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Good morning ladies and gentlemen. 

I’d like to commence my address by firstly reviewing the performance of your company for the 
last financial year, FY2011. 

Over this past year we continued to make good progress on our journey of developing the 
Breville Group into a truly international small appliance company.  

Our core strategy of investing in and building the Breville brand globally by leveraging its 
products and capabilities across multiple geographies has again been reaffirmed and 
underpinned the Group’s strong results in the past financial year.   

Net profit after tax and earnings per share for the year increased by 40.5% to $31.7m and 24.5 
cents respectively, demonstrating the Group’s momentum and resilience. This is a good result 
and was achieved in an environment of subdued consumer demand and challenging economic 
conditions. 

This result, together with a strong ungeared balance sheet for a second successive year, 
allowed the Board to increase the annual dividend per share by 50% to 16.5c, franked to 11c. 
We expect future dividends to be fully franked. 

Whilst Australian market conditions have been challenging, we retained our core kitchen 
appliance market leadership position.  

The continued growth of our international business was particularly pleasing and our products 
and Breville brand are becoming a very tangible presence in many markets.  

During this period we have increased our investment in innovation and new product 
development. This is a core strength of the Group and the product pipeline that we have will 
serve us well into the future. Stephen Audsley will talk more about this in his CEO review.   
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To emphasise the progress of your company, it is worth reflecting on the growth in shareholder 
returns that has been achieved from FY2007 to FY2011.  

Earnings per share have grown at a compound annual growth rate of 16.1% since 2007. 

Dividends per share have grown steadily since they were reintroduced following the 
rationalisation of the Australian homewares business in 2008. 

The balance sheet is strong with 2011 year-end cash balances of $27.3m versus $9.2m at the 
end of 2010. 

Underlying ROE has improved to an ungeared 23.3% in FY2011 from 16.1% in FY2007. 



 
 

 
 

These performance improvements, with investors increasingly recognising our business as a 
resilient growth asset, have been reflected in a pleasing improvement in the company’s share 
price to approximately $2.95 per share in the current subdued market. This translates to a debt 
free market capitalisation of approximately $385m. 
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Now, turning to the future. 

Over recent years your Board and management have pursued a clear and consistent strategy 
which has delivered strong results for shareholders. 

We intend to continue this. 

We remain singularly focused on the development of our core small appliance business, 
ensuring that we have the brands and innovative products that consumers want, supported by 
quality execution. Product and the consumer are at the centre of everything we do. 

We continue to see a significant opportunity to grow sales and earnings internationally. Our 
continuing investment in infrastructure to support our global operations and in particular our 
North American footprint and international distributor network, has underpinned a strong growth 
in earnings and will continue to prove very worthwhile.   

Our Australian business remains focused on delivering good returns in a challenging retail 
environment and maintaining its market leadership position in the core kitchen appliance 
category. Stephen will explain later how our multi brand strategy has allowed us to clearly 
differentiate our position in the Australian market place.  

Although the economic environment remains uncertain, our product development and brand 
management strengths, an increasingly profitable international presence and a strong balance 
sheet, mean that the Group is well positioned for the future and to take advantage of growth 
opportunities that lie ahead. 
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Before I pass over to our CEO for his Review of Operations, I would like to comment on the 
current financial year. 

Retail conditions globally are expected to remain difficult, uncertain and increasingly 
competitive, while further product cost pressures from China are likely. Notwithstanding these 
challenges, as I indicated earlier, we believe that the Group is well positioned to deal with an 
unpredictable external environment.  

The Christmas trading period is always key to the Group’s results, not only in the first half but 
for the full year result. Overall Group sales to the end of October remain in line with 
expectations, with Australian retail conditions being weak and volatile, offset by continuing 
strength in our international business, especially in North America. However, it is too early to 
provide more definitive guidance until after the Christmas sales period.  



 
 

 
 

You would be aware that our CEO Stephen Audsley recently announced his resignation to 
return to Melbourne for family reasons. Stephen and his team have made very good progress 
over the past three years in not only clearly identifying and unlocking the strategic value of our 
Group, but in delivering strong growth in earnings and shareholder value.  

I would like to take this opportunity on behalf of the Board to sincerely thank Stephen, and 
indeed his team and entire staff for their important contribution. 

It also gives me pleasure to announce today that Jack Lord has been appointed Acting Chief 
Executive Officer effective November 10, 2011.  Jack is currently our Group General Manager - 
Marketing and Product Development. Over the past few years he has brought a great deal of 
experience in the domestic appliance industry to our organisation and has played an integral 
part in our recent success. 

Finally, I’d like to take this opportunity to thank our suppliers, customers, consumers and, of 
course, valued shareholders, for their continued support and to again express my appreciation 
to my Board colleagues for their ongoing support and counsel.    

I will now invite our CEO, Stephen Audsley to present his Review of Operations. 
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CEO’s Review of Operations 

Thank-you John and good morning ladies and gentlemen. 
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The Breville Group continued to achieve good progress in delivering on its strategy, with strong 
profit growth in the 2011 financial year which was achieved despite difficult trading conditions 
globally.  

Group sales revenue in Australian dollars was steady at $393.6m, despite unfavourable foreign 
exchange movements on the translation of non-Australian denominated sales and the residual 
impact of the now completed exit of the North American non-electrical homewares category.  
Excluding these effects, Group sales revenue increased by 7.6% from 2010 levels. 

