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Today, information and content is in demand 24/7. 

People want what they want, when they want it  

– and its transforming the media business.

Fairfax Media meets that demand like no-one else. Our 

audience reach across digital, print and radio – and our 

commitment to quality – makes us second to none.
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In June we announced the acceleration of our Fairfax of the Future program and further major changes to the company 
and the way we do business. Your Board and management recognise our company’s very considerable strengths in 
areas like our journalism and digital businesses – but also acknowledge the changes sweeping through the media 
sector around the world which require continuing flexibility and adaptability.

We are determining our company’s future by making important decisions that will see us focusing on the areas of the 
business that have good potential for long-term results for shareholders. 

I would like to recognise the hard work and enormous skill of the people in your company. Our metro business made 
EBITDA of $102.5 million even in some of the worst advertising markets in a very long time along with worldwide 
structural changes in the newspaper industry.

Our regional media business is showing great resilience in its financial performance through the economic cycle. 

At the same time we have grown a digital-only business across news, classifieds and transactions that this year 
generated a quarter of a billion dollars of revenue for the first time, and is growing strongly. 

Our radio business has new management that is vigorously engaged in growing the business. 

Our balanced portfolio of businesses and our strategy aims to ensure that Fairfax Media remains one of the leading 
media voices in our markets and has a long and strong future. 

I would like to take you through some of the big changes we are making.

•  The Sydney Morning Herald and The Age will be moving to the much more user-friendly compact format in the 
new year. This format is the same as The Australian Financial Review. While the size is changing, there will be no 
change to our commitment to high-quality independent journalism. Many of you will know that a number of quality 
mastheads around the world have already moved to a compact format – The Times, The Independent and the 
Boston Herald to name a few.

• This new format is facilitating another of our major changes: the closing of our Chullora and Tullamarine print plants 
by the middle of 2014. This move alone will see us make cost savings of $44 million annually because we will be 
more efficiently utilising our network of smaller, more flexible modern plants. 

• We are also making changes in our metro newsrooms to meet the changing needs of readers and advertisers. 
These changes achieve more nimble multimedia newsrooms with integration across print, digital and mobile 
platforms and better utilisation of our skills across our mastheads here and in New Zealand. 

• Fairfax Media has one of the largest digital news audiences in Australia. We are increasingly able to monetise 
that strength. From the first quarter of 2013 we are introducing digital subscriptions to our Metro mastheads. We 
are doing this very thoughtfully and will be introducing a “metered” model with a base level of free access. The 
Australian Financial Review last year introduced its acclaimed iPad app which won the PANPA national app of the 
year award for 2012.

Unfortunately cost saving imperatives meant we needed to announce redundancies. Including those already announced 
in Fairfax of the Future and the changes outlined here, 1900 people will be leaving the company over the next three 
years. Every job matters and your Board and management wish these redundancies were avoidable. They are not.

ChAiRmAn’s 
RepoRt
It has been an interesting and 
challenging year for your company. 
I am pleased to report that we have 
made very good progress with our 
strategic initiatives to reduce our cost 
base significantly and to transform 
our business to take advantage of the 
digital developments that allow us to 
compete more and more effectively 
in real time and multiple media. 
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These changes to the company are allowing us to achieve 
the $170 million in annual savings that we have previously 
announced in two years, not three. With the introduction of 
additional cost saving initiatives that we have now identified, 
the target for cost savings has been revised up. We will achieve 
annual cost savings of $235 million by June 2015. 

So we are working smarter and making sure the cost base of 
the business better suits the global media environment, an 
environment that is requiring all media companies, including 
Fairfax Media, to review the value of their assets. 

At our annual results in August we announced our decision to 
write-down the carrying value of our mastheads by more than 
$2 billion. This is a non-cash decision and does not affect the 
company on a day-to-day basis. 

Your Board has a statutory obligation to assess the carrying value 
of our intangible assets – mastheads, goodwill and customer 
relationships – based on the three-year outlook for each of our 
businesses. We, like the rest of the world, saw the three-year 
outlook worsen considerably over the course of the second half of 
the year as the cyclical downturn became more pronounced, and 
our confidence in a sustained improvement in market conditions 
in the near future reduced. I have no doubt we have made the 
right decision at the right time.

Your company is focused on the future and we are clear about 
what we have to do. We are making significant progress, 
achieving changes in the midst of unparalleled structural change 
and a prolonged cyclical downturn.

While we are focused on ensuring the stability and ongoing 
profitability of our print business, we know that our digital 
businesses are going to become increasingly more significant 
in terms of the overall revenue mix.

Our news websites, digital transaction websites and apps are 
amongst the most successful in Australia and while the pace of 
change is breath-taking for many, we are at the front of the pack 
and the take-up amongst our more than nine million and growing 
audiences (according to Roy Morgan research) is very gratifying. 
As ways of digital interaction increase – so do our opportunities to 
derive value for our shareholders. We believe we have very good 
reason to be confident about this fast growing part of our business.

In closing, I would like to acknowledge the significant contribution 
of my fellow Board members. Each and every one of them has 
skills and experience that have been of immense benefit to the 
company in this challenging environment.

First I would like to acknowledge the very important contribution 
made by Bob Savage who retired from the Board at the end 
of June this year. Bob’s deep skills in the IT industry, retail and 
the finance industry were much appreciated during his time 
on the Board.

