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21 November 2016 

 

Chairman’s Address  

Slide 2  

Good morning ladies and gentlemen and welcome to Breville Group Limited’s 2016 AGM. 

 
Turn to Slide 3  

The 2016 financial year has been a busy one for your Company, delivering a result with 

growth in both revenue and EBIT while simultaneously commencing the transformation 

into a scalable, global, innovation driven product-company.  

During the year, under the leadership and vision of CEO, Jim Clayton, the Group refined 

its strategic path and is now in the execution phase of its go-forward transformation 

program to accelerate the business. 

 

The transformation program includes a number of strategic levers which will place Breville 

in an optimum position for global growth. With faster product development cycles and 

global product launches, an end-to-end transformation of our global go-to-market and 

supply chain processes, and progression toward a Group-wide business application 

stack, we believe the building blocks for future scalability of the business are being 

positioned.  

 

The transformation is on track and the Board is encouraged by the transition that is taking 

Breville from an Australian company, which sells products globally to a truly global 

business selling products locally. 

 

Breville has a great understanding and appreciation of the ‘Food Thinking Culture’. 

This ‘Food Thinking Culture” is garnered by being involved in food science, culinary 

trends and maintaining relationships with high profile food thinkers with success 

predicated on innovation, quality, design and the message we deliver. 

 

In addition to expansion of our distribution partnership with Nespresso to also include 

North America from the second half of FY17, the Global product team worked with 

Nespresso to successfully develop two exciting new Breville Global products – Creatista 

and Creatista Pro. These products have been released to the market earlier than 

originally planned and the go-to-market teams have aligned their efforts to “launch” these 

products in a coordinated way globally, a first for Breville.  Further, the go-to-market 

processes have been redesigned and begun to optimise touch points with consumers 

across the product range. 

 

Turn to Slide 4 

Group revenue for the year, underpinned by the continued growth from Breville designed 

and developed products increased by 9.4% to $576.6m and EBIT increased by 5.9% to 

$73.7m. Net profit after tax increased by 7.5% to $50.2m and dividends per share 

increased by 5.6% to 28.5 cents per share. 
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Cash flow from operating activities of $52.3m was $6.6m higher compared to the prior 
year and net cash at year end was $36.1m, compared to $32.8m at the same time in the 
prior year.  
 
Jim will provide you with more detail when he addresses you including the changes to the 
supply chain process and model and the beginnings of the reshaping of the balance sheet 
as inventory at the end of the year began to reflect the benefits of this new process and 
model. 

Turn to Slide 5 

I would like to comment briefly on the outlook for your company. 

The Group is successfully progressing through its strategic transformation and continues 

to use its free cash flow to fund its increased investment in product development, 

marketing and infrastructure improvement projects to support a larger and more 

geographically diverse global business.  

Trading until the end of October has been broadly in line with our expectations despite 

business conditions remaining challenging, particularly in the Australian mid-market 

segment. 

November and December trading is always crucial to the Group’s results and as such, it is 

too early to provide more definitive guidance.  

 
Turn to Slide 6 

I would like to take a moment to formally thank and acknowledge the efforts of Jim and his 

talented management team who bring their passion, capability and determination to work 

every day to ensure achievement of our strategic transformation milestones. They have 

collectively achieved much during the year.  

I would also like to thank Breville team members around the world for their dedication and 

resilience during a year of significant change. 

Our suppliers, customers, consumers and of course, our valued shareholders and my 

Board colleagues, thank you all for your continued support. 
 
I also take this opportunity of welcoming Kate Wright who joined the Board on 1 
September 2016 as a non-executive director. We are very fortunate to have secured 
someone with the background and experience that Kate has accumulated during her 
career as an executive. 

Lastly, thank you all for your attendance this morning and I, together with my Board 

colleagues, look forward to having a chat with you at the conclusion of the meeting. 

Prior to moving to the business of this meeting, I will now handover to our CEO, Jim 

Clayton to present his Review of Operations.  
 
 
END CHAIRMAN ADDRESS 
 
Turn to Slide 7 
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CEO’s Review of Operations 

Thank you, Steve.  I’d like to welcome everyone to Breville’s Annual General Meeting.  

Thank you for taking the time to join us today. 

Turn to Slide 8 

I thought I’d start by giving everyone a summary of the numbers we reported in August for 

our FY16 results. 

