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our independent journalism 
and QualitY content Keeps 
people informed and connected 
– and We have been doing 
it for more than 180 Years. 
We are a trusted voice, informing, 
engaging and entertaining audiences and 
communities in Australia and New Zealand 
via our newspapers, websites, radio stations, 
events and dynamic digital venues.

Every day thousands of our reporters 
connect millions of people with our news 
and media business. They perform their jobs 
with independence, insight and integrity.

All of this is possible because our audience, 
our customers, are at the centre of everything 
we do. And our advertisers know it.

Every day Fairfax becomes a stronger 
company. We are a more agile, more 
focused, more digital-centric media business.

Fairfax is ready for today and more prepared 
than ever for tomorrow as we grow and 
extend our media core into a broadly based 
services business – spanning marketing, 
property, data, entertainment and beyond 
– to sustain the important work we do.

independent. alWaYs.

fairfax media
is at the heart of 
conversations that matter.
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//pursue
conversations that matter.

// eddie obeid confronted bY media after icac 
inQuirY appearance in februarY 2013.
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independent. alWaYs.

i often thanK mY 
lucKY stars that 
i became a journalist 
With the sYdneY 
morning herald. 
It is both a joy and a privilege to have a job where 
you know your endeavours can actually make 
a difference to society. A train driver recently 
jumped out of his cabin, slapped me on the 
back and told me: “We are all behind what you 
do!” The fact that our readers support us in 
our efforts is both heartening and energising. 
We are the public’s eyes and ears. We are their 
conscience. What we do, we do for them.

Investigative journalism is flourishing because 
Fairfax Media is unflinching in its desire to 
support and promote the kind of work that 
we do. If The Sydney Morning Herald’s motto 
is “Independent. Always.”, mine is “Fearless. 
Always.” And if I am afraid, I don’t let on because, 
if journalists don’t shine a light on serious 
corruption, who will?

// Kate McClymont

Investigative Journalist,  
The Sydney Morning Herald

PHOTO: ROB HOMER
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independent. alWaYs.

everY daY our journalists 
use their immense talents 
to touch the lives of 
more than tWo million 
neW Zealanders. 
They welcome us into their lives, allowing us 
to tell their stories and champion their causes 
in our newspapers, websites and magazines. 
Our 600 journalists are in every community 
in New Zealand. They make up the biggest 
news force in the country and are united as 
a virtual team – One Newsroom – producing 
the highest-quality journalism for our audiences 
in a range of compelling and innovative ways. 

They cover the issues and achievements that 
matter, from what’s going on in small towns 
to holding the nation’s most powerful people 
to account. 

They work across our digital and print platforms. 
They offer our audiences a strong voice 
through the community digital platform Stuff 
Nation where they contribute their own stories 
and opinions for publication on New Zealand’s 
biggest news site stuff.co.nz. By putting our 
audiences and customers at the heart of 
everything we do, we can build a sustainable 
digital-centric business for the future while 
keeping our communities strong and vital.

// Sinead Boucher
Group Executive Editor,
Fairfax Media New Zealand
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//create
conversations that matter.

neW Zealand’s lorde relishes her time 
in the spotlight as a pop music sensation. PHOTO: CYBELE MALINOWSKI
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//voice
conversations that matter.

//orphan and sex abuse victim graham rundle Wrote  
a booK titled ‘44’. he also told his storY to journalist 
joanne mccarthY for a profile in julY 2014. PHOTO: JONATHAN CARROLL
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independent. alWaYs.

We are proudlY parochial 
– the voice of the hunter 
– and With that comes 
great responsibilitY. 
The Newcastle Herald’s mantra is local 
stories about local people and local events. 
We celebrate, commiserate, agitate, investigate, 
advocate and, most importantly, we participate. 
And we are doing it across more platforms 
and reaching more people than ever. Regional 
newspapers are different from metropolitan 
mastheads, but their positive message can 
be even more powerful. 

It’s no longer enough to set the agenda; 
we sometimes need to shift the agenda. 
We must stand up for our communities, battle 
for greater recognition, argue for a fairer share 
of government funding, and we must fight for 
justice. As the Voice of the Hunter, we are a loud 
hailer for those who can’t speak out themselves. 
Which is what we did with our “Shine the Light” 
campaign into sex abuse within the Catholic 
Church. Gold Walkley-winning reporter Joanne 
McCarthy campaigned fearlessly and selflessly 
for the current Royal Commission. 

That sort of tenacity, combined with 
innovative approaches to serving our region 
and delivering our journalism, has earned the 
Newcastle Herald back-to-back newspaper 
and website of the year awards from the Pacific 
Area Newspaper Publishers’ Association.

// Chad Watson
Editor, 
Newcastle Herald
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chairman’s 
report

the success of fairfax media’s 
strategies for adapting to 
ongoing change in the media 
industrY is reflected in the 
companY’s financial performance 
this Year. the companY’s operating 
earnings stabilised as We reshaped 
the business for future groWth. 
For the 2014 financial year, Fairfax delivered 
operating earnings before interest, tax, depreciation 
and amortisation (EBITDA) of $306.4 million for 
continuing businesses, which was about 2% higher 
than the $300.9 million recorded in the prior year. 
For continuing businesses we grew earnings per 
share from 3.7 cents to 6.6 cents and doubled the 
full-year dividend. 

Among media stocks around the world, this was 
a unique performance. Shareholders would also 
be aware of the differing performance of other 
companies in this sector in Australia.

The growth in full-year profit was achieved in an 
international and local environment of continuing 
print revenue declines, reflecting a continued structural 
shift away from print advertising. This was almost 
completely offset by revenue growth in Domain, 
digital revenue growth and new revenue streams.

Total Group revenue declined 3% to $1,972.7 million 
from the prior year. After taking into account 
significant items, the Company reported a net profit 
after tax of $224.4 million. The reported net profit 
result includes profit on significant items after tax 
of $66.7 million. 

Significant items comprised a gain from the sales 
of Stayz Group and other controlled entities totalling 
$100.4 million, which was offset by restructuring and 
redundancy costs of $16.9 million and impairments 
of property, plant and equipment of $16.8 million, 
mainly relating to print site closures.

The almost $1 billion reduction in net debt over the 
past two years has played a big part in restructuring 
the Company’s balance sheet. It puts us in a very 
strong position given the changing circumstances 
of our industry and allowed us to finish the year 
with net cash of $68 million.

leading the change
In the face of dramatic industry change, happening 
internationally and now being experienced in 
Australia and New Zealand, it has been necessary 
for us to restructure our business to provide 
for greater levels of productivity and efficiency. 

