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13 November 2019 

Chairman’s Address  

Slide 2  

Good morning ladies and gentlemen and welcome to Breville Group Limited’s 2019 Annual General 
Meeting. 

Turn to Slide 3  

The 2019 financial year saw another strong result with Breville’s business model and strategy 
continuing to deliver pleasing financial performance and strong shareholder returns. 

The acceleration strategy being led by our CEO Jim Clayton has driven global growth under the four-
region structure of ANZ, North America, Europe and Rest of the World. The strong first full year in 
Germany has been particularly encouraging.   

Our continued, and growing, investment in product development and marketing, now at 11.0% of 
Net sales, saw strong growth returns in our innovative global product segment.  Jim will showcase 
some of our newest market launches during his presentation.   

Turn to Slide 4 

In terms of key numbers, the Group delivered a 17.5% increase in revenue to $760.0m, with strong 
revenue growth in the core Global Product segment increasing, in constant currency, by 12.0%. The 
Distribution segment continued to fulfil its strategic role, growing by 18.8% and delivering 
incremental EBIT of $4.9m to be reinvested in Global growth.   

Group EBIT for the year finished at $97.3m, 12.0% higher than the prior year. EBIT margins at 12.8% 
were slightly lower than the prior year, at 13.4%, primarily due to the impact of the strong USD. Net 
profit after tax increased by 15.2% to $67.4m.  

Net cash flow generated from operating activities of $30.3m was lower than the $88.7m generated 
in the prior year led by some tactical investments in inventory Europe and the US, the move to an 
onshore model in Europe, changes to our working capital cycle and the continued strong growth of 
Net sales.  

Net cash at 30 June 2019 was $9.8m.  

Jim will take you through the numbers in more detail and will update you on the considerable 
progress the team has made during the year with executing the acceleration program. 

Turn to Slide 5 

I would like to take a moment to formally thank and acknowledge the efforts of Jim and his talented 
management team, who continue to deliver the execution of our successful global strategy.  
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I would also like to thank Breville / Sage team members around the world for the creative passion 
and energy that they bring to our company. 

On behalf of our suppliers, customers, consumers and of course, our valued shareholders and my 
Board colleagues, I thank you all for your continued support. 

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 

 

CEO’s Review of Operations 

Thank you, Steve.  I’d like to welcome everyone to Breville’s AGM.  Thank you for taking the time to 
join us. 

Turn to Slide 7 
 
Today, I will walk you through our FY19 results; show you the new products we are launching in the 
1H of FY20; give you an update on ChefSteps, our most recent acquisition; and, end with an update 
on our geographic expansion efforts in Europe. 
 
Turn to Slide 8 
 
These are the same numbers I reported in August, so I will focus on the highlights.  We had another 
solid year in FY19, growing revenue 17.5% and EBIT 12.0%.  This 12% growth carried through to our 
dividend, which was 37 cents/share for FY19, up from 33 cents per share in FY18.  We also continued 
to make incremental progress on our efforts to improve the business model, spending 11.0% of Net 
Sales on marketing and R&D vs. 10.5% in the previous year. 
 
Turn to Slide 9 
 
At the segment level, the Global Product segment grew 12.0% in constant currency, continuing its 
double-digit growth trend, and the Distribution business grew a healthy 18.8%.  We saw a reduction 
in our overall EBIT margin from 13.4% to 12.8%, which was all currency driven. 
 
Turn to Slide 10 
 
Looking across geography in the Global Product segment, North America grew 12.8%; ANZ grew 
7.0%; Europe grew 35.1%; and the ROW region contracted (17.7%), all in constant currency.  The 
decline in ROW was driven by the purchase pattern of our Russian partner.  Pleasingly, Russian sell 
out to consumers continued to grow at a double-digit rate. 
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Turning to the balance sheet, we saw an increase in the use of working capital at the end of FY19, 
compared to FY18.  Our end of year reporting has historically been a period where we see a positive 
cash balance.  But, in FY19, there was a material shift in the sellout pattern to end customers, which 
occurred during our reporting window.  The driver of this change in consumer behavior is Amazon 
Prime Day, which takes place in July.    
 
The implication of this trend break is that our peak cash months will continue to be February and 
March, but we will not be carrying this through to June reporting.  Instead, in June, you will see a 
Christmas-like pattern in our working capital.  
  
For those interested in learning more about this consumer shift and its implications, I’d suggest you 
review the slides I will present next week at the UBS investor conference, which we will upload to 
the ASX. 
 
