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SUMMARY INFORMATION 

This presentation contains summary information about Fairfax Media Limited and its activities current as at 10 August 2016. The information in this presentation is of  a 

general background nature and does not purport to be complete. It should be read in conjunction with Fairfax Media Limited other periodic and continuous disclosure  

announcements which are available at www.fairfaxmedia.com.au. 

 

NOT FINANCIAL PRODUCT ADVICE 

This presentation is for information purposes only and is not financial product or investment advice or a recommendation to acquire Fairfax Media Limited securities and  

has been prepared without taking into account the objectives, financial situation or needs of individuals. Before making an investment decision, prospective investors  

should consider the appropriateness of the information having regard to their own objectives, financial situation and needs and seek legal and taxation advice appropriate  

to their jurisdiction. Statements made in this presentation are made as at the date of the presentation unless otherwise stated. 

 

PAST PERFORMANCE 

Past performance information given in this presentation is given for illustrative purposes only and should not be relied upon as (and is not) an indication of future  

performance. 

 

FUTURE PERFORMANCE 

This presentation contains certain “forward-looking statements”. The words “expect”, “should”, “could”, “may”, “predict”, “plan” and other similar expressions are intended  

to identify forward-looking statements. Indications of, and guidance on, future earnings and financial position and performance are also forward-looking statements. 

Forward-looking statements, opinions and estimates provided in this presentation are based on assumptions and contingencies which are subject to change without  

notice, as are statements about market and industry trends, which are based on interpretations of current market conditions. Forward-looking statements including  

projections, guidance on future earnings and estimates are provided as a general guide only and should not be relied upon as an indication or guarantee of future  

performance. Actual results, performance or achievements may vary materially for many projections because events and actual circumstances frequently do not occur  

as forecast and these differences can be material. This presentation contains such statements that are subject to risk factors associated with the industries in which  

Fairfax Media Limited operates which may materially impact on future performance. Investors should form their own views as to these matters and any assumptions on  

which any forward-looking statements are based. Fairfax Media Limited assumes no obligation to update or revise such information to reflect any change in expectations  

or assumptions. The inclusion of forward-looking statements in this presentation should not be regarded as a representation, warranty of guarantee with respect to its  

accuracy or the accuracy of the underlying assumptions or that Fairfax Media Limited will achieve, or is likely to achieve, any particular results. 
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• Group revenue for continuing businesses decreased  

0.6% to $1,830.5m.  

• Group expenses for continuing businesses decreased  

0.3% to $1,548.8m.  

• Underlying EBITDA of $283.3m decreased by 2.1%  

and by 1.4% for continuing businesses. 

• Underlying EBIT of $213.2m decreased 5.0% and 4.2% for 

continuing businesses.  

• Net profit of $132.5m, down 7.6% for continuing businesses.  

• Statutory net loss of $893.5m including significant items of 

$1,026.0m after tax. 

• Dividend of 2¢ per share (70% franked) payable on  

6 September 2016, bringing total for the year to 4¢ per share 

(partially franked), payout ratio of 70%. 
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Note: * Australian Community Media and New Zealand Media – Revenue includes external printing revenue (only included in the segment slide).    

• Reported group revenue decrease of 1.2%, and 0.6% on a 

continuing business basis: 

– Domain revenue up 32.7% with digital revenue up 26.8%. 

– Metropolitan Media revenues down 5.4%. 

– Australian Community Media revenues down 10.0%  

(11.4% excluding external print revenue).  

– New Zealand ($NZ) revenues down 8.7%.   

– Radio revenues up 27.5% (FY15 includes MRN from  

April and includes six months of 96FM). 

• Reported group EBITDA decrease of 2.1%, and 1.4% on a 

continuing business basis. 

• Trading in the first five weeks of FY17 H1 saw revenues 

8% to 9% below last year.  
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INCLUDES: INCLUDES: INCLUDES: 
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FY13 

Continuing Business 

FY16 

Digital / Non-Print 

Print 

FY17e 

Corporate 

20% 

42% 

55%-60% 

Note: FY17e includes 100% of Fairfax New Zealand. 

Fairfax Group EBITDA (% total) 

0% 

100% 
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DOMAIN GROUP 

50% digital EBITDA growth 

82% increase in average monthly visits for the year 

90%+ national agent and listings penetration 

Establishing strong position in real-estate ecosystem 

through acquisition of strategic stakes in Homepass, 

Beevo, Oneflare and Compare & Connect 
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• 27% digital revenue growth. 

• Domain.com.au revenue growth of 28%. Depth revenue 

growth of 40% (76:24 depth/subscriber revenue split for 

FY16). 

• Continued investment in sales, product development and 

marketing. Excluding one-off costs in the prior period, 

underlying digital costs increased 27%.  

• Digital EBITDA growth of 50% reflected strong revenue 

growth and investment in acquisitions. 

• Metro print revenue decline of 10%. 

