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Our major focus is to continue to
strengthen Fairfax’s financial 
performance and improve returns to
shareholders and shareholder value.”

The financial results reflect our initial
efforts to reshape the company.
Transitions are difficult and our people
have demonstrated tremendous 
dedication and effort over the past year.”

Increases in top line revenue, coupled
with determined cost controls, are 
producing healthy profits. A 3.2 per cent
increase in revenue yielded a 
13.9 per cent growth in EBIT.” 

Brian Powers, Chairman

Frederick Hilmer AO, Chief Executive Officer

Mark Bayliss, Chief Financial Officer

“

“

“
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Revenue 1,144.8 1,109.3 +3.2% 

Earnings before interest and tax (EBIT) 254.9 223.8 +13.9% 

Net profit before abnormals 134.5 111.6 +20.5% 

Net profit after abnormals 180.3 111.8 +61.3% 

Earnings per share before abnormals 17.3¢ 13.9¢ +24.1%

Dividends per share 10.5¢ 9.5¢ +10.5%

1999 1998 Variance
Results of operations $m $m %
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Quality first in a 
demanding year

In last year’s Chairman’s report, I
described our two-pronged strat-
egy to reinforce Fairfax’s position as 
a leading media company and
Australia’s premier information
provider. Our approach of continu-
ously enhancing and updating our
core print products and aggres-
sively building our online business,

coupled with a rigorous focus on
costs, produced tangible results
during the 1999 fiscal year. The
company was more profitable than
at any time since it re-listed in 1992.

With regard to our mastheads,
the quality of our journalism, our
most valuable asset, was again
recognised with over 50 awards for
excellence, including 12 presti-
gious Walkleys. To help ensure
continuation of excellence in our
journalism into the next genera-
tion, we have initiated a new
trainee program, involving 40 new
recruits per year, and strengthened
editorial training.

The publications which we either
launched or relaunched in the 1998
financial year—The Age, The
Australian Financial Review Weekend
Edition, The Sun-Herald, and Good
Weekend—continued to build on
their initial success, and were

embraced by readers and advertis-
ers alike. Three of our major mast-
heads had their most profitable
year ever.

We are constantly reviewing our
publications to ensure they retain
their leading position in the market
by meeting the needs of our readers
and advertisers. To this end, we

have approved the construction of
a state-of-the-art printing plant in
Melbourne, which will come on
line in 2001, to print The Age, The
Sunday Age, and The Australian
Financial Review. This will improve
the papers, give them a greater
colour capacity to meet our adver-
tisers’ demand and reduce our pro-
duction costs. 

Over the year, we steadily accel-
erated the already-aggressive
development of our interactive
businesses, which have recently
been grouped together within a
wholly owned subsidiary called F2.
The quality and breadth of our con-
tent put us in an excellent position
to exploit the myriad opportunities
spawned by the Internet and e-com-
merce. The great strength of our
brands, together with our position
as a first or early mover in key seg-
ments, puts us in a far stronger

Chairman’s report

Brian Powers  f Chairman

position than most newspapers in
other countries—and puts us in the
leading position in Australia. 

Last year, I made it clear that
your Board recognised that the
Company has not always delivered
financial results to shareholders
which reflect the strength and mar-
ket position of our mastheads. We
were therefore determined to focus
on strengthening Fairfax’s financial
performance and improving
returns to shareholders and share-
holder value. These goals are
important not simply as an end in
themselves but to provide Fairfax
with the strength to maintain qual-
ity, to build future performance by
investing in the business, and to
take advantage of opportunities in a
rapidly changing media market.

Our emphasis on capital and
asset management was increased. A
number of non-core assets were
sold. Those sales, and our improved
operating performance, enabled us
to undertake a successful buyback
of 10 per cent  of our issued shares.
Shareholder value was improved
while balance sheet capacity was
maintained.

There have been a number of
Board and management changes
since my last Chairman’s Report.
Sir Roger Douglas left the Board
in December after two years of
service. John Greaves departed in
June after almost three years’ ser-
vice as Finance Director. We are
grateful to them both for their
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Fairfax now has an executive team 
with the talent to lead the company 
forward into the future.”

“
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Strengthening our
core business 
and building new 
platforms for growth

Chief Executive Officer’s report

Strong revenue growth and disci-
plined cost control resulted in an
excellent financial performance 
by the company this year. The overall
results show significant improvement
over last year, and reflect our initial
efforts to reshape the Company. 

I want to extend special thanks to
our employees and management.
Transitions are difficult, and our staff

has demonstrated tremendous dedi-
cation and effort over the past year.

Our financial results for the 1999
financial year indicate the initial suc-
cess of our efforts. Profit after tax
was up 61.3% to $180.3 million.
Revenues increased 3.2% to $1.14
billion. Cost targets were met. On a
like-for-like basis (excluding abnor-
mals) profits increased 31.7% to
$136.6 million. On this basis, rev-
enues increased by 8% over last year
to $1.12 billion, while costs increased
by 2.2% to $795.4 million, due princi-
pally to increases in newsprint
prices. Staff costs which account for
over 40% of total operating expenses
fell by 1.1% to $341.4 million.

Improvements were evident in
every major area with many of our
mastheads earning record profits in
what has been largely a strong but at

times uneven market. All of our four
major mastheads, The Age, The Sydney
Morning Herald, The Australian
Financial Review and The Sun-Herald
performed well. Fairfax Community
Newspapers (FCN), and our region-
als, had a good year. The Newcastle
Herald, with its new format, and sup-
ported by new colour printing capac-
ity, enjoyed a sharp circulation rise.

These results highlight—in terms
of the solid increases in profitability
as a result of rising revenues and
careful cost management—the poten-
tial operating leverage inherent in
our business and the importance of
cost control in realising that potential.

Over the past two years, our
major mastheads have been reor-
ganised as independent business
units, each led by a Publisher/
Editor-In-Chief. This structure has
established clear lines of responsi-
bility and accountability. It will help
us attain our goals of continuous
product enhancement and improv-
ing our financial performance.

During the last year the top level
management structure has been fur-
ther improved. All business publica-
tions have been brought together
under the leadership of Michael Gill.

Our biggest challenge and opportunity is
to leverage our core asset and deliver it
efficiently and profitably.”

“

contributions. Fred Hilmer joined
the company as Chief Executive
Officer in October, and has re-
organised and strengthened the
top management team. Fairfax
now has an executive team with
the talent to lead the company
into the future. Our company is
well placed to continue playing a
leading role in both the traditional
and interactive markets. 

In the context of digital technol-
ogy and convergence, we have
advocated changes to the regula-
tory environment that restrict our
ability to compete in new areas—
and therefore limit our ability to
grow. Similarly, we have advocated
the removal of restrictions on access
to our shares, because we believe
such restrictions unnecessarily
depress shareholder value.

The 2000 financial year has
started well for the Company. If the
economy continues to grow at cur-
rent levels for the remainder of the
year, we would expect our perfor-
mance to continue to be strong.

Finally, I want to thank our man-
agement and staff for their excep-
tional efforts on the Company’s
behalf last year. In 1999, many
changes in the way we do business
were undertaken or accelerated.
While those changes provide the
basis for a more vigorous and pro-
active company, they inevitably
required sacrifices and extraordi-
nary effort by those involved. We
are grateful to all of them.

Frederick Hilmer AO

Chief Executive Officer



ing sales support. Mark Bayliss
joined us in May as Chief Financial
Officer. In September, we announced
the formation of F2, a wholly-owned
subsidiary, in which our interactive
businesses are now grouped. Nigel
Dews heads up this unit. Looking
ahead, Fairfax is moving forward on
two fronts, strengthening and grow-
ing our core businesses and building
new platforms for growth.

Strengthening and Growing
Our Core Businesses
Both revenue generation and cost
management will continue to be

important. In terms of revenue gen-
eration, our central task is maintain-
ing and improving the quality of our
journalism. This is Fairfax’s distin-
guishing strength – for our readers
and the advertisers our readership
attracts – and it ensures Fairfax’s
leadership in journalism in Australia.
We re-affirm that this core corporate
goal will be pursued on a sustained
basis, within a cost structure that is
appropriate to our revenue base.

At the same time we will be giv-
ing continuing emphasis to product
improvements that meet readers’
needs and provide attractive plat-

Chief Executive Officer’s report
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Alan Revell, in addition to his
responsibilities as Publisher and
Editor of The Sun-Herald, has now
also assumed responsibility for our
regional mastheads. Peter Graham
joined us as Director, Group
Operations, and is responsible for all
printing and logistics, beginning with
the supply of newsprint and ending
with the delivery of the finished
product at the point of sale. Robert
Whitehead was appointed Director,
Group Publishing, and is responsible
for our inserted magazines and other
Group printing initiatives as well as
circulation, marketing and advertis-

Frederick Hilmer AO in the publishing
operation facility at The Age.



forms for advertisers. Over the last
year improvements to the Financial
Review Weekend Edition, BRW and
the revamping of major parts of The
Sydney Morning Herald, such as the
Money insert, and The Sun-Herald,
as well as the addition of Today as
the fourth section of The Age are
examples of our efforts in this field.

In the coming year there will also
be greater attention paid to the revi-
talisation of the marketing of our
products. We will be working with
newsagents to build on the improved
contract arrangements that have now
been put into place. In addition we
will be reviewing our consumer mar-
keting and selling approaches.

On the cost side, we will con-
tinue to systematically examine our
cost base. However, we are now
moving to a bottom-up driven
process where all our employees
are being encouraged to redesign
work processes so as to better meet
customer needs with less waste
and error. At the same time, the
redesign of major work processes
such as the production of our edito-
rial, text and photographic mater-
ial, management of our accounting
and finance activities, and the pur-
chasing of goods and services is
continuing. Brad Hooper has been
assigned responsibility for sup-
porting these changes.
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Building New Platforms 
for Growth
We are continuing to build plat-
forms for future growth, with a
more offensive posture in our inter-
active businesses. We are advocat-
ing an open policy and regulatory
environment that will foster new
technology and services, such as
datacasting, to benefit our readers
and consumers everywhere.