Turn to Slide 12 
 
I have updated the Acceleration Program Scorecard to account for FY19.  The core trends remain 
unchanged: The Global Product Segment continues to grow; the EBIT growth rate has accelerated; 
the business model has incrementally improved; and, the core return measures remain healthy.  In 
short, we’re 4 years into the program, and so far, so good. 
 
Turn to Slide 13 
 
I will now introduce you to the new products for the 1H of FY20.  
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The first is the CreatistaTM Pro.  This is the latest addition to our CreatistaTM range of products.  The 
CreatistaTM Pro can make the fastest flat white in the world from a cold start.  In three seconds, it’s 
ready to simultaneously pull the espresso shot and froth café quality milk.  It has a touchscreen for 
coffee recipe selection and can store personal favorites.  And, if you’re in the mood for tea, it will 
deliver hot water in 3 seconds. 
 
Turn to Slide 15 
 
Next is the 3x BluicerTM Pro: it is a blender; it is a juicer; and, it is a BluicerTM.  With the BluicerTM, 
consumers no longer have to choose whether to get a blender or a juicer to get healthy: they get 
both in a space-saving footprint.  I’d like to show you a quick video about the benefits of the 
BluicerTM. [Play Video]. 
 
Turn to Slide 16 
 
Keeping in step with our “Category Thinking”, we are launching both the BluicerTM and the BluicerTM 
Pro.  When combined with our new blending and juicing ranges, we have an end-to-end premium 
offering, as well as a mid-range offering.  This gives us maximum flexibility in taking advantage of the 
relative strengths of our channel partners across the world. 
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Turn to Slide 17 
 
Continuing with the theme of convergence, we have recently launched the Combi WaveTM 3 in 1, 
which is an Air Fryer, a Convection Oven, and a Microwave, all in one.  Here’s a video that describes 
the Combi WaveTM. [Play Video]. 
 
Turn to Slide 18 
 
Launching the Combi WaveTM, itself, is an impressive feat.  But, again, with our new category 
offense, we set our sights much higher.  This half, we are simultaneously launching 3 new 
microwaves.   All three incorporate innovation to bring the concept of premium to the microwave 
category.  They all have new inverter technology to improve food outcomes.  In addition to having 
premium materials and design, they are much quieter than a typical microwave; they each have a 
soft close door; and they allow you to choose the sounds made by the microwave, or you can mute 
them all together. 
 
 
Turn to Slide 19 
 
The last new product I’d like to show you is the Sear & PressTM Grill.  This is an extremely versatile 
indoor grill.  You can control the temperature of each plate independently, and it comes with 
reversible grill plates, both ribbed and flat.  In addition, you can also use no mess waffle plates.  And, 
all the plates are dishwasher safe.  It is also worth noting that Europe is the launch market for this 
new product.  
 
Turn to Slide 20 
 
I’d now like to give you a quick update on our most recent acquisition, ChefSteps, which we acquired 
this past July. 
 
Turn to Slide 21 
 
We are now selling the Breville JouleTM Sous Vide Circulator in the North American market.  In 
keeping with our objective of integrating acquisitions quickly, we were able to rebrand the JouleTM 
product and get it in market with 3 months of closing the acquisition.   
 
Turn to Slide 22 
 
ChefSteps, however, is more than a sous vide product company.  It is a content company.  In October 
the team released its first piece of major content to its 1M strong community, post the acquisition.  
This is an indication of just how quickly we drove the integration process.  This content, by the way, 
teaches you how to make the ultimate chocolate chip cookie.  Thousands of cookies were made to 
find the ultimate recipe, and I’d recommend each of you go to ChefSteps.com and give it a go.  In 
addition, we also launched a Studio Pass offering, which gives you exclusive access to the ChefSteps 
experts for $69/year.  While we’re just starting, it means Breville now has a semi-recurring revenue 
stream as a part of its revenue base.   
 
In short, we integrated the team quickly and put the strength of Breville behind the distinctive assets 
and capabilities of the ChefSteps team to drive acceleration. 
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Turn to Slide 23 
 
Finally, I’d like to give you a short update on our geographic expansion efforts. 
 
Turn to Slide 24 
 
We had a booth at the IFA show in Berlin this year in September (our second time), and this is a 
picture of the installation.  The brand, the products, and our presence was well received.  The 
European retailers are starting to get a feel for the velocity and quality of the products we bring to 
market. 
 
Turn to Slide 25 
 
Looking at Europe as a whole, our goal is to unify the entire region under the Sage® brand, and we 
are getting close.  This September we launched into Spain, and in the 2H of this year, we will enter 
France.  That leaves only Portugal and Italy on the to-do list before declaring victory on the European 
roll out. 
 