The changes have been absolutely vital in the face 
of reducing revenues. Critical to these changes has 
been the preservation of the quality and scope of our 
journalism, which is of course the defining necessity 
to ensure the ongoing success of our publications with 
our audiences. In fact, of the redundancies that resulted 
from the re-engineering of our business, only a small 
proportion was from the ranks of our journalists. 

In the 2013 Annual Report, I set out a number of 
the elements that would contribute to our ongoing 
objective of simplifying our business and reducing costs. 
In 2014, we made substantial progress in delivering the 
benefits of Fairfax of the Future, announced in February 
2012 as a three-to-four year program. 

It is delivering the outcomes we intended, with core 
operating costs for the year down 6.3% on a continuing 
business basis. Publishing costs were down 13.8%. 
We are on track to achieve our target of $311 million 
in annualised savings by 2015. The program delivered 
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an incremental EBITDA contribution of $120 million 
in 2014. Cost savings are ongoing.

Significant developments and milestones that 
contributed to our progress included:

// Closure of Chullora and Tullamarine print sites. 
These sites were operating under capacity. We now 
print at our smaller, upgraded plants at North 
Richmond and Ballarat. It was terrific that the North 
Richmond print site was recognised as Print Centre 
of the Year at the 2014 PANPA Newspaper of the 
Year awards. 

// Contracting with APN News & Media in New 
Zealand for APN to provide printing services 
at its Ellerslie facility in Auckland for several 
of our New Zealand newspapers, allowing us to 
avoid around NZ$20 million in capital investment.

// Becoming a leaner, more agile organisation with 
the achievement of cost efficiencies through 
initiatives including partnering with TeleTech for 
contact centre services, outsourcing of advertising 
production, sub-letting of real-estate at our 
main Sydney and Melbourne offices, and use 
of centralised sub-editing services.

// Growing digital subscriptions for smh.com.au 
and theage.com.au strongly in the first year since 
they were introduced. Digital subscriptions for the 
SMH, The Age and The Australian Financial Review 
contributed total revenue of $24 million in 2014.

A number of significant transactions were completed 
in our Digital Ventures division, including the 
strategic divestment of Stayz in December 2013 for 
approximately $220 million, the sale of InvestSMART 
in August 2013 for $7 million, and the merger of RSVP 
and Oasis Active announced in June 2014. 

The merger brings together two of Australia’s largest 
online dating services. Fairfax holds a 58% interest 
in the merged RSVP/Oasis entity. 

These transactions followed our previous initiative 
to sell Trade Me – a business we acquired for 
NZ$750 million in 2006, grew, and sold in 2012 when 
its market capitalisation was NZ$1.6 billion. 

Stayz was sold on an extremely pleasing multiple 
of 16.8x FY13 EBITDA. We had acquired this business in 

as We looK to the future, 
We Will be disciplined, 
pragmatic and innovative 
as We execute our strategY.
roger corbett 
chairman
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2005 and expanded it significantly with only modest 
additional capital investment. We believe that, as digital 
markets evolve, Stayz’s growth prospects are more 
secure in the hands of a global player with global reach, 
resources and expertise in the holiday rental space.

groWing our business
Our Digital Ventures portfolio now comprises seven 
high-potential digital businesses and investments. 
Investments during the year included a minority 
interest in Sydney-based digital health services 
company Healthshare, and a joint venture with 
leading international job search engine Adzuna 
to provide a new platform for recruiters and job 
seekers in Australia.

The Domain Group is going from strength to strength, 
continuing its national expansion strategy with the 
acquisition of property data business Property Data 
Solutions for approximately $30 million in December 
2013 and the acquisition of Canberra’s leading 
real-estate listings business Allhomes, which was 
announced in July 2014.

During the year we completed our review of our 
Australian Community Media business. This business 
consists of more than 150 rural and regional 
newspapers and websites. We will transform this 
business into a more powerful network that will 
deliver an even better news and advertising service 
to Australian rural communities. Our Chief Executive 
elaborates further on this in his report.

We are building on our core media assets and 
leveraging our strengths. Our business model 
now extends to a range of services businesses 
– marketing services, property services, data services 
and entertainment. This provides the core for future 
investment focus and the development of new 
revenue streams, all driven by our fundamental 
capabilities as a leading multi-media business with 
large-scale audiences.

In late August 2014, Fairfax entered into a 50:50 

joint-venture with Nine Entertainment Co. to launch 
an Australian subscription video-on-demand (SVOD) 
service in the 2015 financial year. 

This service will offer a broad range of local and 
international programs to subscribers on their 
various devices for a fixed monthly subscription 
fee with no minimum term. SVOD is expected 
to grow significantly in Australia in the next decade 
with media consumers looking to supplement 
their free-to-air viewing with on-demand, 
internet-delivered content. This is an exciting 
investment by Fairfax as we continue to find new 
ways to connect with and deliver content to our 
large-scale audiences.

Our strategy and strong balance sheet put us 
in a position to invest in existing and new business 
areas where our content gives us competitive 
strength. Education, travel, health and lifestyle are 
segments of the economy that have been identified 
as major growth opportunities for the future.

During the year we made pleasing progress with 
several new revenue growth areas, including Events, 
Small to Medium Enterprise (SME) Digital and 
Marketing Services (now integrated with Australian 
Community Media), Content Marketing and Data. 

Our Marketing Services division was created during 
the year and includes Content Marketing and Events 
businesses to take a 360-degree view of clients’ 
needs – not only advertising, but a full suite of 
services beyond traditional marketing. The Events 
business is building a good portfolio and expanding 
into new geographic markets via key platforms 
including food and sport. 

Content Marketing continues to attract significant 
interest from major corporations and has a strong 
pipeline of activity. We continue to develop our 
data strategy. It represents a significant opportunity 
to provide additional value and services to our 
advertisers and subscribers. 

// chairman’s report cont’d

AfTer TAx AfTer TAx for conTinuing buSineSSeS

$224.4m
statutory  
net profit

$154.8m
underlying  
net profit
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our future
Your Board is mindful of the possibility of media 
ownership law reform as the media landscape 
continues to evolve. Fairfax would welcome reform 
in this area. We believe the current regulatory 
framework is outdated and no longer meets the 
needs of the industry and the community. 