Fairfax continues to build critical
mass in its interactive businesses in
the scope of products and services,
viewership, traffic, online transac-
tions, and the leveraging of our
unparalleled content with the online
sites. Our Internet position is unri-
valled in the Australian media. We
earn more Internet revenue than any
local media company and our sites
are the most frequently visited con-
tent sites, with more than one million
page views and 150,000 site visits 
per day. 

We will continue to develop these
new businesses through F2, the
Fairfax Interactive Network. As
stated previously, we have three
goals: to enhance our mastheads; to
add new revenue streams; and to
build an online franchise in new
areas where we have competitive
advantage. Fairfax is continuing its
planning with regard to digital tele-
vision and datacasting.

Over the coming year we will be
examining other opportunities for
growing the business, both in print
and in other forms. However, all
opportunities will be subjected to
rigorous analysis in terms of both
financial targets and the strategic
direction that is implied.

For the future, the biggest chal-
lenge and opportunity the company
faces is to leverage its core asset, its
unparalleled intellectual property,
and deliver it efficiently and prof-
itably to readers, users and the
wider audiences we are seeking, in
whatever format they choose. We
are a local, Australian business –
but we have a global perspective to
meet a rapidly changing environ-
ment. We are an aggressive partici-
pant in the rapid technological
change, which is underpinning the
new information age. In many areas
we intend to lead it. 

General 
Newspapers

Greg Hywood, 
The Sydney Morning Herald

Steve Harris, 
The Age

Alan Revell,
The Sun-Herald & Regionals

Ian Crowther
Fairfax Community News
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Ross Wood
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Counsel/Company

Secretary
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Mark Bayliss

Director
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Publications
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Nigel Dews
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Michael Gill

Chief Executive 
Officer

Frederick Hilmer AO
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OVERVIEW
Fairfax’s operating performance con-
tinued to improve in the 1999 fiscal
year, with the company more prof-
itable than at any time since re-listing
in 1992. 

Underneath the headline num-
bers, two important dynamics are
apparent. First, we have focused on
boosting profits by increasing top
line revenue, coupled with deter-
mined cost controls. This year, a 3.2%
increase in revenues yielded a 13.9%
growth in EBIT.

Second, with respect to building
future platforms for growth, the com-
pany has continued to invest in new
interactive businesses. Many of our
web sites are leaders in their field and
have succeeded in achieving set rev-
enue targets, while keeping costs
within budgeted levels. Overall,
Fairfax enjoyed solid revenue growth,
which increased 3.2% over last finan-
cial year to $1.14 billion. On a like for
like basis it grew 8.0% to $1.12 billion.
Contributing factors included news-
paper circulation and advertising rev-
enues, up 9.0% and 6.3% respectively.
Magazines also performed well with
revenue up 16.9%.

Costs across the group increased
by 0.8% for the year to $822.8 million.
This slight increase reflects disci-

plined cost control based on our ini-
tial efforts to reshape the business.
On a like for like basis, costs rose
2.2% to $795.4 million due princi-
pally to increases in newsprint
prices. Staff costs, which account for
over 40% of total operating expenses,
fell by 1.1% to $341.4 million. Fairfax
has met its commitment to contain
costs, and going forward, we are
determined to maintain a stringent
balance between costs and revenues. 

PUBLISHING
Newspapers – Advertising
Revenue
Total newspaper advertising rev-
enues of $793.9 million were up

Good results pave way 
for future development

Management discussion and analysis

By Mark Bayliss  f Chief Financial Officer
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Financial Highlights

Profit after tax up 61.3% to 
$180.3 million

Earnings per share (pre-abnormals)
up 24.1% to 17.3 cents

EBITDA up 9.9% to $322 million

Newspaper advertising and circu-
lation revenues up by 6.3% and
9.0% respectively

Cost containment achieved with
a marginal increase in costs of
only 0.8%

F2 (Fairfax Interactive Network)
grew strongly with the launch of
seven new Internet sites

A $220 million investment in 
a new printing plant in 
Melbourne for The Age and other
Fairfax publications

Further sales of non-core assets
included partial stake in AAPT,
Australian Geographic and 
Artist Services

Share buyback program
completed

Profit and Loss: Overview
Like for like basis(1)

1999 1998 Var
$m $m %

Trading Revenue 1120.1 1036.7 8.0
Costs 795.4 778.1 (2.2)
EBITDA 324.7 258.6 25.6
Depreciation 66.3 63.4 (4.6)
EBIT 258.4 195.2 32.4

(1) Like for like basis excludes the effects of busi-

nesses sold or acquired during the year and a re-

statement of 1998 revenues and costs treated as

normal in 1999 but as abnormal in 1998.



6.3%. This result represents the ben-
efits of focused yield management
throughout the Group.

Total newspaper advertising vol-
umes across the Group were up 1.8%
on last year. Revenues for the major
metropolitan publications were up
5.8%, reflecting increases in classified
volumes of 1.5%, decreases in dis-
play volumes of 1.6% and yield
improvements of more than 5.4%.

The Sydney Morning Herald
posted a 6.9% increase in revenue,
predominantly as a consequence of
classified and display advertising
yield increases. Both classified and
display advertising volumes
increased by 0.2%. Colour display
advertising has increased by more
than 20%.

The Age benefited from a 7.1%
increase in revenue through the
buoyant classified employment and
real estate categories, with classified
volumes contributing an increase of
3.1%. Display volumes were down
by 2.3%. The strong focus on yield
management ensured revenue was
up across both classified and dis-
play advertising.

Advertising revenue for The
Australian Financial Review increased
by 4.9% reflecting the stabilisation

and acceptance of the weekend edi-
tion. Display volumes were down
4.7%, however strong yield growth
was more than sufficient to compen-
sate, with colour display advertis-
ing increasing by 23%.

The Sun-Herald has delivered an
11.6% increase in advertising rev-
enue driven by exceptionally strong
yield growth in both classified and
display advertising. 

Newspapers – Circulation
Revenue
Circulation revenue increased by
9.0% to $190.4 million due to cover
price increases and other initiatives.

The Weekend Edition of The
Australian Financial Review continues
to grow strongly with the Audit
Bureau of Circulation reporting an
increased circulation of 7.1% for the
six months to June 1999. Weekday cir-
culation is up 1.1%. Cover price was
increased 20¢ to $1.80 in August 1998.

The Sydney Morning Herald circu-
lation increased 0.2% and 0.9% for
the Saturday and weekday edi-
tions respectively for the six
months to June 1999. The cover
price for the Saturday edition
increased by 20¢ to $1.70 in May
1999. The weekday edition cover

Mark Bayliss reads the plans for the new
$220 million print centre at Tullamarine
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Profit and Loss: Publishing
Like for like basis(1)

1999 1998 Var
$m $m %

Trading Revenue 1112.1 1030.8 7.9
Costs 777.7 768.6 (1.2)
EBITDA 334.4 262.2 27.5
Depreciation 66.0 63.0 (4.8)
EBIT 268.4 199.2 34.7



Management discussion and analysis

Cash flow from operations

Capital expenditure

year, on a continuing business
basis, after restatement for the sale
of Australian Geographic.

F2 (FAIRFAX INTERACTIVE
NETWORK)
Fairfax has continued to build its
substantial interactive businesses
with seven new sites launched since
July 1998. Fairfax’s  interactive busi-
nesses now incorporate 24 sites
including CitySearch, ITJobs,
MoneyManager and Trading Room. 

Average monthly visits to our
sites have grown from less than
three million last financial year to
more than five million visits. Our
sites now attract over one million
page views a day – the highest of
any Australian-related content site.

While the costs of interactive are
closely controlled, significant
expenditures are being made to
develop these businesses. At the
same time, revenue is growing sub-
stantially as traffic increases, adver-
tisers expand their spending and 
e-commerce strategies are explored.

Profit and Loss: F2
Like for like basis(1)

1999 1998 Var
$m $m %

Trading Revenue 8.0 5.9 35.6
Costs 17.7 9.5 (86.3)
EBITDA (9.7) (3.6) (169.4)
Depreciation 0.3 0.4 25.0
EBIT (10.0) (4.0) (150.0)

EBITDA

price was increased 10¢ in April
1998, taking its cover price 
to $1.00.

The Age saw circulation increases
of 1.4% for the weekday edition,
0.9% for the Saturday edition, and
0.2% for the Sunday edition, for the
six months to June 1999, signifying
the reversal of the negative impact of
the reduction in subscription dis-
counting. The Saturday edition cover
price was increased by 20¢ to $1.70 in
February 1999, and the weekday edi-
tion went up 10¢ to $1.00.

The Sun-Herald circulation has
stabilised around the 600,000 level,
reinforcing the success of last
year ’s relaunch. The cover price
was increased by 20¢ in August
1999, taking its cover price 
to $1.20.

Magazines – Revenues
Magazine revenues were up 16.9% on
a like for like basis. This strong perfor-
mance was due largely to increases
for Good Weekend magazine of 26.2%,
capitalising on its successful relaunch
from last year, SundayLife! magazine
advertising revenue up 70.2%, and
Business Review Weekly revenues up
12.5%. Other magazines performed
well including AFR Magazine, Shares
and Personal Investor.

Other – Revenues
Other revenues for the Group of
$18.2 million were up 16.3% on last

1999 1998

EBITDA margin (%) 28.1% 26.4%
Debt to equity (%) 74.8% 58.4%
Interest cover (times) 6.9 5.2
Earnings per share - before abnormals (cents) 17.3 13.9
Earnings per share - after abnormals (cents) 23.2 14.0
Dividends per share (cents) 10.5 9.5

Key statistics
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BALANCE SHEET
The improved operating perfor-
mance during the period, coupled
with proceeds from the sale of a
number of non-core assets,
enabled us to undertake a success-
ful buyback of 10% of our issued
shares and maintain our balance
sheet capacity.

Gearing, as measured by net debt
as a percentage of shareholders’
funds, increased to 74.8% from
58.4% last year, mainly due to net
funding requirements to support
the completion of the 10% share
buyback program. Interest cover
based on EBITDA increased to 6.9
times from 5.2 times last year, and
was assisted by lower interest rates
during the period.