Turn to Slide 26 
 
Laying the infrastructure and the team and getting on the shelf is just part of the equation.  The 
most important component is delivering innovative products to customers.  In short, we are off to a 
good start.  In its first year, Germany delivered greater sales than the UK did in its 4th year.  And, 
focusing on the espresso market itself, which is the tip of the spear for our entry into Germany, we 
grew the market over 50% in the first 6 months of 2019 … a segment that was in decline before we 
arrived. 
 
As I have said before, we still have much to do, but we are encouraged by the results to date. 
 
 
Closing Remarks 
 
In closing, I’d like to thank the Board for their guidance and support as well as the confidence they 
have in the team.  I would also like to thank the entire Breville team for their commitment and 
tenacity.  I am proud of what we have achieved so far, and I am looking forward to seeing what we 
can accomplish together as we continue this journey. 
 
Thank you again for taking the time to attend our AGM, and please take the opportunity to 
experience the new products we are taking to market this half. 
 
With that, let me pass back to Steve Fisher. 
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Disclaimer 

This Presentation contains certain ‘forward looking statements’. The forward looking statements 
contained in this Presentation are not guarantees of future performance and involve known and 
unknown risks and uncertainties and other factors, many of which are beyond the control of Breville, 
its Directors and management, and involve elements of subjective judgement and assumptions as to 
future events which may or may not be correct. Actual performance may differ materially from 
these forward looking statements. A number of important factors could cause actual results or 
performance to differ materially from the forward looking statements. The forward looking 
statements are based on information available to Breville as at the date of this Presentation. Except 
as required by law, including the ASX Listing Rules, Breville undertakes no obligation to provide any 
additional or updated information, whether as a result of new information, future events or results 
or otherwise.  
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“Another strong year of growth, 
geographic expansion and 

execution of our acceleration 
program.”
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Group FY19 Results Summary

FY19
% change 

from FY18

Revenue $760.0m 17.5%

Earnings before interest and tax (EBIT) $97.3m 12.0%

Net profit after taxation (NPAT) $67.4m 15.2% 

Basic earnings per share (EPS) 51.8 cps 15.2% 

Dividends per share (DPS) 37.0 cps 12.1%

• Net cash flows from operations $30.3m (FY18: $88.7m)
• Net cash $9.8m (FY18: $58.0m)

4
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• Breville | Sage team
• Board colleagues
• Suppliers, customers and consumers
• Valued shareholders

Thank You

5
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CEO’s Address

Jim Clayton
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AGM Agenda

• The Numbers
• 1H FY20 New Products
• ChefSteps Update
• Europe Update

7



8

Group Summary Result
AUDm FY19 FY18 % Chng
Revenue 760.0 646.82 17.5%

EBITDA 114.0 100.2 13.7%

EBIT 97.3 86.9 12.0%

EBIT margin (%) 12.8% 13.4%

NPAT 67.4 58.5 15.2%
Basic EPS (cents) 51.8 45.0 15.2%
ROE1 (%) 22.7% 21.5%

Dividends per share 
(cents) 37.0 33.0 12.1%
• Interim 18.5 16.5

• Final 18.5 16.5
Franked (%) 60.0% 60.0%

Net cash ($m) 9.8 58.0
Mkt/R&D % Revenue 11.0% 10.5% 0.5%

1 ROE is calculated based on NPAT for the 12 months ended 30 June 2019 (FY18: 12 months ended 30 June 2018) divided by the average of shareholders’ equity at 
the beginning and the end of the financial year
2 FY18 Revenue restated to a comparable basis with FY19 arising from adoption of IFRS 15

Minor differences may arise due to rounding

• Robust revenue growth +17.5% and Global 
segment constant currency revenue growth 
+12.0% driven by 
– European expansion 
– Strong USA Growth 
– Resilient Australian growth
– Partially offset by decline in ROW

• Continued acceleration in EBIT growth  +12.0% 
(FY18 +10%; FY17 +7.2%)

• Gross margin % held flat on PY 
• Increased investment in Mkt/R&D by +$14.6m 

(or 50bps)
• EBIT margin % primarily impacted by stronger 

USD as well as Mkt/R&D spend
• NPAT growth boosted by non repeat of US 

Tax asset write down in FY18
• ROE % continues to improve reflecting strong 

return on investment in organic growth  
• Final dividend increased +12.1% on pcp with 