At the 2012 Annual General Meeting we will have four serving 
Directors standing for election or re-election. These are Michael 
Anderson, Sam Morgan, James Millar and Jack Cowin. Michael 
Anderson is a recognised leader in radio. Sam Morgan is a highly 
successful digital entrepreneur and the founder of TradeMe and 
has provided enormous insight into our digital thinking. Jack 
Cowin was appointed to the Board in July. Jack is well known as a 
successful media investor and entrepreneur and we value his years 
of media experience. James Millar, also appointed to the Board in 
July, brings expert financial and business restructuring skills to the 
Board as well as local and international management experience.

The Board also benefits from the contribution of our chief 
executive Greg Hywood, one of the most experienced media 
executives in the country having had commercial and editorial 
experience over a number of decades. These skills, in 
combination with the skills of our other Directors, we believe 
make up a Board very well suited to address the opportunities 
ahead and deliver long-term stakeholder value.

The entire Board is committed to ensuring Fairfax Media is run 
in the best interests of all shareholders. We have a strategy. 
We are implementing it.

Roger Corbett, AO 
Chairman

UnDERLyIng 
nET PRoFIT 
AFTER TAX

$205.4m
Down 25%  
from last year

STATUToRy  
nET LoSS  
AFTER TAX

$2,732.4m

ToTAL 
DIvIDEnDS 

3.0 cENTs 
fULLy fRANkED

$2,732.4m REvEnUE FRoM 
oPERATIonS 

$2,310.9m
Down 6.2%  
from last year
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We are fixing our cost base. We are audience focused. We are taking the necessary steps to be a dominant force 
in what we expect will be a predominantly digital future.

We are making changes as we trade through this prolonged downturn. I have been in this industry since the 1970s and 
I have never seen an advertising environment of the type that we experienced during this year. I also know that cycles 
come and go, and inevitably this will pass and our balanced portfolio, cost disciplines and commercial creativity will 
position us well for the future.

I would like to take this opportunity to thank each and every Fairfax employee for their commitment and hard work 
through this period. 

Despite challenging business conditions, in the 2012 financial year Fairfax generated operating EBITDA of $506 million. 
We have strong cash flows (cash flow from trading activities was $535 million) and we have a strong balance sheet.

We all want to see a marked improvement and we are committed to delivering it. 

We remain committed to print for as long as it remains profitable. We are committed to delivering our journalism in the 
manner our audiences demand. That means we will deliver our content across a variety of platforms. 

Part of getting the mix right is fine-tuning our print circulation and distribution. Our clients, our advertisers, are moving with us.

Our mastheads are going to remain in print for the foreseeable future thanks to a range of initiatives. Our regional 
businesses are particularly resilient, with printed papers spread over 200 mastheads Australia-wide remaining at the heart 
of their local communities, supplemented by a range of new and exciting digital initiatives.

Our Fairfax of the Future project involves centralising group functions, variabilising costs, outsourcing where 
appropriate, as well as better aligning costs with revenue generating areas. 

These changes include:

• rationalising production and print functions across Australia and New Zealand, including the closure of Tullamarine 
and Chullora print sites;

• restructuring support services including IT and finance;
• removing ineffective circulation channels from The Sydney Morning Herald and The Age that offer no value 

to advertisers whilst maintaining readership market share;
• improving yield on The Sydney Morning Herald and The Age subscriptions; and
• reducing variable printing costs through production changes.

In essence, changes we are making will:

• focus on continued decisive leadership in the development and monetisation of online news platforms;
• further grow audiences – already having one of the largest news audiences in Australia;
• ensure rigorous cost discipline; and
• provide for the development of innovative and profitable products – across print and online – with a focus 

on accelerating our online business which is seeing strong revenue growth.

Growth and innovation are what’s driving change at Fairfax. 

Some people are not clear as to how our metropolitan print business is performing in the face of structural change. The financial 
information shows that this is a profitable business, and we’re committed to maximising that profit for many years to come.

ChieF eXeCutiVe 
oFFiCeR’s RepoRt
Fairfax Media is being 
restructured to ensure its 
strong future in a massively 
changed media environment. 
While we have some way to go, 
we are getting runs on the board. 
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The advantage The Sydney Morning Herald and The Age have is 
that unlike most of their counterparts they have translated a healthy 
print audience into a far larger and even healthier digital audience.

Fairfax has not ignored the shift to digital. We had the foresight 
to invest in the growth of digital transaction businesses and lay 
a solid foundation for a profitable media model. 

We have the audiences that advertisers want to reach. We are 
one of the key voices in our markets, with significant print, online 
and radio assets in Australia and community market segments – 
along with several leading digital transactions businesses. 

Marketplaces businesses – including RSVP, Domain, Stayz and 
Tenderlink – reach more than 4.5 million consumers each month, 
producing more than 1.1 million transactions. They’re helped 
enormously by their relationship with our digital news mastheads, 
creating and reinforcing awareness with our mass audiences and 
driving traffic.

Fairfax’s greatest strength is its large-scale audience reach, which 
in turn underpins our ability to foster and extend transactional 
relationships in profitable ways. Fairfax assets attract a 
high-quality audience of more than nine million every week 
(according to Roy Morgan research). Of those, 6.8 million people 
a month are accessing our content through digital platforms. That’s 
no surprise when you consider that 90 per cent of the population 
now accesses the internet at least once a month. Some 66 per cent 
of all The Sydney Morning Herald and The Age readers now access 
the mastheads through digital means – online, tablet or smartphone.

As we look to the future, our goal is to deliver a market-leading 
integrated multi-platform business with growing new revenue 
streams that are well leveraged to any cyclical upturn. The changes 
we are making will unlock real shareholder value that’s embedded 
in our business and leverage the ingenuity of our people.