In November 1998 the Group
successfully re-financed a key com-
ponent of its committed funding
structure by establishing a com-
bined $A500 million promissory
note and medium-term note facil-
ity. This facility has provided the
Group with a diversified source of
both short and longer-term fund-
ing, together with a lower average
cost of borrowings.

CASH FLOW
During the year, cash flow from
operations significantly improved
compared with the prior period,
mainly because of higher EBITDA.
Cash flow from investing activities

also improved over last year, mainly
due to the sale of non-core assets.  

The group’s share buyback pro-
gram and re-financing of bank debt
marginally impacted our financing
cash flows. Cash at year end rose
from $1.9 million in June 1998 to
$19.8 million at June 1999.

DIVIDENDS
Cash dividends for the year ended
30 June 1999 were 10.5 cents per
share. The interim dividend was 4
cents and the final dividend
declared was 6.5 cents, both fully
franked. This represents a 10.5%
increase on last year’s dividend of
9.5 cents per share, reflecting the
company’s strong commitment to
increasing shareholder value.

ABNORMAL GAINS / LOSSES
Abnormal items for the year
totalled $45.8 million comprising:
➔ Share of associates’ net profit of

$98.6 million
➔ Restructure and employee

redundancy costs  of $7.9 million
($12.3 million gross)

➔ Financial systems writedown
and Y2K costs of $7.4 million
($11.6 million gross)

➔ Loss on sale of controlled enti-
ties, $1.9 million

➔ Sale and writedown of non-cur-
rent assets, $25.8 million ($38.8
million gross)

➔ Reversal of abnormal tax losses
recognised in a prior year, $5.0
million

➔ Superannuation contribution
shortfall of $4.8 million ($7.5 mil-
lion gross)

OUTLOOK
We are optimistic about the outlook
for the year ahead and intend to
continue our emphasis on disci-
plined cost-control and yield man-
agement which have underpinned
this year’s strong financial perfor-
mance. Over the past year, we have
increased our depth of management
skill and experience and com-
menced a number of initiatives, tar-
geting higher levels of efficiency
and effectiveness in our manage-
ment systems and processes. These
initiatives, coupled with a new
regime marked by strong manage-
ment and greater levels of account-
ability, are critical to building our
core business and setting proper
foundations for future growth.
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1999 1998

Total assets 2,105.2 2,098.2 
Net debt (736.0) (667.6)
Shareholders’ funds 984.5 1,142.4

1999 1998

Cash flow from operations 242.0 212.4 
Capital expenditure (53.3) (42.8)
Interest paid (net) (47.8) (58.0)
Dividends paid (77.5) (76.2)
Cash flow per share (cents) 33.2 26.3 
Debt reduction / (increase) (68.4) 139.7 

Balance sheet data ($m)

Cash flow data ($m)



The Fairfax Board of Directors
Mr Brian M. Powers
Non-executive chairman
Mr Powers is managing director of
Hellman & Friedman LLC. He is the 
former Chief Executive of Consolidated
Press Holdings Limited and the former
Executive Chairman and Managing
Director of Publishing & Broadcasting
Limited. He is also the former Managing
Director of Jardine Matheson Holdings
Limited, Dairy Farm International
Holdings Limited and Mandarin
Oriental Holdings Limited and former
Chairman of Hong Kong Land Holdings
Limited and Jardine Fleming Holdings
Limited. Age 50.

Mr Jonathan S. Pinshaw
Non-executive deputy chairman
Mr Pinshaw is Executive Chairman of
Big Colour Pages Pty Limited. He is the
former Chief Executive Officer –
Australia of Brierley Investments
Limited and former Managing Director
of Freedom Furniture Limited. Age 47.

Mr Frederick Hilmer AO
Chief executive officer
Prior to Mr Hilmer ’s appointment to
Fairfax, he was Professor of Management
at the Australian Graduate School of
Management (AGSM) in the University of
New South Wales and a director of Port
Jackson Partners Limited. Prior to joining
the AGSM, Mr Hilmer was a partner of
McKinsey & Company for 20 years and for
the last 9 of those years, he managed the
Australian practice. Mr Hilmer is deputy
chairman of Westfield Holdings Limited,
former chairman of Pacific Power Limited
and former deputy chairman of Foster’s
Brewing Group Limited. Age 54.

Mr Mark Burrows
Non-executive director
Mr Burrows is an investment banker
and executive chairman of Baring
Brothers Burrows & Co Limited. He is
the Chairman of Brambles Industries
Limited and the Sydney Theatre
Company, and a director of Burns
Philp & Company Limited. He chaired
the Companies and Securit ies
Advisory Committee from 1989 to
1994 and was one of the principal par-
t icipants in the creation of  the
Australian Securities Commission.
Age 55.

Sir Roderick Carnegie
Non-executive director
Sir Roderick Carnegie is the former
chief executive, chairman and manag-
ing director of  CRA Limited.  Sir
Roderick is  chairman of  Hudson
Conway Limited, Adacel Technologies
Limited and World Competit ive
Practices Pty Ltd. He is a director of
the Macfarlane Burnet  Centre for
Medical Research. Sir Roderick is a
founding member of  the General
Motors Australian Advisory Council.
Age 66.

Mr David Gonski
Non-executive director
Mr Gonski is a solicitor and a principal
of Wentworth Associates Pty Limited.
He is chairman of Morgan Stanley Dean
Witter Australia Limited, the Bundanon
Trust and president of the Art Gallery of
New South Wales Trust. He is deputy
chairman of Coca-Cola Amatil Limited
and a director of Westfield Holdings
Limited. Age 45.

Mrs Julia King
Non-executive director
Mrs King is chief executive of Louis
Vuitton Australia, a wholly owned sub-
sidiary of the LVMH Group in France,
the largest manufacturer and marketer of
luxury goods in the world. She is a direc-
tor of Heide (Museum of Modern Art)
and the Garvan Research Foundation.
Mrs King has wide experience in media
and marketing and prior to joining Louis
Vuitton, she was managing director of
Lintas Advertising. Age 60.

Mr David Shein
Non-executive director
Mr Shein is managing director and major
shareholder of Com Tech Comm-
unications Pty Limited, a company he
started in July 1987. Com Tech is a special-
ist supplier of computer networking and
communications products and a leading
provider of networking, e-commerce and
communications services to the Australian
market. He is also a director of Jarren
Investments Pty Limited. Age 39.

Mr Dean Wills AO
Non-executive director
Mr Wills is one of Australia’s leading busi-
nessmen, a past president of the Business
Council of Australia and a member of the
board of the University of NSW Graduate
School of Management. Formerly, he was
both chairman and managing director of
Coca-Cola Amatil Limited. He is chair-
man of National Mutual Life Association
of Australasia Limited and National
Mutual Holdings Limited, a director of
Westfield Holdings Limited and the
Australian Foundation for Culture and
Humanities Limited. Age 66.
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tion sources, like pay-TV and the
Internet. This challenge, led by editor
Paul McGeough, was met with a
renewed focus on its core responsibil-
ity – news generation. New sections,
including biz.com, the nation’s first
web-based business pages, were also
developed. The redesigned Money
section, presented in a full-colour
tabloid format, provided readers and
advertisers alike with a compelling,
highly informative product. 

Even though the market was
fiercely competitive, the Herald
needed to keep a lid on its costs. We
set the challenge to maintain qual-
ity, with particular emphasis on
coverage of core areas like news,
business, sport and the arts, while
reducing the underlying costs. The
paper was again successful, meet-
ing its cost targets through efficient
use of pages and staffing. This focus
will continue in the current finan-
cial year. Cost awareness is every-
body’s responsibility.

Readership figures are an impor-
tant measure of a newspaper ’s
acceptance and commercial success.
In the crucial and affluent AB demo-
graphic, Herald readers over the age
of 18 numbered 440,000 for the year
to December, up from 412,000 previ-
ously. The percentage of the total AB
market was 36 per cent compared to
35.1 per cent. Saturday’s Herald was
even stronger, as the paper’s share

of the AB demographic climbed
from 47.1 per cent to 51.1 per cent.

Credit for this significant achieve-
ment must be shared among all staff
and the results are reflected in the
awards we have won. Senior Herald
writer Valerie Lawson won the
Walkley Award for best review or cri-
tique for her writing on dance.
Investigative journalist Gerald Ryle
won the Walkley Award for best
news report and the Australian
Centre for Independent Journalism’s
1998 George Munster Award for
excellence (jointly with Gary Hughes
from The Age) for an investigation
into Victoria’s secret police. Mean-
while executive editor, Lis Sterel, has
adeptly managed the paper ’s
resources, balancing cost control
with the maintenance of quality.

Breaking down barriers
Initiatives have not been confined
to editorial.  The old barriers
between classified and display
advertising have been broken
down with the restructure of the
entire advertising team to create a
single sales entity. Increasing sec-
tionalisation of the newspaper
demanded this response, as did the
needs of clients. Sales director,
Paul Sutcliffe, will lead the team
through the rigorous demands of
restructuring and building a more
effective, efficient sales team.  

For the past year, newspapers have
been operating in a fiercely competi-
tive market. However, our strategy
of continuous improvement resulted
in advertising revenue rising 6.9 per
cent and circulation revenue rising
5.9 per cent. The competition will
not relent this financial year and we
will continue to work on ways to
meet our responsibility as the
nation’s leading newspaper. 

Last year we continued to pro-
vide the best forum for intelligent
debate in the community. We sup-
plied the news and information to
generate discussion, and allocated
the space for the exchange of
ideas. As the complexity and vari-
ety of information ceaselessly
increases, readers continue to turn
to The Sydney Morning Herald for
credibility and integrity. 

Renewed focus on 
news generation
In a highly competitive media mar-
ket The Sydney Morning Herald met
its key objectives in 1999. The
Herald’s reputation for quality and
credibility remains the paper’s key
asset. However, coming into the
new financial year, there were a
number of challenges that needed to
be addressed.  