• FY15 associate profit reflects MMP for 7 months. 
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Source: Main site and mobile site visits - Nielsen Market Intelligence (Home & Fashion Suite); Mobile app visits for Domain/Allhomes - Google Analytics. 
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DOMAIN CHECK IN   

Digital check in to property 

inspections. Data syncs with 

agent CRM systems 

INSTANT CONSUMER 

NOTIFICATIONS  

Alerts for new listings 

matching search criteria; 

listing updates for  

shortlisted properties 

FACEBOOK 

MESSENGER BOT  

First company in Australia to 

launch bot facilitating enquires 

on properties for sale nearby and 

providing instant property 

valuation estimates 

DOMAIN CHAT  

(BETA VERSION)   

Direct interaction between 

consumers and agents using  

a simplified messenger  

chat platform 
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DREAM HOMES  

Premium listings distributed  

through Fairfax mastheads on  

desktop and mobile 

AGENCY AND AGENT PROFILES 

Platforms to promote agency and agent 

brands, and showcase current listings 

and previous sales to potential vendors 

SOCIAL BOOST 

Targeted distribution of 

listings to the Domain 

Facebook audience 
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AUSTRALIAN METRO MEDIA 

17% growth in digital subscription revenue 

209k paid digital subscribers (SMH/Age/Financial Review) 

4% publishing cost improvement  

AUSTRALIAN COMMUNITY MEDIA 

12% cost improvement 

H2 EBITDA growth of 2% 

$60m annualised cost reduction achieved 

NEW ZEALAND MEDIA 

36% digital revenue growth  

8% cost improvement 

11% growth in Stuff.co.nz audience to 2m 



18 INDEPENDENT. ALWAYS. 



19 INDEPENDENT. ALWAYS. 

• Metro publishing advertising revenue decline of 15%, 

impacted by declines in retail, communications and 

finance.  

• Growth in digital subscriptions of 17% largely offset  

declines in print circulation revenue.  

• 209k paid digital subscribers (SMH/Age/Financial Review). 

Financial Review subscribers included in subscriber 

number for first time. 

• Digital Ventures revenue growth of 21%. 

• Events revenue growth of 33%. 

• Flat costs reflect investment in Digital Ventures and 

Events: 

– Reduction in Metro publishing costs of 4%. 

 

 Note: Printing contribution nets off in costs. 
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• Revenue impacted by transformation program with  

exits and frequency changes across titles.   

• Advertising revenue impacted by decline in  

supermarket-related print advertising, partially offset  

by print real estate.  

– Excluding transformation impact, underlying 

advertising revenues down 9%. 

• Circulation revenues declined reflecting lower retail 

volumes. 

• Cost improvement of 12% with the benefit of the 

transformation initiatives.  

• H2 EBITDA above last year by 2%.  

• Transformation program achieved annualised cost 

reduction target of $60m.  

Note: 

Printing contribution nets off in costs. 
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Note: 

Printing contribution nets off in costs. 

• In $AU, revenue is down 10% and EBITDA is down 16%  

from FY15. 

• Digital revenue growth of 36% driven largely from mobile, 

video and native advertising, outpacing the market. 

• Advertising revenue impacted by retail, entertainment and 

employment advertising declines offset by strong 

performance in real estate and House & Home. 

– Growth in advertising market share in difficult market. 

• Circulation revenue declined 6% with stable subscription 

revenue offset by continued pressure on retail sales. 

• Strong cost management with 10% reduction in publishing 

cost prior to reinvestment in digital, IT and property. 

• Merger with NZME currently being considered by NZ 

Commerce Commission.  
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• Stuff maintained position as #1 domestic website with 2m 

New Zealanders in May. 

• Audience growth with 3.5m New Zealanders consuming 

Fairfax brands every month. 

• 330,000 Neighbourly members, accelerating with 28% 

growth in H2 versus H1. 700,000 total members across 

Neighbourly and Stuff. 

• Events revenue growth of 30% year-on-year with new 

events launched.  

• Launched new internet service provider Stuff Fibre on 

August 8. 
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DIGITAL VENTURES 
500k+ active Stan subscribers 

Strong digital publishing revenue growth 

35% Weatherzone revenue growth  

 

LIFE & EVENTS 
33% Events revenue growth 

OpenAir Cinema acquisition 

Drive.com.au JV with 112 Pty Ltd 

 

MACQUARIE MEDIA LIMITED 
Achieved high-end of targeted EBITDA range of $25m 

EBITDA margin increased to 18% from 13% 
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• Digital Ventures continues to execute its strategy of value 

creation through investment in digital opportunities and 

managing a portfolio of digitally-focused assets. 

• Improved EBITDA margin of 24%. 

• Allure Media delivered strong revenue growth with 

POPSUGAR and Business Insider: 

– Continued investment in new brands.  

• Weatherzone revenue growth of 35% with strong growth in 

B2C advertising revenue.  

• In Associate profits / (loss), RSVP/Oasis Active has seen 

an improvement in EBITDA through new subscription 

products and cost synergies. 

 

 

Note:  

Digital Ventures businesses are reported as part of the Australian Metro Media segment. 

FY15 $1.6m moved from Other Revenue to Advertising Revenue. 

A 

A 
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• Fairfax Radio Network merged with Macquarie Radio 

Network on 31 March 2015. 