Fairfax has successfully grown a digital-only business across 
news, classifieds and transactions that in 2012 generated a 
quarter of a billion dollars of revenue for the first time and is 
growing strongly. These results give us confidence in the strategy 
we have developed for the future. We anticipate that our Metro 
digital revenues will be further enhanced by the introduction of 
digital subscriptions and continued advertising growth.

Fairfax is focused on our independent news, information and 
services being available across all platforms. Our strategy 
provides new, highly engaging ways for advertisers to reach 
our large-scale audiences. 

Fairfax is the biggest publisher of news apps for tablets and 
smartphones, with more than 5 million downloaded apps in 
the market – across all categories including news, lifestyle and 
classified brands. The iPad apps for The Sydney Morning Herald 
and The Age have had more than 800,000 downloads so far, 
with more than 88,000 highly-engaged readers accessing the 
app on an average day. 

Why are our digital businesses growing? They are growing 
because Fairfax has built one of the largest and most engaged 
audience of any news business in Australia. We are actively 
building our revenue by accessing this digital audience – around 
the clock, which is our “Follow the Sun” audience engagement 
model. We are making solid progress on understanding our 
audiences and strengthening our relationship with them, as well 
as creating ties to new audiences.

This model isn’t just changing the way we sell or build 
products, it is changing the way we do journalism. Fairfax 
recently conducted a major review focused on the future of 
our Metropolitan newsrooms – and we’re adopting a new way of 
working so that we can deliver our quality independent journalism 
to growing audiences across all platforms.

The new “digital first” approach we’re introducing supports the 
delivery of journalism to our multi-platforms. It revolves around 
our audiences and it will help ensure the delivery of quality, 
independent journalism – day or night – however and wherever 
our audiences want to consume it. The model will enable our 
staff to work smart; it introduces more flexibility; more sharing; 
and more transparency around editorial processes. It will also 
encourage greater creativity and collaboration. Editorial quality 
remains paramount.

While we still have a lot of work to do, Fairfax is more progressed 
than any other media company in Australia – and most others 
in the world – in terms of transitioning into a truly modern 
world-leading, multi-platform media business.

In closing, none of us underestimates the enormity of the changes 
we are making. Fairfax has a strategy and is delivering on it to 
ensure we remain a leading independent media company.

Gregory Hywood 
Chief Executive Officer and Managing Director

CASh FLow 
FRoM TRADIng 
 

$535m
Down 15.2%  
from last year

nET DEbT 
REDUCED by 

$574m
from last year  
(after sPs)

UnDERLyIng 
EPS 

8.7 cENTs
Down 25%  
from last year

UnDERLyIng 
EbITDA 

$506m
Down 16.7%  
from last year
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Just before the end of last financial year, Fairfax announced changes to its business designed to support a sustainable 
cost base and to move along the journey from print to digital publishing. It is making the changes needed to secure its 
financial sustainability. 

Fairfax’s digital audiences are growing strongly. They are growing well beyond our expectations. In its 181 year history, 
Fairfax’s audience reach has never been greater. Our newspapers’ websites and tablet applications are winning 
awards and proving to audiences that Fairfax is committed to independent journalism, distributed through innovative, 
entertaining and engaging channels. Our radio, regional, agricultural and community businesses are continuing to 
grow and form deep connections with their local communities.

Printed newspapers and magazines remain important platforms within our mix of media assets and will continue to be 
as long as they enjoy reader and advertising support. Indeed, print circulation in regional and community areas is strong. 
However, for certain parts of the business, particularly the metro newspapers, Fairfax needs to increase efficiencies and 
cut costs in line with structural challenges to revenue. We can, and will, do this while maintaining Fairfax’s high quality 
independent journalism.

We are on a three year journey towards re-shaping the business to adapt to these challenges. 

Fairfax’s long term financial sustainability cannot be separated from its corporate social responsibilities. Our 
stakeholders have an expectation that we will continue to operate the business in a way that consolidates and 
builds on our important intangible assets. 

Fairfax has commenced a process of stakeholder engagement to help determine what matters most to them in terms 
of our sustainability performance and corporate social responsibilities. This process has included engagement with our 
people, our shareholders, financial analysts and our audiences. The feedback we have received has helped to formulate 
the content in this report. We will aim to continue to improve our stakeholder engagement over the next reporting year.

In last year’s sustainability report, Fairfax identified four areas of focus for Fairfax’s corporate social responsibilities 
and we are pleased to report below on our performance in each of these categories: 

• editorial integrity
• environment
• our people and culture
• community

sustAinAbility And 
CoRpoRAte soCiAl 
Responsibility 
RepoRt
Fairfax, together with media companies 
around the world, faces enormous 
change. There is also ongoing public 
debate about media regulation and the 
importance of independent, balanced 
and accountable journalism – part of 
the bedrock of democratic society.
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Editorial intEgrity
Fairfax is proud of its quality independent 
journalism. We will continue to maintain 
our uncompromising approach to media 
ethics and integrity.

We believe that freedom of speech and a robust and independent media are fundamentally important to a strong democracy. The media 
should be able to act without fear or favour in carrying out its duty to inform the public and to hold Governments, business and individuals 
to account. Media is often referred to as the “fourth estate” of democracy – the others being Government, the public service and the 
judiciary. We take this role seriously and believe it serves our commercial interests, as well as serving a public good. 

Fairfax’s longstanding commitment to independent public interest journalism is evident in its award-winning content, produced 24 hours 
a day, seven days a week, across multiple platforms, including newspapers, magazines, websites, social media, mobile and tablet apps 
and radio.

