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T H E  S Y D N E Y  M O R N I N G  H E R A L D

PHOTOS1440

Dawn at Bondi Beach.  
Photo: DAllAs KIlPonEn

Fairfax’s 2013 Annual Report features 
a selection of images from The Sydney 
Morning Herald Photos1440 exhibitions 
held  in 2012 and 2013. 

There are 1440 minutes in a day. In these 
minutes photographers capture a moment. 
These moments make up a day. The exhibition 
features published and unpublished work by 
The Sydney Morning Herald’s photographers. 
Photos1440 is supported by Canon Australia 
and held annually alongside the World Press 
Photo exhibition.

Fairfax Media. Independent. Always.

Every moment of the day we are delivering quality independent journalism 
and content. While we are proud to be more than 180 years old, we are even 
prouder to be the media company leading the change, rapidly adapting 
to new ways of working, new ways of keeping people informed. Our multi-
platform media business – spanning print, online and radio – ensures our 
audiences have the information they want, when they want it. 

We’re focused on building, and profitably monetising, our large-scale 
and highly engaged news media audiences in Australia and New Zealand. 
We connect advertisers to our audiences in creative and highly effective ways. 

Working together, and with an unwavering focus on our journalism and 
content, Fairfax is implementing its strategy, simplifying operations, reducing 
costs, aggressively pursuing new revenue opportunities and improving how 
we engage with customers and audiences. 

We’re lean, agile and clear-sighted about our future. 

Fairfax is ready for today – and more prepared than ever for tomorrow.
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Important milestones for Fairfax Media’s future were achieved 
during the 2013 financial year, a year in which structural changes 
in the media industry continued to unfold. Responding to these 
changes has been, and will continue to be, our greatest priority. 
Our challenge is to develop strategies that position our Company to 
continually adapt to a world where the direction of change is clear, 
but the end point is not. 

In the 2012 Annual Report I set out a number of the elements that would 
contribute to our transformation. In 2013, we made substantial progress in 
delivering the benefits of the Fairfax of the Future program. Earnings before 
interest, tax, depreciation and amortisation (EBITDA) will benefit from the 
$311	million	of	annualised	cost	savings	that	we	are	on	track	to	deliver	by	
2015,	including	the	additional	cost	savings	announced	in	June.	We	continue	
to	work	on	further	cost	reduction	and	revenue	opportunities.

While	the	2013	result	reflected	continued	cyclical	weakness	and	structural	
change in the advertising sector, it also incorporated the first material 
contribution	from	the	implementation	of	these	initiatives.	Without	Fairfax	
of the Future, the EBITDA recorded by our businesses of $366 million 
would have been $118 million lower. 

Total Group revenue declined 8.2 per cent to $2,033.8 million from the 
prior year and the Company reported a net loss after tax of $16.4 million. 
The result included a gain of $303 million on the sale of Trade Me and 
US Agricultural businesses in the first half, and a non-cash impairment 
charge of $444.6 million predominantly from the Regional, Printing and 
Agricultural operations in the second half. This charge was necessary 
as	our	Regional	and	Agricultural	business	experienced	weaker	trading	
conditions	during	the	year	due	to	subdued	mining-exposed	markets,	
poor mining employment trends, and a downturn in national advertising. 
However, it is important to stress that there has been no deterioration in 
our mastheads’ local reach, which underpins the resilience of this business. 
Our mastheads remain highly valued by our audiences and advertisers 
in the communities we serve.

Following the write-down, the Company has net assets in excess 
of $1.8 billion. 

CHAIRMAN’s REPORT
Significant milestones were 
achieved during the year 
that contributed to our 
objective of simplifying our 
business and reducing the 
costs of our business.
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Significant milestones were achieved during the year that contributed 
to our objective of simplifying our business and reducing the costs of 
our business. Projects successfully executed included:

•	 Publication	of	weekday	editions	of	The	Age	and	The	Sydney	Morning	
Herald in a compact format from March 2013. The convenience of the 
new format has been welcomed by many of our readers and positions 
us for the planned closure of the Chullora and Tullamarine printing plants, 
scheduled	for	June	2014.	We	continue	to	expect	annual	cost	savings	of	
$44 million from the consolidation of our printing activity as we more 
efficiently	utilise	our	network	of	smaller,	more	flexible,	printing	plants.

•	 Achieving	significant	cost	reductions	through	the	outsourcing	of	contact	
centres, and reducing the real-estate footprint of our main Sydney and 
Melbourne offices.

•	 Establishing	the	Australian	Publishing	Media	division,	which	consolidates	
our	core	publishing	activities	–	spanning	metropolitan,	regional	and	
community	titles	–	resulting	in	lower	costs	and	timely	content	delivery	
to our audiences across the day. 

•	 Establishing	our	digital	transaction	businesses,	which	include	Stayz	
and RSVP, as freestanding units that have the support, resources and 
autonomy needed to deliver on their potential.

•	 Establishing	Domain	on	a	standalone	basis,	providing	investors	with	
transparency around the financial performance of the high-growth digital 
elements of the business. 

•	 Introducing	digital	subscriptions	for	smh.com.au	and	theage.com.au	with	
a metered model that allows a base level of free access.

At	our	Investor	Day	held	in	June	we	shared	insights	into	a	number	of	our	

divisions	with	investors.	We	also	announced	a	product	review.	In	early	2013,	

we published 431 publications and 337 websites, had seven radio stations 

and almost 100 apps. One element of a Board-led review of the Company’s 

products and strategy is to thoroughly review each of our products and 

the contribution made to our overall business. This is one area of a strategy 

review which has also involved the development of plans for the pursuit of 

significant new revenue opportunities. The Chief Executive Officer’s Report 

undeRlyinG neT 
PRoFiT AFTeR TAx 

$128m 

A Manly ferry approaches Circular Quay. PHOTO: BEN RUSHTON

T H E  S Y D N E Y  M O R N I N G  H E R A L D

PHOTOS1440
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STATuToRy neT loSS 
AFTeR TAx 

$16.4m 
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contains information in relation to a range of new business initiatives that 

sit	adjacent	to	our	existing	activities.	I	look	forward	to	reporting	on	our	

progress in developing these businesses in the future.