The rules are decades old and addressed 
a pre-internet industry. They are now largely 
unsuited to the world today. The methods of 
delivering real-time news have changed dramatically. 
Clearly consumers can now choose whatever 
methods of delivery suit their circumstances and 
lifestyles. Media companies like Fairfax need to 
have the flexibility to operate across all available 
media platforms. 

There is a multitude of possible scenarios should the 
legislation change. The strength of our balance sheet, 
reduced cost structures and mastheads means that 
Fairfax is in a strong position to take advantage of any 
market rationalisation that might arise to the benefit 
of our audiences and consumers – and to maximise 
value for our shareholders – should the Government 
embrace what is a compelling case for change. 

A further important note is that 2014 is the first year 
of operation of the remuneration arrangements that 
received strong support from shareholders at the 
2013 Annual General Meeting. These arrangements 
were developed to support the achievement of the 
Company’s strategic transformation by concentrating 
most incentives on the longer term and setting 
annual targets that represent milestones on the way. 
That is why it is structured to be heavily weighted 
to longer term equity opportunities. More detail can 
be found in the Remuneration Report. Your ongoing 
support of these new arrangements is well justified 
by the results to date. 

At the 2014 Annual General Meeting we will have 
three serving Directors standing for election or 
re-election. I am one of the Directors who will 
stand for re-election, along with Peter Young. 
Todd Sampson stands for election for the first time. 

I joined the Board in February 2003 and took on the 
position of Chairman in October 2009. Peter Young 
is a highly experienced investment banker and 
Chairman of Barclays Australia and New Zealand. 
Todd Sampson was appointed as a Director in 
May this year and brings to the Board his extensive 
experience in the media, marketing and advertising 
industry and his commercial success as national 
CEO of Leo Burnett, one of Australia’s leading 
communication companies. 

Finally, on behalf of the Board, I would like to thank 
all of our people for their tireless efforts in achieving 
significant progress for the Company in the past year. 
I would also like to acknowledge my fellow Board 
members for the invaluable skills and expertise they 
bring to this Company. 

I would note in particular the outstanding 
contribution of Sam Morgan who retired from the 
Board in May 2014. Sam is a highly successful digital 
entrepreneur and we thank him for his input into 
the Company’s strategic thinking over the past six 
years. Sam decided that the time was right for him 
to move on and will be devoting more time to his 
philanthropic and business ventures in various parts 
of the world.

As we look to the future, we will be disciplined, 
pragmatic and innovative as we execute our strategy. 

I am confident that we are well placed.

roger corbett, ao 
chairman

fully frAnked AT 29 June 2014

$68m
net cash

4¢
total  

dividends
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it is noW almost four Years since 
We commenced reshaping fairfax 
media in earnest. our progress is 
reflected in the results for the 
2014 financial Year. theY shoW 
stabilitY in operating earnings, 
a stronger balance sheet With a 
net cash position and substantiallY 
improved bottom line profitabilitY. 
Underpinning this is a vibrant workforce adept at 
using the modern tools of media to drive audience 
engagement and commercial success. 

Transforming a business as diverse as Fairfax was 
always going to be a multi-year undertaking, and 
our progress so far is very pleasing. Successful 
execution of our strategy is creating a leaner, 
more digital-centric structure. 

Now more than ever, Fairfax is well-positioned 
to continue to adapt to an evolving industry.

It is encouraging to see our strategic decisions 
and the performance of our people reflected 
in financial results.

Major initiatives such as our Fairfax of the Future 
program, which will deliver a total of $311 million 
in annualised cost savings by the end of fiscal 2015, 
contributed significantly to the performance of our 
publishing businesses at a time when print advertising 
continues to experience structural decline. 

Our Metropolitan Media publishing division, excluding 
Domain, recorded earnings before interest, tax, 
depreciation and amortisation (EBITDA) up 44.6% 
to almost $66 million, driven by digital subscription 
revenue, our profitable circulation strategy and cost 
initiatives. The improvement in our metropolitan 
publishing businesses augurs well for the long-term 
viability of our newspapers and websites. 

We have changed the operating model and 
embraced new ways of working. Fairfax’s metro 
newsrooms are now genuinely digital first, operating 
with significantly reduced costs, with activities 
outsourced where appropriate. 

12 // fairfax annual report // conversations that matter



ceo’s 
report

Meanwhile, in New Zealand, a new business structure 
and marketing practices drove revenue growth and 
cost reduction.

The Domain Group is growing profitability rapidly, 
with digital advertising revenue growth of 40.5% 
for the financial year. Overall Group digital revenue 
increased a more modest 5% and our Digital Ventures 
division now has a portfolio of seven high-potential 
digital businesses and investments with strategy 
to build, grow and invest.

The Chairman’s Report noted that Australian 
Community Media will undergo a major restructure 
during the next 18 months. We expect to deliver 
annualised savings of at least $40 million by 2016. 

The implementation plan follows a review of the 
business which drew heavily on the successful 
restructuring of our other publishing businesses.

The new model involves reducing duplication 
and costs, delivering our journalism in the most 
effective ways possible, and responding to changes 
in audience habits. 

We are moving to a flatter management structure 
for the Australian Community Media business, which 
includes more than 150 regional and agricultural 
mastheads and NSW community titles. 

The changes will see a hub-and-spoke model 
adopted – underpinned by strong local editorial and 
sales capability – with sharing of all services (including 
finance, technology, circulation and distribution and 
human resources) that can be centralised effectively. 

The new model for Australian Community Media 
is not predicated on closing mastheads or leaving 
markets. There may be some limited consolidation 
of papers where there is significant overlap of 
readership or where it makes business sense. We are 
making these changes to bolster the long-term 
viability of our newspapers and websites in order 
to make a modern, stronger and more sustainable 
rural and regional media network – spanning the 
many hundreds of local communities we serve. 

in all parts of our 
business our people are 
focused and committed 
to maKing fairfax 
a stronger business 
and more prepared than 
ever for the future.
greg hYWood 
chief executive officer and managing director
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people and culture
We remain committed to our long-standing 
core capabilities, investment in our people and 
maintenance of our culture. These are crucial 
elements without which we could not produce the 
outstanding content we provide across a spectrum 
of media platforms.

Quality journalism has always been what makes our 
business tick, and we are proud of the leading role 
we play in driving the conversations that matter 
across Australia and New Zealand. 

We do this while retaining absolute independence 
and integrity. We reach an extensive audience 
of more than 13.5 million readers in Australia and 
New Zealand through our publishing mastheads 
and 1.9 million listeners through our national news, 
talk and sports radio network. 