Editorial CulturE, SyStEmS & ProCESSES 
In the past year, there has been a lot of public debate about media ethics and regulation in Australia and elsewhere. In Australia, 
this included the Independent Inquiry into Media and Media Regulation. Overseas, we have witnessed similar government inquiries. 

The integrity of our journalists is more than a moral or regulatory issue. The goodwill in our brands make up some of our biggest assets. 
It is fundamentally important to us that we get the story right and for the public to trust that our journalists are conducting themselves in 
accordance with proper ethical and legal standards. We have a strong commercial imperative, as well as a public duty, to have a culture, 
systems and processes which uphold these standards. 

As part of Fairfax’s submission to the Media Inquiry (available at www.dbcde.gov.au) we included a description of our editorial processes 
and systems. This demonstrates the checks and balances incorporated into our editorial day to day work practices which support 
Fairfax’s commitment to balanced, independent and accurate journalism. We will continue to review our performance in this area. 

Editorial integrity is firmly embedded within Fairfax’s workplace culture. As a daily reminder on The Sydney Morning Herald editorial floor, 
an excerpt from The Sydney Morning Herald’s creed from 1831 is displayed (pictured above). It states:

“Our editorial management shall be conducted upon principles of candour, honesty 
and honour. We have no wish to mislead; no interests to gratify by unsparing abuse, 
or indiscriminate approbation.”

In addition to its regulatory obligations, Fairfax has adopted a range of voluntary codes and ethics standards. Every journalist within the 
group is expected to uphold these standards and is held to account if compliance is not demonstrated. The Fairfax Code of Conduct 
applies to every person within the Fairfax group – journalists and non journalists. 

rEadErS’ Editor & Community EngagEmEnt 
In 2011 Fairfax created its first Readers’ Editor for The Sydney Morning Herald and The Sun Herald. The role of the Readers’ Editor is 
to champion readers’ interests and editorial accountability and engage with a critical stakeholder group - our audiences. In the past year, 
the Readers’ Editor published more than 30 columns, each originating from readers’ ideas, complaints or concerns. The Readers’ Editor 
has also responded to hundreds of emails, phone calls, tweets and letters, totalling over 10,000 separate communications. This is a key 
indicator on audience engagement and importantly, the feedback helps us to meet audience expectations on editorial content, standards 
and ethics.

Shortly, the Sydney Morning Herald Readers’ Editor role will be merged with a range of other community focused responsibilities and will 
be re-named the Community Editor. This recognises the very important nexus between community issues, audience engagement and our 
editorial agenda. 

Fairfax plays a vital part in bringing together community representatives and the general public to discuss important and topical matters and 
in doing so, makes an important contribution to the political debate. 

In July 2012, in response to concerns about increasing violence in 
Sydney’s suburb of Kings Cross and the death of a teenage boy, Fairfax 
Events convened a meeting of political, academic and community 
representatives to discuss the issues. The Herald, Safer Sydney 
Community Forum was organised and took place at a packed Sydney 
Town Hall. A number of political commitments were made towards 
reducing violence in the area and the various stakeholder groups 
agreed to re-convene within 6 months to report back on progress. 

Image caption: Town Hall, Sydney. Panel included from left: Doug Grand, Chief Executive of Kings Cross Licensing, Paul Nicolaou, Chief Executive of the 
NSW AHA, George Souris, NSW Government Minister, Malcolm Turnbull, Federal MP, SMH’s Matthew Moore, Clover Moore, Lord Mayor of Sydney, Mark 
Murdoch, Assistant Commissioner Police, and Dr Don Weatherburn, NSW Bureau Crime Statistics.
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diStinCtivE ContEnt & innovativE dElivEry
We continue to connect with our audiences through innovative content delivery and at the same time 
illuminating important community, economic, environmental and social issues. We see this as a key 
community contribution and part of corporate citizenship. 

Some important editorial initiatives this year include Fairfax’s commissioning of the Herald – Lateral 
Economics Wellbeing Index. The initiative adjusts GDP to take into account the changes in value of the 
nation’s stock of physical, environmental and human capital. It also adjusts for changes in health, inequality 
and job satisfaction to provide a better measure of national wellbeing than traditional economic measures. 
Historically, numerous indices and other tools have measured economic and financial performance. The 
Wellbeing Index represents an important step towards measuring the value of the less tangible elements 
underpinning healthy societies, economies and communities. 

Another example is the WikiCurve, launched in May 2012. Developed in partnership with Futureye, the 
WikiCurve explores the community’s views on an issue by looking at how past events impact on current thinking. 
Individuals log their views on the WikiCurve and those collective views are then used to map private and 
public acceptance and thinking of topical and controversial community concerns. Depending on the issue, this 
information can then be used to help inform government policy or shape organisational approach to particular 
issues. The first WikiCurve initiative related to drug law reform. 

Our editorial coverage this year included a series of articles, focusing on important social themes, including 
the Sydney Morning Herald’s Healthy Habits Childhood Obesity series, The Age’s The Drugs Dilemma or the 
Australian Financial Review’s special report on Corporate Philanthropy.

EnvironmEnt
The media has a unique opportunity to influence 
others to take positive action towards reducing 
energy consumption, as well as the ability to 
responsibly manage its own carbon footprint. 

Media companies make an important contribution to environmental sustainability by educating and 
informing the community on environmental issues and debate. Fairfax’s large audiences and diverse 
range of multi-media communication platforms do this effectively. 

Through our network of transactional websites, we encourage consumers to consider environmental 
impacts in their purchasing decisions by providing access to comparative data - for example, Drive’s 
Green Motoring Guide and Trade Me’s Fuel Efficiency Guide. 