While	we	have	been	busy	transforming	the	operations	of	our	business,	
your Board has been mindful of the importance of maintaining balance 
sheet strength and flexibility through this period of industry change. 
Fairfax finished the 2013 year with net debt of $154 million, a reduction 
of $760 million over the 12 month period. Significant contributors to the 
strengthened balance sheet include the sale of the Company’s remaining 
interest in Trade Me and our United States agricultural publishing 
business, which delivered combined sale proceeds of $682.3 million net 
of transaction fees.

A	further	important	project	undertaken	by	the	Board	during	the	year	was	
a comprehensive review of remuneration arrangements. The Remuneration 
Report contains detail of the outcomes of this review, which includes 
implementation of a remuneration plan that reflects the evolution of our 
business, and is appropriate for the current period of transformation and 
consolidation. 

As we reflect on this year of change, the importance of maintaining our 
core editorial values of independence and integrity is foremost in protecting 
our mastheads and providing us a unique position in the media space in 
Australia and New Zealand. These editorial values are fundamental to the 
way we do business, and ensure our continued relevance to our audiences.

In	closing,	I	would	like	to	acknowledge	the	significant	contribution	of	
my	fellow	Board	members	–	and	the	contribution	of	our	chief	executive	
Greg Hywood, who has done an outstanding job in leading our Company 
through these challenging times. He has relentlessly and tenaciously 
pursued a strategy to secure the future of our Company using to effect 
his	many	years’	experience,	editorial	knowledge	and	standing	in	the	
media industry.

Your Board is committed to ensuring Fairfax Media is run in the best 
interests of all shareholders and that we carry our legacy with pride into 
a bright future.

Roger Corbett, AO 
Chairman

ToTAl diVidendS

2¢
FULLY FRANKED

neT deBT ReduCed By 

$760m 

TO $154m  
AT	JUNE	30
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Thousands of budgerigars in Central Australia. PHoTo: Glenn CAMPBell
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Fairfax Media has established a reputation as the undisputed leader 
in innovation and change in the traditional media sector in Australia 
and New Zealand. We have delivered some of the most significant 
structural and operational changes in our Company’s long history.

We	committed	to	you	we	would	transform	our	business	and	we	are	
meeting or surpassing all critical milestones as we implement our strategy. 
This includes developing our leading multi-media, cross-platform business 
so it operates within a simple yet effective organisational structure. 
We	are	confident	our	strategy	will	deliver	the	best	outcomes	for	our	
shareholders, customers and our audiences.

The	changes	will	ensure	Fairfax	is	a	lean	and	agile	company.	We	are	
making	all	the	necessary	decisions	to	prepare	for	what	we	know	will	be	
a predominantly digital future.

The trading environment has been challenging. Group revenue declined 
by 8.2 per cent in the financial year. Achieving an operating earnings 
before interest, tax, depreciation and amortisation (EBITDA) of $366 million 
was a challenge. Cost savings under our Fairfax of the Future program 
made a substantial contribution to operating profits. Excluding businesses 
divested during the year, underlying EBITDA was $315.7 million. Cash flow 
from trading activities was $377 million.

We	are	targeting	a	total	of	$311	million	in	annualised	cost	savings	by	fiscal	
2015 from a cost base in 2011 of $1.8 billion. If fixed production charges are 
excluded, the effective addressable cost base is $1.2 billion. 

Our simplified organisational structure, announced in April, has allowed us to 
streamline	middle	management,	share	services	and	reduce	duplication.	We	
have a strong management team committed to driving collaboration across 
the business and the aggressive pursuit of new revenue opportunities.

We	are	working	smarter.	The	newsrooms	of	The	Sydney	Morning	Herald	
and The Age have been restructured to deliver timely journalism and 
content to our audiences across the day. Our main offices in Sydney 
and	Melbourne	have	also	introduced	real-time	working	practices,	saving	
$32 million over four years. 

We	have	also	changed	the	way	we	engage	with	our	customers	and	
audiences.	We	have	moved	to	improve	our	contact	centres	through	the	
centralisation and partnering with specialist service provider TeleTech, 
which will reduce our costs in this area and result in significant savings. 

We	know	the	future	is	about	a	mix	of	both	cost	discipline	and	
revenue growth.

The turnaround of our Broadcasting business continues, having achieved 
cross-platform	benefits	in	content	and	sales.	Overall	ratings	and	market	
share have improved, with 96fm currently the highest rating station in Perth 
and	3AW	holding	its	top	spot	in	Melbourne.	

Group digital revenue increased to $295 million and now comprises 14 per 
cent of total revenue. One new source of digital revenue, introduced just 
after the end of the 2013 financial year, is digital subscriptions for The Sydney 
Morning	Herald	and	The	Age.	On	22	August	2013,	we	told	the	market	
that the two mastheads had 68,000 paid digital subscribers and 98,000 
bundled	print	and	digital	subscribers,	tracking	ahead	of	expectations.

CHIEF ExECUTIVE OFFICER’s REPORT
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Businesses such as Domain continue to go from strength to strength. 
Domain grew the number of real estate agents with listings by 21 per cent. 
Digital growth was a highlight, with investment in mobile apps paying off in 
strong performance. At Fairfax we have exposure to more than $300 million 
of real estate-related revenue, and we have the brand, the expertise and the 
commitment to build the Domain business.