First the paper had to position
itself for the time-poor reader faced
with an increasing array of informa-
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Meeting the challenge 
of building readership
f By Greg Hywood  
f Publisher and Editor-in-Chief of The Sydney Morning Herald

The Sydney Morning Herald



Web site success
The Sydney Morning Herald web site
has been highly successful. We
resisted the easy option of simply
viewing the web as another distri-
bution channel and publishing 
the paper online. In fact it  is
another medium with a unique set
of demands. 

This approach has resulted in the
site becoming the second most pop-
ular in Australia and visitor traffic
has increased by 30 per cent in the 

last calendar year. Online editor Tom 
Burton and his team provide quick,
concise and reliable coverage of
breaking news and substantial news
development around the clock.
Highlights this year have been the
coverage of Kosovo and the Federal
Budget. The big challenge is to
increase the time people spend on
the site by using interactivity such as
chat sessions, interactive polling and
e-mail newsletters.

The challenge – 
to maintain quality
while reducing
underlying costs.”

fAt a glance

Advertising Revenue 6.9

Classified Volume 0.2

Display Volume 0.2

Circulation Revenue 5.9

Net Average Circulation (1.7)

Last Year
% Var

Greg Hywood at Darling Harbour, Sydney
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New era 
calls for 
innovation

and is growing new and younger
readership through print and online
product development. In the first full
year of a new management team
there has been the relaunch of the
paper, the merging of The Age and
The Sunday Age staff, and the creation
of a single advertising department.
Each of these has clearly resulted in a
better utilisation of resources and a
higher and more consistent quality
of service to readers.

Sales turnaround
Circulation is beginning to grow
once again after washing out the
artificial effects caused by unsustain-
able discounting. Sales of the paper
rose 2.3 per cent in the six months to

June 1999. However, the newspaper
sales market in Victoria remains rel-
atively flat, and aggressive price-
cutting by News Limited’s The
Australian in Victoria has clearly had
some impact. Importantly, The Age’s
circulation is now based on a more
realistic price structure and reader-
ship remains strong. Weekday read-
ership year-on-year was down very
slightly to 667,000. However on
Saturdays it increased by 18,000
(+1.7 per cent) to 1.1 million read-
ers. The Age’s readership has contin-
ued to grow in key market seg-
ments such as AB’s, high-income
earners, women and young people.

At the same time we have
remained focused on cost control and

The past 12 months has been pivotal
in positioning The Age for the new
millennium. It has certainly been one
of the most active in our history. Real
progress has been made in rebuild-
ing The Age at the forefront of jour-
nalism in Australia, as a contempo-
rary and sustainable media business,
and as a leader in the community.

The agenda of reforms and
improvements was never going to
produce results overnight, but
encouraging signs are emerging. In
the past year The Age recorded its
best ever year-on-year profit
growth. The paper now has a
higher and more respected profile
both in Victoria and nationally, has
maintained its key market shares,

f By Steve Harris  
f Publisher and Editor-in-Chief of The Age

The Age
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sified advertising and our base
grew over the year with employ-
ment, motoring and real estate
classifieds making the largest con-
tribution. The Age also benefited
from a combined display and clas-
sified advertising sales team led by
advertising director John Allan
that improved customer service
and reduced duplication in opera-
tional processes.

Redesign online
The Age’s print strengths are also
being transferred online. The Age
online site has 200,000 site visits
and one million-plus page views a
week. Alan Morison, editor online,
oversaw a comprehensive redesign
and the addition of regular audio
coverage from reporters. The Age
has also established a strong pres-
ence in online sport by providing
an updated coverage of AFL foot-
ball, the successful Australian
cricket World Cup campaign, and
grand slam tennis. Live text
reports, with instant e-mail feed-
back, attracted the attention of fans
around the world.

In addition to its media profile
and corporate sponsorships, the
paper is an active participant in the
Victorian community. Our Vision
21: Defining our Future series  has
attracted about 1000 people to each
discussion involving business, polit-
ical and community leaders. 

The year closed with the Fairfax
announcement of a new $220 mil-
lion print centre at Tullamarine. The
new plant will deliver greatly
enhanced capacity and quality, and
represents a major statement about
the vibrancy we see in the future 
of The Age.

worked hard to lift the relevance and
quality of journalistic content,   under
the leadership of The Age’s editor
Michael Gawenda. Training of staff
and capitalising on the benefits of the
Cybergraphics editorial and design
layout system remain a priority . 

The paper’s winning of more than
50 awards was one signal of the
progress, the increasing signs of
respect for the paper was another.
Highlights included Gary Linnell
winning a Walkley Award for his
moving account of life in a cancer
ward at the Royal Children’s
Hospital. Allan Attwood also won a
Walkley for the best coverage of
sport for his incisive piece on the rise
of Patrick Rafter. Andrew Rule won
The Gold Quill, the Melbourne Press
Club’s award for best contribution to
journalism over the year for his story
on the death of Jennifer Tanner.

A greater emphasis on news,
business and sport has resulted in
improved readership and an
expansion of our publishing base.
Ken Merrigan, deputy editor, led a
team in producing new weekly
colour sections such as IT, Money
& Investment, Escape and Domain.
The new daily Today section,
focusing on Melbourne, arts, enter-
tainment, style and humour, is
clearly popular with readers. Steve
Berry, magazines manager, has led
a team that developed a monthly
magazine on personal technology
entitled E)mag, further strengthen-
ing our magazine range including
Sunday Life!, Fashion, Prestige Drive,
Uncorked and Ski ‘99.

Advertising base expands
The Age continued to be the num-
ber one location in Victoria for clas-

In the first full year of a new management
team, there has been the re-launch of the
paper, the merging of The Age and The
Sunday Age staff, and the creation of a
single advertising department.”

fAt a glance

Advertising Revenue 7.1

Classified Volume 3.1

Display Volume (2.3)

Circulation Revenue 10.7

Net Average Circulation (3.6)

Last Year
% Var
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Steve Harris working at a Cybergraphics
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The market for business informa-
tion is exhibiting substantial
growth, regardless of the medium.
Naturally competition is emerging –
especially in niche and new mar-
kets. To meet these opportunities
and challenges, we have restruc-
tured our business information
products into a single group with
consistent accountabilities. 

The restructure that took place in
December 1998 has delivered true
synergies and allowed us to build
and rebuild on our existing strengths.
To that end we have worked hard
this year at critical review and rede-
velopment around our strong news-
paper and magazine titles, adding
resources where necessary while
rationalising overheads across opera-
tions. This strategy has proved highly
successful. The Australian Financial
Review Weekend Edition, for example,
has recorded the greatest increase in
circulation among all metropolitan
newspapers. 

This has placed us in a strong
position to grow in new markets
and niche markets, both within
Australia and overseas. We have
plans in place to explore those
opportunities. We do so from strong
foundations.

The Australian Financial Review
The Australian Financial Review cur-
rently has four personae. There is
our foundation, the Monday to

Fairfax gets down to business
f By Michael Gill  
f Publisher and Editor-in-Chief, Fairfax Business Publications

The Australian Financial Review and Business Publications

Michael Gill in front of the microwave link
which sends data to Chullora
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Friday daily newspaper. There is our
AFR Weekend Edition, now well into
its second year. Our monthly maga-
zine continues to build on its
remarkable performance. And our
web site www.afr.com.au continues
to show high levels of performance.

Colleen Ryan, editor of the AFR
since September, has refined the
news imperative that has been such a
powerful driver since the newspaper
was revamped in 1993. Changes have
been made to accommodate market
developments, including the creation
of a daily financial services section to
replace the traditional banking and
finance segment. Markets coverage
has been boosted substantially, as has
the contribution of our Australian
and overseas correspondents. There
is now a consistent marriage of
strong reporting, arresting layout and
design and a conspicuous quality of
photography and illustration.

The results have been pleasing.
While newspapers generally are
struggling to maintain circulation,
the AFR increased sales to June 1999
by 1.1 per cent. Editorial staffing,
from senior management through to
trainees, continues to reinforce our
ability to meet the expectations of a
demanding readership. Less trans-
parent are the high professional
standards that enabled the AFR to
overcome significant teething prob-
lems with our new production sys-
tem, Cybergraphics. 

The AFR Weekend Edition saw two
successful developments during the
year. Late in 1998 we reviewed the
Weekend Edition’s first year. We came
up with changes, characterised by a
bold approach on the cover, that has
sharply boosted its circulation by
10.4 per cent for the 12 months until
June 30, 1999. At Christmas and
New Year – typically weak periods
for business newspapers – we
offered special editions with

expanded reading. Both were highly
successful and a third, at Easter, was
an outstanding success.

The AFR Magazine continues to
boost circulation on the last Friday
of each month and this financial
year its editor, William Fraser, plans
further innovation.

Pamela Williams’s revealing
account of the waterfront dispute
won her the 1998 Gold Walkley
award and she also was awarded the
Graham Perkin Award for Journalist
of the Year. Christine Lacy won the
Walkley for business journalism for
her reporting of the struggles of
Crown Casino. Rod Clement won
the Walkley Award for his art. Valerie
Lawson was selected for a Walkley
for her dance reviews in the AFR
Weekend Edition. BRW’s Ali Cromie
won journalist of the year in the
Magazine Publishers of Australia
Association 1999 Magazine of the
Year awards.

BRW Media
The Fairfax business magazines in
the BRW Media stable – BRW,
Personal Investor and Shares – had
been until this year a separate
organisation in the company. 

The creation of the business pub-
lishing group led us to rationalise
overhead resources and reinvest in
the core product requirements of the
magazines. Neil Shoebridge at BRW,
Robin Bowerman at Personal Investor
and Tony Featherstone at Shares have
led teams, including skilled execu-
tives from the AFR, in redeveloping
our magazines. We are confident that
a renewed commitment to our maga-
zines, which appeared in new formats
from August, will provide the plat-
form for expansion.

Internet publishing
The creation of our business pub-
lishing group has substantially

improved our focus in developing
editorial products for the Internet.
Claire McFarland is leading a team
of executives in planning our devel-
opments for the AFR, BRW, Personal
Investor and Shares.

