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20 August 2014  

Breville Group Limited results – year ended 30 June 2014  

Revenue increased by 11.3% to $541.6m 

Earnings broadly in line with FY13 despite substantial decrease in commission 
income 

Final dividend increased to 13.0 cents per share 

 

Group summary result 

AUDm
1
 FY14 FY13 % Chng 

Sale of goods 539.9 469.4 15.0% 

Keurig commission income 1.7 17.1 (90.1%) 

Revenue 541.6 486.5 11.3% 
    

EBITDA  77.9 78.9 (1.2%) 
    
EBIT 70.4 71.6 (1.6%) 

    
NPAT 48.8 49.7 (1.9%) 

 
 
 

   
Basic EPS (cents) 37.5 38.2 (1.9%) 

ROE
2
 (%)   22.9% 24.7%  

Div per share - ordinary (cents) 27.0 26.0 3.8% 

Net cash ($m) 47.0 43.4  
 

Breville Group Limited today reported an 11.3% increase in revenue to $541.6m (FY13: 
$486.5m) for the year to 30 June 2014.  
 
The Group’s net profit after tax for the year of $48.8m approximates earnings for the year to 
30 June 2013 ($49.7m) and is consistent with the guidance provided in February 2014.  
 
Full year revenue growth was driven by the strength of new product launches across all 
geographies despite the previously foreshadowed decrease in Keurig commission income.  
 
After a very strong first half increase in revenue (excluding Keurig commission income) of 
23.2%, the Group experienced softer trading in the second half in North America which was 
more than offset by revenue growth in the Rest of World segment. 
 
The decrease in Group EBIT by 1.6% to $70.4m (FY13: $71.6m) for the year to 30 June 
2014, was caused primarily by the decrease in Keurig commission income, following the 
cessation of the majority of the Keurig distribution arrangement in Canada in June 2013.  
 
Commenting on the Group’s result, Breville Group Chairman, Steven Fisher said, “The 
Group, in the face of several key challenges, has delivered a result largely filling the gap 
created by the end of the majority of the Keurig distribution arrangement. This is a balanced 
result which demonstrates the value of diversifying into new categories and geographies 
under our consumer focused “Food Thinking” strategy.”   
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Segment results 

 REVENUE EBIT 

AUDm
1
 FY14 FY13 % Chng FY14 FY13 % Chng 

       

Australia and New Zealand 
(ANZ) 

261.6 240.9 8.6% 24.9 27.3 (9.1%) 

       

North America 200.2 192.4 4.1% 30.1 37.9 (20.5%) 

       

Rest of World 79.8 51.1 56.1% 20.2 15.7 28.8% 

       

Other - 2.1  (4.7) (9.3)  

       

TOTAL 541.6 486.5 11.3% 70.4 71.6 (1.6%) 

 
ANZ 
Overall, the ANZ business performed well and gained market share throughout the year in 
a retail market environment where consumers remained cautious with their spending. 
 
Commenting on the ANZ result, Breville Group Chairman, Steven Fisher said “Despite 
difficult trading conditions during the year, our ANZ business strengthened its market share 
in the kitchen domestic appliance market and significantly outperformed its major 
competitors.” 
 
Revenues increased by 8.6% to $261.6m (FY13: $240.9m). The increase in revenue was 
driven by a strong consumer acceptance of new products launched across the Breville, 
Kambrook and Philips brands, including the Breville co-branded Nespresso range launched 
in June 2013. 
 
Despite increased revenues, a stronger USD over the period compared to the prior year 
especially in the second half placed increased pressure on the landed cost of products 
resulting in a fall in EBIT by 9.1% to $24.9m (FY13: $27.3m). EBIT margin was also 
unfavourably impacted by a highly competitive marketplace. The benefits of selective price 
increases implemented part way through the second half together with a cost efficiency 
program being introduced are expected to flow through into FY15.  
 
North America 
North American revenue for the year increased by 4.1% to $200.2m despite a decline in 
Keurig commission income of $15.4m to $1.7m (FY13: $17.1m). 
 
Full year sales revenue from Breville products of $198.5m (FY13: $175.3m) increased by 
13.2%.  
 
Following a very strong first half result which recorded a 29.9% increase in revenue from 
Breville products, second half North American revenues from Breville products finished 
8.4% lower than the prior corresponding period.  
 
Second half revenue was adversely impacted by strong purchasing by major retailers late 
in the first half in anticipation of strong retail sales in post-Christmas trading, followed by 
adverse weather conditions which impacted many retailers.  
 
In addition, the juicing category which had exhibited exceptional growth over the past two 
and a half years, experienced increased competition and an overall decline as consumer 
demand shifted to blending in the second half. Breville’s new the BossTM blender, to be 
launched in North America during the first half of FY15 is expected to benefit from the shift 
to blending. Sales in other core categories continued to show strong growth in both halves.  
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Full year EBIT decreased by 20.5% from $37.9m to $30.1m primarily due to the fall in the 
high margin Keurig commission income. EBIT was also adversely impacted in the second 
half by lower juicer revenue which was only partially offset by the increased EBIT flowing 
from higher sales in other core categories. In addition, higher warranty expenses were 
incurred, or provided for, on certain SKU’s which are being phased out. 
 