Turn to Slide 9 

On the whole, we had a pretty good year: Revenue increased by 9.4% to 576.6m; 

EBITDA grew 8.3%; EBIT improved 5.9%; and NPAT showed an increase of 7.5%.  EBIT 

grew less than EBITDA because of increased investment in Group assets as well as 

increased expense in the “Other” reporting segment (which I will explain further on the 

next slide), and NPAT benefited from a slightly lower effective tax rate.  Our final dividend 

for the year was 14.0 cents per share, bringing total dividends for the year to 28.5 cents 

per share, an increase of 5.6% on FY15. 

Turn to Slide 10  

The segment results summary shows the breakdown of our regional performance.  North 

America delivered another solid year, with revenue increasing 10.3% in constant 

currency, coupled with slightly improved margins.  ANZ revenue declined (1.0%) over the 

year, which represented the net effect of our Global products’ business growing 11.2% in 

ANZ against the continued volatility in our mid-market channels.  Revenue in the Rest of 

World segment increased 4.3% over the year.  Within this reporting segment, the UK 

revenue grew 7.4% in constant currency, while revenue from our distributors fell in 

constant currency as they managed through the headwind of a strong USD against their 

respective local currencies.  Lastly, in our “Other” segment, we saw a material expense 

increase vs. last year.  This increase had two primary drivers: (i) the annualised effect of a 

higher depreciation and amortisation charge from new Group assets; and, (ii) our STI & 

LTI employee compensation programs.  There was no STI/LTI charge in the prior year. 

Turn to Slide 11  

As we turn to the balance sheet, we see the front edge of the supply chain transformation 

program playing through.  You’ll notice that Net Working Capital increased approximately 

$10m.  With inventory slightly down and receivables basically flat, this increase came 

from a $10.3m reduction in Trade and other payables.  This was caused by lower stock 

purchases as we transition over to our new supply chain model.  We should see this trend 

continue until we settle into our new inventory equilibrium level.  The increase in 

Intangibles was driven by an increase in capitalised product development projects as well 

as the global systems investments we are making.  Lastly, in FY16, we generated $52.3m 

of cash from operating activities, which was up 14.5% from $45.7m in the prior year. 

Turn to Slide 12  

With the numbers out of the way, we can now move on to take a look at the new products 

for the Holidays. 

Turn to Slide 13  
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What would happen if you combined the convenience of Nespresso capsule coffee … 

with the Barista-quality automatic milk of an Oracle?  You’d get the Creatista.  

Turn to Slide 14 

For context, this is an example of the print advertising for the Creatista … highlighting the 

ability to do latte art with a Nespresso machine for the first time.  And, this is the TV 

commercial that is currently running in Australia and New Zealand.  

Turn to Slide 15 

The Creatista Plus in stainless steel and the Creatista in both champagne and black are 

available in stores now, and each of you should feel free to go out and buy one.  The 

Creatista Plus is a truly fantastic machine that brings Barista-quality automatic milk to the 

Nespresso line up.  The litmus test for Barista-quality milk is whether you can do latte art 

… this is the first time that is possible with a Nespresso machine.  As with the Oracle, the 

consumer can select the milk temperature that is right for them, another first.  And, it can 

begin making an espresso from a dead start in 3 seconds.  Consumers can select their 

preferred recipe on the TFT screen or create their own favourites.  All of this comes 

packaged in a compact machine, with a premium design using premium materials.  We 

have received very positive feedback on this product, and we hope you like it, too. 

Turn to Slide 16 

But wait … there’s more.  What if this amazing machine was combined with a new 

premium range of benchtop appliances … 

Turn to Slide 17 

I’d like to introduce you to the Luxe Collection, with the new Bakery Boss mixer, and the 

Luxe Range Kettle and Toaster, and the Creatista.  The toaster automatically adjusts the 

toasting time based on your bread selection, making it that much easier to get the perfect 

toast every time.   

Turn to Slide 18 

The Luxe Range comes in stainless steel and 4 colours, with the Creatista Plus and 

Creatista joining the range in stainless, black and champagne. 

Turn to Slide 19  

Beyond the Luxe Range and Creatista machines, we have more new products we are 

launching for the Holidays: 

Turn to Slide 20 

The Smoking Gun, in both a consumer and commercial version, which enables you to add 

the smoke flavour of your choice to foods and cocktails; 

The Perfect Press, which lets you toast sandwiches, make French toast and quesadillas 

without squishing them; 

The Smart Oven Air, our largest oven to date, which brings the features of air frying, 

dehydrating, and dough proofing into the oven range; and, 
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The Smart Oven Pro, a derivative of our current oven, that now meets the A13 regulatory 

requirements of the European market 

Turn to Slide 21 

While the product team has been busy, they are not the only ones working hard.  The Go-

To-Market team has also been putting in the long hours to deliver against their portion of 

the transformation program. 

