

 
•

Im
proved intake m

argin 
 

•
R

educed reliance on 
C

hina 
 

•
N

ew
 ethical sourcing 

fram
ew

ork em
bedded 

 
•

H
alved supplier base 

O
ur plan 

 •
Further consolidation of 
supplier base 
 

•
G

reater control over fabric 
&

 trim
s 

 •
C

ontinue transition from
 

C
hina based suppliers to 

those in m
ore cost 

effective environm
ents 

  

%
 of total  

C
ountry footprint 

Target 
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SO
U

R
C

E AT TH
E LO

W
EST C

O
ST 

Progress so far 
 •

D
irect sourcing increased 

 
•

Im
proved intake m

argin 
 

•
R

educed reliance on 
C

hina 
 

•
N

ew
 ethical sourcing 

fram
ew

ork em
bedded 

 
•

H
alved supplier base 

 

O
ur plan 

 •
Further consolidation of 
supplier base 
 

•
G

reater control over fabric 
&

 trim
s 

 •
C

ontinue transition from
 

C
hina based suppliers to 

those in m
ore cost 

effective environm
ents 

  

Suppliers 
N

um
ber of suppliers 

Target 
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Target 
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ESTA
B

LISH
 TH

E TA
R

G
ET PR

IC
E 

G
ood 

B
etter 

B
est 

$10 
E

ssentials  
straight leg 

$20 
M

odern 
super skinny 

$59 
D

annii M
inogue 

P
etites 

Target 
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ESTA
B

LISH
 TH

E TA
R

G
ET PR

IC
E 

G
ood 

B
etter 

B
est 

E
ssentials  

coverall 
Zip front  
print coverall 

D
isney 

coverall 

$5 
$10 

$20 

Target 
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ESTA
B

LISH
 TH

E TA
R

G
ET PR

IC
E 

G
ood 

B
etter 

B
est 

E
ssentials m

icrofibre  
double quilt 

D
uck feather  

double quilt 

$99 
A

ustralian w
ool 

double quilt 

$20 
$59 

Target 
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B
ETTER

, SIM
PLER

, C
H

EA
PER

 
 •

Productive stores 
 

•
Flexible supply chain 
 

•
Lean & effective support team

 
 

•
Efficient w

orking capital m
anagem

ent 

Target 
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PR
O

D
U

C
TIVE STO

R
ES 

Progress so far 
 •

N
ew

 rostering system
 

im
plem

ented, supporting 
investm

ent in custom
er 

service 
 •

P
ilot store established to 

restructure back-of-house 
operations 
 

O
ur plan 

 •
C

ontinue to refine 
rostering to invest in 
custom

er service 
 

•
Focus on trust &

 fashion 
departm

ents 
 

•
R

oll-out of new
 back-of-

house operating m
odel 

critical 
Service 

Service 
Service 

B
O

H
 

B
O

H
 

B
O

H
 

%
 of total store hours 

Allocation of hours 

Target 
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PR
O

D
U

C
TIVE STO

R
ES 

Progress so far 
 •

N
ew

 rostering system
 

im
plem

ented, supporting 
investm

ent in custom
er 

service 
 •

P
ilot store established to 

restructure back-of-house 
operations 
 

O
ur plan 

 •
C

ontinue to refine 
rostering to invest in 
custom

er service 
 

•
Focus on trust &

 fashion 
departm

ents 
 

•
R

oll-out of new
 back-of-

house operating m
odel 

critical 
Service 

Service 
Service 

BO
H

 
BO

H
 

BO
H

 

Team
 m

em
bers 

%
 of perm

anent &
 casual 

Target 
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FLEXIB
LE SU

PPLY C
H

A
IN

 

Progress so far 
 •

53 supply chain facilities 
closed 

 •
Three replenishm

ent 
centres opened  

 •
N

ew
 w

arehouse 
m

anagem
ent system

 
im

plem
ented to im

prove 
stock visibility 
  

O
ur plan 

 •
C

lose further eight facilities 
to achieve optim

al netw
ork 

 
•

A
ll activities coordinated 

through our ‘Factory to 
C

ustom
er’ program

 

Service 
Service 

Service 

N
um

ber 
Supply chain facilities 

Target 
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FA
C

TO
RY TO

 C
U

STO
M

ER
 PR

O
G

R
A

M
 

Program
 governance team

 

Sourcing 
 •

Sourcing system
 

im
plem

entation 
 

•
C

ountry plan 
 

•
Supplier 
rationalisation 
 

•
Fabric program

 
consolidation 

M
erch Planning 

 •
SKU

 reduction 
 

•
Pre-season 
planning 
 

•
Product ranging 
 

•
O

ptim
ise 

allocations 
 

•
Stock exit 
strategy 

Logistics 
 •

R
eplen-ready 

D
C

s 
 

•
R

ationalise 
supply chain 
netw

ork 
 

•
International 
freight 
 

•
D

om
estic freight 

O
nline 

 •
M

ulti-channel 
service m

odel 
 

•
C

ustom
er-ready 

stock visibility 
 

•
D

ata 
architecture 

Stores 
 •

N
ew

 checkout 
im

plem
entation 

 
•

Back of house 
sim

plicity 
 

•
R

eplenishm
ent 

process 
  

Target 
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LEA
N

 &
 EFFEC

TIVE SU
PPO

R
T TEA

M
 

Progress so far 
 •

R
educed total C

O
D

B
 

 
•

25%
 reduction in store 

operating costs 
 

•
38%

 reduction in support 
operating costs  
 

•
30%

 reduction in G
N

FR
 

suppliers 

O
ur plan 

 •
Further refine support 
team

 operating m
odel to 

keep it sim
ple 

 
•

Im
prove returns on 

m
arketing spend 

 
•

Im
plem

ent new
 G

N
FR

 
procurem

ent process in 
H

1 FY16 

Service 
Service 

Service 

BO
H

 
BO

H
 

BO
H

 

Service 
Service 

Service 

BO
H

 
BO

H
 

BO
H

 

%
 of sales 

C
ost of doing business 

Target 
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EFFIC
IEN

T W
O

R
K

IN
G

 C
A

PITA
L M

A
N

A
G

EM
EN

T 

Progress so far 
 •

G
reater control over stock 

 
•

R
eduction in net inventory 

days 
 

O
ur plan 

 •
R

ealise further inventory 
benefit from

 reduced S
K

U
s 

&
 supplier rationalisation 

 
•

C
ontinue to sim

plify G
N

FR
 

supplier base 
 

D
ays 

N
et inventory days 

Target 
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TEA
M

 W
ITH

 PER
SO

N
A

LITY &
 PR

ID
E 

 •
U

ncom
prom

ising on safety 
 

•
Foster team

 pride 
 

•
Attract & retain the best talent 
 

•
C

reate & protect a sustainable business m
odel 

Target 
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U
N

C
O

M
PR

O
M

ISIN
G

 O
N

 SA
FETY 

Progress so far 
 •

S
afety perform

ance 
continues to im

prove 
 

•
Low

est ever LTIFR
 

 
•

Low
er W

orkers 
C

om
pensation prem

ium
  

O
ur plan 

 •
M

aintain safety standards 
 

•
S

im
plify training to ensure 

greater consistency &
 

low
er cost 

Service 
Service 

Service 

B
O

H
 

B
O

H
 

B
O

H
 * 

*Year to 
date A

pril 
2015  

Tim
es 

LTIFR
 

Target 
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FO
STER

 TEA
M

 PR
ID

E 

Everything w
e do is designed  

to m
ake our custom

ers happy 

W
e are obsessed w

ith 
sim

plicity, alw
ays seeking the 

best w
ay of doing things & 

elim
inating bureaucracy 

W
e w

ork hard to deliver 
results & constantly challenge 
ourselves to  
im

prove 

W
e operate in a safe & ethical 

w
ay, & respect our 

custom
ers, team

 m
em

bers, 
suppliers & com

m
unities 

W
e foster innovation & 

creativity to continually 
im

prove our products & the 
experience of our 
custom

ers 

Target 
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ATTR
A

C
T &

 R
ETA

IN
 TH

E B
EST TA

LEN
T 

Progress so far 
 •

R
etail Leaders &

 
M

erchandise A
cadem

y 
training program

s  
launched 

 •
‘A

chieve &
 D

evelop’ 
perform

ance m
anagem

ent 
tool im

plem
ented 

 

