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H1 2014 SUMMARY  

Solid result in soft market  

ÅStatutory net profit after tax up 77%  

ÅRevenue from continuing operations up 3% (down 4% on a constant currency basis)  

ÅEBITDA from continuing operations pre-exceptionals up 1% (down 6% on a constant 
currency basis) 

ÅStrong Q2 following investments in radio and outdoor  

 

H1 highlights  

ÅARN #1 national FM radio network, strong Q2 revenue growth; TRN revenue up 6%  

ÅPublishing revenue declines continuing to moderate, particularly local retail, real estate 

ÅHong Kong revenues up 12%; Buzplay contract renegotiated 

ÅOn track to deliver full year publishing cost savings of $20m 

ÅNew facility of $630m with a syndicate of domestic and international banks  

 

Investing for growth  

ÅAcquisition of remaining 50% of ARN and TRN, partly funded by entitlement offer  

ÅiHeartRadio: 480,000+ registered users; 650,000+ app downloads  

ÅAdshel phase one deployment of Sydney Trains digital panels 

ÅAcquisition of remaining 50% of Hong Kong Outdoor 
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FINANCIAL RESULTS  

6 months to 30 June (AUD million)  H1 2014  H1 2013  

Revenue from continuing operations 405.9 394.6 

EBITDA* 70.7 70.1 

EBIT* 54.3 54.1 

Net profit after tax*  24.3 18.9 

Profit/(loss) from d iscontinued operations (0.5)  (2.8) 

Net profit after tax before exceptional items  23.8 16.1 

Exceptional items (1.2)  (3.4) 

Statutory net profit after tax  22.6 12.8 
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* From continuing operations and before exceptional items 

 

ÅNo interim dividend for H1  
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New Zealand  
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APN NEW ZEALAND  

Collaborative approach  

ÅJane Hastings appointed as CEO of APN New Zealand  

ÅNew integrated group management structure, with key internal and external 
appointments 

ÅEstablishment of APN óCollaborative Media Solutionsô (CMS), driving new revenue 

ÅCross-channel collaboration and sharing of resources (e.g. TRN talent contributing to 
NZM publications, GrabOne/The New Zealand Herald hero deals) 

 

H2 Further initiatives  

ÅGrowth of óBrand Insightô  

initiative to meet increasing  

demand for branded content  

solutions across channels 

ÅLaunch of integrated eCommerce 
product shopviva.co.nz 

ÅDevelopment of other cross- 

platform verticals 
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NEW ZEALAND MEDIA  

AUD million  (æ% local currency)           Revenue             EBITDA  

H1 2014 v H1 2013 $135.6 (13%)  $22.7 (13%)  
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Result  ÅRevenue down 6% on a like for like basis*  

ÅNational advertising challenging in a subdued market, down 19%*  

ÅLocal retail advertising trends improving, down 3%* year on year  

ÅStrong performance from features and newspaper inserted magazines 

ÅCirculation revenue declines moderating, down 2%* on prior year  

ÅGrowth of The NZHôs total audience to 1.9m people each month 

 

Operations  ÅCompletion of NZ Magazines sale to Bauer  

ÅPrinting agreement with Fairfax ï commenced in August 

ÅCMS delivering new revenue opportunities 

ÅCost savings of $5m in H1 

 

H2 2014  ÅTrading conditions unchanged in H2 to date, with National advertising 
remaining particularly weak 

ÅLaunch of óTrue Commercialô digital real estate offering 

ÅLaunch of new digital trading platform  
 

 
*Like for like adjusts for sold products - South Island & Wellington newspapers and NZ Magazines 
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THE RADIO NETWORK  

AUD million  (æ% local currency)             Revenue             EBITDA  

H1 2014 v H1 2013 $56.9 6% $10.1 2% 
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Result  ÅNZ radio market up 6%, TRN maintained share 

ÅStrong direct revenue growth, up 9%  

ÅAgency market relatively weak, up 1% 

ÅInvestment in new talent/content limited EBITDA growth 

 