Turn to Slide 22 

The Go-To-Market transformation aims to improve how we engage with our customers 

across every touch point.  The omni-channel program is composed of three core pillars: 

Every Screen, the Last Few Feet, and a Culture of Launch. 

Turn to Slide 23 

Within the “Every Screen” component, I’d like to show you the Coffee Campaign.  To the 

left, you can see the mobile site that helps consumers learn about the core elements 

required to make barista-quality coffee at home. Supporting this framework are a series of 

video clips, helping consumers better understand the coffee making process, as well as 

how Breville products are able to deliver such exceptional results. I will now show you the 

video clip that is designed to help consumers pick the machine that is right for them. 

Turn to Slide 24 

Another example is the Smoking Gun campaign.  Here, you can see the microsite, a 

Promo video, Recipes, and a clip that gives consumers an overview of the product, which 

I will show you.  First the Promo video, and now the video giving an overview of the 

product.  It’s important to note that all of this was done prior to the product hitting the 

shelf.   

Turn to Slide 25 

For the “Last Few Feet” pillar, we have new point-of-sale material showing up in retail 

stores.  Through this material, we are clearly articulating the key benefits of our products.  

These key messages echo and reinforce the information we are giving consumers in the 

website and supporting video clips.  We have more examples of the point-of-sale 

materials around the room, which you are more than welcome to examine. 

Turn to Slide 26  

The last pillar is the “Culture of Launch”.  The Creatista is the first product to go through 

the new launch process.  With new products historically, we would have mass produced 

the product and put it on the shelf … the first activity of the gant chart.  But, with the 

Creatista, we executed a host of activities prior to the actual launch of the product.  The 

goal here is to help our consumers understand much more quickly what makes this new 

product special.  If we are successful, it will materially change the revenue profile of the 

product itself.  It is also worth noting that these products are launching in 6 geographies at 

basically the same time.  This, too, will change the revenue profile, which required 

significant changes to the new product process to pull this off.   

To close out on the go-to-market transformation, like the product transformation, the team 

has accomplished quite a bit, and we believe we are heading in the right direction.  

However, there is still much to do. 
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Turn to Slide 27 

I’d now like to give you an update on our transformation program.   

Turn to Slide 28 

In the 1H FY16 announcement, I described our go-forward transformation plan for 

accelerating the business.  Given the historical success of Breville’s product strategy, the 

answer was pretty straightforward: Acceleration meant doing more of what was already 

working.  Thus, I described the go-forward plan as: “Selling more products into a larger 

market on a corporate platform designed to scale efficiently and effectively”. 

Turn to Slide 29 

The first ingredient for acceleration is getting the platform right.  If the platform isn’t 

designed to scale, you will create more problems than you solve as you grow.  Over the 

past year, we have done a significant amount of work on our corporate structure, our 

supply chain, and our corporate systems. 

For our corporate structure, we have flipped from a “local” company selling globally into a 

“global” company selling “locally”.  This meant moving from a regional business structure 

into a centralized, global structure, with multiple sales regions.  Given the unique offerings 

in the ANZ market, we also separated into a two business unit structure: the Global 

Business Unit and the ANZ Region Unit. 

With the historical regional business structure, we effectively had 5 distinct supply chains.  

Over the last 12 months, we have merged these into a single, global supply chain.  And, 

we implemented a global sales and operations planning process to manage the flow of all 

products we sell.  To optimise the performance of this global supply chain, we are in the 

process of implementing a consolidation warehouse.  This will be operational by the time I 

report again in February.  With this new facility, we will be able to support our sales 

regions and distribution partners more effectively and efficiently.  And, to create alignment 

with our new process, we are executing new supply agreements with all of our suppliers.  

The final ingredient for a scalable platform is the underlying IT infrastructure that supports 

the business.  We are working hard to implement a single, global instance of all business 

applications. By the end of FY17, we expect this to be completed. 

Turn to Slide 30 

Once the corporate replatforming is complete, the table will be set for pulling the “more 

product” and the “more market” levers.  At the aggregate level, we have begun the 

migration from spending ≈ 8.0% of Net Sales on Marketing and R&D to a more long-term 

sustainable 12.0%.  For FY16, our total spend for Marketing and R&D as a percentage of 

Net Sales was 8.4%. 