We put thousands of reporters into communities 
across Australia and New Zealand every day. 

These people are at the forefront of changing work 
practices, driving innovation as we adapt to evolving 
industry dynamics. 

Technology has changed the way our people interact 
with an engaged audience, and journalism has 
evolved into a broader community conversation. 

Right across the Fairfax team we have embraced 
these changes to reshape what was a legacy-based, 
vertically integrated newspaper business into 
a genuinely multi-platform media company.

A more commercial, collaborative approach underpins 
a reinvigorated Fairfax culture. We are future-focused, 
resilient and ready for change. We are driving 
innovation and our business is alive with a new 
generation of talent which is balanced with experience. 

Young people are now being given the opportunity 
to take on the sort of responsibilities that were 
available to, and for many years tightly held by, 
my generation. There’s plenty of opportunity for 
passionate individuals looking to grab their future 
with both hands. Generational change has been 
good for Fairfax.

At the heart of our strategy and our culture 
is journalism. In an era of change, we have 
kept thousands of reporters in our communities. 

We have worked hard to find efficiencies in 
management ranks and in the support services 
underpinning our journalism.

More than 1,000 new people have joined Fairfax 
in the past year in a mix of replacement and new 
roles as we have developed our business and 
expanded in new areas.

focus on groWth
We will grow by building new audiences and 
extending our media core into a broadly based 
services business – marketing services, property 
services, data services and our recently-announced 
Australian subscription video-on-demand joint 
venture with Nine Entertainment Co.

// ceo’s report cont’d

excluding buSineSSeS diveSTed

$306m
underlying ebiTdA

SHAre of underlying ebiTdA for conTinuing buSineSSeS  
excludeS corporATe/oTHer (%)

Metro 32

radio  5

new Zealand   20

Australian community Media  43
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This provides the basis for future investment and 
the development of new revenue streams, all driven 
by our fundamental capabilities as a leading news 
and media business with large-scale audiences 
interacting with us around the clock.

Our progress can be seen in areas including:

// Domain – Continues its aggressive national 
expansion, benefiting from investment in 
additional sales and product capability and 
several strategic acquisitions.

// Digital Subscriptions – The Sydney Morning Herald 
and The Age have more than 140,000 paid digital 
subscribers, and an additional 111,000 eligible print 
subscribers who have signed up for digital access, 
as at 11 August 2014. 

// Marketing Services – New division created. 
The Events business is building on a solid portfolio 
and expanding into new geographic markets via 
key platforms including Food and Sport. Content 
Marketing continues to attract significant interest 
from major corporations and has a strong pipeline 
of activity.

// Data – Well-progressed and in active discussions 
with potential partners as well as having positive 
commercial discussions with a number of 
Australia’s largest advertisers. 

Fairfax has the balance sheet strength required 
to build and invest in new business areas where our 
content gives us competitive advantage – including 
education, travel, health and lifestyle – as we 

continue our transformation. We will be leveraging 
our audience to invest in and build new businesses. 

We have a contemporary business model 
underpinning our contemporary journalism.

As we look to the future, we are confident in our 
strategy and our ongoing transformation. In all 
parts of our business our people are focused and 
committed to making Fairfax a stronger business 
and more prepared than ever for the future.

There’s great opportunity ahead.

greg hYWood
chief executive officer and managing director

MeTropoliTAn MediA revenue Mix ($m)froM TrAding

$284m
cashflow

print Advertising 280.7

digital Advertising  179.4

print circulation  204.0

digital circulation 24.0

other print revenue 41.0

other digital revenue 74.1
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independent. alWaYs.

We’re a highlY-sKilled 
team of meteorologists, 
developers and data 
specialists operating 
and building unrivalled 
Weather-related products 
and services. 
Weather is always top of mind, not just for 
me as a trained meteorologist, but mainly 
because nobody wants to be caught without 
an umbrella. At Weatherzone we provide 
accurate and timely information to multiple 
audiences – in all sorts of ways – and to our 
clients in varied industries. 

We started out small 15 years ago compiling 
weather graphics and scripts for TV. Today, 
we’re a highly-skilled team of meteorologists, 
developers and data specialists operating and 
building unrivalled weather-related products 
and services – for example, our custom aviation 
dashboard for Qantas and our market-leading 
geospatial viewer that shows radar, lightning, 
weather observations and more. It’s great to 
be the market leader, but we’re working harder 
than ever to stay one step ahead and continuing 
to innovate to meet our customers’ needs.

// Matt Pearce
Head of Development, 
Weatherzone

PHOTO: SIMON O’DWYER
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//feel
conversations that matter.

// cooling off in carboor victoria in 
januarY 2014 When the temperature soared.
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//Win
conversations that matter.

// going, going, gone at an auction for 
a propertY on iconic holbrooK avenue 
Kirribilli sYdneY in november 2013. PHOTO: DALLAS KILPONEN
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independent. alWaYs.

each month, four million 
australians turn to 
domain as a vital service 
in helping them navigate 
the home-buYing or 
selling process. 
Buying a home can be an incredibly significant 
and emotional experience. For most people, 
it is the biggest investment they ever make. 
Aspirations, dreams and quite literally the 
foundations of many Australians’ futures 
are embedded in the experience. 

We are continuously innovating within the 
digital space and leading the way in driving 
mobile experiences. It’s a source of great 
pride that Domain’s mobile apps regularly 
win industry awards and have the highest 
consumer ratings in Australia across all the 
major mobile platforms. 

Whether it is through our property data 
empowering home buyers and real-estate 
agents, or our suite of agent products and 
technology that reaches around 10,000 
agent offices and makes for a seamless 
customer experience, Domain continues 
to be both a driving force and trusted source 
for the Australian real-estate industry.

// Damon Pezaro
Product Director, 
Domain Property Group
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independent. alWaYs.

it’s a source of great 
personal joY to be 
bringing our mastheads 
to life in such a festive, 
sharing and convivial WaY.
Good Food Month arrived 16 years ago 
so restaurants could celebrate their listing 
in the prestigious Good Food Guide by 
holding one-off events throughout October. 
Now it’s bigger than ever! 

Almost two million people attended Good Food 
Month events during the past 12 months, across 
Sydney, Melbourne, Canberra and Brisbane. 

We also hold the monthly Pyrmont Growers’ 
Market and the NSW Food & Wine Festival 
in February. It’s a fantastic way to connect 
with our readers – who are fanatical consumers 
of our food and drink sections, guides and 
online content – as well as pay tribute to our 
chefs, restaurateurs and food producers. 

