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Breville Group Limited results for the year ended 30 June 2011 

Net profit up 40.5% 

� Sales revenue(1)steady at $393.6m (FY10: $394.4m). Excluding the residual impact of the now exited 
homewares business, continuing business sales revenue grew by 7.6% on a constant currency basis.   

� Underlying(2) EBITDA increased by 16.3% to $58.2m and on a constant currency basis by 22.6%. 
� PAT and EPS increased by 40.5% to $31.7m and 24.5 cps respectively. 

� Net cash balances increased by $18.2m to $27.3m, gearing(3) remained at nil and interest cover(4)  
increased to 24.5 times.  

� Underlying(2) return on equity(5) increased from 18.9% to 23.3%. 
� A 40.0% increase in final dividend to 7.0 cents per share (fully franked) has been declared (FY10: 5.0 

cents unfranked). This brings total dividends for the year to 16.5 cents per share (11.0 cents franked), a 
50% increase on last year (FY10: 11.0 cents unfranked). 

 
Group summary result 
 
 REPORTED UNDERLYING(2) 
AUDm 2011 2010 % Chng 2011 2010 % Chng 
Sales revenue(1) 393.6 394.4 (0.2%) 393.6 394.4 (0.2%) 

       EBITDA  52.0 40.9 27.3% 58.2 50.1 16.3% 
       EBIT 45.3 34.1 32.9% 51.5 43.3 19.1% 

       PAT 31.7 22.6 40.5% 35.8 28.5 25.8% 
       Basic EPS (cents) 24.5 17.4 40.5% 27.6 22.0 25.8% 
ROE(5) (%) 20.7% 15.0%  23.3% 18.9%  
Div per share (cents) 16.5 11.0 50.0%    
Net cash ($m) $27.3 $9.2     
Gearing ratio (3) Nil Nil     
Interest cover (times) (4) 24.5 9.5     
 
Breville Group Limited today reported a 40.5% increase in net profit after tax to $31.7m (FY10: $22.6m) 
for the year to 30 June 2011. This is a pleasing result which was delivered in an environment of subdued 
consumer demand and challenging global economic conditions.  
 
Group sales revenue in AUD was steady at $393.6m despite unfavourable foreign exchange movements on 
the translation of non AUD denominated sales and the residual impact of the now completed strategic exit 
of the North American non-electrical homewares category. Excluding these effects, Group sales revenue 
increased by 7.6%.  
 
Group underlying(2) EBITDA increased by 16.3% to $58.2m, reaffirming the Group’s core strategy of 
building the Breville brand globally by leveraging its products and capabilities across multiple geographies. 
On a constant currency basis, Group underlying(2) EBITDA increased by 22.6%.   
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The Group’s International operations again performed particularly well, continuing the strong momentum 
from the first half of the financial year. International sales in AUD increased by 3.6% to $192.3m and on a 
constant currency basis increased by 13.5%. Strong earnings growth was delivered in all International 
businesses with underlying(2) EBITDA in AUD increasing by 36.3% to $36.0m (FY10: $26.4m) and by 
48.7% on a constant currency basis.  
 
The Australian business encountered more challenging retail conditions in the second half of the financial 
year following a solid first half.  Sales for the year declined 3.5% reflecting softer consumer spending and 
increased house brand competition. Underlying(2) EBITDA  decreased from $24.1m to $22.3m.   
 
Working capital continued to be well managed, strengthening the Group’s balance sheet further and 
providing a solid foundation for future opportunities. Conservatively financed, net cash at 30 June 2011 
was $27.3m compared to net cash of $9.2m at the same time last year. 
 
Group sales revenue 
 
 REPORTED* 
AUDm 2011 2010 % Chng 
    
Australia 201.3 208.7 (3.5%) 

    
International  192.3 185.7 3.6% 
- North America(1) 124.4 129.8 (4.2%) 
- International Distributors 44.2 31.6 40.1% 
- New Zealand 23.7 24.3 (2.5%) 

    
Sales revenue 393.6 394.4 (0.2%) 

* There is no difference between reported and underlying group sales revenue 
 
Sales in Australia of $201.3m were 3.5% lower than the prior year. Retail conditions were more difficult in 
the second half of the year, characterised by reduced consumer spending. Deflationary pressures were also 
evident as the market reacted to the higher AUD/USD exchange rate. In a competitive market, consumers 
responded positively to a strong pipeline of new product launches, supported by targeted marketing 
programs throughout the year.  
 
The Group’s multi-brand strategy continues to demonstrate its relevance in the Australian market. With a 
clear and differentiated positioning across the portfolio of brands, Breville Group^ has maintained its 
market leadership position in the core kitchen appliance category. [Source: GfK year ended June 2011 (value share) 
– combined BRG brands^].   
 
International sales increased by 3.6% to $192.3m. On a constant currency basis, International sales 
increased by 13.5%.  

 
� Sales in North America decreased by 4.2% to $124.4m in AUD, but increased by 5.4% on a constant 

currency basis. Excluding the residual impact of the exit of the non-electrical homewares category, 
North American sales in AUD increased by 5.1% and by 19.4% on a constant currency basis. Breville 
brand sales increased by 15.8% in constant currency, continuing its strong growth momentum, 
underpinned by further improvements in retail distribution and a strong pipeline of new product 
launches. Sales relating to the Keurig “single-serve coffee system” distribution business also grew 
strongly. 
 