O
ur plan 

 •
E

ngagem
ent survey to be 

com
pleted in June 

 
•

E
xpand R

etail Leaders to 
build stronger stable of 
future store m

anagers &
 

leaders 
 

•
R

e-launch graduate 
program

  

Target 
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C
R

EATE &
 PR

O
TEC

T A SU
STA

IN
A

B
LE B

U
SIN

ESS M
O

D
EL 

Progress so far 
 •

Launched our sustainability 
P

lan 
 A

boriginal &
 Torres S

trait 
Islander S

trategy 
 P

ublished factory lists for 
B

angladesh, India &
 S

ri Lanka 
 C

om
m

unity program
s in 

A
ustralia &

 A
sia 

 Im
plem

ented energy plan  

O
ur plan 

 •
C

ontinue to em
bed our 

sustainability plan 
 

•
P

ublish factory lists for all 
countries w

e source from
 

 
•

C
ontinue to support our 

com
m

unities  

Target 
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O
U

R
 C

O
M

PETITIVE A
D

VA
N

TA
G

E 
  •

B
rand is accessible &

 has broad appeal 
 

•
W

ide store netw
ork reach 

 
•

S
trong platform

 for profitable online grow
th 

 
•

M
arket leader in trust categories 

 
•

P
otential beyond som

e of our com
petitors 

Target 



hello 
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Q
uestions 

Target 



hello 

G
reat quality.   

N
ew

 low
er prices.   

Every day. 

Q
uestions 

Stuart M
achin 

M
anaging D

irector 



C
hem

icals, Energy 
&

 Fertilisers 
Tom

 O
’Leary 

M
anaging D

irector 



B
usiness 

G
eography 

Sector 
K

ey C
ustom

ers 

Am
m

onia 
W

A 
N

ickel, internal 
BH

PB, M
inara, AN

, AG
R

, Fertilisers 

Am
m

onium
 nitrate 

(AN
) 

W
A/G

lobal 
Iron ore, gold 

D
yno N

obel, D
ow

ner, R
io Tinto, O

rica 

(50%
) 

Am
m

onium
 nitrate 

(AN
) 

Q
ld 

C
oal 

BM
A, C

urragh, R
io Tinto 

(75%
) 

Sodium
 cyanide (SC

) 
W

A/G
lobal 

G
old 

N
ew

m
ont, Barrick, AngloG

old 

PVC
/chem

icals 
D

ecking  
Vic/Australia 
Australia/G

lobal 
C

onstruction 
Iplex, Vinidex, Pipem

akers 
Tim

ber m
erchants, hom

e builders 

Energy retailing, gas 
production & 
distribution 

W
A/N

T 
R

esidential, 
transport, 
industrial 

G
as distributors, resources, engineering, 

residential, leisure, autogas, transport, 
pow

er generation 

Fertilisers 
W

A 
Agriculture 

Landm
ark, independent distributors 

 

 

B
usiness overview
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C
hem

icals, Energy &
 Fertilisers 



O
ur strategies 
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Invest in our businesses’ capacity 
to m

eet the needs of our 
custom

ers 

Focus on sustainable operations 
for the benefit of team

 m
em

bers, 
custom

ers &
 com

m
unities in 

w
hich w

e operate 

E
xecute opportunities for grow

th 
in existing and new

 m
arkets 

Foster a culture that recognises 
people are central to our success 

C
hem

icals, Energy &
 Fertilisers 



Agenda 

•
U

pdate on capacity expansion investm
ents 

•
E

xpanded A
N

 capacity to continue delivering earnings uplift 
•

Increased S
C

 production capacity servicing export m
arkets 

•
R

ightsizing division follow
ing recent divestm

ents 

B
uilding a foundation for grow

th 

•
S

tructured portfolio m
anagem

ent 
•

P
roactive response to com

m
odity price volatility 

•
O

ngoing focus on operational excellence &
 plant reliability 

•
K

ey strategies update 

R
ealising value from

 existing businesses 

•
E

valuating a w
ide range of grow

th opportunities in relevant sectors, both 
dom

estic &
 overseas 

W
ell positioned to expand portfolio 
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C
hem

icals, Energy &
 Fertilisers 
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Project com
pletion &

 plant operating perform
ance 

•
C

om
pletion on tim

e &
 w

ithin budget 
•

A
N

3 operational 4Q
 FY2014 w

ith plant perform
ance above expectations  

O
fftake status 

•
C

ontracted volum
es supporting the m

ajor A
ustralian m

iners underpin base load production 
•

S
ignificant volum

es currently sold, as planned, into m
arkets additional to W

A E
G

A
N

  
‒

P
lacem

ent of export tonnes m
ore challenging given current global m

arket dynam
ics; rem

aining rational 
despite low

er export pricing 
‒

A
N

sol diversion to U
A

N
 consistent w

ith continued grow
th in liquid fertilisers m

arket 
Financial perform

ance &
 outlook 

•
A

N
 business continuing to deliver earnings grow

th follow
ing expansion 

‒
Im

provem
ent in sales m

ix expected as the W
A E

G
A

N
 m

arket grow
s 

‒
A

N
3 contract negotiations delivered pricing increases from

 FY12; further contracted pricing increases in 
future years 

•
A

N
 business expected to continue to generate satisfactory return on capital 

‒
R

eturns to date from
 A

N
3 expansion in line w

ith investm
ent case 

‒
Longer term

, A
N

 earnings to be subject to m
arket im

pacts 
 

B
uilding a foundation for grow

th 
E

xpanded A
N

 capacity to continue delivering earnings uplift 

C
hem

icals, Energy &
 Fertilisers 



•
C

ontinued strength of A
G

R
 com

petitive positioning 
to serve dom

estic S
C

 solution m
arket 

‒
S

C
 solution preferred form

 for gold producers due 
to product handling considerations 

‒
A

G
R

 proxim
ity to W

A gold producers rem
ains a key 

differentiator  
•

Increased solid production capacity allow
s A

G
R

 to 
grow

 share in export m
arkets 

•
D

espite recent challenging global m
arket 

conditions, sales covering total expanded 
production capacity now

 in place  
•

P
ricing has returned to m

ore norm
al historic 

levels, and the expansion is m
eeting investm

ent 
case criteria 
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B
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B
uilding a foundation for grow

th 
R

ightsizing division follow
ing recent divestm

ents 

•
R

eview
 of support functions com

pleted 
follow

ing recent divestm
ents to ensure 

division is right sized for current portfolio 
‒

20 per cent reduction in divisional support 
function FTE

 achieved, im
plem

ented in 
2H

FY15 

•
R

em
ain focused on im

proving health, 
safety &

 environm
ental perform

ance as a 
key priority 

•
S

trong continuous im
provem

ent culture 
aligned to lean m

anufacturing principles 
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n
t
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v
e

r
a

g
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TR
IFR

^ [LH
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]
LTIFR
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H
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^ N
o. m

edical treatm
ent injuries, restricted duties injuries and lost tim

e injuries on a rolling 12 
m

onths basis, per 1 m
illion hours w

orked  
* N

o. lost tim
e injuries on a rolling 12 m

onths basis, per 1 m
illion hours w

orked  

C
hem
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 Fertilisers 
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Agenda 

