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12 November 2020 
 
Manager, Company Announcements, 
Australian Securities Exchange Limited 
20 Bridge Street 
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Breville Group Limited – Annual General Meeting Presentation 
 
Please find attached the Chairman’s Address to shareholders and the CEO’s Review of 
Operations to be delivered at the Annual General Meeting of the Breville Group Limited at 
10am today. 
 
The release of this announcement was authorised by the Board. 
 
Yours faithfully, 

 
Craig Robinson 
Company Secretary 
 
Telephone: +61 2 9384 8100 
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12 November 2020 

Chairman’s Address  

Slide 2  

Good morning ladies and gentlemen and welcome to Breville Group Limited’s 2020 Annual General 
Meeting. 

Slide 3  

In the 2020 Financial year the Group continued to progress up the curve of our acceleration program 
with strong sales growth and double-digit EBIT growth, on a normalised basis. These encouraging 
results were delivered in the face of a series of challenging events including Brexit uncertainty, US-
Chinese tariffs and of course the global pandemic.  

Under the leadership of our CEO Jim Clayton, the Group navigated these challenges and continued to 
successfully innovate and geographically expand, launching the Sage® brand into Spain, France and the 
Middle East. 

The Group’s business trajectory remains healthy whilst the balance sheet has been strengthened to 
provide resilience against near term turbulence as well as funds for future growth. Jim will talk further 
on growth and the group’s expansion strategy in his presentation. 
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In terms of key numbers, the Group delivered a 25.3% increase in revenue to $952.2m, with strong 
revenue growth in the core Global Product segment increasing, in constant currency, by 20.1%. The 
Distribution segment revenue for the year also grew strongly at 26.9%. 

Group EBIT, on a normalised basis (adjusted for both abnormal expenses and savings), finished at 
$113.1m, 14.3% higher than the prior year. Net profit after tax on a normalised basis increased by 
11.2% to $75.0m. Earnings per share, on a normalised basis, increased by 10.6% to 57.3 cents per 
share. 

The Board increased the full year dividend for the year by 10.8% to 41.0 cents from 37.0 cents in the 
prior year, with a fully underwritten Dividend Reinvestment Plan (DRP) activated to preserve cash and 
to allow future flexibility. 

Net cash at 30 June 2020 was $128.5m, which included the net proceeds of the capital raise completed 
in June 2020 of $100.7m. This compared to Net cash at 30 June 2019 of $9.8m. 

More recently you will have seen that Breville completed the strategic acquisition of Baratza, a 
designer and distributor of premium coffee grinders, on 1st October. The acquisition was funded by a 
combination of both cash and issuing ordinary shares to the vendors. The group remains in a strong 
cash position post the acquisition.  
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I would now like to take the opportunity to express our gratitude to Jim Clayton and to his talented, 
motivated and passionate team members across the Globe who have shown exceptional nimbleness, 
and resilience, in this turbulent year. We are privileged to have such an exceptional group on the 
Breville|Sage team. 

I would also like to express my appreciation to my fellow Board colleagues and our shareholders, 
customers and suppliers for their continued support in these unprecedented times. 

Lastly, thank you all for your virtual attendance at today’s AGM. 

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. 
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Thanks Steve and good morning to everyone.  As an update on our progress, I’ll walk you through our 
FY20 performance, show you the new products we’ll be launching in the 1HFY21, and finish with a 
discussion on our migration to a solution vendor and our Outlook for FY21. 
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Overall, we reported 25.3% growth on the top line.  Our reaction to COVID hitting in March led to a 
series of abnormal expenses and cost savings.  After normalising out these one-off puts and takes, our 
EBIT grew 14.3%.  Our dividend for the year grew 10.8%, tracking our normalised growth in NPAT. 