Fairfax also uses its business resources and networks to recognise sustainable business activity. 
For example, Fairfax launched the Sustainable 60 Awards in 2009 in New Zealand, together with PwC. 
These awards acknowledge sustainable business excellence in a range of categories and are well 
recognised within the New Zealand business, government and non-profit communities. We support 
a range of similar programs in Australia, for example, the Tomorrow Today program in Newcastle. 

SuStainability and CorporatE SoCial rESponSibility rEport
cONTiNUED
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EnErgy audit & EmiSSionS targEt
In last year’s sustainability report, we made three commitments towards environmental 
sustainability, each of which was completed in the past year: 

• conduct an energy audit across the group; 
• set an emissions reduction target for the group; and 
• complete the Carbon Disclosure Project (CDP) report. 

The group-wide energy audit allowed us to better understand our energy consumption, set baseline 
emissions and identify energy abatement opportunities.

REDUCE 
CARbon 
EMISSIonS

20-25%
against 2011 
levels by 2020

Fairfax has committed to reducing its carbon emissions between 20-25% by 2020 from 2011 levels. 

We are aiming to achieve this target through office and print facility consolidation, recycling and waste minimisation programs, energy 
reduction through the use of efficient lighting and service equipment and changes to information technology infrastructure and usage.

In a period where energy costs are increasing, these environmental initiatives also reflect Fairfax’s focus on continuous business 
efficiency and opportunities for cost saving. 

In the past year we have improved our sustainability and environmental reporting, including Fairfax’s National Greenhouse & Energy 
Reporting Scheme report, the Carbon Disclosure Project report, internal reporting and this annual Sustainability Report. The increased 
transparency regarding our environmental performance and strategy will assist us to track, measure and improve our performance and 
better inform our stakeholders. 

EnvironmEntal imPaCtS of nEwSPaPEr Printing 
Fairfax recently announced a proposal to close two of its large metropolitan print facilities and consolidate printing more efficiently into 
our other plants. Print products remain an important distribution platform within Fairfax’s mix of media assets and we will continue to 
publish printed newspapers for as long as there is ongoing demand. In this context, we are also mindful of the environmental impacts 
associated with print publishing and will continue our efforts to minimise those impacts. 

Currently, printing comprises over 60% of Fairfax’s total group carbon emissions. The closure of the large and underutilised printing 
plants at Chullora in Sydney and Tullamarine in Melbourne will have significant efficiency advantages and save costs, energy and 
other resources.

Each of our print facilities, and the print industry as a whole, has taken a pro-active approach to waste minimisation, recycling and other 
initiatives that reduce energy and water consumption. Each print facility monitors and sets weekly targets for the reduction of newsprint 
and ink-related waste. We have incentives in place to encourage our people to meet and exceed these targets. In the 2012 reporting 
year, Fairfax’s printing plants reduced printed waste by 12.27% over the previous year. This reduction was a combination of reduced 
print volumes and improved efficiencies in 12 of its 20 print sites. 

We have introduced environmental compliance auditing across our printing operations to ensure all sites comply or exceed 
environmental legislative requirements. Sites are audited to ISO 14001, with the results and follow up reported to the Fairfax Board.

As a group, the print industry invests in educating the public about recycling and newsprint recovery programs. These initiatives are 
funded and supported by the Publishers National Environmental Bureau (PNEB). The PNEB’s achievements in increasing newsprint 
recycling is outstanding. 

• 2010 newspaper recovery rate of 78% – but expected to achieve close to 80% in 2011*
• Since 1990, newspaper landfill has been reduced by almost 40%, whereas national landfill volumes  

have increased over the same period. Newspaper landfill now represents 0.65% of total landfill volume. 
* The final PNEB figures for 2011 newsprint recovery rates were not available as at the date of this report. 
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pEoplE & CulturE
A diverse, innovative and engaged workforce is 
important in enhancing the quality and creativity 
which underpins our brands and businesses.

Over the past year, Fairfax has launched initiatives to drive performance and engagement. We are an organisation that thrives on 
creative minds and technological innovators. This creates a workplace where people are passionate and proud of the work they do. 

Right now, our industry faces economic challenges that are both structural and cyclical. This has an impact on the company and our 
people. The structural changes affecting the media sector, compounded by difficult domestic trading conditions, led to Fairfax’s February 
announcement that we will be restructuring our business over the next three years. In June we announced that over that period we are 
anticipating a reduction to our workforce of approximately 1900 positions, through a combination of natural attrition and redundancies. 
These changes impact all parts of Fairfax’s business.

Restructuring and redundancies are hard. This applies for those people leaving the business and also for those who stay. But, the 
process is essential to securing Fairfax’s financial sustainability. We are doing all we can to treat people fairly, consult appropriately 
and deliver back-up employee assistance, training and outplacement services. 

EngagEmEnt
Fairfax values the feedback it receives from its people. 

Employee engagement measures the degree to which employees are committed to the company, share its values and feel aligned with 
its strategy. 

Maintaining and improving employee engagement is fundamental to our ability to attract and retain talented people and ultimately deliver 
on our business strategy. We take this process seriously and have increased our resources in the past 12 months to support these 
objectives. There are a range of channels for our people to offer feedback, including annual surveys, pulse surveys, intranet feedback 
portals and annual reviews. Last year, Fairfax conducted its first group-wide engagement survey. The decision to conduct a group-wide 
survey was a first step towards benchmarking engagement and setting clear improvement objectives. These improvement objectives 
are outlined below. 