•
C

apacity expansion investm
ent update 

•
E

xpanded A
N

 capacity to continue delivering earnings uplift 
•

Increased S
C

 production capacity servicing export m
arkets 

•
R

ightsizing division follow
ing recent divestm

ents 

B
uilding a foundation for grow

th 

•
S

tructured portfolio m
anagem

ent 
•

P
roactive response to com

m
odity price volatility 

•
O

ngoing focus on operational excellence &
 plant reliability 

•
K

ey strategies update 

R
ealising value from

 existing businesses 

•
E

valuating a w
ide range of grow

th opportunities in relevant sectors, both 
dom

estic &
 overseas 

W
ell positioned to expand portfolio 
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R
ealising value from

 existing businesses  
S

tructured portfolio m
anagem

ent 

•
P

roceeds of $295 m
illion realised through portfolio m

anagem
ent 1 since 2011 

•
D

ivestm
ent of K

leenheat G
as’ east coast LP

G
 operations com

pleted in late February 
2015 
‒

Transaction involved sale of business to E
lgas, R

enegade G
as (trading as S

upagas) &
 O

rigin 
E

nergy 
‒

P
roceeds of $76 m

illion realising profit on sale of $14 m
illion w

ith m
inim

al im
pact on future 

underlying earnings 
‒

S
ale allow

s increased m
anagem

ent focus on im
proving perform

ance of K
leenheat G

as W
A

/N
T 

operations 
      1 Portfolio m

anagem
ent includes Aug 2011: Sale of enG

en, Jan 2012: Sale of Bangladesh LPG
 Joint Venture interest, D

ec 2013: 
Sale of 40%

 interest in Air Liquide W
A, Feb 2015: Sale of Kleenheat G

as east coast LPG
 operations. 
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•
E

conom
ics of LP

G
 production facility currently challenged given low

 S
audi C

P &
 LP

G
 content 

in the D
B

N
G

 pipeline 
‒

R
eview

 com
pleted w

hich supports continued production in current m
arket environm

ent 
‒

P
roduction continuity im

portant to suppliers w
ith a consequent input costs reduction expected 

 
•

S
trategic review

 of AV
’s P

V
C

 m
anufacturing business underw

ay 
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R
ealising value from

 existing businesses  
P

roactive response to com
m

odity price volatility 
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LP
G

 (flow
rate)

S
C

 S
olid plant

S
C

 S
olution plants

A
m

m
onia

N
itric acid plants

A
N

 P
rill

R
ealising value from

 existing businesses  
O

ngoing focus on operational excellence &
 plant reliability 

•
Leveraging installed plant capacity through ongoing debottlenecking, process optim

isation &
 

strong reliability 
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P
roduction uplift (from

 original nam
eplate perform

ance [=100%
]) 

 

C
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R
ealising value from

 existing businesses  
K

ey strategies update 
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Strategy 
U

pdate 

CHEMICALS 

G
row

th 
•

AN
3 operational late Q

2 C
Y2014 

•
C

urrent focus to optim
ise risk & return for additional volum

es resulting from
 AN

 expansion 

C
ontinuous 

Im
provem

ent 
•

C
ontinue to drive business efficiencies & long-term

 productivity im
provem

ents 

ENERGY 

G
row

th 
•

Feasibility study underw
ay to im

prove LPG
 production volum

es 

•
D

evelop retail natural gas & electricity m
arkets 

R
eturns from

 existing 

businesses 

•
C

ontinue to im
plem

ent business im
provem

ent initiatives & efficiencies in the W
A & N

T LPG
 

business post sale of east coast operations 

•
Leverage existing LN

G
 infrastructure in existing & developing m

arkets 

C
hem

icals, Energy &
 Fertilisers 



R
ealising value from

 existing businesses  
K

ey strategies update 
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Strategy 
U

pdate 

FERTILISERS 

G
row

th 

•
Focus on corporate & business farm

er requirem
ents, including a focus on innovation 

•
Im

plem
entation of fertiliser use efficiency technologies  

•
C

ontinued forecast grow
th in liquids m

arket 

Business efficiency 
•

Im
proved processes, control & distribution related to soil analysis & fertiliser 

recom
m

endation tool (N
uLogic)  

•
Leverage system

s investm
ent to drive business efficiency 

Business m
odel 

•
C

ontinuous im
provem

ent to enable cost efficiencies to be passed on to custom
ers  

•
Investm

ent in sales team
 & tools to enhance the custom

er value proposition 

DIVISION 

G
row

th 
•

O
ngoing evaluation of opportunities to grow

 in existing & new
 m

arkets 

C
ulture 

•
M

ake im
proved safety perform

ance sustainable using Safe Person, Safe Process, Safe 
Place program

 

•
C

ontinue to attract, develop & retain an engaged & diverse w
orkforce w

ith focus on 
aboriginal engagem

ent & gender diversity 

Sustainability 
•

C
om

m
unity acceptance & regulatory com

pliance 

•
Abatem

ent technology in AN
 continuing to deliver significant em

issions reductions 

•
C

om
plete rem

ediation & divest surplus assets (Baysw
ater) 

C
hem

icals, Energy &
 Fertilisers 
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Agenda 

•
C

apacity expansion investm
ent update 

•
E

xpanded A
N

 capacity to continue delivering earnings uplift 
•

Increased S
C

 production capacity servicing export m
arkets 

•
R

ightsizing division follow
ing recent divestm

ents 

B
uilding a foundation for grow

th 

•
S

tructured portfolio m
anagem

ent 
•

P
roactive response to com

m
odity price volatility 

•
O

ngoing focus on operational excellence &
 plant reliability 

•
K

ey strategies update 

R
ealising value from

 existing businesses 

•
E

valuating a w
ide range of grow

th opportunities in relevant sectors, 
both dom

estic &
 overseas 

W
ell positioned to expand portfolio 
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O
utlook 

•
C

ontinue to expect grow
th in our chem

icals businesses leveraged to the resources sectors 

•
Fertilisers’ focus on continuous im

provem
ent positions the business w

ell to provide stable 

earnings perform
ance in a m

ature m
arket 

‒
P

erform
ance rem

ains dependent upon farm
ers’ term

s of trade &
 seasonal breaks 

•
K

leenheat earnings rem
ain dependent upon LP

G
 production econom

ics, particularly global 

prices &
 gas input costs 

•
C

ontinue to focus on plant efficiencies &
 m

axim
ising returns from

 plant capacity investm
ents 

•
D

ivision positioned w
ell to take advantage of value generating opportunities, w

hether organic or 

through acquisition 
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Q
uestions 

Tom
 O

’Leary 
M

anaging D
irector 



R
esources 

Stew
art B

utel 
M

anaging D
irector 



1.
W

esfarm
ers R

esources overview
 

2.
G

lobal environm
ent 

−
S

hort-term
  

−
Long-term

 

3.
C

urrent export prices &
 W

esfarm
ers R

esources FY16 outlook 

4.
S

trategy review
 

5.
S

ustainability   

6.
O

utlook sum
m

ary 

C
ontents  

2015 Strategy Briefing D
ay | 207 

R
esources 



•
Tw

o w
orld-scale coal m

ines 

•
G

lobal m
arkets w

ith m
ajority of exports 

to A
sia 

•
C

urragh Q
LD

 (100%
 equity interest)  

–
M

etallurgical coal for off-shore  
steel-m

aking  
–

S
team

ing coal for dom
estic pow

er 
generation  

•
B

engalla N
S

W
 (40%

 equity interest) 

–
E

xport steam
ing coal for A

sia 

W
esfarm

ers R
esources – overview
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•
O

pportunity, but w
ith cyclicality:  C

oal 
export m

arket provides global exposure;  both 
m

ines have track records of strong but cyclical 
returns     
–

Look-back: S
trong realised investm

ent IR
R

s to 
date 

–
FY16:  C

ontinued low
 export coal prices 

expected 

•
Long-term

 sustainability:  B
oth m

ines 
positioned for long-term

 sustainability; 
m

aintaining readiness for next export m
arket 

upsw
ing  

–
Export m

arkets:  Long-term
 fundam

entals 
robust  

–
R

eserves:  Long rem
aining m

ine lives 

–
M

ine perform
ance:  E

stablished track records 
in m

ine cash cost perform
ance, w

ith significant 
reductions achieved; both m

ines are capital 
efficient 

 R
esources investm

ent cycle is long-term
:  

W
esfarm

ers R
esources’ m

ines are long-life assets 
 

1 A
s at 31 D

ecem
ber 2014.  2 C

urragh as reported to A
S

X by W
esfarm

ers 
Lim

ited as at 30 June 2014; B
engalla as reported by R

io Tinto to A
S

X on 
28  N

ovem
ber.  R

efer disclosure notes on slide 234. 