Operations  ÅSignificant talent, content and marketing investment  in two key 
stations, ZM and The Hits  

ÅNewstalkZB #1 national network; Coast #1 national music brand  

ÅTotal digital audience up 71%; ZM #1 radio brand online  

ÅiHeartRadio: 210,000+  registered users & 250,000+ app downloads 

ïExclusive live events to drive sponsorship revenue, downloads and registrations 

H2 2014  ÅMarket up 9% in July, TRN gained share 

ÅLaunch of integrated content station Mix 98.2 in Auckland  

ÅExtension of video and integrated content offerings  

ÅiHeartRadio in-store opportunities, niche products and live events 
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GRABONE 

AUD million  (æ% local currency)           Revenue             EBITDA  

H1 2014 v H1 2013 $9.0 (3%)  $1.8 (16%)  
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Result  ÅRevenue impacted by declining email open rates and faster transition 
from desktop to mobile & tablet devices, consistent with global trends  

ÅIncreased domestic eCommerce competition 

ÅAverage commission rates and order values continue to increase 

 

Operations  ÅChange in focus from email push to content pull strategy  

ÅIntroduction  of category pages to become ómarketplace of dealsô 

ÅChanges to site navigation, email formats and mobile functionality to 
improve customer experience 

ÅIncreased mobile footprint via app downloads; up 53%  

ÅLaunch of óFree Couponsô giving consumers the ability to purchase 
products at a discount from both NZ and international retailers  

 

H2 2014  ÅRoll-out of GrabOne 2.0 platform to improve customer experience  

ÅLaunch of Facevalue, enabling customers to still use purchase value of 
vouchers post-expiry 

ÅEvergreen deals and new merchant directory 
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Australia  
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AUSTRALIAN RADIO NETWORK  

AUD million               Revenue                EBITDA  

H1 2014 v H1 2013 $81.2 8% $29.0 6% 
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Result  ÅAustralian radio market up less than 1%  

ÅARN revenue up 8%; market share up over 2 percentage points  

ÅQ2 particularly strong following ratings gains  

ÅSignificant investments in talent, content and marketing  

 

Operations  ÅThe #1 FM network in Australia. Most recent ratings (survey #4):  

ï #1FM & #2 FM station in Sydney  

ïEqual #1 FM station in Melbourne 

ï #1 stations overall in Brisbane & Adelaide 

ÅLaunch of KIIS 1065 in Sydney & rebrand of Classic Hits Pure Gold 
network in Sydney and Melbourne 

ÅiHeartRadio: 270,000 registered users; 400,000+ app downloads 

ïExclusive live events to drive sponsorship revenue, downloads and registrations 

 

H2 2014  ÅSydney & Melbourne key opportunities to grow market share  

ÅImproved ratings and agency offering to drive revenue growth  

ÅInvestments in integration, digital and content marketing capabilities  
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AUSTRALIAN REGIONAL MEDIA  

AUD million            Revenue             EBITDA  

H1 2014 v H1 2013 $99.0 (8%)  $10.5 (17%)  
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Result  ÅTough overall agency market conditions 

ÅAgency revenues down 20% in a market down 18%; now represents 
14% of total revenues  

ÅResilient local performance, assisted by strong real estate pillar 

ÅDigital revenue growth of 34%  

ÅCost savings of more than $6m 

 

Operations  ÅAggregate weekly audience up 8% to 1.4 million people  

ÅBundled print, digital and social packages leveraging audience 

ÅProgrammatic trading launched; generating new revenues 

ÅFocus on local communities, refreshed titles 

ÅConsolidation of classifieds under óFindaô brand 

ÅTransition from Domain to realestate.com.au from October 2014  

 

H2 2014  ÅH1 trends continue into H2 

ÅExtend programmatic trading to mobile and video inventory  

ÅContinued focus on local revenues 

ÅOffering of digital marketing services to SMEs 
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Outdoor  
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