The survey was launched in two phases: 

Australia – May 2011 – 66% response rate 

New Zealand and USA – November 2011 – 82% response rate. 

SurvEy – aCCountability for ChangE
Following the release of the survey results, we conducted structured results de-briefings and action planning sessions across every 
business unit. Managers prepared action plans for improvement and report regularly about progress to the CEO and the People and 
Culture Committee of the Fairfax Board. 

Improvement targets for overall alignment and engagement scores were included in the short term incentive plans for all managers 
reporting to the CEO. The results of the 2012 survey will determine if these performance targets have been met. Specific questions were 
included in the 2012 engagement survey about sustainability and how Fairfax’s corporate citizenship record impacts people’s choices 
about where they work. 

SuStainability and CorporatE SoCial rESponSibility rEport
cONTiNUED
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SurvEy – liStEning to our PEoPlE
Fairfax listened to the feedback given in the 2011 survey and has taken the following action in response. 

toPiC ConCErn aCtion takEn

Group strategic 
direction 

More transparency 
and detail 

• Senior management forums coordinated across the Group 
• More structured communication from CEO 
• All managers schedule regular team briefings

Investment in 
People

More training, 
development 
and leadership 
opportunities

• New leadership program introduced 
• More effective training programs offered 
• Improved talent management program
• Review of reward and recognition programs
• Launched a Group-wide mentoring program

Communication More consistent 
and regular 
communication 
from management

• A new intranet launched in 2012 for Metro Media and Corporate teams 
(to be progressively rolled out across the Group) 

• Business units communicating more frequently through newsletters and updates
• Increased engagement about business change (eg metro editorial review 

process consulted with more than 300 journalists)

fairfax mEdia’S CulturE & valuES
In the 2011 engagement survey, we asked targeted questions about what type of 
organisation our people wanted Fairfax to be. These results were used to develop 
and create Fairfax’s first Culture & Values Story. 

Fairfax’s Culture & Values Story is represented in the graphic to the right. It was 
launched to staff by the CEO in June, together with a video message explaining 
its context and importance towards building the future sustainability of Fairfax’s 
business. The Culture & Values Story is not just a set of words on a piece of 
paper. It is about defining the ways in which we do things and finding practical 
ways to uphold our values. 

To support the launch of the Culture & Values Story, Fairfax will be providing 
its people with tools and materials to enhance our workplace culture.

OUR CULTURE AND VALUES STORY

The way we work and decisions 
we make are based on the needs 
of our audiences and customers

To achieve this we need to be innovative, 
constantly challenging the status quo

We value transparency. We listen and respond 
quickly to our audiences, customers and each other

We are highly accountable and  
deliver on our commitments

We need to work together across the company 
to provide our audiences and customers with 

outstanding products and services

We will balance everything we do with  
a strong commercial focus  

to deliver growth to shareholders

Independence
We have the freedom 
to operate without fear 
or favour to any individual 
or organisation

Integrity
We are responsible and honest  
in our dealings with each other, 
our customers and audiences

CULTURE VALUES

divErSity 
We recognise the value of diversity and workplace inclusion. This goes 
beyond gender issues and includes other differences such as race, 
religion and ethnicity. 

Fairfax recently released its first set of Gender Diversity Guidelines in accordance with its ASX 
corporate governance obligations. We have implemented practical measures to improve the 
representation of females at the senior management level – including training, leadership & 
development courses, mentoring and flexible work arrangements. More information about Fairfax’s 
approach to diversity is included in the Corporate Governance section of this Annual Report. 

LEADERShIP 
CoURSES 
DELIvERED

71employees

52% female

Some diversity figures from the past 12 months 
• 12 Management Development courses delivered to 211 senior managers – 38% female participation
• 4 leadership courses delivered to 71 people – 52% female participation
•  In our regional businesses, there were 2,769 training places available for sales, 

editorial, coaching and general management skills – 64% female participation
•  New mentoring program for Metro Media included 59% female mentees 

and 44% female mentors
• Approximately 12% of Fairfax’s total workforce work part-time

MEnToRIng 
PRogRAM

59%

44%

female
mentees

female
mentors
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hEalth, SafEty & wEll-bEing
The health, safety and well-being of our people is more than a legal and 
moral obligation. It is a core business value. We also know there is a direct 
correlation with the engagement, retention and performance of our people. 

Fairfax offers its people various programs aimed at maintaining a safe and healthy workplace. 

Employees using a Fairfax subsidised gym facility 908

Free participation in community  
fun runs or swim events 855

Free flu vaccination 1,310

Free access to independent external employee 
assistance and counselling services for all Fairfax 
employees and their immediate families. 

Introduction of an independent external ‘whistleblower’ 
hotline, available to all employees, to report concerns 
about ethics and harassment.  

USE oF FAIRFAX 
SUbSIDISED  
gyM FACILITIES

908 
employees  
in Australia

FREE FLU 
vACCInATIon

1,310
employees  
in Australia

In designing its newer workplaces, Fairfax has been mindful of creating workspaces that promote employee well-being, sustainability, 
transparency and access to public transport. In the past year, Fairfax’s Media House office building in Melbourne won a range of 
awards including the Property Council of Australia’s Development of the Year, Best Office Development and Best Workplace Project. 

During the next reporting year, there will be further changes to Fairfax’s workspaces, which will deliver both environmental and 
economic benefits to the business. 

workPlaCE SafEty 
Fairfax’s workplace safety record for the past 12 months 
has improved. We believe this improvement is directly 
linked to business initiatives designed for this purpose. 

We allocated additional resources to the health & safety 
teams over the past year. 