B
alance sheet &

 reserves base 
M

etrics as m
ost recently reported 

B
ALA

N
C

E 
SH

EET
1 

D
ivision capital 
em

ployed 
(R

12 $ m
illion) 

1,465 

C
O

AL 
R

ESER
VES 

(M
ILLIO

N
 

TO
N

N
ES) 2 

C
urragh   

284
 

Bengalla (40%
) 

108
 

•
G

row
th &

 counter-cyclical investm
ent:   

–
‘C

apital-light’ expansions of B
engalla (com

plete) 
and C

urragh (end of C
Y15)   

–
M

D
L162, adjacent to C

urragh, acquired January  
2014 

–
Further counter-cyclical opportunities being 
evaluated 

R
esources 
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The m
etallurgical coal m

arket is global, driven by dem
and for steel  
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Taiwan 
11m

t 

Canada 
30m

t 
USA 
55m

t 

Colom
bia 

6m
t 

Mozam
bique 

2m
t 

Brazil 
19m

t 

Europe 
59m

t 

India 
49m

t Russia 
13m

t 

China 
61m

t 

Korea 
33m

t 
Japan 
55m

t 

Indonesia 
1m

t 

Australia 
186m

t 

22mt 

4mt 
7mt 

1mt 

3mt 

32mt 

2mt 

19mt 

40mt 
46mt 

20mt 

42mt 
9mt 

7mt 
6mt 

7mt 

5mt 
2mt 

2mt 
From

 Canada 

Major exporter 

Major im
porter M

ap source: C
ustom

s data, M
acquarie R

esearch, February 2015. 
* C

oking coal and pulverised coal injection (P
C

I), 2014 full-year data, m
aking assum

ptions for land-borne trade. 
1 S

ource:  W
ood M

ackenzie/O
ther W

R
L research. 

S
eaborne dem

and forecast to grow
 ( ~300 m

illion tonnes per annum
 (m

tpa) in 2014 to >400 
m

tpa by 2035
1 

 

R
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•
W

orld blast furnace iron production stable excluding C
hina 

–
V

olatility from
 C

hina, excess steel capacity constrains price  

•
M

etallurgical coal m
arket continues to be oversupplied  

–
C

ontinued strong seaborne supply from
 A

ustralia 

–
C

om
petition for m

arket share w
ith C

hinese dom
estic industry 

–
Lim

ited coal export supply rationalisation m
aterialising 

–
H

igh grow
th expectation from

 India not yet reflected in dem
and profile 

•
O

versupply continues to w
eigh heavily on spot prices, including a w

eak C
hinese m

arket  
•

M
any producers struggling to m

eet cash costs of production at current low
 export prices 

•
A

$:U
S

$ exchange rate has w
eakened since June 2014, how

ever benefit has been largely 
offset by price declines 

•
D

espite short-term
 cyclical pressures, long-term

 m
etallurgical coal fundam

entals rem
ain 

sound 

G
lobal environm

ent – current &
 short-term

 trends  
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•
2014 m

etallurgical coal m
arket 

characterised by continued strong supply 
(+3%

), predom
inantly from

 A
ustralia  

•
P

roductivity response continues from
 m

ost 
producers 

•
A

ustralian industry cost com
petitiveness 

im
proving com

pared to U
S

 producers 

Short-term
 indicators 2014 – m

etallurgical coal supply grow
th  
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S
ource: W

ood M
ackenzie, W

orld S
teel A

ssociation, W
esfarm

ers R
esources research. 

1 M
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•
S

low
ing internal steel dem

and 

•
Increased C

hinese steel exports into the 
global m

arket 

•
Variable m

etallurgical coal im
port dem

and 

Short-term
 indicators 2015 - continued deceleration of C

hinese grow
th  
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S
ource:  M

ysteel, S
X C

oal, W
esfarm

ers R
esources research.  

C
hina 

R
est of the w

orld 

R
egion 

Steel &
 M

etallurgical 
coal outlook 

Japan, K
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an 

E
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S
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S
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•
G

lobal forw
ard indicators rem

ain flat 

•
S

trong long-term
 grow

th rates expected for developing econom
ies, notably C

hina &
 India  

Short-term
 indicators – global indicators (PM

I &
 G

D
P) 
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S
ource:  IM

F, W
esfarm

ers R
esources research.  

 

H
istorical global m

anufacturing P
M

I 
 

Year-on-year G
D

P grow
th for key m

etallurgical coal 
im

port countries 
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•
G

row
th in em

erging econom
ies to drive steel dem

and &
 m

etallurgical coal dem
and 

–
C

hinese seaborne dem
and forecast to peak at ~90m

t in m
id 2020’s  

–
Indian seaborne dem

and forecast to grow
 to ~65m

tpa in m
id 2020’s  

–
R

est of the w
orld’s dem

and rem
ains stable 

•
C

urrent pricing does not support investm
ent in new

 m
ine capacity 

•
M

arket rebalancing to low
 cost sustainable supply 

    M
etallurgical coal – global dem

and outlook to 2035 
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S
ource: W
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ackenzie C

oal M
arket S

ervice.  
S

ource: W
ood M

ackenzie C
oal M

arket S
ervice.  

S
eaborne m

etallurgical coal dem
and 

S
eaborne m

etallurgical coal dem
and by coal type 
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•
P

roductivity response from
 suppliers 

continues 

•
A

ustralia w
ell placed to m

aintain m
arket 

share in A
sia 

•
A

ustralian m
etallurgical coal exports forecast 

to increase by 26%
 by 2035 

M
etallurgical coal – Australian supply outlook to 2035 
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S
ource: W
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ackenzie C

oal M
arket S

ervice.  

A
ustralian exports by destination country  

2015 to 2035 
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2013
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Annual R
eference P

rice
Q

uarterly Benchm
ark R

eference Price
Spot Price

U
S

$/tonne (nom
inal) FO

B
 A

ustralia (annual verse spot)  

•
U

S
$ coal benchm

ark prices have significantly w
eakened since  record prices in 2011  

•
P

rice relativity betw
een m

etallurgical coal &
 steam

ing coal has com
pressed over last 12 m

onths   
•

U
S

$ price declines exacerbated by continued high A
$:U

S
$ exchange rate despite recent falls 

•
M

etallurgical coal spot price decline continues  

Australian export m
etallurgical coal m

arket prices – 10 year look-back 
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S
ource: E

nergy P
ublishing, Tex R

eport, M
acquarie R

esearch, C
R

U
. 

A
ustralian hard coking coal prices 
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The steam
ing coal m

arket is global, driven by dem
and for pow

er  
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S
eaborne dem

and forecast to grow
 (~1 billion tonnes per annum

 (btpa) in 2014  to 1.6 
btpa by 2035

1 

 

M
ap source: C

ustom
s data, M

acquarie R
esearch, M

arch 2015. 
 

1 S
ource:  W

ood M
ackenzie/O

ther W
R

L research. 
R

esources 



•
C

ontinued im
port dem

and grow
th anticipated from

 C
hina &

 India 

•
A

ustralian &
 Indonesian producers expected to com

pete as m
ajor suppliers  

Steam
ing coal – outlook to 2035 
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S
ource: W

ood M
ackenzie C

oal M
arket S

ervice.  
S

ource: W
ood M

ackenzie C
oal M

arket S
ervice.  