� International Distributors reported sales of $44.2m (FY10: $31.6m). The business has now recovered to 
its pre GFC position. On a constant currency basis, reported sales increased by 57.5%. The Group 
continues to focus on broadening its distributor network, especially across the important Asia-Pacific 
region.  
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Group EBITDA  
 
 REPORTED UNDERLYING(2) 
AUDm 2011 2010 % Chng 2011 2010 % Chng 
       
Australia 21.5 24.1 (10.5%) 22.3 24.1 (7.3%) 

       
International 35.9 25.4 41.6% 36.0 26.4 36.3% 
- North America 19.7 13.1 51.0% 19.7 14.0 40.8% 
- International Distributors 13.5 10.0 35.1% 13.6 10.1 34.1% 
- New Zealand 2.7 2.3 17.1% 2.7 2.3 18.3% 
       
Other(6) (5.4) (8.6) n/m (0.1) (0.4) n/m 

       
EBITDA 52.0 40.9 27.3% 58.2 50.1 16.3% 

 
Australia underlying(2) EBITDA decreased by 7.3% to $22.3m.  Despite a solid first half result, consumer 
spending in the second half of the year was weaker, impacting overall demand. Breville focused on 
maintaining its position at upper and premium price points in the kitchen appliance category, whilst 
Kambrook performed solidly in a very competitive segment of the market. The business continued its 
investment in brand marketing despite more difficult trading conditions. 
 
International underlying(2) EBITDA increased by 36.3% to $36.0m, underpinned by strong performances 
in all businesses. On a constant currency basis, underlying(2) EBITDA increased by 48.7%. 
� North America delivered a pleasing increase in underlying(2) EBITDA of 40.8% (52.0% on a constant 

currency basis) to $19.7m (FY10: $14.0m). Growth was driven by both the Breville brand and the 
Keurig distribution business. North America also benefited from the now completed exit of the non-
electrical homewares category and the consequent restructuring of its operating cost base. 

� International Distributors reported a strong increase in underlying(2) EBITDA to $13.6m (FY10: 
$10.1m). 

 
Funds employed 
 
The continued focus on working capital management together with improved earnings, delivered a strong 
net “in cash” position of $27.3m at year end (FY10: $9.2m).   
 
Interest cover(4) remains strong at 24.5 times (FY10: 9.5 times) and the gearing ratio(3) was nil (FY10: nil). 
 
Dividends 
 
A final fully franked dividend of 7.0 cents per share (FY10: 5.0 cents unfranked) has been declared, 
bringing the total dividends for the year to 16.5 cents per share [11.0 cents franked] (FY10: 11.0 cents 
unfranked). The final dividend will have a record date of 22 September 2011 and will be payable on 12 
October 2011.  
 
The Group expects future dividends to be fully franked for Australian taxpayers.  
 
The Directors have resolved to continue to suspend the operation of the Dividend Reinvestment Plan in 
respect of the final dividend.  
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Outlook 
 
The Board and management are encouraged by the Group’s pleasing performance in FY11. The result 
represents the achievement of the top end of earnings guidance provided during the year.  
 
Retail trading conditions are expected to remain difficult and increasingly competitive, while further 
product cost pressures from China are likely. In Australia, it is expected that soft consumer demand will 
continue to negatively impact the retail environment in FY12 and that the higher AUD/USD exchange rate 
may result in further deflationary price pressures. 
 
The rationalisation of the non-electrical homewares business is now complete and the Group is firmly 
focused on its strategy of delivering sustainable growth by leveraging its product innovation, brand 
management and distribution capabilities across an international platform.  
 
Despite an increasingly uncertain economic environment, the Group’s increasing international presence, 
solid pipeline of new product releases and strong balance sheet, positions it well for the future. 
 
 
For further information, please contact: 
Stephen Audsley (CEO) / Mervyn Cohen (CFO)  
(02) 9384 8100 
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Table of reference notes 
 

(1) During the second half of the year, the Group reviewed a distribution relationship in North America resulting in it being 
assessed as an agency distribution business. The impact on the financial report on the prior year is that revenue, cost of 
sales and other income have been restated for consistency with the current year. This restatement has no impact on 
earnings in either year. 

(2) Underlying excludes the impact of non-trading items before taxation of $5.8m (FY10: $8.4m) as follows: 
 

AUDm 2011 2010 

Onerous lease expense(7) 5.4 3.8 

Foreign exchange losses 0.9 0.1 

Redundancy costs - 1.1 

Takeover response costs - 4.3 

Non-trading items - EBITDA 6.2 9.2 

Interest rate swap gain (0.4) (0.8) 

Total non-trading items before taxation 5.8 8.4 

           Minor differences may arise because of rounding 
 

(3) Gearing ratio means net borrowings divided by capital employed, being net borrowings plus shareholders’ equity. 
(4) Interest cover means EBITDA divided by net underlying finance costs (i.e. excluding interest rate swap gains). 
(5) Return on equity (ROE) means Group PAT divided by shareholders’ equity at balance sheet date. 
(6) “Other” comprises Group functions including product development and supply chain and the Group’s short term 

incentive plan. 
(7) The onerous lease expense is in respect of premises in Port Melbourne. The FY11 onerous lease charge was expensed in 

1H11. 
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