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INFORMATION
NEWS, BUSINESS,  

SPORT, LIFESTYLE,  
CONTENT MARKETING

MARKETPL ACES
REAL ESTATE LISTINGS  
AND SERVICES, CARS,  

JOBS, DATING AND 
TRANSACTIONS

ENTERTAINMENT
SUBSCRIPTION VIDEO  

ON DEMAND, RUNNING,  
SWIMMING, FOOD,  

WINE, LIFESTYLE,  
MUSIC, RADIO



We are at the heart of conversations that matter  

and creating connections that count.

We are the trusted voice, informing and engaging 

audiences and communities in Australia and  

New Zealand via our newspapers, websites,  

radio stations, events and dynamic digital venues  

for commerce and information.

Every day we enrich the lives of millions of people  

with our independent journalism, quality content  

and great experiences – and we have been doing  

it for 185 years.

Our journalists perform their jobs with  

independence, insight and integrity. 

Everyone is passionate, and our customers and 

audiences are at the centre of everything we do.

Great minds are at work in our business.  

We are at the forefront of the revolution  

in the media, driving digital innovation. 

We are growing shareholder value by engaging 

audiences, communities and businesses,  

and monetising a range of business models.

We are growing and transforming Fairfax Media, 

investing in it, making it a stronger, diversified portfolio 

of businesses – spanning media, marketing services, 

real estate services, data, entertainment, and beyond – 

sustaining the important work we do in the  

communities we serve.

Independent. Always. 

FAIRFAX MEDIA IS AN ENERGISED COMPANY 

PROVIDING POWERFUL CONNECTIONS  

THROUGH LEADING INFORMATION BRANDS, 

MARKETPLACES AND ENTERTAINMENT ASSETS.
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AUSTRALIAN 
COMMUNITY 
MEDIA
LEADING RURAL AND 
REGIONAL NEWSPAPERS 
AND DIGITAL MEDIA

The targeted $60 million 
annualised cost savings and 
restructuring program was 
achieved and successfully 
delivered a leaner, more 
consolidated publishing 
group. Investment in new 
technology and upgrading of 
local newsrooms supported 
the successful national roll-
out of digital-first publishing. 
Sales teams were upskilled 
to provide digital marketing 
solutions. Cost reduction 
offset structural challenges in 
rural and regional markets and 
underpinned improvement in 
second-half EBITDA.

$60M

-10%

-11%

ANNUALISED SAVINGS ACHIEVED 
TO END OF FY16

EBITDA % CHANGE

TOTAL REVENUE

DOMAIN  
GROUP
REAL ESTATE MEDIA  
& SERVICES

The increasingly valuable 
Domain Group delivered 40% 
growth in EBITDA and has 
established a strong national 
footprint with effective parity in 
agent subscribers and listings. 
Leading product innovation 
and investment in content and 
marketing has delivered an 
82% uplift in average monthly 
visits to Domain across all 
platforms, substantially closing 
the gap to the main competitor. 
Operational investment and 
acquisitions position Domain as 
a strong platform at the centre 
of the real estate ecosystem to 
expand and grow new revenue.

+27%

+40%

+33%

DIGITAL REVENUE GROWTH

EBITDA GROWTH

TOTAL REVENUE GROWTH

AUSTRALIAN 
METRO MEDIA
LEADING 
METROPOLITAN 
NEWSPAPERS &  
DIGITAL MEDIA

Australia’s number one 
masthead The Sydney Morning 
Herald, The Age and The 
Australian Financial Review 
have large-scale, predominantly 
digital audiences. The three 
main titles have 209,000 
paid digital subscribers and a 
growing digital subscription 
revenue base. Cost discipline 
was maintained in an 
environment of ongoing print 
advertising declines. Investment 
in product development and 
increased digital capability will 
underpin a future sustainable 
publishing model of enhanced 
digital and targeted and 
differentiated print.

+17%

-45%

-5%

DIGITAL SUBSCRIPTION  
REVENUE GROWTH

EBITDA % CHANGE

TOTAL REVENUE
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DIGITAL 
VENTURES
PORTFOLIO OF 
DIGITALLY-FOCUSED 
ASSETS

Stan has created meaningful 
value and is on a clear path to 
profitability. With 500,000+ 
active subscribers, Stan is 
Australia’s leading local SVOD 
platform, providing world-class 
entertainment – including via 
its exclusive SHOWTIME deal – 
supplemented by local original 
productions. A portfolio of 
digital publishing assets operate 
with local staff and leverage 
global content from leading 
digital-only media groups in the 
US, the centrepiece of which 
is HuffPost Australia. Weather 
services company Weatherzone 
delivered a strong performance. 

+21%

1.1M

+55%

REVENUE GROWTH

STAN GROSS SIGNUPS

EBITDA GROWTH

NEW ZEALAND 
MEDIA
LEADING NZ  
NEWSPAPERS &  
DIGITAL MEDIA

Leading local digital brand 
Stuff continued to achieve 
strong momentum, growing 
its audience 11% to 2 million. 
Digital product development 
and improved audience 
monetisation (via events 
and a membership model) 
underpinned a 36% increase  
in digital revenue. Stuff 
and hyper-local network 
Neighbourly have 700,000 
members. Cost reductions 
partially offset ongoing print 
advertising declines. In May 
2016 the business announced 
plans to merge with NZME, 
subject to regulatory approval.

+36%

-14%

-9%

DIGITAL REVENUE GROWTH

EBITDA % CHANGE

TOTAL REVENUE

MACQUARIE 
MEDIA LIMITED
LEADING NATIONAL 
NEWS, TALK, SPORT 
& MUSIC RADIO 
NETWORK

Fairfax has a 54.5% 
shareholding in the ASX-listed 
Macquarie Media Limited, 
which operates a national radio 
network with the number one 
stations in Sydney (2GB) and 
Melbourne (3AW). In March 
2015, the former Fairfax Radio 
Network and the former 
Macquarie Radio Network 
merged. The combined 
business has unlocked 
significant value through cost 
and operational synergies, 
created new advertiser 
opportunities, and delivered 
pleasing performance.

#1

+80%

+28%

STATIONS IN SYDNEY AND 
MELBOURNE

EBITDA GROWTH

REVENUE GROWTH

LIFE & EVENTS
LIFESTYLE MEDIA 
ASSETS AND EVENTS

Life & Events operates 
Australia’s largest mass 
participation events business, 
which leverages Fairfax’s brands 
and audiences by delivering 
real-life experiences, which are 
increasingly in demand in the 
digital age. Events spanning 
running, swimming, food 
and wine, parenting and the 
arts grew organically and by 
acquisition, including OpenAir 
Cinemas. Journalism, content 
and products – spanning 
travel, health, food, parenting 
and motoring – attract large 
audiences which are monetised 
via new transactions businesses, 
such as the Drive joint venture.

33%

2.2M

~50

EVENTS REVENUE GROWTH

EVENT PARTICIPANT NUMBERS

NUMBER OF CONSUMER EVENTS
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 N I C K  F A L L O O N

A  W O R D  F R O M  T H E

Over the past five years, Fairfax has 

earned its place at the forefront of 

media companies around the world. 