S
team

ing coal seaborne exports by country 
S

team
ing coal seaborne dem

and by region 
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B
 A
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•
U

S
$ coal prices have significantly w

eakened since JP
U

 reference price peak in 2011  
•

P
rice relativity betw

een m
etallurgical coal &

 steam
ing coal has com

pressed  
•

M
arket shift to m

ore indexed-based sales 
•

R
ecent volatility in index price 

 Australian export steam
ing coal m

arket prices – 10 year look-back 
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S
ource: E

nergy P
ublishing, Tex R

eport, M
acquarie R

esearch, C
R

U
. 

A
ustralian steam

ing coal prices 

R
esources 



•
D

ifficult export m
arket conditions to continue in 2H

15 

•
C

urragh’s June 2015 w
eighted average m

etallurgical coal pricing dow
n 6%

 from
 

previous quarter  

•
C

urrent spot prices significantly below
 quarterly 

•
Forecast C

urragh m
etallurgical coal sales of 8.0m

t – 9.0m
t    

•
E

stim
ated full-year sales m

ix (H
ard 42%

; S
em

i 31%
; P

C
I 27%

) 

•
C

ontinuing strong m
ine cash cost focus  

•
Full-year S

tanw
ell R

ebate estim
ate of $50 - 70 m

illion at A
$:U

S
$ of 0.77 for 

rem
ainder of year (0.82 full year average)  

•
B

asis of calculation of S
tanw

ell R
ebate in legal dispute w

ith S
tanw

ell C
orporation 

 

W
esfarm

ers R
esources – FY15 outlook 
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C
oal production volum

es to 31 M
arch 2015 

M
ine  

Equity/U
JV 

Interest 
C

oal Type 
YTD

 ended 
('000 tonnes) 

M
ar-15 

M
ar-14 

C
urragh, Q

LD
 

100%
 

M
etallurgical 

6,757 
6,404 

S
team

ing 
2,365 

2,570 

B
engalla, N

S
W

1 
40%

 
S

team
ing 

2,594 
2,633 

Total 1 
  

  
11,716 

11,607 

1 W
esfarm

ers attributable production. 
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1 Forecast for the 12 m
onths to 30 June 2015. 

C
urragh’s m

etallurgical coal sales by destination FY15
1 
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R
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•
P

roduct m
ix affected by steel m

ill preference for low
er quality coals  

C
urragh’s export m

etallurgical sales product m
ix 

2015 Strategy Briefing D
ay | 224 

FY15 forecast 
8.0 – 9.0 m

illion tonnes 
FY16 outlook 

8.5 – 9.5 m
illion tonnes 

R
esources 



FX hedging profile 

B
EN

G
ALLA

 

Year end  
30 Jun 

C
urrent U

S
$  

sold forw
ard  

(U
S

$m
) 

Average 
A

$ / U
S

$ 
hedge rate 

2016 
154 

0.89 

2017 
105 

0.84 

2018 
76 

0.79 

2019 
24 

0.75 

C
U

R
R

AG
H

 

Year end 
30 Jun 

C
urrent U

S
$  

sold forw
ard  

(U
S

$m
) 

Average 
A

$ / U
S

$ 
hedge rate 

2016 
430 

0.88 

2017 
330 

0.84 

2018 
174 

0.79 

2019 
48 

0.75 
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Strategy  
C

om
m

ents 

PR
O

D
U

C
TIVITY &

 M
IN

E 
O

PTIM
ISATIO

N
 

M
axim

ise shareholder value  
from

 reserves over tim
e  

•
C

ost control 
•

M
ine optim

isation 

C
urragh 

•
9.0 – 10.0m

tpa export capacity  
•

32%
 cash cost reduction from

 1H
 FY12 peak  

Bengalla 
•

O
perating at 10.7m

tpa R
O

M
 capacity  

•
Further reduction in unit cash cost rate achieved  

Low
est cost quartile m

ine cost structures for both H
C

C
 (C

urragh) & export steam
ing 

coal (Bengalla)  

M
IN

E EXPAN
SIO

N
 

Expand existing m
ines 

Low
 cost capital expansion   

   -   C
urragh: expansion to 10m

tpa export capacity (subject to m
arket conditions) 

   -   Bengalla: expanded to 10.7m
tpa R

O
M

 capacity (delivered) 

PR
O

D
U

C
T EXTEN

SIO
N

 &
 

M
AR

K
ET R

EAC
H

 

•
M

D
L 162 acquisition; m

ining lease application underw
ay 

•
Bengalla D

evelopm
ent C

onsent Approval extends m
ine operations to 2039 

•
Evaluate acquisitions that offer econom

ies of scale or dow
nstream

 benefits 
•

C
ounter-cyclical tim

ing m
ay present opportunities 

SU
STAIN

A
B

ILITY 

•
Significant im

provem
ent in safety perform

ance  
•

Environm
ental perform

ance  
•

C
om

m
unity engagem

ent 
•

Bengalla’s high energy coal expected to be preferred in a carbon em
ission 

constrained generation m
arket – therm

al efficiency 

Strategy review
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•
C

ontinued focus on cost control &
 

productivity im
provem

ents 

•
~32%

 cash cost reduction from
 1H

 FY12 
peak 

•
C

ost perform
ance sustained by:   

–
R

educed contractor activity 

–
O

ptim
ised m

ine design  

–
E

ngagem
ent w

ith all m
ine suppliers 

–
M

ine productivity im
provem

ents 

Productivity &
 m

ine optim
isation – C

urragh m
ine cash costs update 
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M
ine cash costs per tonne (excl. carbon tax) 

R
esources 

3
0

.0
0

4
0

.0
0

5
0

.0
0

6
0

.0
0

7
0

.0
0

8
0

.0
0

9
0

.0
0

1
0

0
.0

0

1H
 FY

12
2H

 FY
12

1H
 FY

13
2H

 FY
13

1H
 FY

14
2H

 FY
14

1H
 FY

15



•
C

urragh expansion to 10m
tpa export 

capacity  
–

Feasibility study com
pete 

–
M

ajor infrastructure in place  

–
Low

 increm
ental capital cost  

–
Tier 2 S

tanw
ell R

ebate to apply 

–
M

arket developm
ent in place 

–
Tim

ing subject to m
arket conditions 

•
W

IC
E

T
1 S

tage 1 (27m
tpa) com

m
issioning 

com
plete 

–
C

urragh share of capacity is 1.5m
tpa 

–
A

bove &
 below

 track rail capacity in place 

 

 C
urragh m

ine expansion: ‘capital light’ expansion to 10m
tpa  
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MDL 162 

MDL 162 

Jellinbah 
Coal Mine  

Curragh North Coal 
Mine 

Curragh Coal Mine & 
W

ash Plant 

1 W
iggins Island C

oal E
xport Term

inal. 
R

esources 



•
E

xpansion com
pleted in early 2015, on tim

e &
 

below
 budget 

–
Low

 increm
ental capital cost 

–
H

M
E

 successfully com
m

issioned &
 operating 

–
O

perating at 10.7m
tpa R

O
M

 capacity 

•
N

ew
 D

evelopm
ent C

onsent 
–

G
ranted 4 M

arch 2015 

–
E

xtend m
ine operations until 2039 

–
Increased m

axim
um

 production lim
it of 15m

tpa 
R

O
M

 

•
Further expansion potential 
–

C
oncept S

tudy to expand up to 15m
tpa R

O
M

 