Slide 9 
 
The top line growth was driven by comparable performance across both the Global Product Segment, 
which grew 20.1% in constant currency, and the Distribution Segment, which grew 26.9%. 
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Disaggregating the Global Product Segment, all geographies delivered double digit growth.  The North 
American performance is showing the impact of the COVID lockdown process in the US as well as 
Amazon pushing Prime Day from July to October.  ANZ delivered a growth rate north of its typical 
performance, which is reflective of consumer behaviour during the COVID lockdown--increased spend 
on household-related items.  Europe posted another solid result, and ROW bounced back off a weak 
comp from last year. 
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The Balance Sheet reflects the story of the impact COVID had in the last quarter of the year.  Demand, 
both sell out and sell in, began running at a pace beyond our forecast, leading us to sell through our 
inventory buffer.  This resulted in an inventory number basically flat to last year even though the 
business grew 25%.  Thus, the working capital release you see in our net cash—which also includes the 
impact of our equity raise—is temporary.  Once we catch up to demand, our growth in working capital 
will more closely track the trajectory of the overall business. 
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I’ll now move on to new products in the 1HFY21. 
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This year we will be adding Oyster Shell and Black Stainless steel as additional core colours across our 
product range.  We started our colour program a couple of years back and our experience to date is that 
the addition of colour has driven incremental demand for our products.   

Slide 14 
 
With globalisation comes the complexity of language.  This was particularly challenging for products like 
our oven and microwave range because of the number of features offered in the products.  The problem 
was simple to describe: How do we offer the same number of descriptive choices on the same LCD 
screen in multiple languages?  Other companies used icons to represent a feature, but consumers have 
trouble remembering what the icon stands for.  The Breville team went to work on the challenge and 
came up with an innovative solution.  While we, too, adopted an icon approach, we also added a “ticker 
tape” section that describes the feature in the local language when the option is chosen.  This has 
enabled us to offer the same level of choice and convenience across these products, regardless of 
language. To help give you a better understanding of this feature the short clip will show how language 
is expressed across the LCD screen. 
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A couple of years ago, we launched the Bambino Pro, and we are now launching its little brother, the 
Bambino.  This is the most compact espresso machine we have ever made that delivers the same 
mandatory elements of true café-quality coffee that we deliver with the Dual Boiler.   

It has the same almost instantaneous heat up time as the Bambino Pro, with PID temperature control, 
pressure control, and a powerful steam wand capable of delivering microfoam for latte art. 

This will be the perfect entry product for customers who want to experience the taste of Third Wave 
Specialty Coffee but have limited benchtop space.  And, it is a perfect paring with the Baratza Encore or 
Virtuoso grinders (products from our recent acquisition). 

Slide 16 
 
Updating our Commercial Range, we are launching the HydroPro and HydroPro Plus, the most advanced 
commercial sous vide products in the market.  Both are waterproof, with higher wattage to shorten the 
time to target temperature, have an intuitive touch screen display with an on-board cooking guide, and 
can control temperature to 0.1°C.  In addition, the HydroPro Plus automatically records core 
temperature readings during the cook cycle to make it easy for Chefs to comply with Health & Safety 
reporting requirements. 
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As I mentioned in our FY20 year-end investor presentation, we will be launching the Joule Oven Air Fryer 
Pro.  We are very excited about this product because it will combine the cooking content from 
ChefSteps.com with the most advanced oven we have made to date.  With this combination, consumers 
will be able to do phased cooking, a feature we call Joule Autopilot.  As an example, one of the recipes 
is croissants.  You put the raw croissants in the oven.  It will first proof the dough, then cook the 
croissants, then keep them warm, all in a single, continuous cooking cycle.  The oven will also be voice 
enabled, so you can drive it with Alexa or Google Home, or simply use the app. 

Slide 18  
 
I will spend a bit of time talking about our migration up the Product Value Curve. 

Slide 19 
 
In FY16, we had Food Thinking.  We expanded this in FY18 to Category Thinking, and in FY20, we began 
our migration toward Solution Thinking. 
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A solution typically includes products, content and services, a supporting eco-system, and an underlying 
platform that ties it all together.  In most buyer/seller transactions, one party is the solution provider, 
which tends to be the buyer.  Maybe an example will help. 

Slide 21 
 
To get the doghouse you wanted, you need a hammer, a saw, nails, wood, paint, and the skills to put 
them together.  Stanley sells a hammer, Behr sells the paint, and the tradie sells the service.  Assuming 
you picked up the piece parts at Bunnings and hired a tradie, then that makes you the solution provider. 

Slide 22 
 
We have a similar doghouse problem with coffee.  All our customers ever want is a perfect cup of coffee.  
But, to have this, the consumer, as the solution provider, needs to get their coffee machine of choice, 
add a grinder, find some Specialty Coffee they like, and then learn how to put all this together to get the 
cup of coffee they were looking for in the first place.  Any chance we could make this easier? 