Sales challenge met
The impressive qualities of our sales
teams were no better evident than in
this year’s performance. Major chal-
lenges that emerged in the weakness
of the market during and immedi-
ately after the federal election were
met with a team commitment that
saw our deficit hauled back.

Innovative efforts included the
rollout of our new print/online
offering for managed investment
products.

Phill Gallagher is leading the
business publishing sales teams and
Heidi Volpe, who has an outstand-
ing record with the AFR, has taken
leadership of the BRW Media sales
effort. Marketing has also been
restructured, with brand managers
reporting to Susan Westgarth.
Circulation efforts are being
increased.  

We are in a strong position to 
grow in new and niche markets 
both within Australia and overseas.”

fAt a glance

Advertising Revenue 4.9

Display Volume (4.7)

Circulation Revenue 13.9

Net Average Circulation 2.4

Last Year
% Var
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profile, which is critical to maintain
our advertising yields.

Our circulation remains solid
despite a cover price increase of 
20 cents. We have also increased 
our already large subscriber base
and addressed discounting issues
that improved our revenue per 
copy sold.

Continually improving content is
vital to our ongoing success and
chief-of-staff Rod Allen has worked
hard to continue our focus on break-
ing more stories and setting agen-
das. In the past year, The Sun-Herald
broke news stories that influenced
both the social and political climate
in NSW. Senior journalist Candace
Sutton’s articles on youth drug use
on the streets of Sydney sparked
ongoing media interest and led to
the calling of the State Government
Drug Summit. The conduct codes of
some leading sporting bodies have
been influenced by our coverage of
the off-field behaviour of several
professional sports-people.

During 1999 we have also re-engi-
neered several key sections includ-
ing Television magazine edited by
Rachel Browne and our new Tempo
health and wellbeing section.
Research played an important role
in the redesign and marketing of
these sections, to make sure we

accurately reflected reader lifestyles
and preferences. 

Balancing the 
marketing mix
This year I implemented several
strategic and operational changes
that will support the business in the
future. The emphasis of our market-
ing strategy has been adjusted, with
a focus on longer-term subscriptions
and building brand loyalty. Market
research reported that we had been
under-utilising the competitive
strength of The Sun-Herald brand
name. In response, we launched a
new brand advertising campaign
using “The Colour of Sunday”
theme. While sales promotions
remain important, we have had con-
siderable success over the past year
in generating circulation revenue
through better merchandising and
presentation within newsagencies.
We plan to expand on this in the
coming year as a cost-effective way
of generating circulation.

Our advertising sales strategy has
been modified this year to leverage
the strength of The Sydney Morning
Herald to increase our share of
national and retail markets. We
developed joint advertising teams
that immediately expanded the mar-
ket opportunities, delivering rev-

The Sun–Herald and Regionals

The intense competition in the
Sunday newspaper market in New
South Wales presents a unique set of
challenges. Our main priority is to
make our product more relevant
and appealing to readers and adver-
tisers. We also have to improve our
commercial position in a market
characterised by highly aggressive
promotional activity from competi-
tors and price-sensitive consumers.
Our results over the past year
demonstrate the significant progress
we have made.

The Sun-Herald
Two years have passed since The
Sun-Herald was redesigned, reposi-
tioned and re-launched. Today it is
one of the most popular metropoli-
tan newspapers in Australia with a
reach of more than 1.6 million read-
ers. Our readership continues to
grow steadily and we have 78,000
new readers or 5.1 per cent more
than last year. Most importantly, we
continue to enjoy a strong competi-
tive advantage in our AB readership

A new approach to building the business

f By Alan Revell  
f Publisher and Editor of The Sun–Herald,
f Publisher Fairfax Regionals

fAt a glance

Advertising Revenue 11.6

Classified Volume (1.1)

Display Volume 1.3

Circulation Revenue 15.0

Net Average Circulation (2.1)

Last Year
% Var
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enue increases exceeding 10 per cent.
This is against a competitor that dis-
counts heavily to gain market share.  

The Sun-Herald also updated its
technology, implementing digital
cameras and centralised imaging. In
the year ahead the Cybergraphics
editorial production system will be
introduced for improved work flow
and cost efficiencies. 

New web site
In late 1998 The Sun-Herald launched
its new web site and is looking for-
ward to further development over
the coming year. An important addi-
tion has been the provision of train-
ing and event information for The
Sun-Herald City To Surf online, in
cooperation with Citysearch.

Regional Newspapers
Our objective of improving the
management of resources while
boosting quality has led to a reor-

ganisation of our three regional
titles. While they will continue to
develop very strong relationships
with the communities they serve,
they now form a group which cre-
ates opportunities for powerful syn-
ergies to develop, particularly
between the Sydney Basin titles. 

Since being re-positioned as a
tabloid paper on 27 July 1998, The
Newcastle Herald has continued to
increase its circulation and has
reached over 50,000 average daily
sales, a 13 per cent increase year
on the year. It is now Australia’s
fastest-growing newspaper.
Another exciting development
was the commissioning on
November 1, 1998, of the new $17
million print facility at Beresfield,
near Newcastle, which will yield
new publishing and printing
opportunities.

The I l lawarra Mercury in
Wollongong, the State’s third oldest

daily newspaper, celebrated its 143rd
year of publication by changing its
masthead and conducting one of its
strongest editorial campaigns.

The Warrnambool Standard’s per-
formance was bolstered by strong
growth in classified advertising
and commercial printing which
increased by 250 per cent  in the
1998/99 year. The ability to section-
alise the paper and deliver targeted
reader sections has assisted in
maintaining circulation. 

We had success 
in generating 
circulation revenue
through better 
merchandising and
presentation 
within newsagencies.
We plan to expand
on this in the 
coming year.”

Alan Revell in the offices of The Sun-Herald
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Internet use continues to grow
rapidly with the speed of adoption
surpassing that of other media and
communication devices like televi-
sion, radio, computers and mobile
phones. The Internet is becoming
increasingly integral to people’s

daily lives stimulating demand for
rapid access to up-to-date informa-
tion, content and services and
greater transactional capabilities. 

Accordingly, F2’s (formerly Fairfax
Interactive Businesses) strategy is to
position its businesses as local online
partners for consumers in their use of
the Internet to be informed, commu-
nicate, transact and perform every-
day functions. This strategy, com-
bined with Fairfax’s pre-eminent
masthead brands for editorial and
classified content, loyal reader base
and extensive promotional capabili-
ties, strongly positions F2 to exploit
potential online advertising and 
e-commerce opportunities. 

Investment and vision are paying off
F2 operates four businesses:

Fairfax Online, CitySearch Australia,
SOLD.com.au and Big Colour Pages.
Each of the online businesses have
established leading positions in their
respective segments of the Australian
online industry.

Fairfax Online’s network of sites
is among the most visited web sites
in Australia with its combined
online classified Supersites having
a significantly greater user reach
than its nearest competitor. 

Key sites include:
www.smh.com.au
www.theage.com.au
www.afr.com.au
www.moneymanager.com.au
www.tradingroom.com.au
www.rugbyheaven.com.au
www.drive.com.au 
www.mycareer.com.au,
and 
www.itjobs.fairfax.com.au.

Its core strength remains our
ability to understand and deliver
local Internet needs of Australia’s
largest communities. As a result
smh.com.au, theage.com.au and
afr.com.au remain among the most
popular news sites in Australia.  

Fairfax Online increased its data-
base of registered users (visitors
who give us their e-mail address
and other contact details) during
the past year to over 250,000 users.
Average weekly visits to these sites
have grown to more than 1.3 mil-
lion in the past year.

Classified Supersites
Supersites like MyCareer extend
classified advertising with features
and functions well beyond tradi-
tional classified listings. They are
fully interactive online marketplaces,
where visitors find links to a wide
range of information, comment and
analysis to support their decision
making. Other supersites include our
automobile site Drive, our IT indus-
try site ITjobs, our personal finance
site Money Manager and our corpo-
rate finance site Trading Room.

Drive is Australia’s leading auto-
motive supersite. It receives 58,000

By Nigel Dews  f Chief Executive, F2 (Fairfax Interactive Network)

Advertisers are no longer asking if they
should advertise on the Internet, but how
much they should spend.”

“
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visits weekly, with 1.2 million pages
being viewed. It allows car buyers to
browse and find the ideal car, then
make direct contact with a dealer or
private seller to make a sale.

Leading the pack
SOLD.com.au, launched in July
1999, has already established itself
as the leading online auction site 
in Australia. 

It operates 24 hours a day,
enabling sellers to list items for
sale, buyers to bid, and all users to
browse through more than 30,000
auction items for sale. The “vir-
tual” market allows buyers and
sellers to trade directly, bypassing
traditional intermediaries, lower-
ing costs and fundamentally alter-
ing the trading of goods and ser-
vices in the future. Traffic growth
has been strong, with weekly visi-
tors totaling 80,000 and 1.2 million
pages being viewed.

Premier Internet directory
Since its acquisition in late 1998, Big
Colour Pages has been repositioned
as the premier integrated national
business Internet address and tele-
phone directory. 

It provides F2 with a face-to-face
link with businesses in every state
and territory in Australia.

Big Colour Pages produces five
metropolitan and 12 regional
directories nationally and niche
directories servicing associations
and interest groups. Its sales force
offers significant opportunities to
distribute the other online offer-
ings of  Fairfax Online and
CitySearch and the e-commerce
tools of SOLD.com.au. 

Local leisure and lifestyle leader
CitySearch is Australia’s leading
provider of online city guides pro-
viding consumers with compre-
hensive and up-to-date informa-
tion on local leisure and lifestyle
activities in Sydney, Melbourne
and Canberra (since March 1999).  

CitySearch received more than
2.5 million page impressions and
more than 300,000 visitors in
August 1999. CitySearch currently
hosts more than 5000 businesses. 

In the coming months, CitySearch
will be offering users a range of 
e-commerce services in addition 
to ticketing (via Ticketmaster &
Halftix alliances).