During the year we announced a new organisational structure, one element 
of which is the consolidation of our core publishing activities into the new 
Australian	Publishing	Media	division.	This	division	is	led	by	Allen	Williams,	who	
previously ran our New Zealand business and before that held several senior 
positions in the Company’s regional operations. The formation of Australian 
Publishing Media allows us to reduce duplication through a more ordered 
grouping of our businesses and activities, and to drive additional revenue by 
leveraging	our	core	business	–	news,	business	media,	lifestyle	and	community	
media	–	and	extensive	portfolio	of	media	assets.

We	have	also	formed	a	Digital	Ventures	unit,	with	a	new	management	
structure that is empowered to deliver the full potential of our digital 
transaction	businesses	such	as	Stayz	and	RSVP.	These	are	both	market-leading	
transactions businesses that generate strong margins.

Parkour	group	in	Parramatta.	PHOTO:	WOLTER	PEETERS

We are confident our 
strategy will deliver the 
best outcomes for our 
shareholders, customers 
and our audiences.‘‘

‘‘

undeRlyinG 
eBiTdA  
excluding businesses divested

$315.7m 

CASHFloW FRoM 
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We	have	a	proven	track	record	of	growing	smaller	digital	businesses.	
We	will	continue	to	look	at	our	digital	businesses	and	new	opportunities	
in terms of both value and earnings. 

We	are	also	pursuing	several	revenue	opportunities	where	we	will	take	an	
existing niche presence that sits within Fairfax, imposing more structure 
around our activities, and building a substantial business:

•	 Events	–	Fairfax	currently	generates	more	than	$25	million	of	revenue	
a year from Events across the Group, and real potential exists to expand 
these activities. Our Events activities are currently structured as an 
adjunct to our other businesses, and have succeeded because we 
only organise events that leverage Fairfax’s audiences and capabilities. 
Our broad reach provides a real boost to mass participation events such 
as fun runs and ocean swims, while The Australian Financial Review 
leverages our strong content, editorial positions and brands through 
events	including	the	Future	Forums	and	Women	of	Influence.	We	also	
do well organising events in verticals where we have a leading presence, 
such as the connection between Good Food Month and our Good Food 
Guides.	We	see	a	three	to	five	year	opportunity	to	build	a	business	that	
is several times larger than our existing Events activities;

•	 Content Marketing	–	there	is	a	significant	revenue	opportunity	
for a separate business arm that produces and supplies content for 
third-party customers, including provision of content for third-party 
newsletters,	websites	and	apps.	Today,	around	25	per	cent	of	marketing	
budgets	in	Australia	are	allocated	to	content	marketing,	with	spend	in	
the area growing at around 20 per cent annually. As Fairfax has strong 

City2Surf	in	William	Street. PHOTO: STEVE CHRISTO

Through a period of great 
structural change, Fairfax has 
maintained its core vales of 
independence and integrity.‘‘

‘‘
T H E  S Y D N E Y  M O R N I N G  H E R A L D

PHOTOS1440
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capabilities in content creation and distribution to mass audiences, as 
well as digital step-outs such as Essential Baby, we are well-placed to offer 
clients	real	differentiation	in	their	content	marketing;

•	 Small to Medium Enterprise (SME) Digital and Marketing 
Services	–	leveraging	our	strong	local	sales	relationships	with	clients,	
particularly in regional Australia, we will assist smaller businesses to build 
an	online	marketing	presence.	Our	local	websites,	Facebook	presence	
and content will all be utilised as we provide a suite of integrated 
marketing	services.	This	is	an	area	where	Fairfax	already	has	expertise	as	
we provide these services to 4,000 SME clients, with plans to expand the 
product offering and the client base; and

•	 Data	–	audience	insights	will	drive	revenue	and	deliver	increased	
advertising	yields.	We	are	making	the	investment	required	–	in	
terms	of	both	systems	and	human	resources	–	to	deliver	advertisers	
greater insight into our audience, and more tailored, higher value, 
advertising opportunities.

I	have	recently	visited	many	parts	of	Fairfax	to	speak	with	as	many	of	our	
8,400	employees	as	possible.	What	struck	me	was	the	overwhelming	
enthusiasm for what we do. 

Through a period of great structural change, Fairfax has maintained its core 
values of independence and integrity.

The dimensions of change have put enormous stress on our people. 
I	would	like	to	thank	them	for	their	resilience	and	positive	attitude	through	
a	difficult	period.	We	are	resolutely	confident	that	our	collective	efforts	will	
deliver a prosperous future.

Our teams are now in place and clear about their responsibilities. 
They will drive real change through the business and be held accountable 
and appropriately recognised for delivering results in our efforts to reduce 
costs and develop new revenue opportunities.

I	am	pleased	with	the	progress	we	are	making	on	our	journey.

We	will	continue	to	implement	our	strategy	with	great	confidence.

Greg Hywood 
Chief Executive Officer & Managing Director

undeRlyinG 
eBiTdA  
for continuing businesses 

(excludes Corporate/Other)
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Fairfax Media operates within a commercial model. Ensuring the Company’s 
financial sustainability is critical to our ability to continue to provide long-term 
benefits to the community. Our financial sustainability cannot be separated from 
our corporate social responsibility. Sustainability begins with being financially 
sustainable and serving shareholders’ interests so as to be able to fulfil our 
business objectives and serve our communities.

Fairfax has a long and proud history of serving local communities with high-quality 
independent	content	–	across	print,	digital	and	radio	–	in	Australia	and	New	Zealand.