Slide 23 
 
One piece of the puzzle is to make sure we have the hammer they need.  We recently announced the 
acquisition of Baratza, based in Seattle.  Baratza is a leading provider of commercial grade coffee 
grinders for consumers in the specialty market … with the breadth of their range, combined with ours, 
we have the appropriate grinder for each consumer.  Baratza is an outstanding addition to Breville.  
Together, we now have a grinder range that matches the breadth of our coffee machine range. 

Slide 24 
 
But while we have the tools, we are not yet at a cup of coffee.  In addition to an expanded product 
portfolio, we have recently added a content and service portfolio.  Last year we launched our 
Masterclass series, with the goal of getting leading baristas to teach our consumers how to make a 
perfect cup of coffee.  COVID has given us the opportunity to virtualise this service.  We are currently 
running virtual masterclasses in all our markets. 

We’ve also recently launched a specialty coffee marketplace in the US, www.beanz.com.  To date, we’ve 
spent our energy telling customer what not to do—do not buy coffee at the grocery store.  Now, we 
turned our efforts to launching a platform to easily connect Third Wave Specialty Coffee Roasters with 
our customers—and, in some instances, these are the same roasters who are running the Masterclasses.   

And, lastly, one of the steps you need to take over time is maintaining our equipment.  We’re making 
this easier for our customers by enabling them to sign up for a subscription service that automatically 
sends them the cleaning products they need, when they need them. 

 



7 

Slide 25 
 
Put all this together on top of the new infrastructure we are rolling out across Breville, and you’ve got 
an end-to-end coffee solution for our customers.  We do all the heavy lifting, and they just enjoy the 
coffee.  We are obviously on the front end of this journey.  We have much to learn along the way, and 
we will be making improvements and additions as we go with the simple goal of making the experience 
as easy, as seamless, and as pleasurable for our customers as possible. 

Slide 26 
 
Before moving on to our Outlook for FY21, I’d like to start with a caveat.  We have never before given 
an outlook statement at our AGM, and there’s a good reason for that.  We do not have true visibility 
into how the 1H has gone until the end of January.  We can see the incremental sell in over the months 
of October, November and December, but we can’t see the sell through as well as how retailers are 
behaving until we get into January.  This is why we have always waited until February before giving 
guidance for the year. 

But, this is a COVID year, and I know investors are looking for anything to hold onto to get a feel for 
which way the winds are blowing.  With this backdrop, we are breaking from precedent, and providing 
an early read on our Outlook for the year.  My expectation is that because of our limited visibility, this 
will not be repeated in future years.   

 
Slide 27 
 
With that caveat, the first bit of news I can give you is that we have continued to experience a healthy 
demand for our products across geographies year-to-date. 

Assuming no significant change in market conditions, we expect our EBIT for the full year of FY21 to be 
consistent with the market’s current consensus forecast range of $128m - $132m, with spending on 
marketing, R&D, and infrastructure projects, consistent with our commitment to continue executing our 
long-term strategy for the company. 

Lastly, I’d like to thank everyone for joining our AGM meeting today, and I’d like to thank the entire 
Breville|Sage team for their perseverance and continued focus on our customers during this most 
challenging time; I’d like to welcome the Baratza team to the Breville|Sage family; and I’d like to thank 
the Board for their continued guidance, patience, and support. 

With that, I will now hand back to Steve. 
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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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“A solid year of growth, across all 
geographies, in a turbulent time.”
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Group FY20 Results Summary

FY20
% change 

from FY19

Revenue $952.2m 25.3%

EBIT $100.9m 3.7%

Normalised EBIT $113.1m 14.3%

Normalised NPAT $75.0m 11.2% 

Normalised EPS 57.3 cps 10.6% 

Dividends per share (DPS) 41.0 cps 10.8%

Net Cash $128.5m (PY $9.8m)
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• Breville | Sage team
• Board colleagues
• Suppliers, customers and consumers
• Valued shareholders