Online advertising leadership
F2 moved fast this year to capitalise
on growing corporate acceptance of
online advertising. Advertisers are
no longer asking if they should
advertise on the Internet, but how
much they should spend. Our team
of sales executives grew to 11 this
year covering both online classified
and banner advertising sales.

Focus on growth
F2 continues to improve the attrac-
tiveness and online functionality of
its sites so users can do more, in
more interesting, useful and simple
ways. This includes integrating
many of the sites into a portal net-
work, enhancing our finance offer-
ing, further e-commerce-enabling
the business web sites on CitySearch
and extending SOLD.com.au’s busi-
ness into new categories.

F2’s leading position in the
Australian online industry, com-
bined with Fairfax’s standing in
the Australian media industry,
places F2 in a strong position to
develop further value adding
strategic alliances with leading
local and global Internet and con-
tent players. 
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A changing marketplace is not a
new challenge for media compa-
nies. What is new is the pace of
change. Our response, while mea-
sured and based on solid research,
must be swift and effective. 

Group publishing is a new unit
charged with harnessing resources
across the company to build
Fairfax’s growth capabilities to take
advantage of external change. We
already have many of the competen-
cies we need, but we must also buy
or develop others. By combining
brainpower and resources across the
business units, greater operational
efficiencies can be achieved, rev-
enue can be increased and opportu-
nities seized.

The key areas covered in this new
unit are group marketing, group
advertising and group publications. 

Group Marketing
A major challenge for the group
marketing function is to find sophis-

ticated ways of staying ahead of
changing consumer needs. New
systems and frameworks are being
developed to better serve the news-
paper, magazine and online busi-
nesses. The pace of product devel-
opment has changed and the inputs
need to be progressively smarter. All
business units are now relying on
more detailed research to market
their products. We are also working
on ways to gain access to more
insightful data to assist in the mar-
keting of existing products and the
development of new products.

Group Advertising
The challenge for the group adver-
tising unit is also clear: find new
revenue opportunities. Many of our
major clients are experiencing fun-
damentals shifts in consumer
behaviour and Fairfax plans to be
better equipped to be able to pro-
vide them with a range of solutions
to fit their dynamic environments. 

A restructure of the area has
placed the focus on using better
market analysis to build growth. At
Fairfax we are developing sophisti-
cated and effective research 
systems. 

Group Publications
Group Publications is also a new
area. It houses Fairfax’s dynamic
inserted magazine titles as well as a
new business team. 

Good Weekend
Good Weekend, inserted into The Age
and The Sydney Morning Herald, is
now one of the country’s pre-emi-
nent magazines, topping key read-
ership and revenue categories. In
the 1998-99 year, it attracted more
advertising revenue than any other
magazine in Australia, according to
Media Monitoring Service.
Readership for the same period
increased by 5.8 per cent to 1.06 mil-
lion in NSW and 800,000 in Victoria
under the editorship of Fenella
Souter. The magazine is renowned
for its thoughtful profiles and in-
depth coverage of current issues
and trends.  

Group Publishing

Taking advantage of
external change

By Robert  Whitehead  f Director, Group Publishing
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SundayLife!
SundayLife!, inserted into The Sunday
Age and The Sun-Herald, is entering
its third year with strong prospects
as it continues to increase revenue in
one of the most competitive media
markets. Since its inception the mag-
azine has won a Walkley award, an
Australian Society of Magazine
Editors award and five awards for
excellence in design from the presti-
gious US Society for News Design.
Readership in Victoria from
September 1998 to June 1999 rose
seven per cent to 418,000 while in
Sydney it rose 20 per cent to 928,000

Special issues such as the recent
50 favourite suburban restaurants
and a wine and food issue have
proved popular with readers. The
challenge for the magazine is to con-
stantly refresh the look and ensure
content reflects the current trends so
the magazine retains reader loyalty. 

Television
Television magazine, also inserted
into the company’s two Sunday
newspapers, is a new group prod-
uct. Its recent launch goes to the nub
of what exploiting group synergies
is about. The Sunday Age and The
Sun-Herald used to publish two sep-
arate magazines. The launch of the
one publication has saved consider-

able resources while also improving
revenue opportunities. 

Newsagency restructure
A core part of the newspaper busi-
ness is facing historic restructuring.
The newsagency system is on the
verge of deregulation after decades
of service. This will affect the way
we deliver and retail all newspapers
and magazines.

Fairfax is building a contract-based
system that aims to keep the best
parts of the existing regulated system
– including low-cost home deliveries
– while seizing new opportunities.
Performance criteria and incentives
for modernisation and growth are
built into the contracts that will be
progressively introduced along the
east coast from the Spring of 1999. For
the first time newsagents will have a
system that will encourage continu-
ous improvement.

Olympics
Fairfax’s involvement with the
Sydney 2000 Olympic Games is the
largest exercise undertaken by the
company. At a corporate level,
Fairfax’s role as a Team Millennium
Olympic Partner is designed to help
Fairfax build key parts of the busi-
ness while supporting a major com-
munity activity. 

Unprecedented client, reader and
staff incentive programs are in place
to support our corporate goals of the
main businesses as we maximise
commercial opportunities from our
involvement as a sponsor. For exam-
ple the Newsagents Incentive
Scheme offers the top 200 newsagents
across NSW a chance to attend the
Games. The key objective is to
encourage newsagents to achieve
specific monthly targets on sales of
Fairfax mastheads.  

The editorial coverage of the
Games, however, takes the main
focus. All areas of the company are
involved. It is the biggest single
event staged anywhere and
requires Fairfax to combine all its
resources to produce coverage of
the highest possible standard.
During the past year Fairfax
finalised its Sydney Morning Herald
Olympics sports team selected from
300 applicants across Australia. By
the time the Games begin on
September 15, sports news writers
will have specialised in their sport
for nearly two years. 

We are into the third year of
planning the coverage, the goal
being to leave a legacy across the
company as we raise the high jump
bar on our standards, creativity
and effectiveness.

By combining brainpower and resources across the business
units, greater operational efficiencies can be achieved, revenue
can be increased and opportunities seized.”

“



focus, we are introducing best prac-
tice methods to improve procure-
ment and co-ordination across the
Group. Phil Rashleigh, group man-
ager of administration services, is
leading a major review of procure-
ment, starting with high value
items. Significant savings have
already been identified.

Printing overhaul
Fairfax has almost completed a com-
plete overhaul of its printing facilities.
The company has a world-class plant
at Chullora that prints most of our

newspapers and magazines. Brian
Hood, general manager of Fairfax
Printers, has taken on the responsibil-
ity for the full operations at Chullora. 

We have recently opened the $17
million Fairfax regional plant at
Newcastle. Manager of Fairfax
Regional Newspapers, Anthony
Payne and his team print The
Newcastle Herald, some suburbans as
well as doing commercial work for
other companies. The Age’s existing
plant at Spencer Street in Melbourne
is being replaced with a $220 mil-
lion, state-of-the-art printing press at
Tullamarine with the project being
run by Tony Inglis along with gen-
eral manager of The Age production
facility, Chris Monaghan.

Group printing operations co-
ordinator, Stuart Shirvington, is co-
ordinating a report of the current and
future printing requirements across

Fairfax. Once this is done, I believe
we can produce further efficiencies.
One example is the Illawarra Mercury
which has been printed at Chullora
since August 1999. This will result in
big cost savings and better utilisation
of the Chullora plant. 

Streamlining distribution
Distribution has been a dependable
part of the business. Now we are
looking for ways to streamline the
operations. Distribution manager
Lindsay Burling, is spending more
time in the field, talking to
newsagents and understanding
their delivery needs which are not
just time-related but include other
issues such as security. Based on
these discussions and taking into
account specific mastheads needs,
modifications will be made. 

Responding to our customer
The mastheads are our customers.
We meet with them regularly to bet-
ter understand their printing and
distribution needs. We are improv-
ing our co-ordination and flexibility
to meet the needs of the publishers.
It is important to focus on complet-
ing our various operations on time
and we are keen to respond to edi-
torial requirements to support the
continual push for improved qual-
ity in content and presentation. In
operations our challenge is to
become a competitive advantage
for Fairfax. 

Group Operations

The role of operations includes
every step from the purchase of
newsprint through to the distribu-
tion of the Group’s newspapers and
magazines. The challenge for this
business unit is to ensure that the
product produced by the mastheads
is of the highest quality, at a compet-
itive price and delivered to
newsagents on time. 

In early March this year, I was
appointed to bring together the
operational functions of Fairfax and
to develop a framework to support a
strong and growing newspaper

base. There is a great foundation in
Fairfax, with outstanding people,
excellent equipment and the best
products in the market place.
However, I believe the company will
benefit from a greater commitment
to modern management practices. 

I have been working with our
senior people in operations and
with our customers to establish a
clearer understanding of Fairfax’s
operational goals. We are develop-
ing an environment where people
understand what their role is, are
accountable for their work, have
the opportunity to improve what
they do and are able to measure
their results.

Best practice for purchasing
The Fairfax group buys more than
$400 million of products and ser-
vices a year. With our new group

We are keen to support the continual push for
improved quality in content and presentation.

New framework to improve operations

“

”

By Peter Graham  f Director, Group Operations

Peter Graham in the Newcastle plant’s 
reel room
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Our challenge is to
become a competitive
advantage for Fairfax.”

“
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Fairfax Community Newspapers

Advertising Feature); The Advocate
(Best Sports Photo: Craig Cahill);
and The Mail (Best Pictorial News
Story: Deborah Gough, journalist,
and Sharon Walker, photographer).

FCN’s Victorian division acquired
The Post group of newspapers in

March 1999, which extends our cov-
erage north and east of our flagship,
The Dandenong Journal. These five
new mastheads contributed to
Victoria’s 22 per cent growth in rev-
enue. In New South Wales, under
state manager John Stafford, revenue
climbed by 7 per cent, including
Homes Pictorial and associated titles.