Fairfax has deeply engaged audiences. Quality independent journalism is a central part 
of Fairfax’s strategy to build, and profitably monetise, its large and highly engaged news 
media	audience.	We	have	now	successfully	introduced	digital	subscriptions	for	The	Sydney	
Morning Herald and The Age. This initiative enhances resources and so too our ability to 
continue to serve our audiences with quality content.

What	we	do	as	a	business	contributes	in	a	very	meaningful	way	to	community	and	to	open	
government	–	the	bedrock	of	an	effective	functioning	democracy.	Fairfax	facilitates	public	
debate on important issues, holds leaders and people of power and influence to account, 
and informs the communities we serve. 

There	is	a	reason	the	media	are	called	the	‘fourth	estate’	–	after	the	parliament,	the	judiciary	
and	the	bureaucracy.	Like	us	or	loathe	us,	we	are	an	important	pillar	of	a	healthy	society.	
Our	job	is	to	ask	the	questions	that	often	people	don’t	want	asked.	We	take	seriously	our	
responsibility	to	the	communities	we	serve.	We	strive	to	be	as	accurate	and	as	fair-minded	
in	our	reporting	as	possible.	At	Fairfax,	we	have	set	up	internal	processes	to	make	this	
happen and embrace self-regulation for the industry, which we fund extensively.

The business changes being implemented at Fairfax over the past year are all about 
ensuring	the	sustainability	of	the	important	work	we	do	amid	very	real	structural	and	
cyclical	challenges	in	the	media	industry,	both	locally	and	abroad.	We	are	taking	steps	
to ensure the Company is structured and operated in a sustainable way.

sUsTAINABILITY AND  
CORPORATE sOCIAL REsPONsIBILITY

2012 Cole Classic at Manly’s Shelly Beach. PHOTO: PETER RAE

T H E  S Y D N E Y  M O R N I N G  H E R A L D

PHOTOS1440
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Fairfax	is	well	into	its	three-year	journey	of	transformation,	meeting	or	exceeding	all	key	
milestones	to	date.	This	puts	us	in	a	strong	position	to	continue	our	important	work	to	
deliver	the	key	areas	of	corporate	social	responsibility	that	we	as	a	media	business	have	
identified as being integral to the privileged role that news publishers have in the community. 

The	four	key	areas	are:
•	 editorial	integrity;
•	 environment;
•	 people	and	culture;	and	
•	 community.

EDItoRIAl IntEgRIty
Fairfax is proud of its quality independent journalism. We will continue to 
maintain our uncompromising approach to media ethics and integrity.

Fairfax	journalists,	producers	and	editors	relentlessly	seek	out	the	truth.	

Fairfax has a long-standing commitment to delivering balanced and accountable 
journalism that is in the public’s interest.

InFluEnCIng ChAngE AnD thE soCIAl AgEnDA

During the past year, Fairfax editorial content in print, radio, online, mobile and video has 
brought urgency to several important public debates and meaningful context to the most 
pressing issues facing our audiences in Australia, New Zealand and around the world.

Some examples of such journalism are below.

violence in Kings Cross

In	July	2012,	The	Sydney	Morning	Herald	led	a	march	to	hold	local,	state	government	
and industry bodies accountable when community concern about violence in Sydney’s 
CBD	reached	a	climax	after	an	18-year-old	died	after	a	random	attack	on	him.	The	Sydney	
Morning Herald used its digital resources to give the community a voice. The Safer Sydney 
campaign came to a head with a community forum held at Sydney’s Town Hall. A panel 
including	Lord	Mayor	Clover	Moore,	federal	MP	Malcolm	Turnbull,	NSW	Hospitality	Minister	
George Souris and members of the police and hotel associations answered questions 
from the hundreds in attendance and the thousands watching via smh.com.au. The tag 
#safersydney trended on Twitter.

suicide Prevention

The Border Mail’s Ashley Argoon produced a series of stories about mental health in 
regional	Australia	that	won	her	the	Walkley	Young	Australian	Journalist	of	the	Year	as	well	
as the category award for text-based journalism. The Border Mail’s year-long campaign, 
“Ending the Suicide Silence”, led to an announcement that the youth mental health service 
Headspace would open an Albury facility in November 2014.

Child Abuse

Joanne	McCarthy	from	The	Newcastle	Herald	was	awarded	the	Graham	Perkin	Australian	
Journalist	of	the	Year	for	her	investigations	and	reporting	of	abuse	within	the	Catholic	
Church	in	the	Hunter	Valley.	Her	work	helped	bring	about	a	Royal	Commission	into	
child sex abuse.

Commenting	on	McCarthy’s	work,	the	judges	said	she	showed	“relentless	campaigning	
spirit on behalf of the victims of sex abuse in the Catholic Church in the community in which 
she	lives	in	a	series	of	reports,	features	and	opinion	pieces.	This	kind	of	story	is	hard	to	tell	on	
a big newspaper and requires guts to pursue on a regional one. She never gave up.”
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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.

CoMMunIty EDuCAtIon

Fairfax	makes	an	important	contribution	to	environmental	sustainability	by	educating	
and informing the community about environmental issues through editorial coverage 
of important issues such as climate change and water conservation.

The Sun-Herald was the only newspaper to board the supertrawler Abel Tasman as part 
of	reporting	on	the	related	environmental	and	political	debate.	When	the	Coonabarabran	
fires happened, Fairfax sent a reporter and photographer to cover the events. The same 
team	tracked	progress	as	the	community	began	to	rebuild.	Over	the	year,	The	Sun-Herald	
reported	on	issues	at	Sydney	Water,	the	Department	of	Health	and	NSW	Police,	and	
worked	with	Taronga	Zoo	to	raise	awareness	of	animal	conservation	and	animal	adoption.	
The same masthead also raised awareness of organ donation by following six recipients for 
12 months and telling their stories.