We have achieved this by making the 

hard and smart decisions. 

This is my first report to you as your 

Chairman, a role I’ve held since 

September 2015. I joined the Board  

in May last year. I have been impressed 

by the results that the transformation 

of the business has delivered and  

the organisation’s depth of capability 

and talent.

The Company’s solid financial 

position and earnings stability reflect 

relentless efforts to optimise each 

business, building on core strengths 

and adapting to ongoing changes in 

the industry globally. The key driver 

of earnings remains the outstanding 

performance of our real estate media 

and services business Domain Group, 

which is well positioned to thrive and 

continue to build value.

Total Group revenue of $1,830.5 

million in the 2016 financial year 

was virtually stable being only 0.6% 

lower for continuing businesses than 

the prior year. This achievement 

reflects the consistent delivery of 

the Company’s restructuring efforts, 

as well as acquisitions and growth 

initiatives particularly focused on 

Domain and other digital businesses.

We have been able to manage the 

global decline in print advertising  

and readership, while driving growth  

in Domain and digital revenue.  

We have also seen good early results 

from our restructured radio business, 

and at the same time have created 

new revenue streams.

Fairfax now operates a diversified 

portfolio of businesses with a 

sustainable mix of revenues, including 

digital subscriptions, marketing 

services, property services, events, 

entertainment and more. 

Group expenses for continuing 

businesses decreased by 0.3% to 

$1,548.8 million, a reflection of 

investment in Domain, the impact of 

acquisitions, offset by continued cost 

discipline and efficiency. 

For the 2016 financial year, Fairfax 

delivered underlying earnings 

before interest, tax, depreciation 

and amortisation (EBITDA) of $283.3 

million, which was 1.4% lower than 

the $287.4 million in the prior year 

for continuing businesses. Earnings 

before interest and tax (EBIT) of $213.2 

million for continuing businesses is 

4.2% lower. Earnings per share of 5.7 

cents compared with 6.0 cents in the 

prior year. The Company will pay total 

dividends for the year of 4 cents per 

share, consistent with the prior year.

Underlying net profit after tax of 

$132.5 million compared with $143.4 

million the prior year. After taking 

into account significant items, the 

Company reported a net loss after tax 

of $893.5 million. The result includes 

total significant items expense after 

tax of $1,026 million, which includes 

non-cash impairments relating to 

publishing, as well as write-downs 

of other assets and restructuring and 

redundancy charges. 

The impairment charges reflect the 

outcome of the year-end impairment 

review process, the decision to 

separate Domain Group from the 

Australian Metro Media segment 

and the related allocation of assets 

between Australian Metro Media and 

Domain. Domain makes a significant 

F A I R F A X  M E D I A  I S  A  M O D E R N ,  D I V E R S I F I E D  P O R T F O L I O 
O F  B U S I N E S S E S  D E L I V E R I N G  R E S U L T S  F R O M  V A L U A B L E 
I N F O R M A T I O N ,  M A R K E T P L A C E S  A N D  E N T E R T A I N M E N T  A S S E T S . 
W E  A R E  A C T I V E L Y  P U R S U I N G  G R O W T H ,  H A V I N G  S U B S T A N T I A L L Y 
R E D U C E D  C O S T S  A N D  R A D I C A L L Y  S I M P L I F I E D  O U R  O P E R A T I O N S 
T O  D R I V E  S H A R E H O L D E R  V A L U E .
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earnings contribution and remains an 

integral and growing part of Fairfax.  

We have no plans for that to change. 

The remaining Australian Metro 

Media segment comprises Australian 

metropolitan and national newspapers 

and websites, Digital Ventures and 

Life & Events. Metro’s segment 

presentation will provide a clear picture 

of the operational performance of 

the business as it transitions to a new 

sustainable publishing model.

The impairment charges reflect the 

market realities that our publishing 

businesses are facing. The accounting 

standards do not allow Fairfax to 

recognise in its accounts all of the 

considerable value which Domain has 

created over the past four years.

In Metro, the considerable work  

done to transform the business has 

created flexibility and optionality 

around the future, and we are 

confident in our plans.

In Australian Community Media,  

we have successfully delivered on 

our transformation program through 

2016, however the adjustments are 

appropriate as we recognise the 

challenges this business continues  

to face in rural and regional markets. 

We continue to develop initiatives and 

consider opportunities for ACM.

Our New Zealand business faces 

similar issues to those in Australia.  

Its impairment has been calculated 

on a standalone basis and does not 

take into account any potential benefit 

from the proposed merger with  

NZME announced in May 2016.  

The impairment has no bearing on the 

proposed transaction or its structure.

The Company has maintained a solid 

balance sheet, finishing the year with 

net debt of $88.7 million. This reflects 

capital investment, acquisitions, the 

$111.8 million on-market buyback of 

5% of ordinary shares completed in 

December 2015, and restructuring 

and redundancy expenses. Our 

position provides us with flexibility 

and optionality to seize opportunities, 

invest for growth, and take action with 

great confidence. 

POWERED BY DIGITAL 

Fairfax’s earnings are increasingly 

digitally derived, with 42% of EBITDA 

from digital and non-print sources in 

the 2016 financial year. 

Digital and non-print earnings are 

expected to continue to grow, with 

the largest contributors being digital 

powerhouse Domain, 54.5% owned 

radio business Macquarie Media, and 

other digitally-driven growth assets.

The increasing dominance of digital is 

a reflection of the Company’s strategic 

decision to move with consumer 

trends and embrace modern 

technologies to deliver quality, 

independent journalism, compelling 

content and engaging experiences. 

These assets – together with Fairfax’s 

trusted brands, rich data and large-

scale audiences – are at the core of 

a powerful multi-platform network. 

These assets are monetised across a 

range of business models, connecting 

marketers to audiences across digital, 

radio and print. 

Fairfax has successfully evolved 

beyond the traditional model 

of advertising and subscription 

revenue, to include lead generation, 

transactions, events and other value 

added services.

We are the leading digital publisher in 

Australia and New Zealand, reaching 

a monthly digital audience of around 

12 million and 2 million respectively 

in each country according to Nielsen. 

Additionally, Macquarie Media 

reaches a national audience of 

around 2.2 million, Events attracts  

2.2 million participants annually,  

and 50% owned subscription- 

video-on-demand (SVOD) business 

Stan has more than  500,000  

active subscribers.

Digital know-how is now at the  

heart of all of Fairfax’s businesses.  

This is reflected in the skills and 

capability of the Company’s people, 

the modern ways they work, their 

forward-thinking, and eagerness to 

embrace innovation.

OUR STRATEGY

The 2015 Annual Report outlined the 

strategic priorities and opportunities 

each business was pursuing to grow, 

transform and invest to drive the 

Company’s long-term performance. 

Significant progress has been made  

in delivering against these objectives. 