Thank You

5



CEO’s Address

Jim Clayton
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AGM Agenda

• The Numbers
• 1H FY21 New Products
• Extending Solution Footprint
• FY21 Outlook
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Group Summary Result
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AUDm FY20 FY19 % Chng
Revenue 952.2 760.0 25.3%
Gross Profit 320.6 271.2 18.2%
EBITDA 126.5 114.0 11.0%
EBIT 100.9 97.3 3.7%
NPAT 66.2 67.4 (1.8)%
Basic EPS (cents) 50.5 51.8 (2.5)%
Net cash ($m) 128.5 9.8

1  EBIT, NPAT and EPS shown normalised for impact of abnormal expenses (doubtful debt provisioning and IoT platform write down) and abnormal cost savings (compensation and marketing).
Net impact on EBIT $12.2m; NPAT $8.8m; EPS 6.8c

2 Adoption of AASB 16 in FY20 benefited EBIT by $2m over FY19. Growth is shown on like-for-like basis. Net benefit to NPAT is minimal at  $254k   

Commentary 
• FY20 well managed with normalised results 

and trajectory landing as expected against a 
turbulent backdrop 

• Robust Group revenue growth +25.3% 
underpinned by solid performance across 
geographies and boosted by a strong USD  

• Gross Profit growth +18.2% with margin 
partially diluted by Fx rate and US tariffs

• EBIT/NPAT skewed by abnormal expenses 
and abnormal cost savings

• Normalised EBIT1 growth in line with 
expectation at +14.3% (or 16.2% including the 
FY20 benefit of AASB 16)

• Full Year dividend of 41c declared on basis 
on Normalised EPS1, 60% franked, with 
underwritten DRP activated to preserve cash  

• Net Cash reflects capital raise (+$101m) and 
working capital below equilibrium

Normalised EBIT1 113.1 97.3 16.2%
Normalised EBIT Growth 
(excluding AASB 16 impact2) 14.3%

Normalised NPAT1 75.0 67.4 +11.2%
Normalised EPS1 57.3 51.8 +10.6%

Dividends per share (cents) 41.0 37.0 10.8%
• Interim 20.5 18.5

• Final 20.5 18.5
Franked (%) 60.0% 60.0%



Segment Results
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AUDm
REVENUE EBIT EBIT MARGIN (%)

FY20 FY19 % Chng Normalised 
FY201 FY19 % Chng Normalised 

FY201 FY19

Global Product 764.4 612.0 24.9% 90.2 78.8 +14.5% 11.8% 12.9%

% Change CC2 20.1%

Distribution 187.8 148.0 26.9% 22.9 18.5 +23.8% 12.3% 12.5%

TOTAL 952.2 760.0 25.3% 113.1 97.3 +16.2% 11.9% 12.8%

Global Product
• Resilient constant currency revenue growth of +20.1% (+12.0% pcp) driven by geographic expansion and NPD
• 2H20 growth matched 1H20 with product relevance to WFH environment
• May/June sell-in dampened by inability to meet demand due to sporadic inventory shortages plus Amazon Prime 

Day delay 
• Normalised EBIT margin moderated by strong USD (two thirds of reduction) and the impact of US tariffs

Distribution Segment
• Sustained revenue growth +26.9% (+18.8 pcp) with strong sales in Australia boosted by Breville Air™ 
• Incremental $4.4m EBIT strategically reinvested in the Global Segment marketing and R&D

1 EBIT and EBIT Margin % shown normalised for impact of abnormal expenses (doubtful debt provisioning and IoT platform write down) and abnormal cost savings (compensation and marketing). Net impact on EBIT $12.2m.
2 CC – Constant Currency



Segment Results cont’d
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AUDm
GLOBAL PRODUCT SEGMENT REVENUE

FY20 FY19 % Chng $A % Chng CC1

North America 420.4 357.4 17.6% 11.3%

Australia and
New Zealand (ANZ)

157.4 132.9 18.4% 18.3%

Europe 143.3 89.6 60.1% 54.8%

Rest of World (ROW) 43.3 32.1 34.8% 25.6%

TOTAL 764.4 612.0 24.9% 20.1%

Commentary 

“Sell-out” patterns remained solid across regions with divergent “sell-in” patterns reflecting lockdown patterns 
across geographies and individual retailer behaviours in 2H20

• North America:  2H20 sell-in impacted by physical retail lockdown and Amazon’s retreat to essential items 
only, as well as delayed Amazon Prime Day  