Regarding the Global Product team transformation, we made progress in FY16 with 

Creatista.  This product was planned to release in September 2017.  With a tremendous 

amount of effort and some creative problem solving--and a few long nights--the team 

pulled this in to October 2016.  While this only impacted 2 products (Creatista and 

Creatista Plus), the team learned much through the process, learnings which we will apply 

to future projects.  The Global Product team is working on other efforts to further improve 

their velocity, which I will discuss more fully at the appropriate time. 
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Given that we already sell in 65 countries, the path to growing the Market is less about 

adding more countries and more about materially improving the effectiveness of our go-

to-market execution in existing geographies.  To accomplish this, the Go-To-Market team 

is in the process of re-architecting how we execute on all touch points with our 

consumers.  You have seen some of the output of this effort earlier in my discussion, and 

there is more to come.  Making our go-to-market more impactful also requires 

transitioning from a culture of “releasing” new products into a culture of “launching” new 

products.  This requires an entirely new process of global coordination across all 

functions.  The Creatista and Creatista Plus are the first products to go through this new 

process. 

To improve our go-to-market execution in the ROW segment, we are rolling out a new 

distribution partnership model.  This, coupled with the consolidation warehouse, will 

enable our partners to directly leverage Breville’s new go-to-market investments and 

capabilities. 

Lastly, we have expanded our partnership with Nespresso in two ways: (i) we worked 

closely with their team to develop and market the Creatista Plus and Creatista machines; 

and (ii) we have expanded our machine partnership relationship to include North America.  

Given our common interest in the coffee market, this is a partnership that is well aligned 

with both companies’ strategic direction. 

Turn to Slide 31 

As we look to the year ahead, we have a few items on our to-do list.   

Turn to Slide 32 

For the corporate platform, we need to complete the implementation of the consolidation 

warehouse and the underlying IT systems.  Once this is finished, as an organisation, we 

need to learn how to fully harness the power of this new platform. 

For the Product lever, we need to build on our early success and continue to improve our 

new product velocity within the boundaries of delivering the most innovative products with 

the highest quality.  On the Market front, we need to deliver the initial version of Breville’s 

omni-channel go-to-market, as well as continue to learn how to most effectively “launch” 

our new products. 

And, at the macro level, we will continue the efforts to reshape our business model, thus, 

setting the groundwork for acceleration. 

Turn to Slide 33 

For my last slide I have our report card—the specific measures I told the market to watch 

when evaluating the success of our transformation program.  Movement in our inventory 

level provides an indication for how our backend transformation is progressing.  In FY16, 

we saw a slight decrease in our ending inventory (with sales up 9.4%).  We also 

witnessed a material reduction in Trade Payables because of reduced stock purchases.  

By the end of 1H FY17, this reduction should migrate into a lower yr/yr inventory level, 

which will release to cash.   

The second metric, the % Net Sales we are spending on Marketing and R&D, is a focus 

for this year.  We are expecting incremental improvement in this metric by the end of 

FY17. 
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The final measure, our EBIT growth rate, is an output of the transformation program vs. 

an input.  For FY16/FY15, we saw a positive movement from being down (1.2%) in 

FY15/FY14 to a yr/yr increase of 5.9%.  Obviously, this is heading in the right direction, 

though the real focus in the short term will be getting the business model on a more 

sustainable path. 

CLOSING REMARKS 

In closing, I’d like to thank the Board for their patience, support, and guidance, and I’d like 

to welcome Kate Wright to the Breville Board.  I am thankful she is willing to lend her 

experience and expertise to the effort.  I’d also like to give a special thanks to the entire 

Breville team.  Change can often be a challenging endeavour.  Over the last year, the 

Breville team has shown their resilience, fortitude, and tenacity in the way they have 

accepted and executed against the challenge of our new strategy.  I very much look 

forward to continuing the journey with them. 

Thank you to everyone for joining us today, and please stay for some refreshments.  I’d 

also encourage each of you to experience our new products in action. 