Put simply, the Company’s strategy 

has three core pillars:

Grow Domain: Domain is a digital 

powerhouse and delivering a 

standout performance, with its digital 

EBITDA up more than 50% during 

the year. The Company continues 

to invest in Domain to drive its 

performance and extend its business 

model beyond listings to capture the 

immense opportunity in the broader 

real-estate ecosystem.

Transform Publishing: Significant 

cost reduction, digital product 

development and actively managing 

print revenue declines have shaped 

the fixes developed to sustain Fairfax’s 

three main publishing businesses 

as they adapt to consumer trends 

in respective markets. Metro is 

developing a plan for enhanced 24/7 

digital and reduced print frequency. 

ACM has delivered on its $60 million 

annualised cost saving program  

and increased digital publishing 

capability, and is developing initiatives 

and considering opportunities.  

New Zealand is strongly positioned 

and pursuing a strategic consolidation 

opportunity with NZME. 

F A I R F A X ’ S  E A R N I N G S 
A R E  I N C R E A S I N G LY 
D I G I T A L LY  D E R I V E D , 
W I T H  4 2 %  O F  E B I T D A 
F R O M  D I G I TA L  A N D 
N O N - P R I N T  S O U R C E S 
I N  T H E  2 0 1 6 
F I N A N C I A L  Y E A R . 
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The merger is currently being 

reviewed by the NZ Commerce 

Commission. 

Create New Revenue Streams:  

The Company is investing and using 

its large-scale audiences, powerful 

brands and advertising inventory, 

to create new scalable businesses 

and build new digital and non-print 

revenue streams. This includes 

partnering with specialists. Examples 

include Domain’s investments, Stan, 

Macquarie Media, Drive (joint venture 

with owners of themotorreport), 

HuffPost Australia (local partnership 

with the global digital news leader), 

and the Allure Media portfolio which 

leverages leading global digital brands.  

The Company is investing to  

build its Events business, which 

operates around 50 events spanning 

food and drink, health and fitness, 

business, parenting and more. 

In his Report, the Chief Executive 

Officer elaborates further on Fairfax’s 

strategy and the significant milestones 

delivered.

OUR COMPANY

The Company’s Board and 

management team are taking the 

strategic actions necessary to create 

shareholder value, maximise distinct 

competitive advantages, whilst 

maintaining Fairfax’s proud 185-year 

history of editorial independence  

and integrity.

The Company’s position on media 

ownership law reform was outlined in 

2015 Annual Report. These reforms 

are long overdue. I note that during 

the year there was consideration of 

media ownership law reform by the 

Australian Government. Regrettably, 

these matters appear stalled in the 

current political climate. Whilst Fairfax 

still believes there is a compelling 

case for reform, the key planks of 

our strategy are not dependent on 

achieving any particular outcome,  

and we are strongly positioned for  

the future regardless. 

The Board and I look forward to 

holding the Company’s 2016  

Annual General Meeting in  

Melbourne in November.  

The agenda will be detailed in  

the formal Notice of Meeting.

I take this opportunity to thank  

each of my fellow Board members  

for the contribution they make to  

the success of the Company.  

I acknowledge Peter Young, who 

resigned from the Board in April 2016 

after more than 10 years’ service;  

and Michael Anderson who resigned 

in August 2016 after six years’ service. 

On behalf of the Board I thank Peter 

and Michael for their important 

contributions. In April 2016,  

we welcomed Patrick Allaway to  

the Board. Patrick is a highly 

experienced public company director 

and his experience and expertise are 

proving highly valuable to the Board 

and to the Company.

On behalf of the Board, I would  

like to thank everyone at Fairfax 

for their skills, commitment and 

dedication to the important work we 

do. The dynamic leadership of the 

Company’s Chief Executive Officer 

Greg Hywood puts the business, and 

all of its people, at the forefront of the 

contemporary media environment  

we operate in.  

$213.2M
UNDERLYING EBIT

$132.5M
UNDERLYING NET 
PROFIT AFTER TAX

4¢
TOTAL DIVIDENDS  

PER SHARE 
(PARTIALLY FRANKED)

$88.7M
NET DEBT 

AS AT 26 JUNE 2016

C H A I R M A N ’ S  R E P O R T  C O N T ’ D
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FAIRFAX MEDIA IS THE LEADING DIGITAL PUBLISHER IN  
AUSTRALIA AND NEW ZEALAND. ITS TRUSTED BRANDS AND 

QUALITY INDEPENDENT JOURNALISM AND CONTENT ATTRACT 
VALUABLE, LARGE-SCALE AUDIENCES. MARKET LEADING 

POSITIONS OF THE SYDNEY MORNING HERALD AND STUFF.CO.NZ 
UNDERPIN AN INCREASINGLY DIGITALLY-DRIVEN PORTFOLIO 

OF NEWS, BUSINESS, SPORT AND LIFESTYLE ASSETS WHICH 
CONNECT MARKETERS TO OUR MULTI-PLATFORM AUDIENCES.
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 G R E G  H Y W O O D

A  W O R D  F R O M  T H E

I N  T H E  2 0 1 6  F I N A N C I A L  Y E A R ,  F A I R F A X  M E D I A  G E N E R A T E D  4 2 % 
O F  G R O U P  E B I T D A  F R O M  I T S  V A L U A B L E  P O R T F O L I O  O F  D I G I T A L 
A N D  N O N - P R I N T  B U S I N E S S E S ,  P A R T I C U L A R L Y  D O M A I N  G R O U P  – 
O U R  R E A L  E S T A T E  M E D I A  A N D  S E R V I C E S  P O W E R H O U S E .

On current trends, digital and non-print 

will deliver closer to 60% of Group 

EBITDA in the 2017 financial year.

Clearly the Company is succeeding  

in creating additional revenue streams 

and building new businesses that 

leverage our inventory and large 

multi-platform audiences. 

We are growing shareholder  

value by using our award-winning 

journalism and content to engage 

audiences, communities and 

businesses, and monetising a range  

of business models.

The strategy has produced stable top-

line revenue and EBITDA during 2016 

through ongoing cost discipline while 

reshaping Fairfax into a high-value, 

broadly-based, digital rich business. 

As outlined in the 2015 Annual  

Report, this strategy is based  

around growth, transformation  

and investment in our diversified 

portfolio of information, marketplaces 

and entertainment assets.

Fairfax’s performance underlines the 

Company’s strength:

•  Domain is Australia’s fastest growing 

online real estate business;

•   The Sydney Morning Herald is 

Australia’s number one masthead;

•  Stan has quickly established itself 

as the leading local subscription-

video-on-demand (SVOD) platform;

•  Our Life & Events business has 

expanded significantly and now 

operates around 50 events;

•  Australian Community Media 

achieved its targeted $60 million of 

annualised cost savings;

•  Stuff.co.nz is the number one local 

website in New Zealand; and 

•  Macquarie Media has the number 

one radio stations in Sydney (2GB) 

and Melbourne (3AW).

The Chairman’s Report outlines  

our three strategic priorities – Grow 

Domain, Transform Publishing, 

and Create New Revenue Streams 

– to accelerate the Company’s 

performance. The significant 

milestones in executing our strategy 

this last year are outlined below.