• ANZ:  Strong, sell-out led growth with most stores staying open in 2H20 and increased online adoption. 
Sporadic stock shortages late in the year pushed some orders into 1H21

• Europe: Geographic roll out continued with Spain and France. Strong growth in existing markets supported 
by well established on-line retail channel

• ROW: Export sales pattern naturally lumpy. Performance in line with expectations against a weaker FY19

1 CC – Constant Currency



Financial Position at 30 June

11

AUDm FY20 FY19

Inventory 153.7 152.3

Receivables 156.1 154.6

Trade and other payables (147.9) (122.7)

Working Capital 161.9 184.2

Fixed assets 13.5 12.0

Intangibles 160.2 123.4

Other (liabilities) / assets (37.7) (19.1)

NET ASSETS EMPLOYED 297.9 300.5

Net (Cash) / debt (128.5) (9.8) 

Shareholders’ equity 426.4 310.3

CAPITAL EMPLOYED 297.9 300.5

ROE %1    normalised/statutory 22.1%/19.5% 22.7%

ROA%2 normalised/statutory 13.0%/11.5%  14.1%

Commentary 
• Balance sheet strengthened and underlying ROE% 

remains healthy  
• Working capital reduced below equilibrium
- Inventory levels below equilibrium due to partial 

unwind of stock buffers led by post-Chinese NY supply 
lag and strong 2H sell-in. Seasonal orders disclosed in 
the capital raise presentation have been placed

- Receivables dampened by provision, delay of Amazon 
Prime Day, temporary inability to fill orders for some 
SKUs, and tightening of terms with higher risk retailers

- Payables grew +20% in line with the business 

• Intangibles
- Step increase due to ChefSteps™ acquisition ($28m)
- Sustained growth in NPD investment
- Investment in IT global platform

• Net Debt improvement of +$119m due to $101m net 
capital raise plus temporary working capital 
movement

• $361m undrawn peak debt facilities provides buffer 
against future turbulence and fuel for accelerated 
growth

1 ROE  is calculated based on NPAT  (normalised and  statutory) for the 12 months ended 30 June for the financial year divided by the average of shareholders’ equity.
2 ROA is calculated based on NPAT (normalised and statutory) for the 12 months ended 30 June for the financial year divided by the average of total assets.
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• FY21 Outlook
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New Colours for FY21
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Multi-Lingual UX
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Multi Language Multi Function Text Scrolling



Most Compact 4-Elements Machine
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Commercial / Prosumer Sous Vide
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Joule™ Oven Air Fryer Pro™
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Walking Up the Product Value Curve

Food 
Thinking

Category 
Thinking

Solution 
Thinking

FY16

FY18

FY20
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Solution Framework

Ecosystem

Product Content/
Services

Platform

When there’s a buyer and a seller, one of them is typically 
responsible for providing the solution.



Someone is Always the Solution Provider
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I Just Wanted a Perfect Cup of Coffee 

22
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Expanding Product Portfolio: Café Quality Only
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Content/Service Portfolio

Subscription Service

Espresso Cleaning Kit

“How To” Training

Specialty Coffee
www.beanz.com
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FY21: End-to-End Coffee Solution
Ecosystem

Products

Content

Platform

Content/Service

• Specialty Coffee Roasters
• Specialty Coffee Cafes

ERP

Dropship / Subscription Services

Coffee Marketplace



AGM Agenda
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• 1H FY20 New Products
• Extending Solution Footprint
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Trading Update / FY21 Outlook

27

• YTD, we have continued to experience a healthy demand for our products 
across geographies. 

• It is unusual for Breville to provide Outlook commentary this early in the 
financial year because we won’t have a clear read on Christmas trading until 
the middle of January.   But, because of the everchanging uncertainty caused 
by COVID across our geographies, we are making an exception this year, 
which we may need to adjust as the year progresses.

• Assuming no significant change in market conditions in the Group’s major 
trading markets, we expect EBIT for the full year of FY21 to be consistent 
with the markets’ current consensus forecast range of $128M-$132M, with 
spending on marketing, R&D, and infrastructure projects, consistent with our 
commitment to continue executing our long-term strategy for the company.



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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AGM
Close of Meeting
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