In	Canberra,	politicians	and	decision-makers	have	found	The	Canberra	Times’	‘Send	Them	
Home	Safe’	campaign	on	workplace	safety	impossible	to	ignore.	The	campaign	began	in	
November	2012	with	a	page-one	exclusive	revealing	the	extent	to	which	the	ACT	WorkSafe	
inspectorate’s funding, staff and capacity had been downgraded over recent years, and 
had	possibly	contributed	to	the	ACT	losing	four	workers	to	shocking	construction	accidents	
in the space of a year, and recording the nation’s worst serious injury rate.

The Canberra Times’ campaign raised public awareness of the issues and helped to 
prompt	the	ACT	government	to	take	action	and	accept	all	28	recommendations	arising	
from its independent inquiry into construction industry safety standards.

Consistent with its strong editorial stance on sustainability and water conservation, 
The	Age	worked	with	RMIT	to	showcase	environmental	awareness	initiatives.

EnERgy AuDIt & EMIssIons tARgEt

Energy	efficiency	is	a	cost	saving	measure	and	a	key	part	of	our	carbon	footprint	reduction.

Fairfax is on target to meet its emissions reduction commitments 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 its technology 
infrastructure and usage.

In 2011, Fairfax made a commitment to reduce its carbon emissions by 20 to 25 per cent 
by 2020. Under the NGER Act 2007, Fairfax reported to the Clean Energy Regulator 
that, from 2011 to 2012, it had already achieved a 9.6 per cent decline of its Scope 1 and 
Scope 2 Greenhouse Gas (GHG) emissions.

The	Company	is	achieving	its	overall	target	through	a	number	of	key	projects,	which	include:

•	 Replacement	of	high-energy-use	lighting	at	10	of	its	regional	printing	sites	with	low-
energy CFL and LED lighting. The project attracted 33 per cent Government funding 
under	the	Clean	Energy	Investment	Program.	We	will	replace	more	than	1,070	light	
fittings and reduce our carbon emissions from high-energy lighting by about 67 per cent 
at those sites.

•	 Consolidation	of	printing	assets,	including	the	closure	of	the	large-scale	Tullamarine	
and Chullora print sites by mid-2014 and moving printing to smaller, more energy-
efficient regional sites which will contribute to a reduction in our carbon emissions.
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•	 Review	of	property	assets	and	office	accommodation.	This	has	seen	a	reduction	in	floor	
space requirements at our main offices in Sydney and Melbourne. Fairfax-utilised floor 
space will be reduced by two floors at One Darling Island in Sydney and three floors 
at	Media	House	in	Melbourne.	The	review	is	also	looking	into	effective	utilisation	of	all	
properties within the Fairfax Group across both Australia and New Zealand, which will 
further reduce the Company’s energy requirements and carbon emissions.

In addition to these projects, our ongoing commitment to recycling and waste 
management minimisation programs continues.

EnvIRonMEntAl IMPACts oF nEwsPAPER PRIntIng

The print industry continues to invest in a program to educate the public about recycling 
and	newsprint	recovery	programs,	with	support	from	industry	group	The	Newspaper	Works.

Along	with	the	Commonwealth	and	leading	newsprint	supplier,	Norske	Skog,	our	industry	
is also a co-signatory to the National Environmental Sustainability Agreement.

Fairfax	continues	to	promote	sustainable	technologies	and	materials	such	as	inks	with	
a vegetable oil base. All of the newsprint used by Fairfax comes from sustainable plantations.

In	the	calendar	year	2012,	the	Australian	market	recycled	78	per	cent	of	its	newsprint,	
a result that mirrored its achievement in 2011.

FAIRFAX PRIntIng AnD thE EnvIRonMEnt

Fairfax is a member of the Publishers National Environment Bureau (PNEB), part of an 
association	of	Australia’s	leading	newspaper	and	magazine	publishers	known	as	The	
Newspaper	Works	that	has	been	working	since	1990	to	promote	the	sustainable	recovery	
of	old	newspapers	and	magazines.	Since	The	Newspaper	Works	was	established,	disposal	
of newsprint in landfill has decreased by 40 per cent at a time when landfill volumes 
increased	significantly.	Just	0.65	per	cent	of	landfill	volume	now	constitutes	newsprint.

Australia has been widely recognised as having one of the highest newspaper recycling 
rates	in	the	world.	Fairfax,	in	conjunction	with	the	PNEB,	has	been	working	continuously	
to promote the sustainable recovery of old newspapers and magazines. Together, we 
have been able to help lift Australia’s newspaper recycling rate from 28 per cent in 1990 
to a recycling rate of almost 78 per cent in 2012.

Fairfax is focused on reducing waste while reusing recycled materials in the printing 
process.	We	are	continuing	to	explore	and	implement	creative	and	effective	ideas	to	
reduce our carbon footprint and consumption of water.

optimising our printing operations

The	move	to	compact-size	of	The	Age	and	The	Sydney	Morning	Herald	weekday	editions,	
with	the	weekend	editions	to	go	compact	in	2014,	enables	the	closure	of	two	of	our	large	print	
facilities.	We	will	consolidate	printing	more	efficiently	into	our	network	of	14	printing	sites.

Fairfax will move printing of its two major Australian metropolitan mastheads, The Age 
and	The	Sydney	Morning	Herald,	to	Ballarat	in	Victoria	and	North	Richmond	in	NSW	
respectively, in 2014. This will boost productivity in these regional Australian towns.