Fairfax’s safety audit team reviews site safety performance 
on a regular cycle, depending on intrinsic risk and past 
performance of sites. In the past financial year, over 90 
separate safety audits have been conducted. 

In addition to these audits, 18 sites received specialist 
in-house safety training with over 400 people attending. 
This training was on top of the formal external training 
that is undertaken at all sites in areas such as first aid, 
fire safety/evacuation and safety committee training.
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thE fairfax foundation 
The Fairfax Foundation was established in 1959 by the Fairfax family with a donation of 
£100,000. The Foundation operates separately to the business and exists solely for the benefit of 
current and former Fairfax employees and their dependants to help alleviate hardship or distress. 
In the past financial year, the Foundation has provided financial grants, loans and other benefits 
to the value of $596,637.

FAIRFAX 
FoUnDATIon 
PRovIDED

$596,637
in employee 
assistance this year

SuStainability and CorporatE SoCial rESponSibility rEport
cONTiNUED
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Community 
Fairfax is a vital member of the hundreds of communities 
in which it operates. We are committed to being a 
socially responsible organisation that supports and 
engages with those communities. We do this through 
a combination of funding, resources, volunteering, 
sponsorships, editorial coverage and promoting 
charitable activities.

We recognise the shared value in building community connections. The success and prosperity of the communities in which we 
operate has a direct link to the economic sustainability of our business. 

Fairfax enables business units to make autonomous decisions about how they engage and support their respective communities, 
whilst encouraging each unit to find opportunities to leverage their existing expertise and resources. 

indigEnouS jobS auStralia
Fairfax operates the MyCareer jobs website. Integrated with the MyCareer platform is the 
Indigenous Jobs Australia (IJA) jobs board at www.ija.com.au. Fairfax established IJA in 2009 
in partnership with the Australian Indigenous Chamber of Commerce. The IJA site advertises 
dedicated jobs for indigenous Australians at heavily subsidised rates. IJA is engaged within 
indigenous communities, especially in schools and remote areas to promote the jobs board and 
support indigenous Australians in securing employment.

InDIgEnoUS 
jobS AUSTRALIA

1,000
jobs advertised 
per week • 3000+ visitors every week  • 1500+ returning visitors every week 

 • 350 corporate advertisers • 750-1000 roles advertised every week

litEraCy ProgramS
Fairfax also leverages its editorial and publishing resources to 
support a variety of literacy and education focussed programs. 
We know that improving literacy and education standards provides 
an important key to solving some of Australia’s greatest social and 
community challenges. Of course, we also have a special interest 
in nurturing future readers and writers. 

Fairfax is a corporate sponsor of the Australian Literacy and 
Numeracy Foundation, which is dedicated to lifting literacy and 
numeracy standards in remote and marginalised communities. 
We are the media partner for the NSW Premier’s Reading 
Challenge, a school based reading program, attracting 220,000 
participants last year. We also provide free newspapers and/or 
digital subscriptions to over 250 schools in socio-economically 
disadvantaged areas and conduct a number of school 
writing competitions, designed to improve literacy and written 
communications (there were 2000 participants last year in 
New South Wales). 
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ConnectPink 
ConnectPink, launched by our regional division in June 2012, 
is a website designed to connect women living in rural, regional 
and remote parts of Australia. The site enables its members to 
chat, shop, swap items, share experiences and read stories about 
other inspiring women. In partnership with the McGrath Foundation 
ConnectPink raises money through the site to help provide breast 
care nurses in regional, rural and remote parts of Australia. 

Image caption: Allan Browne (Fairfax Regional CEO and publisher) 
with Glenn McGrath and Governor General Quentin Bryce at the launch 
of ConnectPink on 15 June 2012.

fairfax EvEntS
Fairfax either sponsors or organises several running, cycling and swimming events across 
Australia. These are important public events, bringing people together in a context that 
promotes healthy living, community spirit and philanthropy. 

We have seen an enormous increase in race participants using these events to raise money 
for charities. Fairfax uses its resources to encourage philanthropic associations with each 
of its races and appoints official charity partners and charity ambassadors to the events. 
In the next reporting year, we will continue our efforts to further embed the philanthropic 
connection with each of our sporting events. 

FAIRFAX EvEnT 
PARTICIPAnTS 
RAISED

$7.86m

In the past financial year, Fairfax has organised 8 events across Australia:

• 137,691 race participants

• 855 Fairfax participants 

• $7,856,969 raised for charity

FAIRFAX 
EMPLoyEE RACE 
PARTICIPAnTS

855

fairfax workPlaCE giving Program  
– ‘morE than wordS’ 
Fairfax’s Australian Metro and Regional businesses participate in a workplace giving program, 
More Than Words, which commenced in 2005. People are able to donate part of their pre-tax salary 
to a range of nominated charities. Through the program $662,000 has been donated since 2005.

woRkPLACE 
gIvIng 
PRogRAM

$662,000
Donated  
since 2005

SuStainability and CorporatE SoCial rESponSibility rEport
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board of direcTors

rOGer COrBett, aO

NON-EXECUTIVE CHAIRMAN,  
APPOINTED TO THE BOARD 4 FEBRUARY 2003
Mr Corbett was elected Chairman of the Board in October 2009. He has been involved in the retail industry for more than 40 years. 
In 1984, Mr Corbett joined the Board of David Jones Australia as Director of Operations. In 1990, he was appointed to the Board of 
Woolworths Limited and to the position of Managing Director of BIG W. In 1999, Mr Corbett was appointed Chief Executive Officer 
of Woolworths Limited. He retired from that position in 2006. Mr Corbett is a Director of the Reserve Bank of Australia, a Director of 
Wal-Mart Stores, Chairman of PrimeAg Australia Limited and Chairman of Mayne Pharma Group Limited. He is also Chairman of the 
Salvation Army Advisory Board (Australian Eastern Territory), a member of the Dean’s Advisory Group of the Faculty of Medicine at the 
University of Sydney and Member of the Advisory Council of the Australian School of Business.