60% franking 

8
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Segment Results

AUDm
REVENUE1 EBIT EBIT MARGIN (%)

FY19 FY18 % Chng FY19 FY18 % Chng FY19 FY18

Global Product 612.0 522.2 17.2% 78.8 73.3 7.5% 12.9% 14.0%

% Change CC* 12.0%

Distribution 148.0 124.6 18.8% 18.5 13.6 36.0% 12.5% 10.8%

TOTAL 760.0 646.8 17.5% 97.3 86.9 12.0% 12.8% 13.4%

Global Product
• The Global Segment continued its double-digit constant currency growth boosted by European expansion and a sustained 

USA performance.  Russian partner’s inventory reduction impacted CC* growth. Excluding Russia, Global CC* growth was 
+14.2%

• Impact of strong USD and increasing investment in Mkt/R&D moderated Global Product Segment EBIT margin
Distribution Segment

• The Distribution Segment delivered an EBIT increase of +$4.9m.  North America Nespresso and ANZ Breville and 
Kambrook brands performed well

• Increased EBIT was reinvested in Mkt/R&D

1 FY18 Revenue restated to a comparable basis with FY19 arising from adoption of IFRS 15. * CC – Constant Currency

9
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Segment Results cont’d

• North America:  Strong growth in US with FY19 again delivering mid teens growth. Canada went through a “reset” 
year with retailer rationalisation and tightening of their inventory. Pleasingly, sell-out continued at historical levels

• ANZ:  Resilient sales growth in Australia.  ANZ gross profit margin improved year-on-year with realignment of NZ 
business model (less promoted)

• Europe:  Benelux and Switzerland came online in the 2H, and the UK and Germany continued to perform well 
• ROW:  The yr/yr reduction is driven by our Russian partner, as they drove down inventory cover because of a weak 

Ruble.  Sell out in Russia, however, continued its double-digit growth trend
• Excluding Russia decline, Global CC* growth was +14.2%

* CC – constant currency
** Europe includes all sales made to European customers.  The segment includes Turkey, but excludes Russia. Prior period has been restated on a consistent basis to

allow for comparison
*** ROW comprises non-European exports, including Russia. Prior period has been restated on a consistent basis to allow for comparison

AUDm
GLOBAL PRODUCT SEGMENT REVENUE

FY19 FY18 % Chng $A % Chng CC*

North America 357.4 298.9 19.6% 12.8%

Australia and
New Zealand (ANZ)

132.9 123.9 7.2% 7.0%

Europe** 89.6 63.0 42.1% 35.1%

Rest of World (ROW)*** 32.1 36.4 (11.4)% (17.7)%

TOTAL 612.0 522.2 17.2% 12.0%

10
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Financial Position at 30 June
AUDm FY19 FY18

Inventory 152.3 99.7

Receivables 154.6 104.4

Trade and other payables (122.7) (84.6)

Working Capital 184.2 119.5

Fixed assets 12.0 11.4

Intangibles 123.4 112.6

Other (liabilities)/assets (net) (19.1) (18.3)

NET ASSETS EMPLOYED 300.5 225.2

(Cash) (net) (9.8) (58.0) 

Shareholders’ equity 310.3 283.2

CAPITAL EMPLOYED 300.5 225.2

ROE %1 22.7% 21.5%

ROA%1 14.1% 13.5%

• Strategic investment in working capital to support  
sustained growth
– On going strong sales growth ramping up baseline 

inventory & increasing receivables in Q4 including  
impact of Amazon Prime Day

– Stock build to safeguard UK growth vs. Brexit
– Brought forward order pattern in US to secure stock 

for seasonal sales from supplier base
– Investment in inventory pool to safely supply rapid 

and accelerating European growth
– Change from HK distributor model to European 

retailer model with normal receivable terms 
incrementally expanding receivables

• Growing R&D investment in new products with 
continued conservative capitalisation approach

• Net Cash position decrease reflects investment in 
working capital

• ROA/ROE ratios continue to improve

1 ROE  is calculated based on NPAT for the 12 months ended 30 June for the financial year divided by the average of shareholders’ equity at the beginning and the end of the 
financial year.  
ROA is calculated based on NPAT for the 12 months ended 30 June for the financial year divided by the average of total assets at the beginning and the end of the financial year.
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Acceleration Program Scorecard FY15 FY16 FY17 FY18 FY19 FY19/FY15