Fairfax print facilities continue to proactively manage waste minimisation, recycling, water 
management	and	energy	efficiency.	Each	print	facility	monitors	and	sets	weekly	targets	for	
the	reduction	of	newsprint	and	ink-related	waste.	Sites	are	benchmarked	against	each	other	
and the wider industry to ensure that best practice processes and efficiencies are in place. 
In the 2013 reporting year, Fairfax’s printing plants reduced printed waste by 17.74 per cent 
over the previous year. That reduction was achieved through a combination of reduced 
print volumes and improved efficiencies at all print sites. 
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Environmental benefits of real-time working

Following	the	implementation	of	real-time	working	at	our	main	Sydney	and	Melbourne	
offices, we have significantly reduced our real-estate footprint by optimising the use of space 
to	better	align	with	desk	usage	and	adopting	more	contemporary	working	practices.

The	move	to	real-time	working	has	produced	environmental	returns	in	the	form	of	
recycling	stationery,	work	stations	and	computer	technology.	As	the	Sydney	and	
Melbourne	offices	have	adopted	real-time	working,	several	charities	have	benefited	from	
donations	of	surplus	equipment	as	well	as	some	cash	raised	by	staff.	For	example,	the	NSW	
Department of Education and Grace Removals assisted with the distribution of 300 under-
desk	pedestal	units	that	were	donated	to	schools	in	the	community	that	were	in	need.

PEoPlE AnD CultuRE
A diverse, innovative and engaged workforce is important in enhancing the 
quality and creativity which underpins our brands and businesses. 

Fairfax is in the middle of a significant transformation and understands its business has 
a predominantly digital future. The transformation involves a three-year restructuring program 
that	will	see	the	workforce	reduced	to	about	8,000	and	the	adoption	of	new	business	
practices	and	behaviours.	We	are	on	track	to	deliver	total	annualised	cost	savings	of	$311	million	
by 2015. In addition, there are several new revenue streams that are actively being pursued. 

Despite headcount reductions, we’ve implemented smarter processes, and overall 
efficiency and output has increased in many business areas. A new digital-facing 
way	of	working	and	greater	sharing	of	content	within	our	Australian	metropolitan	
newsrooms has seen a reduction in staff numbers of about 22 per cent within the editorial 
departments.	Smaller	teams	of	producers	are	now	working	across	print,	online	and	the	
tablet app, replacing traditionally fractured sub-editing roles and removing production 
silos. Reporters are filing digital-first stories throughout the day, increasing original content 
by 25 per cent on these platforms. Common publishing systems across all metropolitan 
publishing platforms allow news lists and all content across digital and print to be shared 
seamlessly, resulting in increased efficiency.

Some	more	key	figures	about	our	people:

•	 730	employees	in	Australia	use	Fairfax-subsidised	gym	facilities.

•	 2106	employees	in	Australia	and	New	Zealand	took	up	the	offer	of	a	free	flu	vaccination.

•	 827	employees	participated	in	the	Fairfax-managed	fun	runs	and	swim	events	offered	
free of charge to staff.

•	 Established	in	1959,	the	Fairfax	Foundation	operates	separately	from	the	business	for	the	
purpose of helping current and former Fairfax employees and their dependents. During 
the past financial year, the Foundation has provided financial grants, loans and other 
benefits to the value of $359,251.

•	 Fairfax	continued	to	offer	independent	external	assistance	and	counselling	services	to	
all Fairfax employees and their immediate families, as well as an independent external 
“whistleblower” hotline for staff to report concerns about ethics and harassment.
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EngAgEMEnt

Maintaining and improving staff engagement is important to our ability to attract and 
retain	talented	people	and	to	deliver	on	our	business	strategy.	We	obtain	staff	feedback	
via annual comprehensive staff surveys, interim pulse surveys, our company intranet, and 
annual	performance	reviews.	We	benchmark	staff	engagement	levels	and	set	clear	goals	
for improvement.

Our	annual	company-wide	alignment	and	engagement	staff	survey,	held	during	July	
and August 2012, received a response rate of 63 per cent.

Compared with last year, the survey revealed improved understanding by staff and better 
communication by senior management of the Company’s strategic direction. Focus groups 
across	the	business	identified	“investment	in	people”	as	a	key	area	of	focus	for	the	year	to	
further improve results. Initiatives to address this focus area included the introduction of reward 
and recognition programs, improved communication around learning and development 
programs,	and	the	implementation	of	a	new	performance	management	framework.

CultuRE & vAluEs

Following the launch of Fairfax’s Culture and Values program in 2012, several initiatives have 
been underway to embed our values. Initiatives include integrating company values into 
our performance management system, which brings a focus on both our business and 
behavioural goals. Recognition awards have also been established to commend employees 
for outstanding achievement, behaviours and contributions to the Company in line with 
Fairfax’s Culture and Values.

Our values and cultural drivers are also embedded within our internal projects. For example, 
many of our internal programs such as the Fairfax Mentoring Program and our Leadership 
Development programs emphasise teaching, role-modelling and demonstrating Fairfax’s 
Culture and Values. In 2013, about 475 employees participated in leadership programs 
across the business, while 572 employees participated in Fairfax’s mentoring programs.

REAl-tIME woRKIng

Real-time	working	is	a	set	of	physical,	behavioural	and	technological	strategies	that	enable	
more	flexible	and	efficient	work	practices	by	individuals	and	teams.	It	recognises	a	wide	
spectrum	of	work	styles	and	acknowledges	that,	on	any	given	day,	people	will	have	
different activities that require varying levels of concentration or collaboration.

Real-time	working	is	supported	by	appropriate	tools	such	as	wireless	and	cloud	IT	solutions.

Real-time	working	has	provided	Fairfax	with	a	workplace	that	is	much	more	flexible	and	
adaptive to the needs of our people.

woRKPlACE sAFEty

Fairfax	has	continued	to	improve	its	workplace	safety	record	during	the	past	12	months.	
The number of Lost Time Injuries has decreased, and the Company’s commitment to injury 
management	and	return	to	work	processes	has	improved.	This	is	reflected	in	reductions	
in	Workers	Compensation	premiums	since	2009.