–
Joint venture approval of study Q

4 FY15 

B
engalla m

ine expansion – ‘capital light’ expansion to 10.7 m
tpa R

O
M
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•
A

cquisition of M
D

L 162 in January 2014 

–
U

tilises existing C
urragh infrastructure including C

H
P

P
1, rail loop &

 m
ining equipm

ent 

–
E

xtends C
urragh m

ine life &
 provides option to further optim

ise m
ine operations 

–
C

oal produced is not subject to S
tanw

ell R
ebate 

•
Feasibility study com

pleted as part of 10m
tpa expansion study  

•
Further exploration drilling (16 holes) com

pleted – results to be included in 2015 JO
R

C
 

update 

•
A

nticipated tim
eline to developm

ent  

–
M

ining Lease application  
 

1H
 2015 

–
G

rant of M
ining Lease estim

ated  
 

M
id 2016 

–
Initial coal m

ining from
 M

D
L162 

 
FY2018 

 Product extension &
 m

arket reach – C
urragh developm

ent of M
D

L 162  
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1 C
oal handling &

 preparation plant. 
R

esources 



•
C

ontinued im
plem

entation of safety best practice arising from
 benchm

arking 
project 

•
R

eview
 &

 sim
plification of C

urragh S
afety &

 H
ealth M

anagem
ent S

ystem
  

•
Increased &

 sustained frequency of safety interactions 

•
66%

 reduction in TR
IFR

 over past tw
o years 

•
Targeting zero harm

  

Sustainability: Safety perform
ance  
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R
12 LTIFR

 
R

12 TR
IFR

 

As at 
30-Jun-14 

31-M
ar-15 

30-Jun-14 
31-M

ar-15 

D
ivision  

(excluding Bengalla) 
0.6 

0.3 
5.0 

4.9 

R
esources 



•
E

xport m
arkets 

–
M

etallurgical coal m
arket continues to be oversupplied 

–
D

ifficult export m
arket conditions expected to continue in the near term

 

–
S

pot prices rem
ain low

, w
ith continued low

 export coal prices anticipated in FY16 

•
FY16 

–
P

roduct m
ix continues to be affected by steel m

ill preference for low
er quality coal 

–
Forecast C

urragh m
etallurgical sales of 8.5 – 9.5m

tpa (H
C

C
 40%

; S
em

i 31%
; P

C
I 29%

)  

–
S

tanw
ell R

ebate expected to be in the order of A
$65 - $75 m

illion assum
ing A

$:U
S

$ of 0.77 

–
C

ontinuing focus on cost m
inim

isation &
 productivity im

provem
ent 

O
utlook 
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•
N

ear term
 outlook rem

ains challenging, but strong m
ine fundam

entals exist 

–
Long-life m

ines w
ith excellent infrastructure 

–
Long-term

 rail &
 port access in place w

ith strong, long-term
 custom

er relationships  

•
G

row
th 

–
Low

 capital cost m
ine expansions  

–
C

ontinue to evaluate counter-cyclical opportunities  

O
utlook (cont.) 
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R
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C
oal reserves notes (as per slide 209)  

C
urragh coal reserves 

The estim
ates of C

urragh coal reserves have been carried out  under the A
ustralasian C

ode of R
eporting of E

xploration R
esults, M

ineral R
esources &

 O
re 

R
eserves 2004 (C

urragh S
outh and N

orth M
ining Leases) (the “JO

R
C

 C
ode 2004”) and the A

ustralasian C
ode of R

eporting of E
xploration R

esults, M
ineral 

R
esources &

 O
re R

eserves 2012 (M
ineral D

evelopm
ent Licence 162) (the “JO

R
C

 C
ode 2012”) (collectively the “JO

R
C

 C
ode”) and w

ere reported as at 30 June 
2014 in the 2014 W

esfarm
ers Lim

ited A
nnual R

eport issued on 9 S
eptem

ber 2014 and available at http://w
w

w
.asx.com

.au or w
w

w
.w

esfarm
ers.com

.au. 
E

stim
ates of coal reserves com

prise 244 m
illion tonnes of proved coal reserves and 40 m

illion tonnes of probable coal reserves. Figures are rounded to the 
nearest m

illion tonnes. The C
urragh coal reserves inform

ation w
as com

piled by, is based on, and fairly represents inform
ation and supporting docum

entation 
prepared by M

r B
arry S

aunders (M
em

ber A
usIM

M
), M

r Johan B
allot (M

em
ber A

usIM
M

) and M
r K

en H
ill (M

em
ber A

usIM
M

) w
ho have sufficient experience 

relevant to the style of m
ineralisation and type of deposit under consideration and to the activity they are undertaking to qualify as a C

om
petent P

erson as 
defined by the JO

R
C

 C
ode. M

r B
allot, M

r S
aunders and M

r H
ill have consented to the inclusion in the report of the m

atters based upon their inform
ation in the 

form
 and context in w

hich they appear. M
r B

allot is an em
ployee of W

esfarm
ers C

urragh P
ty Ltd. M

r S
aunders is an em

ployee of Q
G

E
S

S
 P

ty Ltd.  M
r H

ill is an 
em

ployee of Xenith C
onsulting P

ty Ltd  
 B

engalla coal reserves   
O

n 28 N
ovem

ber 2014, R
io Tinto announced that it had increased its assessm

ent of total R
O

M
 coal reserves for the 

B
engalla m

ine to 271 m
illion tonnes (100%

 basis) com
prising 165 m

illion tonnes of proved coal reserves and 106 m
illion tonnes of probable coal reserves (as at 

31 O
ctober 2014). 

 The inform
ation in R

io Tinto’s announcem
ent of 28 N

ovem
ber 2014 w

hich is cross referenced in this statem
ent that relates to coal reserves is based on, and 

fairly represents, inform
ation com

piled by M
r A

ndrew
 P

rentice and M
r R

ichard R
uddock.  M

r P
rentice is a C

om
petent P

erson w
ho is a m

em
ber of the 

A
ustralasian Institute of M

ining and M
etallurgy and is em

ployed by R
io Tinto C

oal A
ustralia P

ty Ltd. M
r P

rentice has sufficient experience that is relevant to the 
style of m

ineralisation and type of deposit under consideration and to the activity being undertaken to qualify as a C
om

petent P
erson as defined in the JO

R
C

 
C

ode.  M
r P

rentice consents to the inclusion in this statem
ent of the m

atters based on his inform
ation in the form

 and context in w
hich it appears.   M

r R
uddock 

is a C
om

petent P
erson w

ho is a m
em

ber of the A
ustralasian Institute of M

ining and M
etallurgy and is em

ployed by R
io Tinto C

oal A
ustralia P

ty Ltd. M
r R

uddock 
has sufficient experience that is relevant to the style of m

ineralisation and type of deposit under consideration and to the activity being undertaken to qualify as 
a C

om
petent P

erson as defined in the JO
R

C
 C

ode.  M
r R

uddock consents to the inclusion in this statem
ent of the m

atters based on his inform
ation in the form

 
and context in w

hich it appears. 
 For full details see R

io Tinto’s announcem
ent on the A

S
X w

ebsite http://w
w

w
.asx.com

.au/asx   
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R
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Q
uestions 

Stew
art B

utel 
M

anaging D
irector 



Industrial &
 Safety 

O
livier C

hretien 
M

anaging D
irector 



W
IS charter 
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The trusted provider of industrial &
 safety 

products &
 services 

Service &
 Value 

Ethical standards 

Security of Supply 

E
nabling custom

ers to seam
lessly &

 cost-
efficiently run, m

aintain &
 grow

 their business 

Living by the strongest values, safety &
 

sustainability standards 

Industrial &
 Safety 

Shareholder value 
D

elivering satisfactory returns to shareholders 



Execution through four business stream
s 
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B
lackw

oods 
Safety Specialists 

Industrial Specialists 
W

orkw
ear G

roup
 

M
R

O
1, S

afety, S
ervices 

G
as 

W
orkw

ear &
 uniform

s 

1 M
aintenance, R

epair &
 O

perations – includes safety. 