Group underlying EBITDA in Australian dollars increased by 16.3%, underpinned by strong 
performances in North America and the International Distributors business. On a constant 
currency basis, Group underlying EBITDA increased by 22.6%, whilst reported PAT increased 
by 40.5%. 

The Group’s international operations performed particularly well, reinforcing our strategic focus 
on design and innovation capabilities and the continuing investment made in infrastructure 
support capability.  
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Before I analyse our results in more detail, I would like to spend a few moments reviewing the 
impact of foreign exchange rates on the Group’s results. This remains a topical issue given the 
recent exchange rate volatility.  

The Breville Group operates in a number of countries and is subject to a number of exchange 
rate influences on its earnings.  

Firstly, the Group has a “transactional” exposure as its product purchases are paid for in US 
dollars. In Australia, New Zealand and Canada, the exchange rate impacts product costs as the 
US dollar changes relative to those currencies. Our expected foreign currency exposures for 
product purchases in the 2012 financial year are anticipated to result in a lower average US 
dollar position relative to the other currencies than in the 2011 financial year. This would 
normally result in lower product costs and improved margins. However, cost increases from 
manufacturers in China together with deflationary market pricing, particularly in Australia and 
New Zealand, are expected to offset much of this benefit.  

Secondly, the Group has a “translational” exposure as its international earnings, which are 
predominantly denominated in US dollars, are translated into Australian dollars for reporting 
purposes. A stronger Australian dollar relative to the US dollar will in general have a negative 
effect on the Group’s reported earnings. 
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Returning to the review of operations, our international businesses performed strongly, with the 
North American business a stand out. The Breville brand continued to grow its reach and 
presence in the USA and Canada, driven by strong consumer acceptance of new product 
launches and by the increased depth and width of product ranging within existing retail 
channels. Sales grew by 19.4% on a constant currency basis, excluding the impact of the exit of 
the non-electrical homewares category. North America also benefited from the consequent 
restructuring of its operating cost base.   
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The International Distributors business, operating predominantly in Europe and Asia, delivered 
a material increase in sales and earnings as demand improved in those markets following the 
GFC. The Group continues to focus on the further growth of the Breville brand, with new 
distribution partnerships signed in Malaysia, Singapore and South Korea. The brand’s presence 
in China also grew during the year and these markets are considered key growth opportunities 
for the future.  
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In Australia, business was impacted in the second half by weaker consumer spending and 
deflationary pressures, resulting in lower sales and earnings for the full year. As the Chairman 
mentioned earlier, the Group’s multi brand strategy continues to demonstrate its relevance in 
the Australian market with the Group’s brands maintaining overall market leadership in the core 
kitchen appliance category.  

Kambrook is positioned as the first price point national brand, offering “quality appliances at 
affordable prices” and has performed solidly in a competitive segment of the market and 
extends beyond the kitchen in our consumers’ homes.  

Our flagship Breville brand is targeted at mid and premium price points and has grown to 
become an iconic Australian brand, increasingly leveraged into global markets through 
“thoughtful design and brilliant innovation”. I’ll talk more about this in a moment.  
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The Group’s balance sheet strengthened further, providing a solid foundation for the 
opportunities which lie ahead. The strong financial result and continued focus on working capital 
management resulted in a net cash position at year-end of $27.3m compared to $9.2m at the 
same time last year. The Group’s gearing ratio was nil.    
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Returning to our banner of “thoughtful design and brilliant innovation”, I’d like to provide a brief 
background on the philosophy and culture which underpins our global Breville brand.  

By focusing on our proven ability to design and develop innovative products, Breville is widely 
recognised for its expertise in kitchen appliances.   

We engage consumers by delivering innovation and insights through what we term “food 
thinking”. “Food thinking” is how we approach solving the challenges which consumers face as 
they prepare or cook food and beverages.  

At Breville, we are passionate about food and all that it entails. By untapping the secrets of food 
preparation and cooking we are better able to provide consumers with that “simple moment of 
brilliance” in the kitchen where little touches of ingenuity can make us all feel truly accomplished 
and at ease.    

This spring, we are continuing our marketing campaigns based around “food thinking” and 
“seeing is believing”. 

In Australia our TV campaigns will support two recently launched flagship products. The first is 
our “Control Grip” stick mixer and the second is “Kitchen Wizz” food processor. In addition we 
will also be further promoting our flagship toaster range.  

In North America, we will again be supporting the ongoing success of the Breville “smart oven” 
range with advertising on the Food Network cable TV channels.    

I’d now like to run the TV ads which will feature in our spring 2011 marketing campaign. 

Run TVC’s. 

As you heard earlier from the Chairman, I recently announced my resignation as I plan to return 
to Melbourne for family reasons. I have thoroughly enjoyed my role at Breville and am proud of 
the accomplishments that my team and I have delivered over the past three years.  

The company has a strong and experienced senior management team and is well placed to 
continue its journey of building Breville into a truly international kitchen appliance brand.  

I would like to thank the Board and the entire team at Breville for their support over the past 
three years and wish the company every success for the future.  

I’ll now hand you back to the Chairman.  

 