Our growth mirrors the incredible expansion 
of the Fairfax Events division – which now covers 
everything from fitness to business events. 

And there’s more to come. 

// Joanna Savill
Festival Director, 
Fairfax Events

PHOTO: CHRIS HYDE
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//join
conversations that matter.

// fairfax’s night noodle marKets made 
its debut in brisbane in julY 2014.
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the commercial success and financial sustainabilitY of 
fairfax media are vitallY important to the companY’s abilitY 
to provide long-term benefits to the communities We serve. 
Sustainability begins with being financially 
sustainable and serving shareholders’ interests 
so as to be able to fulfil our business objectives 
and serve communities with high-quality 
independent journalism – across print, digital 
and radio – in Australia and New Zealand.

Fairfax’s journalism is a profoundly important public 
good. Our journalism makes communities stronger 
– more civil, more open and transparent. 

It holds governments and the powerful up to public 
scrutiny and to account. 

This contributes to making our society the kind 
of place in which we all want to live. We engage 
and inform the communities we serve.

At Fairfax, we strive to be as accurate and 
fair-minded in our reporting as possible. We have 
established internal processes which aim to ensure 
this happens. We embrace self-regulation for the 
industry, which we support and fund.

Our ability to continue delivering quality journalism 
to huge audiences is dependent upon the successful 
execution of our strategy to build, and profitably 
monetise, our audiences in a variety of ways. 

Fairfax has addressed the challenges the media 
faces and shaped a new model and structure 
to sustain quality journalism. We are meeting 
or exceeding our key milestones in the Company’s 
transformation program.

Our transformation has involved making the 
necessary tough decisions.

We have identified four key areas of corporate 
social responsibility as integral to the important 
community role that we have. Those are:

// editorial integrity;

// environment;

// people and culture; and

// community.

// sustainabilitY & corporate 
social responsibilitY

// indigenous australian soccer 
star KYah simon is ambassador for 
the boots for Kids program in 2014.PHOTO: COLE BENNETT
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// editorial integritY
Fairfax is proud of its quality independent journalism. 
We maintain an uncompromising approach to media 
ethics and integrity.

Fairfax has a long and proud history of independent 
journalism. In August 2013, we launched the 
“Independent. Always.” tagline to celebrate our point 
of difference and competitive advantage as a news 
media organisation. 

The simple fact is that not all news is created equal. 
Quality independent journalism has been the guiding 
principle at Fairfax for the past 180 years. Our journalists 
pursue the truth without fear or favour. Vested interests 
don’t get in the way. Our journalists operate with a robust 
code of ethics that demands balance and fairness.

Independence is at the core of who we are and what 
we do. Our journalists give their communities the facts. 
They tell it like it is. They expose corruption. They expose 
the truth.

Fairfax has deeply-engaged audiences – spanning 
print, digital and radio. Our audiences also interact 
with us on conversational platforms such as social 
media, or at community forums and events run by 
our mastheads or radio stations.

Fairfax mastheads and radio stations have received more 
than 140 individual, team, masthead or radio station 
journalism awards in recognition of their work in the 
past year. Such awards often recognise the power Fairfax 
journalism has in influencing change and the social 
agenda, sparking public interest and debate, and serving 
as a source of timely and reliable information. Examples 
of such journalism are below.

// Institutionalised political corruption was exposed 
through our journalism which prompted the 
Independent Commission Against Corruption 
inquiries. A group of former ministers was labelled 
“corrupt” – Eddie Obeid four times. Reporters for 
The Sydney Morning Herald, Kate McClymont and 
Michaela Whitbourn, kept readers informed via their 
stories and social media.

// The Sydney Morning Herald successfully enlisted 
readers to help comb through hundreds of 

expense-claim documents of federal parliamentarians. 
The process unearthed anomalies which led to major 
stories by reporters Jonathan Swan and Lisa Visentin.

// Allegations that Royal Australian Navy sailors had 
deliberately burned the hands of asylum seekers on a hot 
exhaust pipe were dismissed by the Federal Government 
and questioned by News Corp and the ABC’s Media 
Watch program. As other media outlets argued over a 
thin and contradictory factual basis, Fairfax’s Michael 
Bachelard tracked down multiple sources, including an 
eye witness on board the Navy vessel, built a compelling 
account, and transformed debate about the incident.

// Work by Fairfax investigative journalists triggered the 
Victorian State Parliamentary inquiry into institutional 
child abuse and the current Royal Commission; and 
revelations about the CFMEU, the Australian Workers 
Union and widespread union corruption led to the 
Royal Commission into unions.

// A Walkley Award-winning investigation by journalists 
Adele Ferguson and Chris Vedelago persuaded the 
Commonwealth Bank to address public concern and 
substantially lift their compensation to victims of bad 
financial advice. The reporting also prompted a Senate 
inquiry into the financial services industry.

// The Sydney Morning Herald and The Age editors 
made coverage of NSW bushfires in October 2013 
freely available to readers on digital platforms 
as part of providing them with accurate and timely 
information about the emergency situation. As the 
bushfires threatened lives and homes across NSW, 
Fairfax reporters, photographers and videographers 
filed hundreds of reports. A live blog ran for 10 days. 
This was followed by coverage advocating for better 
insurance protection and improvements in firefighting 
and early-warning practices.

// The Newcastle Herald’s investigation into high rates 
of domestic violence in NSW prompted police 
commissioner Andrew Scipione to call the issue out 
as being one of the “biggest issues modern society 
has to face”. The Herald’s year-long “Shine the Light” 
editorial series detailed the names, faces and stories 
behind seven recent domestic murders of women 
whose deaths were otherwise unreported. 

Whether via comments, letters or 
social media, the smh communitY is 
a large and varied group stronglY 
engaged in contributing to the 
national debate via our print 
and digital editions.
KathrYn WicKs 
communitY editor, the sYdneY morning herald
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 The piece won praise from advocates and other 
media for giving the issue prominence. In June, 
the NSW government restored $8.6 million to 
homeless services, including an extra $2 million 
for women’s services.

// Uncovering multiple suicides and instances 
of drug abuse among more than 400 victims 
of sexual abuse involving the Catholic Church 
in the Hunter Valley, the Newcastle Herald’s “Shine 
the Light” campaign was led by reporter Joanne 
McCarthy, and has resulted in a Royal Commission. 
Joanne received the Gold Walkley at the prestigious 
Walkley Awards in November 2013.

// 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.