The Victorian state manager, Neil
Collyer, immediately streamlined
production of the new Post mast-
heads. Collyer cut some of the
Post’s editorial and sales staff and
moved the team into a larger and
better-equipped office in Knox,
Melbourne, where they set about
selling the opportunity for
expanded coverage to advertisers.
The Post’s production staff shifted to
FCN’s headquarters in Dandenong.
Collyer is overseeing a gradual
introduction of the FCN look to the
Post mastheads. These papers’
appeal will be improved by
redesigning them with more colour,
more news in the early pages and
additional advertising.

The production team in Victoria

completed a move to electronic
transfer of data. All completed
pages are now delivered to the
printers electronically, saving time,
materials and staff costs.

Last year, the Victorian division
established Creative Media Sol-
utions, an advertising agency that
turned over $1 million in its first
year. The strategy behind CMS is to
create stronger links with newspa-
per advertisers by delivering a mar-
keting package that includes fliers,
brochures, business cards and pro-
motional material, as well as news-
paper advertisements. 

Local news focus brings 
warm response
This year, FCN launched a new
product, The Camden Wollondilly
Advertiser, in an area covered by The
Macarthur Advertiser. We have given
it a warm, friendly look and the
readers are responding well to the
increase in local news. Homes
Pictorial last year improved revenue
by 12 per cent, helped by the intro-
duction of the New Homes Buying
Guide and expanded circulation into
the western suburbs of Sydney.
However, the gains we have made
face a continual challenge by new
competitors. In response, Homes
Pictorial, under the management of
Jeannette Doyle, has launched a
glossy magazine, Western Property
Review, to challenge competitors.

FCN will continue its restructur-
ing program over the next 12
months, to achieve greater efficien-
cies in NSW and Victoria.

Fairfax Community Newspapers
(FCN) faced a year of challenges: one
was to expand and grow; another
was to cut back on costs. Over the
past 24 months, management teams
in Victoria and New South Wales
worked with me to implement a pro-

gram of intensive cost cutting and
procedural improvements in man-
agement and production. The bot-
tom line improvement funded some
expansion, mainly focused in
Victoria, aimed at capitalising on the
efficiency gains in production, edito-
rial and administration.

Our business strategy, combined
with good economic times,
increased revenue and profits over
the past 12 months for FCN, which
now represents 25 suburban and
regional mastheads across Victoria
and New South Wales. 

A trend towards more full-colour
printing across all our papers is
strengthening their impact and appeal
to readers and providing increased
opportunities for advertisers. 

Rewarding excellence
FCN products maintain a high pro-
file at suburban newspaper awards,
including wins at the Australian
Suburban Newspapers Association’s
(ASNA) National Awards. Award
recipients included The St George and
Sutherland Shire Leader (Best

By Ian Crowther  f General Manager, FCN

Community papers 
focus on restructuring

Our business strategy, combined with
good economic times, increased revenue.”

“



The importance of effective people
management has long been over-
looked in the newspaper industry.
It is now an area of increasing focus
at Fairfax.

The company is defined by its
array of outstanding people, but
over the years it has often been con-
tent with a haphazard approach to
identifying and nurturing talent.
This has occurred at all levels of
Fairfax, from entry-level to senior
management. Too often, when gaps
have emerged, we have adopted 
the industry practice of seeking
staff externally; a process which
inevitably leads to a higher cost
base. Sensible investment in recruit-
ment and training, in programs
overseen by group editorial train-
ing manager Cratis Hippocrates,
will help address this issue. 

Mentors for trainees
At entry level, our high-calibre
trainees, typically recruited from
the nation’s leading tertiary institu-
tions, are now placed on 12-month,
performance-based contracts. They
are exposed to the full gamut of
newspaper operations, training
intensively while being assigned
mentors to assist in their develop-
ment. At the end of the year, they
are subject to three reviews, with
about 80 per cent succeeding in
gaining full-time work.

Unlike the past, where training
was largely confined to sub-editing
roles, the opportunity for skills
development is now a feature of the
organisation. Fairfax has designed a
range of programs to nurture essen-
tial media skills, such as news writ-
ing and media law. Some courses
will be made available online and,
in the case of copy editing and
sports writing, offered externally
through Charles Sturt University in
Bathurst, NSW.

Quality is a word that has always
been associated with Fairfax publi-
cations. However, it is an aspiration

that has never been precisely
defined within the company. That is
why the essence of quality journal-
ism, be it an investigative story or
breaking news, is the subject of
another of our training programs.
This feeds into the debate about
ethics in the media, as quality and
coverage tainted by commercial
influence are concepts regarded as

mutually exclusive. The develop-
ment of ethical frameworks and a
newsroom culture is another theme
in our training program.

The quality debate is part of a
wider course to develop leadership
skills among Fairfax’s more senior
staff. A transition-to-editor course
has been developed for people who
have been promoted to editor or sec-
tion-editor positions. The course
recognises that the journalistic skills
that set these people apart from their
peers must be augmented with the
relevant management capabilities.

In terms of the local print media
industry, a unique project involving
cooperation between Fairfax and
the Newspaper Management
Centre at Chicago’s Northwestern
University is also under way. The
project will produce task-based
manuals for senior editorial man-
agers. As the print media managers
of the future, these people will con-
front a changing industry land-
scape. They will need capabilities
such as strategy development and
market positioning.

Performance reviews
The training programs will also be
integrated with company-wide per-
formance reviews introduced this
year. For the first time Fairfax now

has a process for not only identifying
weaknesses but also addressing
them to the benefit of the individual
and the company. Three systems
have been introduced: one for senior
executives, the second for all com-
mercial staff from receptionists to
marketing executives and the third
for editorial staff. Performance agree-
ments will be set each year and man-

agers will meet face to face with staff
twice a year to formally review
progress, discuss issues and initiate
improvements.

Fairfax will in future differentiate
itself from competitors by investing
in the company’s most outstanding
resource, its people. The sink-or-
swim approach to career planning
and identification of talent, while
successful in some cases, has never
been a reliable foundation for sus-
tained excellence.

People Management

The relentless quest for improvement
By Brad Hooper  f Director of Business Improvement Support

Fairfax will differentiate itself from competitors
by investing in the company’s most 
outstanding resource, its people.”

“
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Corporate Governance
John Fairfax Holdings Limited and Controlled Entities

The Board is responsible for corporate governance of
the consolidated entity.  It sets the strategic direction,
approves performance targets, monitors management
achievements, provides overall policy guidance and
ensures that policies and procedures for internal control
and risk management are in place to ensure sharehold-
er funds are prudently managed and the Company
meets its regulatory obligations.  To this end, the Board
has established Finance and Audit, Nomination and
Remuneration Committees which are supported by
external auditors and risk management specialists.

Composition of the Board
The name, qualifications and other details of each mem-
ber of the Board are set out on page 10.

The Board is presently comprised of one executive
director (the Chief Executive, Mr. Fred Hilmer) and
nine non executive directors including the Chairman
and Deputy Chairman. 

The Company’s Constitution authorises the Board to
appoint directors to vacancies on the Board and to elect
the chairman.  It further provides that one third of
directors (rounded down to the nearest whole number)
must retire at every annual general meeting.  No direc-
tor may remain in office for more than three years or the
third annual general meeting following appointment
without resigning and being re-elected.

Within the rules set by the Constitution, if a vacancy
exists on the Board or the Board considers that it would
benefit from the services and skills of a new director, the
Nomination Committee reviews the suitability of can-
didates whose names may be put forward by any direc-
tor.  The Committee or its Chairman may seek advice
from external consultants.  The Board then considers
the Nomination Committee’s recommendation and
where appropriate makes the appointment.  Any new
director appointed by the Board must stand for election
at the next general meeting of shareholders.

The terms and conditions of the appointment and
retirement of non-executive directors are determined by
the Board except to the extent that such things require
shareholder approval.

The Nomination Committee uses the following princi-
ples to recommend candidates:

➔ There must be a minimum of three directors.  The
Board has the power to set the maximum number of
directors from time to time within the maximum of
twelve set by the Constitution.

➔ A majority of directors and the chairman should be
non-executive.

➔ The Board should represent a broad range of national
and international expertise consistent with the
Company’s strategic focus.

The Nomination Committee meets as required.  Members
during the year were Brian Powers (Chairperson), Julia
King, Jonathan Pinshaw and Dean Wills.

Independent Professional Advice
Any director may seek independent professional advice
at the Company’s expense. Prior approval by the
Chairman is required, but approval must not be unrea-
sonably withheld.

Directors’ Dealings in Company Shares
The Constitution permits (but does not require) direc-
tors to acquire shares in the Company and the Board
encourages ownership of Company shares by directors.
Company policy and the law prohibit directors from
dealing in Company shares whilst in possession of
price sensitive information.

Procedures for Establishing and Reviewing
Remuneration Arrangements
The Remuneration Committee of the Board meets annu-
ally and otherwise as required to review and make rec-
ommendations to the Board on remuneration packages
and policies including those of the Chief Executive and
directors. Remuneration levels are competitively set to
attract qualified and experienced employees.  The
Committee may obtain independent advice on the
appropriateness of remuneration packages.  The Chief
Executive is invited to Committee meetings as required
to discuss management performance and remuneration.

The current remuneration for non-executive directors is
set by resolution of shareholders at $700,000 per annum
in aggregate.  Within this limit, the Board determines
directors’ remuneration with advice from the
Remuneration Committee.  The Board also takes into
account survey data on directors’ fees paid by compa-
rable companies.

Executive remunerations include a bonus component
which is payable according to a formula related to the
performance of the individual executive, the financial
performance of the Company and the financial perfor-
mance of the business unit relevant to the executive.

Further details of directors’ and senior executives’
remuneration are set out in the notes to the financial
statements.

The members of the Remuneration Committee during
the year were Julia King (Chairperson), Sir Roderick
Carnegie, Sir Roger Douglas (to 21 December, 1998) and
Dean Wills.

Brian Powers is an ex-officio member of the Committee.
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Corporate Governance
John Fairfax Holdings Limited and Controlled Entities

Finance and Audit Committee
The Committee advises on the establishment and main-
tenance of a framework of risk management, internal
control and ethical standards for the management of the
consolidated entity.  The Committee also monitors the
quality and reliability of financial information prepared
for the Board’s use in determining policies or for inclu-
sion in financial statements.  