GROW DOMAIN

During the year, Domain achieved 

its aggressive growth objectives and 

delivered an outstanding result with 

a 27% increase in digital revenue and 

50% growth in digital EBITDA. 

Key drivers of this strong performance 

include Domain’s success in growing 

a high-quality national audience. 

Domain achieved an 82% increase in 

average monthly visits for the year; a 

strong foundation of national market 

penetration, having acquired more 

than 90% of agents and listings; and 

the roll-out of the agent ownership 

model nationally.

Domain is setting an impressive pace 

in product development and audience 

generation, particularly in mobile and 

social. Visits to mobile platforms are  

up 131% for the year. 

We continue to invest in Domain  

to grow and extend its business 

beyond listings to capture the 

immense opportunities in the broader 

real-estate ecosystem. 

We have acquired strategic stakes 

in revenue adjacency businesses 

including open for inspection app 

Homepass, local trade services site 

Oneflare, leading commercial utilities 

bundle provider Beevo, and utilities 

comparison and connection site 

Compare & Connect. In the past three 
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years, Fairfax has invested more  

than $175 million to successfully  

grow Domain.

We are very confident in the outlook 

for Domain, the momentum it is 

achieving, and its ability to continue  

to benefit from improvements in  

yield, depth penetration, geographic 

expansion and revenue diversification.

TRANSFORM PUBLISHING

Fairfax has never shied away from  

the fact that our publishing businesses 

are on a print to digital journey –  

and we have made significant progress 

in making them sustainable for the 

long term. 

This means an intense focus on 

cost reduction, increasing flexibility 

and efficiency, focus on digital 

development, and ongoing investment 

in the capability of our people. 

We run our newsrooms on a 24/7 

digital-first basis and we have evolved 

our commercial model to grow 

and monetise our valuable large 

audiences, content and journalism.

This is the reality of media today: 

•  Consumers have wholeheartedly 

embraced digital, including search 

engines and social media as well as 

online news and information. Our 

audiences are predominantly digital; 

print is steadily declining but still 

attracting valuable audiences. 

•  Print advertising and circulation 

revenue continue to decline and 

digital display advertising and 

circulation alone cannot offset this.

•  Mass circulation print products 

involve a high level of fixed cost, 

notwithstanding the reduction and 

variabilisation we have achieved.

•  Technology and systems costs to 

support legacy print plus digital 

infrastructure have grown over 

the years, creating complex and 

expensive support systems.

Fairfax’s future will inevitably involve 

a stronger emphasis on digital 

publishing and major product 

innovation and evolution as consumer 

preferences demand. Each of our 

publishing businesses will shape 

their futures in response to their own 

market environments. 

For our Australian Metro Media titles  

The Sydney Morning Herald and The 

Age, it should surprise no one, and 

certainly not us, that the seven-day-

a-week print model will eventually 

give way to weekend-only, or more 

targeted printing in the case of The 

Australian Financial Review. This trend 

is already occurring globally. Exactly 

when we move towards implementing 

this new model depends on the view 

we form about trends in consumer 

and advertiser behaviour.

Our strategy means we can maximise 

the value of print and evolve our 

business model, having substantially 

reduced risk by removing $400 million 

of structural costs over the past four 

years. This discipline continued in 

2016, with Metro publishing costs 

finishing the year 4% lower.

Digital subscription revenue was 17% 

higher. We had 209,000 paid digital 

subscribers across The Sydney Morning 

Herald, The Age and The Australian 

Financial Review, as at July 24.

The restructuring of Australian 

Community Media into six geographic 

operating groups has created a more 

modern, consolidated rural and 

regional media network and delivered 

the targeted $60 million annualised 

cost savings. A 12% reduction in 

full-year operating costs supported 

an improvement in second-half 

EBITDA. As the business continues to 

face challenges in rural and regional 

markets, it remains focused on digital, 

and we are developing initiatives and 

opportunities for this business.

Our New Zealand publishing business 

reduced operating costs by 8% 

notwithstanding investment in digital 

product. The business continues 

to achieve strong digital audience 

growth, underpinned by Stuff.co.nz, 

which is the country’s number one 

domestic website. 

During the year, Stuff increased 

its audience 11% to 2 million and 

delivered 36% growth in digital 

revenue. Audience monetisation is 

being pursued through new adjacent 

businesses including events which saw 

revenue growth of 30% year-on-year. 

The business is strongly positioned as  

it pursues a merger with NZME.

CREATE NEW REVENUE STREAMS

We are creating value by investing 

in new revenue opportunities and 

increasingly using partnerships 

and specialist expertise to drive 

performance. You can see this in 

Domain’s investments, the Macquarie 

Media radio business, SVOD service 

Stan, dating sites RSVP and Oasis 

Active, our Life & Events portfolio, and 

our digital publishing businesses Allure 

Media and HuffPost Australia.

Stan has established itself as the local 

market leader in the booming SVOD 

category and is more than meeting its 

business targets. Stan is on a clear path 

to profitability and expected to reach 

cashflow breakeven during FY18. 

When Stan launched 18 months 

ago, there was no established SVOD 

category. Now SVOD is in millions of 

Australian homes, many of which have 

shown willingness to subscribe to  

more than one service. Stan is gaining 

market share. As at the end of June, 

Stan had more than 1.1 million gross 

sign-ups and more than 500,000  

active subscribers.

OUR STRATEGY MEANS 
WE CAN MAXIMISE 
THE VALUE OF PRINT 
AND EVOLVE OUR 
BUSINESS MODEL, 
HAVING SUBSTANTIALLY 
REDUCED RISK BY 
REMOV ING $400  
MILLION OF STRUCTURAL 
COSTS OVER THE PAST 
FOUR YEARS.
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$283.3M
UNDERLYING EBITDA

50%
DOMAIN DIGITAL 
 EBITDA GROWTH

$245M
CASHFLOW FROM 

 TRADING

SHARE OF UNDERLYING EBITDA 
EXCLUDING CORPORATE/OTHER (%)

Domain

Australian Metro Media

Australian Community Media

New Zealand Media

Macquarie Media Limited

36%

12%

27%

17%

8%

C E O ’ S  R E P O R T  C O N T ’ D

Underpinning Stan’s strong market 

position is its world-class international 

content, including its exclusive multi-

year deal with CBS’s SHOWTIME, 

supplemented by local original 

productions including No Activity and 

Wolf Creek. Wolf Creek was recently 

sold into international markets enabling 

Stan to accelerate its funding for 

original productions.

Our Digital Ventures portfolio, including 

the digital publishing businesses, 

achieved pleasing momentum with 

total revenue up 21% and EBITDA up 

55%. These results were achieved 

while at the same time we continued 

to invest in the business. Allure Media 

and weather services company 

Weatherzone both delivered strong 

revenue growth. 

A highlight for the year in Life & Events 

was the 33% Events revenue growth, 

which benefited from investment and 

the acquisition of OpenAir Cinemas. 