Fairfax holds an influential position in terms of 
educating and informing the community about 
environmental issues – at the same time as 
taking seriously its responsibility to care for and 
protect the environment in which it operates. 
The Company’s Environment Policy sets out 
its commitment to improving environmental 
performance across all business activities. 

Fairfax recognises its key impacts are in the areas 
of waste generation, air and water emissions and 
recycled waste.

communitY education
Fairfax makes an important contribution to 
environmental sustainability by educating and 
informing the community about environmental 
matters. It does this through regular editorial coverage 
of relevant issues such as climate change, water, 
and health and safety. For example, The Sun‑Herald 
provided continued support to the Taronga 
Conservation Society via its “Zoo Month” initiative, 
which involved giving the Society 10 cents from every 
paper sold during the month, while highlighting both 
the scourge of animal trafficking and the important 
sustainability work that the Society does.

energY audit & emissions target
Fairfax maintains focus on energy efficiency and 
cost-saving initiatives, which reflects the Company’s 
continued interest in operational improvement and 
environmental sustainability.

We have made good progress with our internal 
emissions reduction campaigns through office 
and print facility consolidation, recycling and 
waste minimisation programs, and energy 
reduction through the use of efficient lighting 
and service equipment.

Fairfax made a commitment in 2011 to reduce 
its carbon emissions by 20-25% by 2020. At the 
end of the 2014 financial year, the Company has 
achieved a combined saving in excess of 16% in 
electricity consumption alone. Fairfax is achieving 
its overall target through projects that include: 

// Completion of an energy efficient lighting 
program in 2014 involving 10 Australian-based 
regional printing plants. The project received 
government support through the AusIndustry 
– Clean Technology Investment Program (CTIP). 
Key outcomes were:

 - 1,119,072 KW reduction per annum;

 - 970 tonnes of CO
2
 saved per annum;

 -  ROI less than two years at current energy prices; 
and

 - reduced lighting maintenance costs.

// The closure of the Chullora and Tullamarine 
printing facilities and the relocation of this 
work to the smaller regional print sites resulted 
in further improvements in energy efficiency 
and CO

2
 savings. We expect an 80% reduction 

in energy consumption in our printing division. 

// The Company has achieved significant real-estate 
footprint reduction at its main Sydney and 
Melbourne offices. Floor space was reduced by 
two levels in Sydney and three levels in Melbourne. 

Further reorganisation of Fairfax’s offices across both 
Australia and New Zealand is being considered, and 
is expected to further reduce the Company’s energy 
requirements and carbon emissions.
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the closure of the chullora 
and tullamarine printing 
facilities and move to smaller 
regional print sites resulted 
in significant improvements 
in energY efficiencY and 
carbon savings. 
bob locKleY 
group director, printing and distribution

printing and the environment
With the Commonwealth Government and 
leading newsprint supplier, Norske Skog, and 
others, Fairfax Media is a co-signatory to the 
National Environmental Sustainability Agreement. 
The Company maintains a strong commitment 
to using sustainable technologies and materials 
such as inks with a vegetable oil base and 
newsprint from sustainable sources. 

Fairfax print facilities are proactive about waste 
minimisation, recycling, water management and 
energy efficiency. Each facility sets weekly targets 
for the reduction of newsprint and ink-related waste. 
Sites are benchmarked against each other and against 
the wider industry to ensure that best-practice 
processes are in place. In the 2014 financial year, 
Fairfax’s printing plants reduced printed waste 
by 16% over the previous year through a combination 
of reduced print volumes and improved efficiency.

Fairfax’s printing division is also a member of the 
Publishers’ National Environment Bureau (PNEB), 
an association of Australian newspaper and 
magazine publishers known as The Newspaper 
Works that promotes the sustainable recovery 
of old newspapers and magazines. Visit 
thenewspaperworks.com.au/facts-and-figures 
for more information about the success of the 
Newspaper Works’ environmental programs.

real-estate consolidation
Fairfax has outsourced its property maintenance 
and asset management to property services 
specialist, DTZ. 

As part of the project, a review and consolidation of 
property assets is underway. Although we are only part 
way through the process, a key benefit has already 
been achieved this financial year after we submitted 
a request for proposals to market for electricity supply 
for our large Australian sites that resulted in a cost 
saving of $3.4 million over three years. The full roll-out 
of the property and facilities management outsourcing 
project will further reduce Fairfax’s environmental 
footprint and energy consumption associated with 
office and administration facilities.

// people & culture
A diverse, innovative and engaged workforce 
is important in enhancing the quality and creativity 
that underpins our brands and businesses, and 
makes Fairfax a good place to work.

The transformation of Fairfax has involved 
extraordinary change and the adoption of new 
business practices and behaviours. While change 
has involved large numbers of staff leaving the 
business, the Company’s strategy remains centred 
on maintaining at-scale high-quality journalism. 
The brunt of structural changes has been borne 
by people in management and support services. 
Job loss is confronting but has been necessary 
to sustain our journalism over the longer term. 
While there have been staff losses in some areas, 
the business has hired in other areas where 
it is expanding and growing revenue.

Fairfax’s businesses continue to attract the best talent 
across their operations, from sales to journalism. 
Indeed, our recruitment program for trainee 
journalists saw hundreds of talented, highly-qualified 
young people compete for positions we created at 
The Age, The Sydney Morning Herald, The Australian 
Financial Review, and in our publications across 
regional and rural Australia, and in New Zealand.

Health and safety is of paramount importance 
in our business. Fairfax’s Printing and Distribution 
site in Newcastle won a PANPA award for Health 
and Safety in 2013.

culture and values
The launch of Fairfax’s Culture and Values program 
in 2012 marked the start of several initiatives 
to establish a new set of cultural values at Fairfax. 
Initiatives included a more robust performance 
management system and process. New recognition 
awards have also been established to acknowledge 
our most outstanding employees.

Our values and cultural drivers are also embedded 
within our internal projects such as the Fairfax 
mentoring program and our leadership development 
programs. During the past year, more than 250 
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employees have participated in leadership programs 
across the business, more than 100 participated 
in manager communication training, while 450 
employees took part in the mentoring program.

neW WaYs of WorKing
Fairfax has won international praise for the 
implementation of innovative workspace and 
technology solutions in its Sydney and Melbourne 
offices. Real-time working practices continue 
to attract high levels of positive feedback from 
employees. It involves a mix of flexible seating 
arrangements and adaptive-use space, coupled 
with technology to support productivity outcomes, 
which also facilitates working from home when 
appropriate. The solutions were recently rolled 
out to new offices in Wellington and are being 
considered for other locations. Improved spatial 
agility afforded by the new approach allows for 
greater collaboration across the business.

health & safetY
Fairfax continued to improve its safety performance 
in the 2014 financial year. Since the 2009/2010 
financial year, the Company has reduced the number 
of Lost Time Injuries by 50% and the number of 
workers’ compensation claims by 62%. While some 
of these reductions may be attributed to the reduction 
in overall headcount across the business, the majority 
of the reduction is because of a significantly improved 
focus on driving safety accountability through various 
policy, training and educational measures.