Lost Time Injury frequency rates have increased slightly during the past 12 months as 
a result of reduced employment hours attributed to staff reductions.

The Company has also introduced a new internal safety auditing process that aligns with 
the Australian and New Zealand National 4801 Safety Standards. The audits will be in 
addition to operational site audits and will assist the organisation to achieve best practice 
in	Work	Health	and	Safety	and	compliance.
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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
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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. 

Fairfax’s management and sponsorship of events such as City2Surf (Sydney), City2Sea 
(Melbourne) and City2South (Brisbane) have continued to raise important funds for their 
charity partners. Participants in the many Fairfax events run throughout the past 12 months 
have raised more than $6 million for the various charities associated with each event.

These community events are an important way that the Company builds and maintains 
key	partnerships	with	charities,	clubs	and	associations.

In	July	2013,	The	Sun-Herald	City2Surf	celebrated	reaching	$20	million	in	charitable	
funds	raised	since	its	inception,	making	it	one	of	the	most	successful	initiatives	of	its	
kind	in	Australia.

Race	Director,	Rebecca	Wilmer,	said:	“The	City2Surf	and	its	associated	sister	events	have	
become incredibly important fundraising drives for hundreds of charities across the 
country. For some, they are the biggest initiatives of the year. The events give them the 
opportunity to raise much-needed funds and awareness for their cause.

“Through	initiatives	like	the	City2Surf	Gold	Charity	program,	there	is	now	the	opportunity	
for participants to apply even more of a focus on fundraising, and each year we’re seeing 
this continue to grow.”

The Sun-Herald City2Surf is an integral part of the community, and the world’s biggest run 
with 85,000 participants last year. The Sun-Herald also hosts the SurfSwim and Run4Fun.

In	supporting	and	promoting	active	lifestyles	of	all	kinds,	Fairfax	through	its	masthead	
The Sydney Morning Herald, is also proud to be part of Australia’s longest-running and 
largest	ocean	swim	–	the	Cole	Classic.	The	carnival,	held	in	conjunction	with	Manly	Life	
Saving Club, continues to grow in popularity and this year attracted more than 3,800 
swimmers.	Families	are	encouraged	to	take	part	in	The	Sydney	Morning	Herald	Sun	Run	
which is held on the day before the swim. Together, these two events raised $224,511 for 
more than 700 charities.

In New Zealand, Round the Bays, which started in 1972 with 1,200 participants, is co-
owned	by	Fairfax	Media	and	the	Auckland	Joggers	Club.	The	8.4km	run,	which	follows	the	
contours	of	Auckland’s	Waitemata	harbour,	has	grown	to	more	than	70,000	participants	
each year. It is one of the world’s largest fun runs and New Zealand’s largest mass 
participation sporting event.

Each year, several charities receive donations of about NZD$120,000 from the race. 

In the past decade, about NZD$1.5 million has gone to a range of charitable causes 
supporting	the	health,	well-being	and	development	of	Auckland’s	children	via	
Round the Bays.

ChARItABlE ContRIButIons

There are many heroic organisations that perform vital roles of protection and support 
in our communities, and which have raised needed funds for hundreds of special groups 
and	projects.	We	are	proud	to	have	helped	many	hundreds	of	organisations	during	the	
past 12 months.
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Fairfax	contributed	in	excess	of	$6	million	in	cash	and	kind	to	a	range	of	charitable	and	
community causes during the year. These contributions help Fairfax form connections 
in communities in which its mastheads, radio stations and brands operate in.

For	example,	the	Fairfax	Radio	Network	(FRN)	supports	communities	its	radio	stations	
broadcast to. FRN does so by becoming involved in a range of community-based activities, 
sponsorships, community service announcements and through the participation by our 
staff in community events. 

FRN stations also assisted hundreds of non-profit organisations by providing community 
service announcement airtime. 

In addition, FRN’s national content distribution company, Fairfax Radio Syndication, supplied 
commercial distribution and campaign monitoring for a number of charities free of charge.

In New Zealand, Fairfax sponsors several nation-wide causes as well as running its own 
successful	charities.	Each	year,	via	the	Ports	of	Auckland	Round	the	Bays,	it	donates	about	
NZD$110,000 to a range of charities involved in the well-being and education of children. 
The	Fairfax	First	Books	program	puts	four	picture	books	a	year	into	the	hands	of	every	
child	at	more	than	80	kindergartens	across	New	Zealand	to	foster	a	love	of	reading	and	
build	early	literacy	skills.

In 2012, Fairfax’s New Zealand division launched Creative Spirit (creativespirit.org.nz), an 
employment program designed to boost employment of people with disabilities, starting 
with businesses in the creative communication space. And Fairfax has started in its own 
Auckland	office	by	employing	two	administration	staff	who	job-share	30	hours	a	week	
and who, since joining the Company in March 2012, have become valued team members. 
Since Fairfax launched Creative Spirit, several advertising and media agencies have signed 
on and are employing people with disabilities as part of the program.

Fairfax workplace giving Program – More than words

Fairfax’s	Australian	businesses	participate	in	a	workplace	giving	program,	More	Than	
Words,	which	started	in	2005.	The	program	encourages	and	enables	employees	to	donate	
part of their pre-tax salary to a range of nominated charities. Through the program, more 
than $739,000 has been donated since 2005.

literacy programs

One	area	in	which	Fairfax	believes	its	news	outlets	are	particularly	well-placed	to	make	
a	difference	is	literacy.	Last	year,	over	the	course	of	24	weeks,	The	Sunday	Age	and	The	
Sun-Herald campaigned strongly on the importance of reading by challenging students 
around	Victoria	and	NSW	to	read	12	books	in	six	months.	The	challenge,	known	as	The	
Premier’s Reading Challenge, is a team effort at home, in school and through the masthead.