GreGOrY HYWOOd

EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD (NON-EXECUTIVE) EFFECTIVE 4 OCTOBER 2010  
APPOINTED AS CEO AND MANAGING DIRECTOR 7 FEBRUARY 2011 
Mr Hywood has enjoyed a long career in the media and government. A Walkley Award winning journalist, he held a number of senior 
management positions at Fairfax including Publisher and Editor-in-Chief of each of The Australian Financial Review, The Sydney 
Morning Herald/Sun-Herald and The Age. He also held the position of Group Publisher Fairfax magazines. He was Executive Director 
Policy and Cabinet in the Victorian Premier’s Department between 2004 and 2006, and from 2006 to 2010 was Chief Executive of 
Tourism Victoria. Mr Hywood is a Director of The Victorian Major Events Company and of Trade Me Group Limited (NZ).

miCHael aNderSON

NON-EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD 2 SEPTEMBER 2010
Mr Anderson has had a long career in the radio industry including as Chief Executive of Austereo Limited from 2003 until January 
2010. Prior to becoming Chief Executive he was Chief Operating Officer and from 1997 till early 2003 he was Executive Director of 
Sales and Marketing. He began his career in sales at Austereo in 1990. During his time as Chief Executive he focussed the company 
on building strong station brands and adapting the business to the changing media market including building and maintaining market 
leadership and developing new strategic directions, focussing on target audiences and adapting to increased competition. He launched 
a nationwide digital network and Australia’s first digital radio station. He has been a leader in adapting radio to the digital era.

JaCK COWiN

NON-EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD 19 JULY 2012
Mr Cowin is the Founder and Executive Chairman of Competitive Foods Australia Pty Ltd. The company was founded in 1969. 
Competitive Foods owns and operates over 350 fast food restaurants in Australia, it also operates several food manufacturing plants 
for the supermarket and food service industries exporting to 29 countries. Mr Cowin is a Director of Network Ten Holdings Ltd, Director 
of BridgeClimb and Chandler Macleod Group Ltd, and is on the Board of Directors of Sydney Olympic Park Authority.

SaNdra mCPHee

NON-EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD 26 FEBRUARY 2010
Ms McPhee is a Director of AGL Energy Limited, Kathmandu Holdings Limited, Westfield Retail Trust and Tourism Australia. Her 
previous directorships include Australia Post, Coles Group Limited and Perpetual Limited. Prior to becoming a Non-Executive Director, 
Ms McPhee held senior executive positions in a range of consumer oriented industries including retail, tourism and aviation, most 
recently with Qantas Airways Limited.

JameS millar, am

NON-EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD 1 JULY 2012
Mr Millar is an experienced Corporate Executive, Advisor and Director of a number of companies and organisations including Mirvac 
Ltd, Jetset Travelworld Ltd and Fantastic Holdings Ltd. He is the former Chief Executive Officer and Oceania Area Managing Partner 
of Ernst & Young and was a member of the Ernst & Young Global Board. His career prior to the leadership roles at Ernst & Young 
was as a corporate reconstruction professional. Mr Millar is a director, trustee or member of a number of not-for-profit and charitable 
organisations. He has qualifications in business and accounting and is a Fellow of both the Institute of Chartered Accountants and 
the Australian Institute of Company Directors.
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Sam mOrGaN

NON-EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD 26 FEBRUARY 2010
Mr Morgan is the founder and former CEO of New Zealand’s largest online transaction site Trade Me, which was purchased by Fairfax 
Media in 2006. He is the Chairman of software company Visfleet and a Director of online business Xero. Mr Morgan was previously a 
Director of Sonar6.

liNda NiCHOllS, aO

NON-EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD 26 FEBRUARY 2010
Ms Nicholls is a Corporate Advisor and Director of a number of leading Australian companies and organisations. She is Chair of KDR 
(Yarra Trams) and a Director of Sigma Pharmaceutical Group, the Walter and Eliza Hall Institute of Biomedical Science and Low Carbon 
Australia Pty Limited. She is also on the Harvard Business School Alumni Board. She is a former Chair of Australia Post, former Chair of 
Healthscope Limited and former Director of St. George Bank Limited. Prior to becoming a professional Director, Ms Nicholls held senior 
executive positions in the banking and finance industry.

Peter YOUNG, am

NON-EXECUTIVE DIRECTOR,  
APPOINTED TO THE BOARD 16 SEPTEMBER 2005
Over the last 30 years, Mr Young has been an investment banking Executive in Australia, New Zealand and the U.S.A. He is a member 
of the Royal Bank of Scotland’s Advisory Council in Australia. He served as Chairman of Investment Banking for ABN AMRO in Australia 
and New Zealand. From 1998 to 2002, Mr Young was Executive Vice Chairman, ABN AMRO Group (Australia and New Zealand) and 
Head of Telecommunications, Media & Technology Client Management for Asia Pacific. He is currently the Chairman of Ratch-Australia 
Corporation Limited, of Queensland Investment Corporation and of NSW Cultural Management Limited. He is also Non-Executive 
Director of PrimeAg Australia Limited. He is involved in a number of community, environmental and artistic activities.

Board of directors
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