The Group Lost Time Injury Frequency Rate 
(LTIFRMAT) target for FY14 was achieved. The June 
2014 LTIFRMAT was 2.58, which was better than 
the targeted 2.99. This was a 22% overall reduction 
on the 2012-2013 financial year result.

diversitY
Fairfax is committed to creating a workplace that 
is fair and inclusive. Fairfax values, respects and 
encourages diversity across its business and in all 
aspects. More information on diversity can be found 
in the Corporate Governance section of this report.

fairfax foundation
The Fairfax Foundation was established in 1959 
and operates separately from Fairfax Media with 
the purpose of helping current and former Fairfax 
employees and their dependents. During the 2014 
financial year, the Foundation provided $371,165 
in financial grants, loans and other benefits to 
eligible recipients. 

emploYee support services 
Fairfax offers independent, confidential 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.

As part of the Company’s commitment to employee 
health and wellbeing we have continued to engage 
Optum as our employee assistance provider. 
The service allows employees and their immediate 
family members to access 24-hour counselling 
services covering a wide range of issues. In the 
2014 financial year, 308 staff and family members 
accessed the service for direct counselling and 
support. More than 1000 employees accessed 
information directly from the Optum website.

// communitY
Fairfax makes a positive contribution to 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 events
Fairfax’s large-scale audiences, spanning print and 
digital, also extend to events it holds in communities 
around Australia and New Zealand, such as City2Surf 
(Sydney), City2Sea (Melbourne) and City2South 
(Brisbane). Many of the organised events result 
in important funds being raised for charity partners. 
These community events are an important way that 
the Company builds and maintains key partnerships 
with charities, clubs and associations. 

Since 1971, Fairfax Events have raised more than 
$30 million for more than 1000 charities. In the 2014 

in 2014:

652 staff 
use company-subsidised gym facilities 

1981emploYees in 
australia and 
neW Zealand

took up offer for free flu vaccination

in fairfax’s running and swimming events
699emploYees  

received 
free entrY
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financial year, Fairfax Events have raised $7.5 million 
in charitable contributions.

Every year more than 80,000 people register to take 
part in the 14km Sun‑Herald City2Surf, the world’s 
biggest community run. This year, the event raised 
more than $4.5 million for participating charities.

Started in 1972 with just 1200 runners, the Round 
the Bays event in New Zealand has become another 
of the world’s largest fun runs. Co-owned by Fairfax 
Media and the Auckland Joggers Club, the 8.4km 
run follows the contours of Auckland’s Waitemata 
harbour, and now attracts more than 35,000 
participants every year. Online fundraising with 
Everyday Hero was incorporated into the last run, 
with more than NZ$85,000 being raised.

The Sydney Morning Herald Half Marathon has been 
testing serious runners for 23 years. This year’s event 
attracted 12,517 participants and raised more than 
$558,000 for charity. And in March, more than 3600 
swimmers lined up for the Cole Classic at Manly while 
the Sun Run had 5491 entrants. Between them, the 
Cole Classic and Sun Run raised more than $190,000.

Fairfax’s food events also make a significant 
community contribution in their own right and 
via charity. One example of our positive community 
connection is via The Sydney Morning Herald 
Growers’ Market. Held on the first Saturday every 
month, the Growers’ Market attracts up to 15,000 
people to its 60-80 stallholders, and focuses on 
state-grown produce and goods. A key element of 
Good Food Month, held in three states, is the Night 
Noodle Markets, attracting thousands of people each 
year. This year, the Night Noodle Markets in Sydney’s 
Hyde Park attracted 300,000 people over the 16 
nights and raised $13,000 for OzHarvest, which was 
able to deliver 26,000 meals to Australians in need.

charitable contributions
There are many heroic organisations that perform 
vital roles of protection and support in our 
communities, and that have raised needed funds for 
hundreds of special groups and projects. Fairfax is 
proud to have helped many hundreds of organisations 
during the past 12 months, contributing more than 
$6 million in cash and kind to a range of charitable and 
community causes during the year. 

For example, Fairfax Radio Network supports 
communities its radio stations broadcast to by being 
directly involved in community-based activities, 
sponsorships, and community service announcements, 
and through the participation of our staff in community 
events. Fairfax Radio Network also assisted hundreds 
of non-profit organisations by providing community 
service announcement airtime. 

The total value of that airtime across the network 
was approximately $2.4 million. In addition, Fairfax’s 
national content distribution company, Fairfax Radio 

each Year more 
than 80,000 people 
register to taKe part 
in the 14Km sun-herald 
citY2surf presented 
bY Westpac. it’s the 
World’s largest 
run and sYdneY’s 
favourite sporting 
event. more than 
$30 million has been 
raised for charitY 
across fairfax events 
since 1971.
angus dillon 
chief operating officer,  
fairfax events
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Syndication, supplied free commercial distribution 
and campaign monitoring for a number of charities.

WorKplace giving program
Fairfax’s Australian businesses participate in 
a workplace-giving program called More Than 
Words. The program encourages and enables 
employees to donate part of their pre-tax salary 
to certain nominated charities. More than $799,000 
has been donated since the program started in 2005.

literacY programs
Early childhood literacy is energetically promoted 
by Fairfax in New Zealand through the Fairfax First 
Books program. Established in 2006, Fairfax First 
Books distributes about 16,000 books each year 
to kindergartens throughout New Zealand. 