During the year, we formed a joint 

venture between Drive and 112, owners 

of themotorreport. The joint venture 

has a differentiated strategy to drive 

lead generation for new cars. We are 

also pursuing further opportunities to 

monetise our brand strength in food 

and travel categories. 

The excellent performance of 

Macquarie Media reflects the success 

of the March 2015 merger between 

Fairfax Radio Network’s 3AW, 2UE, 

4BC and 6PR stations and Macquarie 

Radio Network’s 2GB. The merger 

created a genuine national news, talk 

and sport network, bringing together 

the number one stations in Sydney 

and Melbourne. Cost and operational 

synergies underpinned the 28% growth 

in revenue and 80% increase in EBITDA, 

with margins expanding from 13% to 

18%. We are confident that the benefits 

of the merger will continue to underpin 

future performance. 

DELIVERING OUR FUTURE

Digital and non-print earnings are 

growing and powering Fairfax’s future 

sustainable business model. 

This outcome is the result of having 

completely reset the 185-year-

old business by embracing digital 

innovation and placing today’s 

customers and audiences at the centre 

of everything we do.

Fairfax is now a modern media 

business. We are achieving what some 

said could not be done. 

Each of our businesses is pursuing 

clearly defined objectives to maximise 

strengths, adapt to the changed media 

environment, and drive shareholder 

value. In Domain, we have a strong 

growth vehicle that will continue 

to perform and increase value for 

shareholders. We are leading the way 

in reshaping our publishing businesses. 

We are creating new revenue streams.

Contemporary journalism and  

highly-engaging content remain  

at Fairfax’s core, underpinned by 

absolute independence and integrity.  

Our audiences have never been  

larger, more diverse, or hungrier for 

digital content and services, and  

real-life experiences. 

It has been another extraordinary year 

of change and progress. That we are 

thriving is the result of the hard work, 

energy and commitment of our people. 

At Fairfax we have thought our 

way through the complex issues of 

structural disruption. Our people 

are energised by the opportunities 

ahead and work with modern skills 

and technology. They have the right 

attitudes to keep pace with the needs 

of today, and innovate for tomorrow. 

Creativity and bringing new products 

to market are now part of our 

organisational DNA.

I would like to thank all of our people 

for their immense efforts. There’s no 

lack of willingness to take the actions 

necessary to continue our efforts to 

transform the Company.

Fairfax will stay at the forefront of the 

media revolution. 
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AUSTRALIA’S FASTEST GROWING ONLINE REAL ESTATE BUSINESS 
DOMAIN GROUP IS THE CENTREPIECE OF A BROADER PORTFOLIO 

OF DIGITALLY-DRIVEN TRANSACTIONS BUSINESSES SPANNING REAL 
ESTATE LISTINGS AND SERVICES, CARS, JOBS, DATING AND MORE. 

DOMAIN IS BUILDING A STRONG PLATFORM TO SERVICE THE  
REAL ESTATE ECOSYSTEM, EXPAND AND GROW NEW REVENUE.
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Across our business operations, 

we maintain a strong focus on 

environmental and corporate social 

responsibility (CSR). 

We play an active role in supporting 

local communities; and we utilise 

our position as a community leader 

to support and amplify initiatives 

and causes which are aligned to 

our business objectives. We do this 

through sponsorships, partnerships, 

fundraising campaigns as well as 

providing exposure across our 

extensive network of media assets.

By driving conversations that matter 

and creating connections that count 

in the communities we serve, Fairfax 

uses its trusted voice to deliver a 

powerful public good.

Our journalism makes communities 

stronger – more civil, more open and 

transparent. We hold governments 

and the powerful up to public 

scrutiny and to account.

At Fairfax, we strive to be accurate 

and fair-minded in our reporting.  

We have established internal 

processes which aim to ensure this 

happens. We actively support and 

fund media industry self-regulation.

Our CSR and sustainability strategy 

considers risks and the interests 

of our customers, employees, 

shareholders, communities as well as 

social and environmental aspects of 

our business activities and the impact 

on long-term financial viability.

By integrating CSR and sustainability 

into core business processes and 

stakeholder management, Fairfax can 

achieve the ultimate goal of creating 

both social and corporate value. 

Fairfax runs a combination of 

centralised and decentralised CSR 

and sustainability programs to ensure 

maximum benefits to our local 

communities, our customers and 

our employees. These programs are 

reviewed annually and performance 

is tracked, measured and reported on.

There are five strategic pillars in our 

CSR and sustainability strategy: 

1 Community

2  Environment

3  People & Culture

4 Editorial Integrity

5    Financial Viability  

and Sustainability

F A I R F A X  M E D I A ’ S  C O M M E R C I A L  S U C C E S S 
A N D  F I N A N C I A L  P E R F O R M A N C E  I S  V I TA L LY 
I M P O R TA N T  T O  T H E  C O M P A N Y ’ S  A B I L I T Y  T O 
P R O V I D E  M E A N I N G F U L  B E N E F I T S  T O  T H E 
C O M M U N I T I E S  W E  S E R V E  T H R O U G H O U T 
A U S T R A L I A  A N D  N E W  Z E A L A N D .
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1 .  C O M M U N I T Y

Fairfax is supporting and making  

a positive contribution to the 

hundreds of communities in which 

we operate. We do this in many 

different ways, each unique to the 

role we play in that community.  

This may include fundraising, 

advocacy, championing local issues 

and both financial and in-kind 

support of charitable, community  

and other worthwhile causes.

Fairfax encourages its employees  

to be generous to their community. 

In Australia, this includes the 

Company’s workplace giving 

program More than Words, an 

initiative started in 2005 which allows 

staff to donate amounts from their 

pre-tax salary to nominated charities.

To mark the first anniversary of 

the 17 July 2014 missile strike that 

destroyed Malaysia Airlines Flight 

17 (MH17) as it flew over the East 

Ukraine conflict zone, Fairfax chief 

correspondent Paul McGeough and 

photographer Kate Geraghty  (who 

were both on the ground reporting 

on the event) organised to germinate 

sunflower seeds from original seeds 

they collected from the crash 

site. A total of 298 people 

were killed in the disaster, 

including 41 Australians. 

With the support of 

the Department of 

Agriculture, in June 

2015 seeds were 

produced to send 

to families and 

friends of crash 

victims in Australia 

and around the 

world. The story of the initiative was 

told as a special editorial series called 

“Planting Hope”.

Fairfax partners with numerous 

organisations and events nationally 

including the prestigious Australian of 

the Year Awards, the Sydney Festival, 

Melbourne Festival, Brisbane Festival, 

Art Gallery of New South Wales, 

National Gallery of Australia and the 

Melbourne and Sydney Film and 

Writers’ Festivals.

Fairfax regularly works with charity 

partners. During the year in the wake 

of Tasmania’s worst flood since 1929, 

The Examiner and B&E Bank teamed 

up with St Vincent de Paul, Raw Tas, 

Salvation Army, The City Mission and 

the Benevolent Society to raise more 

than $42,000 for charities in North 

and North-West Tasmania. 