Industrial &
 Safety 



M
R

O
 

S
ervices 

W
orkw

ear 
w

holesale
1 

U
niform

s 

International 

N
ew

 Zealand 

A
ustralia 

Strong com
petitive positions &

 expanding addressable m
arkets 

#1  

#1 

•
Indonesia  

•
P

N
G

/P
acific, 

A
frica (export) 

•
O

n-site 
•

Training 
•

Testing/tagging 
•

C
onsulting 

•
Indonesia 
(consulting) 

# 1 

# 1 

#1 

#1 

•
U

K
, U

A
E

 
•

S
elect global 

custom
ers 
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M
arkets 

Geography 

G
as 

#3 
(consolidated 

m
arket) 

•
P

N
G

 (export) 

•
Training 

•
C

onsulting 
(2015 entry) 

1 Includes D
efence &

 E
m

ergency services.  

Industrial &
 Safety 



M
eeting evolving custom

er needs 
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S
olutions &

 services 
B

road range of products  

H
igh grow

th in end-m
arkets 

C
ost-dow

n agenda 

S
ite-based purchasing 

C
entralised &

 consolidated 
procurem

ent 

Q
uality &

 safety driving 
prem

ium
 brands 

preference  

P
rivate label alternatives in m

ore 
com

m
oditised ranges 

Industrial &
 Safety 



 
in the context of a challenging m

arket 
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Low
er custom

er activity  
•

Large custom
ers’ cost-dow

n agenda 
•

S
harp contraction in capital investm

ent  
•

R
educing em

ploym
ent levels &

 turnover 
– direct im

pact on w
orkw

ear &
 P

P
E

2 
sales 

S
harp currency decline  

•
M

aterial net im
pact in 2H

15 
•

Increased cost of goods only partially &
 

gradually passed through to custom
er 

base 

1 A
ctivity drivers represent end custom

er activity levels w
eighted by W

IS
 industry exposure. 

2 P
ersonal P

rotective E
quipm

ent.  
S

ource: D
eloitte A

ccess E
conom

ics (M
arch 2015), O

anda, Internal estim
ates. 

0.70

0.80

0.90

1.00

1.10Jul-11
Jun-12

M
ay-13

A
pr-14

M
ar-15

 Exchange R
ate 

A
U

D
/U

SD
 

O
utput 

E
m

ploym
ent 

C
apital E

xpenditure 

70 80 90

100

110

120

130

12A
13A

14A
15F

16F
17F

18F
19F

 Activity D
rivers

1 
Indexed R

eal G
row

th 

Industrial &
 Safety 



Strategic agenda – efficiency &
 grow

th 
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W
in in W

orkw
ear 

R
estructure &

 
refocus 

Lean 
transform

ation 

D
iversification 

G
ain share 

Efficiency 

G
row

th 

1 4 3 

2 5 

Short-term
 

M
id-term

 

Industrial &
 Safety 



Efficiency (short-term
) – restructure &

 refocus 
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R
estructure 

organisation &
 

reshape portfolio 

•
N

etw
ork rationalisation &

 w
orkforce efficiency

1 (28 closures, 11%
 FTE

2) 
•

S
pecialists restructuring – W

orkw
ear G

roup, B
ullivants, P

rotector A
lsafe, 

G
reencap, P

ackaging H
ouse, hose factory exit (N

ew
 Zealand) 

 

 
Sourcing 

excellence 
 

•
Im

plem
ented partnership program

 w
ith key suppliers (w

ave 2 underw
ay) 

•
M

erged global sourcing team
s in C

hina 

 
Sim

plification &
 

optim
isation  
 

•
S

tock turn im
provem

ent through im
proved sales &

 operational planning 
•

C
apex reduction – reprioritised &

 de-scoped investm
ents  

•
W

aste m
inim

isation – cease non-value adding activities 

1 

1 O
ver the last tw

o years; excludes acquisitions. 
2 Full tim

e equivalent. 
Industrial &

 Safety 



Efficiency (m
id-term

) – lean transform
ation 
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Supply chain 
•

S
ales &

 O
perations P

lanning, D
istribution C

entre efficiency 
•

W
arehouse technology  

•
S

upply chain optim
isation 

C
ustom

er  
service &

 sales 
force 

•
C

ustom
er service centralisation (virtual) – telephony roll-out 

•
S

ales force effectiveness 

Process 
redesign 

•
U

pgraded N
ew

 Zealand, C
oregas &

 B
ullivants E

R
P

s
1 

•
P

rotector A
lsafe &

 B
lackw

oods new
 E

R
P im

plem
entation (2016/17) 

•
Lean im

plem
entation in W

orkw
ear G

roup 

2 

1 E
nterprise R

esource P
lanning.  

Industrial &
 Safety 



Efficiency (m
id-term

) – w
arehouse technology 

2 

•
A

utom
ated w

arehouse facility in G
reystanes 

(N
S

W
) 

−
“G

oods to P
erson” (G

TP
) 

•
A

pproxim
ately 80%

 S
K

U
s

1 held in G
TP

 

−
H

andling ~60%
 of pick activity for the region 

•
Im

proved productivity, service levels &
 inventory 

m
anagem

ent 

•
R

ecognised w
ith A

ustralian S
upply C

hain &
 

Logistics aw
ard 

1 S
tock K

eeping U
nits.  
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Efficiency (m
id-term

) – resetting the cost base 

1 C
ost of D

oing B
usiness defined as ratio of operating expenses to sales. 

2 S
ubject to forecast pricing &

 grow
th assum

ptions. 

F
Y

1
5

F
F

Y
1

6
F

F
Y

1
7

F
F

Y
1

8
F

F
Y

1
9

F

•
M

aterial reduction in C
O

D
B

1 expected:  
−

A
fter reinvestm

ent in custom
er service 

−
B

uild m
ore com

petitive long-term
 platform

  

−
O

ffset m
argin pressures  

−
D

eliver greater econom
ies of scale 

 

•
D

elivered through com
bination of: 

−
R

eshaping portfolio &
 restructure   

−
Technology &

 lean transform
ation 

−
W

aste m
inim

isation  

R
eduction 

C
O

D
B

1 
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Industrial &
 Safety 

2 



M
arkets 

K
ey B

rands 

C
hannels 

W
orkw

ear G
roup – business overview

 

Industrial  

•
R

esellers 
•

O
w

n &
 franchised stores 

(Totally W
orkw

ear) 
•

D
iscount departm

ent stores 
•

D
irect sales force 

•
O

nline 

•
D

irect sales force 
 

•
D

irect S
ales force 

•
S

tore netw
ork 

 

•
A

ustralia &
 N

Z 
•

W
holesale &

 resale 
•

A
ustralia &

 N
Z 

•
A

ustralia, N
Z, 

U
K

, U
A

E
 

Sales / FTE
1 

1 FY
14 S

ales / FTE
s. 