BRG Revenue (AUDm) 527.0 576.6 605.7 646.8 760.0 44.2%

Global Segment 373.3 427.2 469.6 522.2 612.0 63.9%

Distribution Segment 153.7 149.4 136.2 124.6 148.0 (3.7)%

Distribution Segment EBIT N/A 8.6 6.6 13.6 18.5

BRG EBIT 69.6 73.7 79.0 86.9 97.3 39.8%

EBIT Yr/Yr Growth (1.2)% 5.9% 7.2% 10.0% 12.0%

Marketing / R&D as % Revenue 8.0% 8.5% 9.5% 10.5% 11.0% +300 bps

Marketing and R&D Spend 42.2 49.0 57.6 68.7 83.3 97.4%

Inventory 108.3 107.7 116.6 99.7 152.3 40.6%

Inventory as % of COGs 34.7% 31.7% 32.3% 27.0% 35.3% (60) bps

ROE1 21.0% 21.0% 21.3% 21.5% 22.7% +170 bps

ROA1 13.4% 13.7% 13.7% 13.5% 14.1% +70 bps

• Transformation driving both Revenue and EBIT broadly in line with one another (some currency effects in revenue line)

• Remixed revenue to the Global Segment while turning around EBIT line of the Distribution Segment

• Doubled Marketing and R&D over 4 years while growing EBIT 39.8% at the same time

• Inventory growth in line with revenue, though inclusive of FY19 inventory investments ($33m)

• Improving ROE and ROA metrics reflecting solid return on investment in organic growth  

• Total reported “non-recurring” expense adjustments affecting reported EBIT: $0

Acceleration Program Scorecard

1 ROE  is calculated based on NPAT for the 12 months ended 30 June for the financial year (FY15 – FY19) divided by the average of shareholders’ equity at the beginning and 
the end of the financial year.  ROA is calculated based on NPAT for the 12 months ended 30 June for the financial year (FY15 – FY19) divided by the average of total assets at 
the beginning and the end of the financial year.
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AGM Agenda

• The Numbers
• 1H FY20 New Products
• ChefSteps Update
• Europe Update
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Fastest Flat White In the World

Creatista™ Plus

Creatista™ Uno

• Simultaneous Coffee 
and Milk with 3 
second heat up time

• Café quality 
microfoam milk

• Touchscreen coffee 
recipe selector

• Coffee recipe 
personalisation

• Hot water dispenser 
for tea

Creatista™ Pro
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“Getting Healthy”
Convergence

15

3x Bluicer™ Pro
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Getting Healthy Range
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Putting the “oven” in Microwave Oven

17 17

the Combi Wave™  3 in 1



Quiet Wave Range
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the Combi Wave™  3 in 1 The Smooth Wave™

the Compact Wave™
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The Sear & PressTM Grill
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AGM Agenda

• The Numbers
• 1H FY20 New Products
• ChefSteps Update
• Europe Update
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Breville Joule™ Sous Vide Circulator
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ChefSteps Update

*
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AGM Agenda

• The Numbers
• 1H FY20 New Products
• ChefSteps Update
• Europe Update
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Go To Market: IFA Stand

24



25

Direct Model
• UK
• Germany / Austria
• Benelux
• Switzerland
• Spain 
• France (2H FY20)

Through Partners
• Nordics
• Baltics
• Eastern Europe
• Turkey

Not Yet Planned
• Portugal
• Italy

Continuing Unification of Europe under Sage

2HFY20
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Europe Update – Germany/Austria

• New Geography offense is working … In its first full year, Germany 
exceeded the performance of the UK in its fourth year

• Jan-Jun 2019, Sage® is market leader in Gfk Espresso Pump Traditional 
segment

UKFY14 UKFY15 UKFY16 UKFY17 DEFY19

FY Revenue Since Launch UK vs. Germany

+68%
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Disclaimer

This Presentation contains certain ‘forward looking statements’. The forward looking 
statements contained in this Presentation are not guarantees of future performance and 
involve known and unknown risks and uncertainties and other factors, many of which are 
beyond the control of Breville, its Directors and management, and involve elements of 
subjective judgement and assumptions as to future events which may or may not be 
correct. Actual performance may differ materially from these forward looking statements. 
A number of important factors could cause actual results or performance to differ 
materially from the forward looking statements. The forward looking statements are 
based on information available to Breville as at the date of this Presentation. Except as 
required by law, including the ASX Listing Rules, Breville undertakes no obligation to 
provide any additional or updated information, whether as a result of new information, 
future events or results or otherwise. 

27



AGM
Close of Meeting


	Breville Chairmans CEO Review 12-11-19 ASX Version
	FY19 AGM v2.12 ex Voting Slides - PDF ASX VERSION
	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28