Fairfax is also a foundation sponsor of 

the Australian Science Media Centre 

(AusSMC), which is an independent, 

not-for-profit service aimed at better 

informing public debate on major 

science issues. Fairfax has provided 

the AusSMC with financial and in-kind 

support since the organisation was 

established in 2005. The AusSMC 

works for the benefit of the broader 

community by fostering stronger 

links between the media and the 

scientific community to encourage 

the dissemination of evidence-based 

science information. 

Our newspapers, websites and other 

platforms play an important role in 

this respect, working with our charity 

partners to utilise available advertising 

inventory to amplify good causes 

via our media network. This initiative 

generates exposure worth many 

millions of dollars.

During the year, our Australian  

network of rural and regional 

newspapers and websites collectively 

contributed more than $1.75 million 

in cash and in-kind support to assist 

numerous charities, sporting clubs, 

projects and programs. Fairfax’s 54.5% 

owned radio business Macquarie 

Media also supports national and local 

non-profit organisations through its 

involvement in community-based 

activities, sponsorships and community 

service announcement airtime. 

Fairfax is proud to be an active 

participant in its local communities, 

including through its events 

businesses, which enrich and 

enhance the communities in which 

we operate by staging a variety of 

lifestyle, sport and entertainment 

events and festivals throughout 

Australia and New Zealand.  

For example, in New Zealand,  

Fairfax operates House & Garden 

House Tours supporting the NZ 

Breast Cancer Foundation with a  

NZ$50,000 cash donation and 

NZ$100,000 media campaign.  

The Examiner regularly connects with 

its community in Tasmania through 

the Community Barbecue Roadshow, 

sharing stories with locals and raising 

money for the town’s rotary clubs to 

disperse back into the community.

Fairfax is a proud sponsor of the 

Tech Girls Movement – a non-profit 

focused on making young girls 

passionate about futures focused 

on STEM (Science, Technology, 

A sunflower grows at the Malaysia Airlines 17 (MH17) crash site in Eastern Ukraine  (Photo: Kate Geraghty ) 
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Fairfax has a program of monitoring, 

measuring and reporting on the 

effectiveness of sustainable business 

practices across our business 

portfolio and assets. We have set 

targets to measure the impact 

of our business activities on the 

communities and environments in 

which we operate.

We are committed to a continuous 

improvement program in relation to 

our environmental performance and 

are working towards achieving ISO 

14001 compliance by 2020. 

The Company’s Board People and 

Culture Committee is charged with 

the oversight of environmental 

reporting and performance in line 

with the Committee’s Charter.

Fairfax has not received or been 

subject to any environmental 

breaches, improvement notices, 

fines or non-compliances from any 

regulatory bodies in 2016. There were 

no environmental accidents as a result 

of the Company’s business operations.

Fairfax continues to work closely 

with its suppliers and the printing 

and publishing community to reduce 

its impact on the environment and 

to monitor compliance to agreed 

supply standards.

Fairfax is a co-signatory to the sixth 

National Environmental Sustainability 

Agreement (NESA) between all 

governments and publishers in 

Australia. This sixth agreement was 

launched in September 2015 by the 

then Minister for the Environment. 

The NESA continues the proud 

collaboration of the last 24 years 

between all Government entities and 

the Australian publishing industry, 

which has delivered Australian 

newsprint recycling rates among 

the highest in the world as well as 

many other enviable environmental 

outcomes.

Fairfax’s printing division is a member 

of NewsMediaWorks’ Environmental 

Advisory Group which advocates 

to advance newsprint recycling, 

improve product stewardship and 

promote sustainability. 

In 2011, the Company set a carbon 

reduction target of 20% to 25% 

reduction by 2020 measured  

against the 2011 base performance. 

Since 2011 Fairfax has achieved a 

carbon reduction in excess of 41%. 

The Company is committed to 

further reductions. 

Fairfax has delivered improved 

performance against reported 

2020 energy and carbon emissions 

reduction targets, detailed below: 

2 .  E N V I R O N M E N T

Engineering and Maths) using 

storytelling and mentoring. 

Numerous Fairfax employees are  

actively involved in the Tech Girls 

mentoring program.

Fairfax New Zealand’s Creative 

Spirit (creativespirit.org.nz) initiative 

started in 2012 and challenges 

employers in all industries, especially 

media and advertising, to provide 

employment opportunities to people 

with disabilities. In just four years the 

number of opportunities created 

within Fairfax alone has grown 

substantially, with the Company 

actively involved in assisting many 

other businesses to do the same.

Other ways we help local charities, 

clubs and associations to raise  

funds includes via our Events 

business, which attracts more than 

2.2 million people a year to the 

events it conducts. We facilitate 

and promote fundraising by our 

participants at our sporting events 

via Everyday Hero, and encourage 

fundraising at our food events, 

working with OzHarvest.

In the 2016 financial year, our Events 

businesses in Australia and New 

Zealand helped to raise more than  

$6 million and NZ$300,000, 

respectively, for charity and 

community initiatives. For example, 

the annual Round the Bays fun run 

has been an iconic Auckland event 

since 1972 with approximately 30,000 

people taking part each year. 

Over the past 11 years, Round the 

Bays has resulted in the donation of 

around NZ$1.75 million to charitable 

causes and initiatives.

2011-12 2012-13 2013-14 2014-15

T CO2-e (NGERS) 84,976 79,174 68,929 50,141

YEAR-ON-YEAR PERFORMANCE (%) -7% -13% -27%

2014-15 PERFORMANCE C.F. 2011-12 (%) -41%
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Fairfax’s Environmental Policy sets 

out the Company’s commitment 

to managing and improving 

environmental performance  

across all business activities.  

The Company has established an 

Environmental Impacts and Aspects 

register, which has identified four  

key areas of focus:

• Energy consumption;

• Waste to landfill;

• Fleet emissions; and

• Water consumption.

The Company, in conjunction 

with its facilities management 

provider, has undertaken baseline 

assessments and tracking across a 

spectrum of sustainability metrics, 

including energy, water, solid waste, 

and greenhouse gas emissions 

to measure progress towards 

sustainability and financial goals, 

and to meet mandatory reporting 

requirements. 

Based on assessments conducted 

in 2011, Fairfax has set targets 

against the following environmental 

performance indicators:

•  Electricity: a 20% reduction in 

electricity consumption by 2020;

•  Office waste: a 50% reduction in 

office waste to landfill by 2020;

•  Events waste: a 100% reduction  

in waste generated at Fairfax Media 

Events to landfill by 2020;

•  Print waste: a 20% reduction in 

printed waste by 2020;

•  Water reduction: a 20% reduction  

in water usage by 2020 at print 

sites; and

•  Fleet emissions: a 30% reduction  

in fleet emissions by 2020.