In collaboration with the New Zealand Kindergarten 
Association, Fairfax often picks out a kindergarten 
in a low socio-economic area for additional support. 
Editors and staff across Fairfax mastheads personally 
visit the kindergartens in their respective areas to 
hand out the books.

boots for Kids
Fairfax started Boots for Kids in Victoria in 2013 
and is supporting it for a second year. The program 
encourages families to donate new or their children’s 

pre-loved football boots to go to thousands of 
children in remote indigenous communities around 
Australia. Many of the children in those remote 
and financially disadvantaged areas play sports 
barefoot. Coles provides the collection points, Linfox 
provides transport support, while cleaning company 
Sunnyfield – a not-for-profit organisation offering 
employment for people with disabilities – sorts and 
cleans the shoes. In its second year, the donation 
program now includes New South Wales. 

celebrating diversitY 
The Australian Financial Review is in its third year 
partnering with Westpac to run the highly successful 
100 Women of Influence Awards. In New Zealand, 
Fairfax works with Westpac to run the 60 Women 
of Influence Awards. The purpose of the awards 
is to recognise women in a broad range of roles, 
and to celebrate their successes and contributions 
to Australia and New Zealand.

Creative Spirit (creativespirit.org.nz) is a Fairfax 
initiative in New Zealand which sets the challenge 
to employers in the media and advertising industries 
to provide employment to people with disabilities. 
Fairfax in New Zealand started the Creative Spirit 
journey in 2012 with two young people who 
job-shared in the creative communication space 
and the program has grown from there.

anYthing that 
encourages reading 
and a connection 
With the printed 
Word is important.
bernadette courtneY 
editor, the dominion post

28 // fairfax annual report // conversations that matter



 

// 29 

Board of Directors .........................................................................30
Directors’ Report ............................................................................ 32
Auditor’s Independence Declaration......................................... 36
Remuneration Report ................................................................... 37
Corporate Governance ................................................................. 59
Management Discussion and Analysis Report ........................68
Consolidated Income Statement ................................................71
Consolidated Statement of Comprehensive Income ............ 72
Consolidated Balance Sheet ....................................................... 73
Consolidated Cash Flow Statement .......................................... 74
Consolidated Statement of Changes in Equity ....................... 75

Notes to the Financial Statements
 1. Summary of significant accounting policies ..................... 77
 2. Revenues ...................................................................................88
 3. Expenses ....................................................................................89
 4. Significant items .......................................................................90
 5. Discontinued operations ....................................................... 91
 6. Income tax expense ................................................................ 92
 7. Dividends paid and proposed  .............................................. 93
 8. Receivables ...............................................................................94
 9. Inventories ................................................................................. 95
 10. Assets and liabilities held for sale ......................................... 95
 11. Other financial assets .............................................................96
 12. Investments accounted for using the equity method .....96
 13. Available for sale investments ...............................................98
 14. Intangible assets ......................................................................98
 15. Property, plant and equipment .......................................... 101
 16. Derivative financial instruments .........................................103
 17. Deferred tax assets and liabilities .......................................105
 18. Payables ...................................................................................106
 19. Interest bearing liabilities ..................................................... 107
 20. Provisions ................................................................................108
 21. Pension assets and liabilities ...............................................109
 22. Contributed equity ................................................................ 112
 23. Reserves ................................................................................... 113
 24. Earnings per share ................................................................. 115
 25. Commitments ........................................................................ 116
 26. Contingencies ........................................................................ 117
27. Controlled entities ................................................................. 117
 28. Acquisition and disposal of controlled entities ............... 122
 29. Business combinations ........................................................123
 30. Employee benefits .................................................................124
 31. Remuneration of auditors .................................................... 125
 32. Related party transactions  ..................................................126
 33. Notes to the cash flow statement ..................................... 127
 34. Financial and capital risk management ............................128
 35. Segment reporting ................................................................ 135
 36. Parent entity information .....................................................138
 37. Events subsequent to reporting date ................................138
 
Directors’ Declaration .................................................................139
Independent Auditor’s Report...................................................140
Shareholder Information ............................................................142
Directory ........................................................................................144

FAIRFAX MEDIA LIMITED 2014
ACN 008 663 161 

table of contents
FairFax Media LiMited and ControLLed entities 
For the period ended 29 June 2014



board of directors

30 // faIRfaX annUal RePoRt // conVeRsatIons tHat MatteR

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 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 and Chairman of the University of New South Wales Centre 
for Healthy Brain Ageing Advisory Board.

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 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 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, BridgeClimb and Chandler Macleod Pty Ltd, and is Chairman of Domino’s 
Pizza Enterprises Ltd. 

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.

saNdra McPHee, aM
non-exeCutiVe direCtor, 
appointed to the Board 26 FeBruarY 2010

Ms McPhee is a Director of AGL Energy Limited, Scentre Group (previously Westfield Retail Trust), Kathmandu 
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, including 10 years with Qantas Airways Limited.
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JaMes MiLLar, aM
non-exeCutiVe direCtor, 
appointed to the Board 1 JuLY 2012

Mr Millar is a Director of a number of organisations and companies including Mirvac Limited and Helloworld 
Limited. Mr Millar is also Chairman of The Smith Family and former Chairman of Fantastic Holdings Limited. 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. 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.

LiNda NicHoLLs, ao
non-exeCutiVe direCtor,  
appointed to the Board 26 FeBruarY 2010

Mrs Nicholls has more than 30 years’ experience as a senior executive and company director in Australia, New 
Zealand and the United States. She is currently the chairman of Yarra Trams and Japara Healthcare, and a Director 
of Pacific Brands, Medibank Private and Sigma Pharmaceutical Group. Previously, Mrs Nicholls held the position 
of chairman at Healthscope and Australia Post, and was a Director of St George Bank. Mrs Nicholls has a Bachelor 
of Arts in Economics from Cornell University and a Masters of Business Administration from Harvard Business 
School, where she was formerly Trustee and Vice President of The Harvard Business School Alumni Board.

todd saMPsoN
non-exeCutiVe direCtor,  
appointed to the Board 29 MaY 2014

Mr Sampson is the national Chief Executive Officer of Australia’s leading communications company, Leo Burnett 
Australia. He has an MBA and has spent nearly 20 years working as a strategic advisor with a diverse range of 
expertise including marketing, communication, digital transformation, new media, reputational risk and corporate 
turnaround. He is also a writer, producer and host on a number of TV shows including the Gruen Planet, The Project 
and the award winning documentary Redesign My Brain.

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 currently the Chairman of Barclays Australia and New Zealand and Chairman of Standard Life Investments 
Australia. Mr Young 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, Chairman of Queensland Investment 
Corporation and a Director of PrimeAg Australia. 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. Mr Young is also a member of Standard Life plc Asia Advisory Board, a member of the 
Barangaroo Delivery Authority Board, a member of the Board of the Great Barrier Reef Foundation, and Governor 
of the Taronga Foundation. He is involved in a number of community, environmental and artistic activities.
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