I will now hand you back to Steve Fisher. 
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“The transformation into a 
scalable, global, innovation-
driven product company is 

underway”
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Group FY16 Results Summary

FY16
% change 

from FY15

Revenue $576.6m 9.4%

Earnings before interest and tax (EBIT) $73.7m 5.9%

Net profit after taxation (NPAT) $50.2m 7.5% 

Earnings per share (EPS) 38.6 cps 7.5% 

Dividends per share (DPS) 28.5 cps 5.6%

• Net Cash flows from operations $52.3m (FY15: $45.7m) 
• Net Cash $36.1m (FY15: $32.8m)
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Outlook

• Successfully progressing through strategic transformation 

• Continued increased investment in product development,  marketing and infrastructure 
improvement projects

• Trading to end of October 2016 broadly in line with expectations

• Business conditions, particularly in the Australian mid-market segment remains challenging

• Too early to provide guidance on FY17 given the importance of the key November/December 
trading period
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Thank you

• Thank you

— Breville team

— Board colleagues

— Suppliers, customers and consumers

— Valued shareholders
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CEO’s Address

Mr Jim Clayton
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AGM Agenda

• The Numbers

• New Products & GTM

• Transformation Program Update

• Next Steps
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Group Result Summary 

AUDm FY16 FY15 % Chng
Revenue 576.6 527.0 9.4%

EBITDA 83.4 77.0 8.3%

EBIT 73.7 69.6 5.9%

EBIT margin (%) 12.8% 13.2%

NPAT 50.2 46.7 7.5%
Basic EPS (cents) 38.6 35.9 7.5%
ROE1 (%) 20.4% 20.2%

Dividends per share (cents) 28.5 27.0 5.6%

• Interim 14.5 14.0

• Final 14.0 13.0

Net cash ($m) 36.1 32.8

9
1 ROE is calculated based on NPAT for the 12 months ended 30 June 2016 (FY15: 12 months ended 30 June 2015) divided by shareholders’ equity at 30 June  

Minor differences may arise due to rounding

Key points

 Steady revenue and EBIT growth

 EBIT growth lower than EBITDA growth 
because of higher depreciation and 
amortisation

 EBIT margin % impacted by increased 
cost in ‘Other’ reporting segment 

 NPAT positively impacted by lower 
effective tax rate

 Full year dividends increased by 5.6%



AUDm
REVENUE EBIT EBIT MARGIN (%)

FY16 FY15 % Chng FY16 FY15 % Chng FY16 FY15

North America
- constant $

251.8 203.1 24.0%
10.3%

43.6 31.9 36.9% 17.3% 15.7%

Australia / 
New Zealand 
(ANZ)

242.6 245.1 (1.0%) 16.6 18.3 (9.4%) 6.9% 7.5%

Rest of World 82.3 78.8 4.3% 22.1 20.3 8.4% 26.8% 25.8%

Other - - - (8.6) (0.9) - - -

TOTAL 576.6 527.0 9.4% 73.7 69.6 5.9% 12.8% 13.2%

Segment Results Summary
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Minor differences may arise due to rounding

Key points

 North America
- Revenue growth of 10.3% (const. $)
- More favourable mix drove margin 

improvement
 Australia / New Zealand

- Breville Global products’ revenue 
growth of 11.2% 

- ANZ Region revenue fell because of 
challenges in mass retail channel

- Strengthening USD drove margin 
decline in ANZ Region business, only 
partially offset by higher margin 
Breville Global products

 ROW
- UK business revenue growth of 7.4% 

(constant $)
- ROW decline in constant currency—

effects of strengthening USD
 Other

- Higher because of Group STI/LTI 
program and increased depreciation / 
amortisation



AUDm FY16 FY15

Inventory 107.7 108.3

Receivables 89.5 88.7

Trade and other payables (74.9) (85.2)

Working Capital 122.3 111.9

Fixed assets 11.8 12.9

Intangibles 92.1 87.4

Other (liabilities)/assets (net) (16.3) (13.6)

NET ASSETS EMPLOYED 209.9 198.6

(Cash) (net) (36.1) (32.8)

Shareholders’ equity 246.0 231.4

CAPITAL EMPLOYED 209.9 198.6

11

Key points
 Working capital

‒ Inventory marginally lower than pcp, 
incrementally improving inventory turns

‒ Payables decrease of $10.3m because of lower 
stock purchases (leading indicator of new 
sales & operations planning process)

‒ Receivables flat to pcp

 Intangibles – net increase $4.8m: product 
development projects ($3.8m), Computer 
software including enterprise resource planning 
(ERP), eCommerce, S&OP systems ($1.2m)

 Cash generated from operating activities 
$52.3m (FY15: $45.7m)

Minor differences  may arise due to rounding

Financial Position at 30 June 
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What if you combined 
the convenience of

Nespresso capsule coffee...