In the 2016 financial year, Fairfax 

achieved the following results:

•  Electricity: 15.5% decrease in 

electricity consumption;

•  Office waste: 32% diversion  

from landfill across Australian 

operations;

•  Events waste: 63.2% of all waste  

at events diverted from landfill;

•  Print waste: 30 tonne reduction  

in the amount of waste generated;

•  Water reduction: 13% reduction 

year on year in water usage at print 

sites in Australia; 

•  Fleet emissions: 13.3% reduction 

year on year in metro vehicle fleet.

Fairfax undertakes environmental 

auditing of its key facilities and 

operations based on site risk 

profiles and energy utilisation. 

Since 2011, there have been 12 

key facilities across Fairfax subject 

to comprehensive environmental 

compliance audits using ISO 14001 

standards. Audits are designed in 

consultation with an external  

provider to ensure compliance  

with local, State and Federal 

Government requirements. To date, 

the audits have not identified any 

significant environmental non-

compliance. An ongoing annual  

audit program is scheduled and 

approved by the Board’s People  

and Culture Committee.

Fairfax is continuing the consolidation 

of property and printing assets  

across owned and leased premises  

in Australia and New Zealand 

Jackson Kiloe, the Premier of Taro standing where the 
shoreline used to be   (Photo: Penny Stephens ) 
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to reduce floor space, energy 

consumption and property running 

and maintenance costs. 

Across Fairfax’s printing network, 

all print site managers have key 

performance indicators set around 

environmental performance including 

printed waste, compliance, energy, 

water, waste to landfill and recycling. 

All capital expenditure includes 

environmental considerations relating 

to energy consumption, efficiency 

and waste generation. 

During the 2017 financial year, 

Fairfax print sites will be adopting 

new chemical-free plate processing 

technology. This will see a significant 

improvement in environmental 

outcomes relating to the use and 

disposal of processing chemicals  

and will further reduce water usage 

and waste. 

Fairfax performs a vital role in 

educating, informing and raising 

awareness in the community  

about important sustainability  

and environmental issues. 

Our journalism fosters greater 

understanding and community 

awareness of environmental and 

sustainability concerns. 

For example, The Age was recognised 

by the United Nations of Australia 

Victorian Division World Environment 

Day Media Award for Environmental 

Reporting in June 2016 for the 

story “The Vanishing Islands” by 

Adam Morton, Penny Stephens and 

Marija Ercegovac. This story focuses 

international attention of the plight of 

the Solomon Islands and its people 

due to the impacts of climate change 

and rising sea levels.

In July 2015, Newcastle Herald 

journalist Matthew Kelly was 

awarded the 2015 Kennedy Award 

for Excellence in NSW Journalism 

for outstanding reporting on the 

environment for “The Great Cover-

up” campaign, which was launched 

in response to community health 

concerns about dust from coal trains. 

As part of the long-running 

campaign, the Herald undertook  

its own research into air quality  

and emissions. The advocacy 

prompted a Senate committee  

to recommend that coal wagons  

be covered.

CEO of Carnival Australia and 2015 Women of Influence winner Ann Sherry on board Queen Victoria 
for the Westpac Women of Influence alumni cocktail event in Sydney  (Photo: Dominic Lorrimer ) 
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Fairfax has a robust culture where 

we respect strong opinions, 

values and behaviours and open, 

transparent manager-led two-way 

communication. The Company has 

identified its people and culture as 

being critically important in delivering 

its business objectives, as well as 

attracting and retaining high quality 

staff. This includes promoting gender 

diversity, equality and inclusiveness in 

our workplace in all respects. 

More information on how Fairfax 

creates a fair and inclusive workplace 

can be found in the Corporate 

Governance section of this report. 

Fairfax is committed to providing its 

people with the skills and technology 

to allow them to thrive.

Our culture encourages people 

to be customer focused, agile 

and innovative – and to work 

collaboratively.

As the business transformation 

continues to take place, some 

areas of the business are reducing 

headcount, while others are hiring 

staff and investing. 

Our culture and values are embedded 

and reinforced across all areas of the 

business, including in our performance 

management approach and processes, 

digital Learning Hub, development 

programs, as well and recognition and 

reward programs to acknowledge 

success and achievement. 

Our successful Mentoring Program 

provides a structured framework for 

our people to share professional and 

personal experiences and knowledge. 

In May 2016, the Fairfax Mentoring 

Program paired 610 motivated and 

committed staff in Australia and New 

Zealand, building mutually beneficial 

relationships between highly-skilled 

mentors and high-performing 

mentees to support knowledge and 

skills transfer across the business.

SAFETY

Fairfax prioritises the health, safety 

and security of its people. This 

discipline and greater manager 

accountability for safety is becoming 

deeply ingrained in workplace culture. 

This is evidenced by the material 

improvement in safety performance 

achieved in 2016, with a reduction 

in Group Lost Time Injury Frequency 

Rate (LTIFR) from 1.47 in FY15 to 0.99 

in FY16, which represents a decrease 

of 33%. Our high risk printing division 

ended the FY16 period with zero LTIs. 

Improved policies and procedures, 

better communication, training and 

education measures have contributed 

to the reduction.

We are focused on a continuous 

improvement program relating to 

safety and believe we are leading  

our industry sector in this space.  

As a result of our reduced number  

of injuries and workers’  

compensation claims we have 

seen significant financial benefit. 

We continue to focus on training, 

compliance, audits and risk 

assessments to drive our safety 

performance. In FY16 there were  

no penalties or improvement  

notices issued by an authority  

relating to safety breaches or  

non-compliances.

The Company implemented several 

security-related initiatives in 2016, 

including a 24-hour security hotline 

for employees and their families; 

the appointment of a National 

Security Director; security reviews 

and upgrades to security at key 

facilities; the appointment of an 

International Travel Safety and 

Security Manager; training programs 

for staff in evacuation, lockdown and 

active shooter scenarios; and the 

introduction of a security escalation 

procedure linked to Government 

Threat Levels in relation to potential 

terrorist attacks.

DIVERSITY

Across all levels of Fairfax we are 

committed to pursuing diversity, 

equality and inclusiveness for all 

employees. The Company has  

set a target of achieving 35% of 

women in senior management 

positions across the business by  

2018. To support this, changes  

have been made to the Fairfax 

Diversity Guidelines in FY15.  

This included updating recruitment 

and promotion processes and 

introducing frameworks for 

identification, assessment and 

development of high-performing 

talent, as well as a review of talent 

and succession programs. 

Fairfax’s The Australian Financial 

Review has been a proud partner 

together with Westpac of the 100 

Women of Influence Awards since 

2011. Chief executive of Carnival 

Australia, Ann Sherry was named 2015 

overall winner of the 100 Women 

of Influence as well as the Diversity 

category winner. Fairfax also works 

with Westpac to run the 60 Women 

of Influence Awards in New Zealand. 

These awards have had a profound 

influence in business by raising gender 

diversity to the top of the agenda. 

Fairfax also runs a Women of Influence 

program for its employees. 

STAFF WELFARE

Fairfax offers independent, 

confidential 24/7 support and external 

assistance and counselling services 

to all employees across Australia and 

New Zealand and their immediate 

families. 351 staff and their families 

accessed the service in the past year. 