The primary functions of the Committee are to:

➔ ensure systems of control effectively safeguard the
value of assets;

➔ ensure accounting records are maintained in accor-
dance with statutory and accounting requirements;

➔ ensure financial statements and other information
provided to shareholders is timely, reliable and accu-
rate;

➔ review the performance and effectiveness of external
auditors;

➔ liaise with external auditors to ensure that periodic
statutory audits are effectively conducted; 

➔ formulate and oversee the key finance and treasury
functions of the consolidated entity;

➔ formulate and oversee an effective business risk plan;
➔ ensure that appropriate policies and procedures are

in place with the goal to ensure compliance with all
regulatory requirements;

➔ monitor the entity's compliance with regulatory and
ethical requirements.

Under the direction of the Committee there is a struc-
tural policy framework to ensure compliance with all
legal and Australian Stock Exchange requirements.
Compliance with the policy is monitored continuously.

The members of the Committee during the year were
Jonathan Pinshaw (Chairperson), Mark Burrows, David
Gonski and Brian Powers.

Internal Control Framework
The Board is responsible for the Company’s overall
internal control framework.  To assist in discharging
this responsibility, the Board has instigated an internal
control framework summarised as follows:

➔ Financial reporting - there is a comprehensive bud-
geting system with an annual budget approved by
the directors.  Weekly and monthly actual results are
reported against budget.  The consolidated entity
reports to shareholders half-yearly.  Procedures are
also in place to ensure that price sensitive information
is reported to the ASX in accordance with continuous
disclosure requirements.

➔ Operating unit controls - financial controls and pro-
cedures including information systems controls are
detailed in procedures manuals.

➔ Functional speciality reporting - the consolidated
entity has identified a number of key areas which are
subject to regular reporting to the Board such as oper-
ational management, treasury operations, environ-
mental, legal and insurance matters.

➔ Investment appraisal - the consolidated entity has
clearly defined guidelines for capital expenditure and

contract negotiations.  These include annual budgets,
detailed appraisal and review procedures, levels of
authority and due diligence requirements where
assets are being acquired or divested.

➔ Treasury policy – the policy sets out procedures for
the management of foreign currency and interest rate
exposure, liquidity and credit risks.  This policy
restricts transactions to those for hedging purposes
only and segregates implementation of transactions
from account monitoring and settlement.

Under the direction of the Finance and Audit
Committee, management has established a Business
Risk Group.  Assisted by external experts, that Group
undertakes regular reviews of business risk across the
consolidated entity and is responsible for development
and review of a comprehensive Business Risk Plan.

Year 2000 Compliance
In April, 1997, the Company established a Year 2000
Compliance Project Team to assess the exposure of the
entity to the Year 2000 problem, to undertake remedial
action and to establish contingency plans to deal with
third party or unexpected problems which may arise at
the critical times.

The Company reported progress to the ASX in June,
1998 and March, 1999 and is due to report further by
end September, 1999.

At the date of this report the entity has achieved almost
100% compliance within the business.  No problems
have been identified which cannot be overcome in the
required timeframe.  All contingency planning is sched-
uled to be completed by 31 October, 1999.  The entity
estimates that total expenditure on the Project will be in
the order of $4.7 million.

Ethical Standards
All directors, managers and employees are expected to
act with the utmost integrity and ethical standards.  The
Company has documented policies on equal opportu-
nity and standards of workplace behaviour which are
communicated to employees at the time of employment
and reinforced by employee training programmes. 



Directors’ Report
John Fairfax Holdings Limited and Controlled Entities

32 fairfax annual report 1999

The directors present their report together with the finan-
cial statements of John Fairfax Holdings Limited ACN
008 663 161 ("the Company") and the financial statements
of the consolidated entity, being the Company and its
controlled entities, for the financial year ended 30 June
1999, and the auditors’ report thereon.

Directors
The directors of the Company in office at the date of this
report are:

Mr Brian Powers Non-Executive Chairman
Mr Jonathan Pinshaw Non-Executive Deputy Chairman
Mr Mark Burrows Non-Executive Director
Sir Roderick Carnegie Non-Executive Director
Mr David Gonski Non-Executive Director
Mr Fred Hilmer Chief Executive Officer
Mrs Julia King Non-Executive Director
Mr David Shein Non-Executive Director
Mr Dean Wills Non-Executive Director

Mr Fred Hilmer (9 November 1998) and Mr David
Shein (29 September 1998) have been appointed direc-
tors since the end of the previous financial year.

Mr Bob Muscat (31 August 1998), Sir Roger Douglas (21
December 1998) and Mr John Greaves (30 June 1999)
resigned as directors since the end of the previous
financial year.

A profile of each director is included on page 10.

Principal Activities
The principal activities of the consolidated entity dur-
ing the course of the financial year were news, informa-
tion and entertainment publishing in newspaper, mag-
azine and electronic formats. No significant change in
the nature of activities took place during the year.

Consolidated Result
The consolidated profit attributable to members of John
Fairfax Holdings Limited for the financial year was
$180,269,000 (1998 $111,765,000).

Dividends
A final unfranked dividend of 6.0 cents per ordinary
share and debenture in respect of the year ended 30 June
1998 was paid on 20 October 1998.  This dividend was
shown as recommended in the previous annual report.
An interim fully franked dividend of 4.0 cents per ordi-
nary share and debenture in respect of the year ended
30 June 1999 was paid on 31 March 1999.

A final fully franked dividend of 6.5 cents per ordinary
share and debenture in respect of the year ended 30
June 1999 to be paid on 20 October 1999 has been
approved by the directors of the Company.

Review of Operations
A review of the operations of the consolidated entity
for the financial year is set out on pages 2 to 27 of the

annual report.

Significant Change in State of Affairs
In the opinion of the directors there were no significant
changes in the state of affairs of the consolidated entity
that occurred during the financial year under review
not otherwise disclosed in this report or elsewhere in
the annual report.

Subsequent Events
From the end of the financial year to the date of this
report, no transaction or event has arisen that has signif-
icantly affected or may significantly affect the opera-
tions of the consolidated entity, the results of those oper-
ations or the state of affairs of the consolidated entity.

Likely Developments and Expected Results
Further information as to likely developments in the
operations of the consolidated entity and the expected
results of those operations in subsequent financial years
has not been included in this report because, in the
opinion of the directors, to do so would prejudice the
interests of the consolidated entity.

Environmental Regulation and Performance
The Company has commissioned an independent
expert to investigate its facilities and operations in
order to audit the consolidated entity’s performance in
relation to environmental regulation.  These investiga-
tions have been completed and the resulting recom-
mendations are being implemented.  The investigations
revealed no material non-compliance with environmen-
tal regulation. 

Rounding
The amounts contained in this report and the financial
report have been rounded off under the option available
to the company under ASIC Class Order 98/100. The
company is an entity to which the Class Order applies.



33
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Directors’ Interests
The relevant interest of each director in the share capital
of the Company, as at the date of this report is:

Fully paid Fully Options Over
Ordinary Paid Ordinary
Shares Debentures Shares

B M Powers* - - -
J S Pinshaw** 5,000 - -
M Burrows - - -
Sir Roderick Carnegie 5,000 - -
D M Gonski 10,000 - -
F G Hilmer 20,000 - 3,500,000
J M King 9,900 - -
D A Shein 13,000
D R Wills 25,000 - -

* B M Powers has 76,000,000 units in the FXF Trust which
owns 109,054,197 shares in John Fairfax Holdings
Limited.

**Jonathan Pinshaw was Chief Executive Officer –
Australia of Brierley Investments Limited until 30 June
1999 and accordingly may be deemed to have had an
interest in 350,000 debentures beneficially held by
Brierley Investments Limited on 30 June 1999 and the
197,590,985 shares disposed of during the year.

Options
Details of options on issue at 30 June 1999 and move-
ments in options during the financial year are included
in note 16 of the financial statements.

At the date of this report, total unissued ordinary shares
under options granted by the Company were 
10,779,000.  There are no unissued shares under option as
at the date of this report other than those referred to
above.  These options do not entitle the holder to partic-
ipate in any share issue of any other body corporate.
From 1 July 1999 to the date of this report, no options
over ordinary shares were granted, 364,000 shares were
issued by virtue of the exercise of options (253,000
options were exercised at $2.67 and 111,000 options were
exercised at $2.69) and no options were forfeited.

Indemnification and Insurance of 
Officers and Auditors
The directors of the Company and such other officers as the
directors determine, are entitled to receive the benefit of an
indemnity contained in the articles of association against
liabilities incurred by them in their respective capacities in
successfully defending proceedings against them.

During or since the financial year, the Company has paid
premiums under contracts insuring the directors and
officers of the Company and its controlled entities
against liability incurred in that capacity.  The terms of
the policies prohibit disclosure of the details of the liabil-
ity and the premium paid.

There are no indemnities given or insurance premiums
paid during or since the financial year for the Auditors.

Directors’ Meetings
The number of directors’ meetings (including meetings of committees of directors) and number of meetings attended by each
of the directors during the financial year  was:

Finance & Audit Remuneration Nomination
Director’s Committee Committee Committee
Meetings Meetings Meetings Meetings

No. No. No. No. No. No. No. No.
Director Held* Attended Held* Attended Held* Attended Held* Attended

B M Powers 12 12 5 4 1 1 - -
J S Pinshaw 12 10 5 5 - - - -
M Burrows 12 12 5 5 - - - -
Sir Roderick Carnegie 12 11 - - 1 1 - -
D M Gonski 12 11 5 4 - - - -
F G Hilmer 07 07 - - - - - -
J M King 12 11 - - 1 1 - -
D A Shein 09 06 - - - - - -
D R Wills 12 07 - - 1 - - -
R S Muscat 02 02 - - - - - -
J H Greaves 12 10 - - - - - -
Sir Roger Douglas 07 05 - - 1 1 - -

* Reflects the number of meetings held during the time the director held office during the year.