… with barista-quality 
automatic milk from 
the Breville Oracle®?
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TV Commercial link



Introducing
the Creatista range

Creatista Plus Key Features
• One touch Automatic Steam Wand 

Barista-Quality Milk (Latte Art).
• Adjustable temperature control … 

get the beverage at exactly the right 
temperature.

• Fastest espresso . . . 3 second (Plus) or 
10 second heat up time.

• TFT selector with favourites menu –
consumers can create and save their
own recipes.

• Premium design, premium materials.

Creatista
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But wait... there’s more

What if this amazing machine was 
combined with a new premium
range of benchtop appliances …
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the Creatista

the Bakery Boss™

the Toast Select™ Luxe

the Soft Top™ Luxe

Introducing
the Luxe Collection
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The Luxe Colour Range



New Products
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The Smoking Gun

The Smart Oven Air

The Perfect Press

The Smart Oven Pro
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Go To Market Transformation

Every Screen Last Few Steps Culture of Launch
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COFFEE CAMPAIGN
Every Screen
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THE SMOKING GUN
Every Screen
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Last Few Feet
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Culture of Launch

Activity Launch Calendar
Mass Production

Marketing & Content Strategy

Retailer Meetings (NDA)

Creative Development

Long Lead Media (Embargo)

Product Review Seeding

Sales/Demo Training

Retailer Load In

Short Lead Media

Launch Markets

Australia

New Zealand

USA

Canada

Russia

United Kingdom
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• New Products & GTM

• Transformation Program Update

• Next Steps

AGM Agenda
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Transformation Plan

“Selling more Products into a larger 
Market on a corporate Platform designed 

to scale efficiently and effectively.”
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Scalable Platform Update

Corporate 
Structure

Supply Chain

Corporate 
Systems

• Moved from holding company structure with regional businesses into a 
global structure with sales regions

• Separated global business from ANZ Regional business

• Completed transition from 5 independent supply chains to a single, global 
supply chain

• Implemented a global sales & operations planning process for all products
• Implementing a consolidation warehouse to reduce overall inventory 

requirements of the business and reduce minimum order quantities for 
Breville and its partners

• Implementing a new supplier agreement with all suppliers to align with the 
new model

• Rolling out single instances of all corporate business systems: ERP, 
eCommerce, S&OP, and Customer Relationship Management.  All systems 
will be fully implemented by the end of FY17
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Product & Market Update
• Beginning migration from spending 8.0-8.5% of Net Sales on Marketing and 

R&D to a business model spending ≈12.0% of Net Sales on Marketing and 
R&D

• Learning how to shorten the development cycle when it makes sense 
(Creatista initially planned to launch September 2017)

• Working on other projects to improve productivity … will discuss more fully 
at the right time

• Re-architecting how we interact with our customers across all touch points 
(in store, digital, print, video, social, etc.)

• Evolving from culture of “releasing” new products to a culture of 
“launching” new products (Creatista first example)

• ROW: rolling out new distribution partnership model, which enables the 
partner to better leverage Breville’s go-to-market capabilities

• Expanded our machine partner relationship with Nespresso to include 
North America

Business 
Model

Product

Market
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• The Numbers

• New Products & GTM

• Transformation Program Update

• Next Steps

AGM Agenda
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Transformation: Next Steps
Scalable platform
 Infrastructure on track … finish implementations
 Organisational learning to work effectively in new model

Product / go-to-market levers
 Continue to work on new product process acceleration, building on early 

success
 Execute go-to-market redesign: omnichannel

Improve business model
 Primary focus of next phase
 Migrate spend into marketing and R&D (from 8.5% to ≈12% of net sales)
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Transformation Scorecard
Dec 16June 16 June 17 Dec 17 June 18

Inventory 

Cost structure 
re-allocation

Growth rate 
acceleration

Inventory  
 Slightly improved inventory turns FY16 vs. FY15

 Trade payables reduction leading indicator of change, results beginning 1H FY17

Cost structure re-allocation toward marketing and R&D
 Expect to see some improvement in FY17 vs. FY16

Growth rate acceleration

 FY16/FY15 EBIT growth of 5.9% compared to FY15/FY14 decline of (1.2%)

Key metrics to 
measure success*

* This is the same metrics scorecard presented at the 1H Results FY16 Investor Presentation and the full year FY16 Results  Investor Presentation
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