• FY15 reported results reflects 9 months of Fairfax 

Radio Network (FRN) including six months of 96FM 

and three months of the combined Macquarie Media. 

• Cost and operational synergies have been 

implemented. 

• Total metro market industry growth of 5.9% for the 

year to June 2016. 
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Trading in the first five weeks of FY17 saw revenues 8% to 9% below last year: 

 

• Publishing trends were consistent with FY16 H2. 

 

• New real estate listings in higher value markets in Sydney and Melbourne in July were unusually weak: 

 

− Domain continues to deliver strong audience growth and yield improvements, with digital revenue growth of 10% in the  

first five weeks of FY17; 

 

− The comparative period of July 2015 saw very strong new listings growth (when Domain’s digital revenue increased 53%); 

 

− July 2016 new listings volumes were impacted by the dampening effect of the longest Federal election campaign in modern 

history, with new listings volumes down 25% in Sydney and 11% in Melbourne;  

 

− The fundamentals of the real estate market are strong and there are already signs of listings volume improvement as we 

move beyond the election. Domain is continuing to achieve strong yield growth despite the listings softness.  

  

Across the Fairfax Group, as in prior years, we continue to implement cost savings measures to maintain earnings stability. 
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* FY15 excludes the disposal of 96FM and the closure costs of Chullora and Tullamarine. 
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• Proceeds from asset sales and investments in 

FY16 of $72m includes the sale of Chullora 

and Tullamarine Printing sites. 

• Net investment of $46m includes acquisitions 

and investment in Domain of $31m including 

Oneflare, Homepass and Beevo. Other 

acquisitions and investment of $15m include 

HuffPost Australia, OpenAir Cinema, Nabo 

and Roller.  

• FY16 includes $27m of net debt from  

Macquarie Media and FY15 $36m. 
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• Total interest bearing liabilities 

reduced to $179m with early 

repayment of Syndicated Facility. 

• FY16 includes $27m of net debt 

from  Macquarie Media and  

FY15 $36m. 
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• Net debt position of $89m at June 2016. 

• Standard & Poor’s reviewed Fairfax’s BB+ credit rating 

(stable). 

• Chullora Lease repayment in FY16 H1. 

• Repayment in FY16 H1 of $125m on drawn  

Syndicated Facility. 

• Repayment of  $28m on drawn USPP in FY16 H2.   
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* FY15 excludes the disposal of 96FM and the closure costs of Chullora and Tullamarine. 



38 INDEPENDENT. ALWAYS. 

* Includes the 

disposal of 96FM 

and the closure 

costs of Chullora 

and Tullamarine.  
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• Change in Australian Printing 

allocation with all printing sites 

break-even at EBIT. All profits 

passed on to business units.   
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• Includes costs associated with closure of 

Chullora and Tullamarine printing sites.  
FY16 FY15 %

A$m A$m change

Net Revenue 13.8                   16.9                   (18.0%) 

Associate Profit (Loss) 1.2                    (3.6)                   132.3%  

Costs (61.2)                  (60.6)                  (1.1%) 

EBITDA (46.2)                  (47.3)                  2.3%  
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Note: Domain Group includes MMP. 

• FY15 included three months of 

Macquarie Media post merger 

and five months of MMP post 

acquisition. 
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Digital %  

total revenue 10% 13% 14% 19% 21% 17% 

Includes traffic 

fee of $9.9m 
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Note:  

FY15 and FY14 restated to reflect Transactions Advertising Revenue, Domain Display Advertising, Drive and Employment inclusion in Aust Media Display & Other.    

• Digital Subscriptions:  

Includes The Sydney Morning Herald,  

The Age and The Australian Financial Review. 

• Australian Media Display & Other: 

Impacted by increased competition and fragmentation and 

Drive JV revenue not consolidated from FY16 H2. Allure 

and Weatherzone strong advertising growth. 

 

• Transactions:  

Includes Weatherzone, Allure and Tenderlink. 

• Online Classifieds:  

Strong growth from Domain. 
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Source:  emmaTM conducted by Ipsos MediaCT, people 14+ for the 12 months ending May 2016, Nielsen Digital Ratings (Monthly) May 2016 people 2+ (computer), people 18+ (smartphone/tablet). 

4.2m 
READERS OF NATIONAL 

AND METRO NEWSPAPERS 

 

6.2m 
PRINT READERS 

1.9m 
READERS OF INSERTED 

MAGAZINES 

3.1m 
READERS OF REGIONAL/ 

COMMUNITY NEWSPAPERS PRINT 

11.6m 
TOTAL DIGITAL  

AUDIENCE 

7.3m 
ACCESS CONTENT ON 

DESKTOP/LAPTOP 

6.0m 
ACCESS CONTENT ON 

SMARTPHONE 

1.9m 
REGIONAL WEBSITES 

DIGITAL 
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Source:  emmaTM conducted by Ipsos MediaCT, people 14+ for the 12 months ending May 2016, Nielsen Digital Ratings (Monthly) May 2016 people 2+ (computer), people 18+ (smartphone/tablet). 
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