The	Fairfax	First	Books	program	is	improving	early	childhood	literacy	in	New	Zealand.	

Boots For Kids 

Young people feature prominently in Fairfax’s scope of charitable support. A recent initiative 
started with a casual conversation between The Age football writer Michael Gleeson and 
former Collingwood and All-Australian player Leon Davis about indigenous children who 
had never owned a pair of footy boots but loved the game passionately. Known as Boots 
for Kids, the program encourages families in Victoria to donate their children’s used footy 
boots	for	use	in	remote	indigenous	communities	in	the	Northern	Territory	and	Western	
Australia	where	kids	play	barefoot.	
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DIvERsIty

Diversity in employment is a crucial issue these days. Diversity of gender, ethnicity and 
able-bodiedness creates diversity of thought. That diversity of thought is exactly what 
companies	like	ours	need	especially	in	times	of	transformation.

Even though the newspaper industry has historically demonstrated a bias in favour of 
men in senior roles, our organisation employs many women in senior editorial and general 
management positions. There is still room for more diversity. Fairfax wants to encourage 
even	more	women	to	take	on	leadership	roles	within	the	Company	while	still	ensuring	that	
promotion is based on merit rather than quotas.

Last	year,	The	Australian	Financial	Review	partnered	with	Westpac	to	run	the	inaugural	
100	Women	of	Influence	Awards,	which	was	launched	with	a	keynote	address	by	then	
Prime	Minister	Julia	Gillard.	The	program	identified	Australia’s	100	Women	of	Influence	
during	a	10-week	editorial	campaign	across	10	categories.

In	2013,	the	100	Women	of	Influence	further	cemented	its	standing	as	an	awards	program	
of note, culminating in a gala event and awards ceremony in October in Sydney.

Fairfax	in	New	Zealand	and	Westpac	New	Zealand	have	also	entered	into	an	exciting	
partnership that aims to recognise women who have demonstrated outstanding 
achievements	and	used	their	influence	to	make	a	positive	impact	on	New	Zealand	society.

The	NZ	Women	of	Influence	awards	is	an	annual	program	that	identifies	the	60	most	
inspiring women of New Zealand across a broad range of categories: management & 
business; local & regional; entrepreneur; community service & social enterprise; innovation 
& science; and emerging leader. The emerging leader category is run through Fairfax’s 
Stuff.co.nz brand.

The	NZ	Women	of	Influence	program	was	launched	on	June	26	this	year.	Nominations	
ran until August 25, with winners to be announced and celebrated on October 23.

By recognising women in a broad range of roles, we hope to not only celebrate their 
successes and contribution to New Zealand and Australia but also to encourage other 
women	to	make	a	difference.

Following	the	external	programs	in	Australia	and	New	Zealand,	Fairfax	Women	of	Influence	
has recently been rolled out internally at Fairfax to recognise and celebrate the successes 
of our female staff. Through the program, female staff will have the chance to learn from 
some	of	the	external	program	finalists	and	winners	through	workshops,	seminars,	and	
leadership	programs.	The	Fairfax	Women	of	Influence	awards	recognise	our	female	
employees in six categories: young leader; community leadership; public agenda setting; 
leadership; innovation; and change champion.

Our	involvement	in	Women	of	Influence	is	an	important	step	towards	encouraging	greater	
acceptance of the importance of diversity in employment.
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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; a member of the 
Advisory	Council	of	the	Australian	School	of	Business;	Chairman	of	the	University	of	New	South	Wales	Centre	for	Healthy	Brain	
Ageing Advisory Board and a member of the Australian Indigenous Chamber of Commerce Advisory Board.

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.

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.	During	his	time	as	Chief	Executive	he	focused	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,	focusing	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 and is a Director of Oztam Pty 
Limited and Ooh Media.

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 Limited. 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,	Director	of	BridgeClimb	and	Chandler	Macleod	Pty	Limited,	and	is	on	the	Board	of	Directors	for	
Sydney	Olympic	Park.	

BOARD OF DIRECTORs



BOARD OF DIRECTORs

FAIRFAX MEDIA LIMITED 2013 23

SANDRA MCPHEE, AM 
non-exeCuTiVe diReCToR,  
APPoinTed To THe BoARd 26 FeBRuARy 2010

Ms	McPhee	is	a	Director	of	AGL	Energy	Limited,	Westfield	Retail	Trust,	Kathmandu	Holdings	Limited	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. 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	currently	a	Director	of	Jetset	Travelworld	Limited,	Mirvac	Limited	and	Fantastic	Holdings	Limited,	as	well	as	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.

SAM MORGAN 
non-exeCuTiVe diReCToR,  
APPoinTed To THe BoARd 26 FeBRuARy 2010

Mr Morgan is the founder, former CEO and now a Director of Trade Me Limited, New Zealand’s largest online transaction site. 
He is the Chairman of software company Visfleet and a Director of listed online business Xero Limited. 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	Medical	Research	
and Low Carbon Australia Pty Limited. 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,	Mrs	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	USA.	He	is	
currently	the	Chairman	of	Barclays	Australia	and	New	Zealand.	He	was	a	member	of	the	Royal	Bank	of	Scotland’s	Advisory	
Council	in	Australia.	He	also	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 also currently the Chairman of Queensland 
Investment Corporation, and a Director of PrimeAg Australia and the Sydney Theatre Company, as well as a member of the 
Queensland Art Gallery Board of Trustees. He is involved in a number of community, environmental and artistic activities.