~$380m
 / 1,000 FTE

s 

A
cquisition com

pleted 1 D
ecem

ber 2014 ($180m
)  

C
orporate 

w
ear solutions 

D
efence &

 
em

ergency services  
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Industrial &
 Safety 

3 



W
orkw

ear G
roup – acquisition rationale 

M
arket leading  

W
orkw

ear position 

N
ew

 grow
th 

platform
s  

Synergies  

G
ain share through: 

•
Leading brand portfolio w

ith iconic brands com
plem

enting W
IS

’ private 
labels 

•
Integrated clothing offer w

ith im
proved value-add services 

•
E

xpand into new
 custom

er segm
ents in industrial &

 corporate w
ear  

−
e.g. banking, retail, hospitality, health, transport, em

ergency services  
•

International platform
 &

 pipeline of future opportunities  

•
C

ustom
er relationships, sourcing &

 distribution channels, w
orking capital 

Perform
ance  

turnaround  
benefits 

•
R

e-engage w
orkforce &

 stabilise business processes 
•

S
ourcing, supply chain &

 custom
er service im

provem
ent opportunities  

•
R

einvest in iconic brands’ m
arketing &

 product innovation 
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W
orkw

ear G
roup – strategic agenda 
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W
inning  

team
 

P
erform

ance 
stabilisation 

W
aste 

reduction &
 

sim
plification 

S
ourcing &

 
supply chain 
excellence 

C
hannel &

 
pricing 

strategy 

P
rioritised 

new
 grow

th 
platform

s 

Efficiency 
&

 G
row

th 
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W
orkw

ear G
roup – progress to date 

•
C

ore brands review
  

−
R

ange rationalisation  
−

P
ricing review

  
−

B
rand portfolio &

 channel strategy 
−

R
einvestm

ent in product innovation  
 

•
S

upply chain &
 custom

er service 
im

provem
ent initiatives underw

ay  
 

•
S

hift from
 transactional to strategic 

sourcing relationships 
−

S
upply base consolidation  

 
•

Lean process sim
plification roll-out 

 
•

Footscray (V
IC

) defence m
anufacturing 

under review
 

W
ork in progress 

C
om

pleted to date 

•
R

estructured senior leadership team
 &

 set 
key business stabilisation priorities  
 

•
R

e-engaged w
orkforce, reduced turnover 

 
•

C
hina &

 N
Z m

erged w
ith W

IS
 team

s  
−

S
cale in global sourcing &

 N
Z w

holesale/ 
m

anufacturing 
 

•
R

einvested in enabling platform
s  

−
H

R
, H

S
E

, com
m

ercial &
 finance 

−
E

thical sourcing review
 

 
•

Inventory review
 

 
•

W
hole of business strategies in place for 

custom
er retention &

 pipeline capture 
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W
orkw

ear G
roup – key apparel brands 

G
row

th 
through 
product 

innovation 

Positioned to 
target value 
segm

ents 

G
lobal 

corporate 
w

ear 
solutions 

D
ifferentiated 

brand offer of 
strength &

 
durability 
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G
row

th (short-term
) – gain share 
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Share of spend  
•

S
ecuring key accounts (A

N
Z) through ongoing investm

ent in value 
−

Leveraging &
 grow

ing ow
n brands  

•
M

ultiple channels to m
axim

ise reach 

R
ange extensions 

•
P

roduct innovation (e.g. fire retardant)  
•

Investing in category m
anagem

ent &
 leveraging strategic suppliers 

Solutions 
•

E
xpanding onsite services, O

H
&

S
 training

1 &
 consulting services 

•
Im

plem
enting integrated supply solutions w

ith select custom
ers  

S
hare opportunities: W

IS
 only captures ~10-15%

 share across its key m
arkets 

1 Includes N
S

C
A

 acquisition (A
ugust 2014). 
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G
row

th (short-term
) – B

lackw
oods building on unique value proposition 

H
o

w
 w

e
 d

o
 it

 
W

h
a

t
 w

e
 d

o
 

M
a

k
e

 it
 e

a
s
y

 

M
a

k
e

 it
 s

m
a

r
t
 

M
a

k
e

 it
 r

e
le

v
a

n
t
 

M
a

k
e

 it
 h

a
p

p
e

n
 

•
C

ustom
er centric service 

•
D

elivery prom
ise in full &

 on tim
e 

•
M

ultichannel  

W
hat it m

eans
 

•
80 product specialists &

 site facilitators 

•
Vendor m

anagem
ent &

 product innovation 

•
Tailored solutions for large &

 sm
all 

•
C

onvenience &
 sim

plicity, m
ulti-channel 

•
B

roadest range over 32 product categories 

•
260,000 S

K
U

s available  

•
C

om
petitive pricing 

8
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%

8
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9
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9
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1
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0
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A
p
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O
c
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Ja

n
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D
e

liv
e

r
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 F

u
ll a

n
d

 o
n

 T
im

e
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) 
1

9
5

%
 T

a
r
g

e
t

1 Three m
onth rolling average. 
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G
row

th (short-term
) – m

ultiple channels to m
axim

ise reach 

Industrial Specialists +             gas distribution points  

       

Safety Specialists 
      Blackw

oods                 

•
S

alesforce / C
onsultants 

>1,100 FTE
s 

1 A
s at 31 D

ecem
ber 2014. 

471 N
etw

ork Locations
1 

O
ther C

hannels
 

18 9 
6 

3 

2 
3 

1 
1 

16 14 
12 11 

4 
5 

3 
1 

16 12 
12 5 

10 8 
4 

8 

20 24 
7 

4 
3 

3 
0 

2 
90 
79 
45 
37 

W
orkw

ear G
roup +            franchisees  

•
~1/4 eB

usiness sales 

•
2.5M

 order lines per annum
 

•
C

ustom
er S

ervice 

>800 FTE
s 2015 Strategy Briefing D

ay | 254 

Indonesia 

U
K

, U
A

E
 

2 1 
1 

55 165 
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G
row

th (short-term
) – ow

n &
 exclusive ranges 

Tools 
H

ardw
are 

W
elding &

 
abrasives  

PPE
1 

1 P
ersonal P

rotective E
quipm

ent.  

Apparel  

Footw
ear  

Fasteners 
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G
row

th (m
id-term

) – diversification 

U
nder-penetrated 

segm
ents  

H
igher grow

th 
sectors   

G
eographies &

 
channels   

•
S

M
E

 segm
ent (<5%

 m
arket share) 

−
B

lackw
oods, S

afety, W
orkw

ear store netw
orks (A

N
Z) &

 om
ni-channel 

−
Tools, w

orkw
ear, P

P
E

, w
elding &

 gas focus 

•
Increase penetration e.g. service industries, construction 

•
G

eographic &
 channel expansion in gas 

•
M

ultichannel expansion in w
orkw

ear &
 uniform

s 
•

Further international expansion, including U
K

 

Scope of services  
•

G
row

th in safety &
 risk consulting services  

A
lso exploring acquisition opportunities to accelerate diversification   2015 Strategy Briefing D

ay | 256 
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G
row

th (m
id-term

) – C
oregas netw

ork &
 channels 

P
rim

ary Locations 
D

istribution C
hannels 

Yennora  

Port K
em

bla  
 

A
delaide 

 
M

elbourne 
 

B
risbane 

Perth 1 

1 P
erm

anent P
erth facility is under construction. 

2 O
ther channels include C

G
 netw

ork locations, directly-serviced custom
ers &

 depots &
 distributors. 

 

M
ackay 

F 

P 

F 
F 

Filling 

P
roduction 

P 

P 
F F 

P 
F 

F 

R
ecent N

etw
ork E

xpansion 

~5%
 

C
ylinder 
M

ix 

~95%
 

O
ther 2 

0 50

100

150

200

250

300

M
ar-14

Jun-14
S

ep-14
D

ec-14
M

ar-15

 C
oregas C

hannel G
row

th 
Indexed C

ylinders on R
ental 
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O
utlook 

C
hallenging m

arket 
conditions 
in Australia  

Focus on gaining 
share w

hile reducing 
cost to serve 

Long-term
 outlook 

rem
ains positive 

•
W

eak custom
er activity &

 m
argin pressure expected to continue in 2015/16 

•
S

table to m
oderate grow

th in N
ew

 Zealand 

•
W

in/retain volum
e through investm

ent in value &
 hom

e brands 
•

C
ost base reduction through business restructuring ($15-20m

 of one-off 
restructuring costs in 2H

15, notably W
orkw

ear) 

•
E

xpanding addressable m
arkets &

 sources of grow
th (e.g. W

orkw
ear, S

M
E

s) 
•

P
ursuing acquisitions to consolidate positions &

 accelerate diversification 

FY15 earnings 
outlook  

•
FY15 earnings of circa $70m

 (post one-off restructuring costs) reflecting 
challenging m

arket conditions, investm
ent in value &

 restructuring to re-align 
the business for long-term

 sustainability   
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Q
uestions 

O
livier C

hretien 
M

anaging D
irector 