The Fairfax Foundation, established 

in 1959 with an independent charter, 

provides support to current and 

former Fairfax employees and their 

dependants. During the 2016 financial 

year, the Foundation provided 

$349,169 in financial grants, loans and 

other benefits to eligible recipients. 

3 .  P E O P L E  &  C U L T U R E
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Fairfax has a proud 185-year history 

of providing quality independent 

journalism. Our journalists pursue the 

truth without fear or favour. 

All our journalists operate with a 

robust code of ethics. We maintain 

an uncompromising approach to 

media ethics and integrity, with our 

“Independent. Always.” editorial 

position celebrating our point of 

difference and competitive advantage 

as a news media organisation, 

spanning print, digital, radio and 

social platforms.

During the year, The Sydney  

Morning Herald marked 185  

years as a newspaper publisher, and 

made a landmark apology to the 

‘78ers – individuals involved in the 

first Mardi Gras in Sydney – for in 

1978 reporting the names, addresses 

and professions of people arrested 

during public protests to advance  

gay rights. Although following  

custom and practice of the day;  

the SMH acknowledged and 

apologised for the hurt and  

suffering the reporting caused. 

Fairfax’s multi-award winning 

journalism is recognised for its 

powerful role in influencing change 

and the social agenda, sparking  

public interest and debate, and 

serving as a source of timely and 

reliable information for its  

audiences and communities. 

Examples of editorial excellence  

in action include:

CommInsure: An investigation by  

The Age’s Adele Ferguson and the 

ABC’s Four Corners TV program 

exposed several cases of alleged 

unethical behaviour at the 

Commonwealth Bank’s insurance 

arm, CommInsure, triggering an ASIC 

investigation and an industry review.

Eddie Obeid: A decade-long 

investigation into the Obeid family  

led by The Sydney Morning Herald’s 

Kate McClymont spurred an 

Independent Commission Against 

Corruption inquiry and in 2016 led 

to the Supreme Court finding Eddie 

Obeid guilty of misconduct in public 

office over his family’s business 

dealings at Circular Quay. The guilty 

ruling was the first major conviction 

to result from historic corruption 

inquiries in NSW. 

Unaoil: The Age and The Sydney 

Morning Herald, in cooperation  

with HuffPost Australia, reported  

a world exclusive Unaoil investigation, 

exposing significant corruption  

within the global oil industry.  

The reporting has prompted global 

scrutiny of the industry.

Panama Papers: The Australian 

Financial Review joined the 

International Consortium of 

Investigative Journalists’ global 

Panama Papers investigation, 

exposing 11.5 million leaked 

documents obtained from offshore 

services provider Mossack Fonseca and 

one of the biggest leaks of confidential 

financial information in history.  

4 .  E D I T O R I A L  I N T E G R I T Y

Activists from the Y  oung Workers Centre pin signs to the windows of a  
7-Eleven to protest the company’s  treatment of workers (Photo: Paul Jeffers )  
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Being financially sustainable is 

necessary to serve shareholders’ 

interests and fulfil our corporate 

purpose, to grow shareholder value 

by engaging audiences, communities 

and businesses through compelling 

journalism and services, monetised 

across a range of business models.

Fairfax has made significant progress 

in increasing the financial viability 

of its business, including through 

transformation and diversification of 

revenue. This year’s results show the 

strategy Fairfax started implementing 

five years ago is working. 

The stable top-line revenue and 

underlying EBITDA delivered during 

the 2016 financial year make it clear 

that Fairfax has maintained cost 

discipline while reshaping Fairfax into 

a high-value, broadly-based, digital 

rich business. 

In 2016 Fairfax generated 42% of 

Group EBITDA from its increasingly 

valuable digital and non-print 

businesses, particularly Domain 

Group – our real estate media and 

services powerhouse. On current 

trends, digital and non-print will 

deliver closer to 60% of Group 

EBITDA in the 2017 financial year. 

Fairfax will continue its work to keep 

pace with ongoing shifts in consumer 

and advertiser behaviours, while 

developing new revenue streams and 

a sustainable publishing model to 

continue supporting the important 

work we do. 

5 .  F I N A N C I A L  V I A B I L I T Y  A N D  S U S T A I N A B I L I T Y

BlueScope Steel employees meet to discuss the future  
of the Port Kembla steelworks   (Photo: Robert Peet ) 

7-Eleven: A joint investigation 

between The Age and ABC’s Four 

Corners TV program exposed 

7-Eleven Australia’s systemic 

underpayment of workers. 

The reporting prompted a Senate 

inquiry, millions of dollars in fines and 

payouts, the resignations of company 

officials, and increased funding for 

the Fair Work Ombudsman to set-up 

a taskforce to help migrant workers 

and boost the regulator’s evidence-

gathering powers. 

Save Our Steelworks: The Illawarra 

Mercury’s “Save Our Steelworks” 

campaign detailed the “fight for a 

fairer deal for Australian steel” and the 

region’s steelworkers’ efforts to keep 

their jobs. The Mercury exclusively 

live-blogged during a meeting where 

workers voted to support changes 

which ultimately saved the Port 

Kembla steelworks. A campaign 

to introduce a mandatory steel 

procurement level for Australian  

steel is ongoing. 

Family violence: The Newcastle 

Herald has campaigned for its 

community to stand up and speak up 

against family violence, participating 

in Australian Community Media’s “End 

the Cycle” project and publishing a 

special White Ribbon Day edition. 

The Herald revealed that the State’s 

homeless hotline was sending 

women fleeing domestic violence to 

hotel accommodation where men 

on parole or just out of jail were 

also being referred. The reporting 

triggered a State-wide review of 

emergency accommodation.

Child Welfare: Stuff.co.nz and Unicef 

NZ announced a partnership in 

December 2015 to help shine a light 

on improving child welfare, by telling 

the stories of children, families and 

communities afflicted by disaster, 

poverty, and violence both in NZ  

and around the world.

Disability advocacy: The Canberra 

Times’ coverage of the “boy in a cage” 

scandal in an ACT public primary 

school sparked overwhelming  

support and gratitude from readers 

and disability advocates that the  

truth had been exposed.  

An independent review of the  

ACT education system followed. 

Faces of Innocents: This Stuff.co.nz 

series, compiled by journalists across 

the Fairfax NZ network, chronicled 

the details of children who have 

needlessly died because of neglect, 

abuse or maltreatment since 1992.
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FAIRFAX MEDIA ENTERTAINS, INFORMS AND ENRICHES PEOPLE’S 
LIVES THROUGH ITS PORTFOLIO OF ENTERTAINMENT ASSETS AND 

REAL-LIFE EXPERIENCES. THESE INCLUDE AUSTRALIA’S LEADING 
LOCAL SVOD PLATFORM STAN; MACQUARIE MEDIA RADIO NETWORK 

WITH THE NUMBER ONE STATIONS IN SYDNEY AND MELBOURNE; 
AND LIFESTYLE CONTENT AND EVENTS SPANNING RUNNING, 

SWIMMING, FOOD AND WINE, PARENTING AND THE ARTS.
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