Cycling a strong 1H14, juicer sales are expected to be lower in 1H15 as the category 
continues to re-set and establish a new base level. New products launched by the North 
American business in the second half of FY14, including the OracleTM espresso machine 
and the Quick TouchTM microwave oven, both initially with limited distribution, should build 
sales and distribution during FY15.  
 
Shortly after the end of the financial year, the Group acquired the culinary division of the 
USA-based business PolyScience, one of the market leaders in the sous-vide category in 
the commercial and professional markets. The product range includes sous-vide, vacuum 
sealers and other complementary products.   
 
Rest of World 

Total revenue from this segment, comprising the rest of the world distribution business 
supplied from Hong Kong (previously the International Distributors segment) and for the 
first time, the new UK business, increased by 56.1% to $79.8m and EBIT increased by 
28.8% to $20.2m (FY13: $15.7m).  
 
The higher revenues were derived equally from the rest of world distribution business and 
the UK. The UK was recorded within the Group’s Other reporting segment in the prior year 
given that trading commenced in May 2013. 
 
The momentum experienced in the rest of world distribution business in the first half of this 
financial year flowed into the second half with continued strong orders from European 
strategic partners and growth in the Middle East and Asian geographies.  
 
The UK business has delivered a positive earnings’ result in its first full year of operation. 
This business, with its traditional in-market infrastructure has, as expected, lower EBIT 
margins than the rest of world distribution business based in Hong Kong.  
 
Other 
The Group’s Other reporting segment includes the Group’s shared service facility, design 
and development and global marketing functions as well as the amortisation charge on 
capitalised product development projects.  
 
The movement from prior year is primarily attributable to a net over recovery of intra-group 
charges and lower group employee short term incentive expense. The prior period’s 
comparative result also includes revenues and costs associated with the UK business 
which launched in May 2013.  
 
 

Working capital 

Total investment in working capital was marginally lower than prior year. However higher 
inventory balances at 30 June 2014 of $94.3m (FY13: $83.8m) were the result of the fall in 
juicer sales in North America in the second half and associated time lag to reset the 
procurement supply chain as well as a wider range of new products. Softer total North 
American revenue in the second half of the year (including substantially decreased Keurig 
commission income) resulted in lower receivables compared to the prior period. 
  
Net cash at 30 June 2014 was $47.0m (FY13: $43.4m).  
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Capital expenditure 

The Group continues to invest in efficiency and cost improvement projects to support a 
larger and more geographically diverse business.  
 
In the second half of the 2014 financial year, the Australian distribution business relocated 
and commenced operating from a new leased distribution centre in Minto, New South 
Wales. 
 
During the 2015 financial year, the Group will relocate its Sydney-based Australian 
business and corporate head office to new leased premises and will also during the first 
half of the 2015 year, commence the implementation of a new Group-wide enterprise 
resource planning system (ERP). These investment projects will require an estimated 
$11.0m of capital expenditure; approximately one third of which was incurred prior to 30 
June 2014. 
 
 

Dividends 

A final dividend of 13.0 cents per share, fully franked has been declared (2H13: 12.0 cents, 
fully franked) bringing the total dividends for the year to 27.0 cents per share (FY13: 26.0 
cents per share, 21.5 cents franked). The final dividend will have a record date of 19 
September 2014 and will be payable on 10 October 2014. 
 
The Directors have resolved to continue to suspend the operation of the Dividend 
Reinvestment Plan.  
 
The ongoing contribution of the international businesses may impact the extent to which the 
Group is able to frank future dividends. 
 
 

Outlook  

The Group’s focus on its “Food Thinking” strategy and commitment to investment in 
product development and marketing will continue to provide differentiated innovative 
products across multiple geographies.  
 
The Board and management expect that broader business conditions will continue to be 
challenging and increasingly competitive in the 2015 financial year.  
 
The Group’s strategy includes a number of specific initiatives that will assist in addressing 
these challenges: 
 

 Acceleration of an organisation-wide cost efficiency strategic review  

 The acquisition of the culinary division of PolyScience giving Breville the global 
rights in perpetuity to PolyScience’s culinary intellectual property and the range of 
PolyScience’s culinary products including sous-vide, vacuum sealers and other 
complementary products 

 Continue to grow the Rest of World segment including the launch in Brazil with 
Tramontina  

 A strong pipeline of new products in FY15 and beyond 

 Continue to collaborate with Heston Blumenthal to further improve the Group’s 
product development capability and provide consistent marketing communication 
across all markets. 
 

 



5  
 

 

 
 
Some of these initiatives will take some time to implement and the full benefit will flow 
through after the 2015 financial year.  
 
Breville Group Chairman, Steven Fisher commented, “Breville has a healthy pipeline of 
new products and has continued to expand across global geographies. With a strong 
balance sheet, the Group is well placed to grow its existing business and take advantage of 
future opportunities. We look forward to the benefits flowing from the cost efficiency 
strategic review.”  
 
 
 
 
 
For further information, please contact: 
    
Mervyn Cohen        
+61 2 9384 8100      
 
 
1
 Minor differences may arise due to rounding. 

2
 ROE is calculated based on NPAT for the 12 months ended 30 June 2014 (FY13: 12 months ended 30 June 2013) divided 

by shareholders’ equity at 30 June. 
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