
 

 
 

 
 

 
 
 

 



 

 

 

Welcome by Chairman, Peter Mattick 

 

Good morning, ladies and gentlemen.  

 

My name is Peter Mattick and I am the Chairman of Salmat Limited.  

 

I am very pleased to welcome you on behalf of the Directors and management.  We greatly 

appreciate your interest and attendance.  

 

I have been advised by the Company Secretary that a quorum is present and as such I declare 

Salmat’s 2017 Annual General Meeting open. 

I would like to introduce to you my fellow Directors:  

 

- Fiona Balfour, a Non-executive, Independent Director and Chair of the People Performance 

Committee. 

 

- Stuart Nash, a Non-executive, Independent Director.  

 

- John Thorn, our Lead Independent Director and Chair of the Audit, Risk and Compliance 

Committee. 

 



 
 

- Bart Vogel, a Non-executive Independent Director.  

 

- Mark Webster, a Non-executive, Independent Director and Chair of the Technology and 

Innovation Committee. 

 

From our executive team, I’d like to introduce Rebecca Lowde, our Interim Chief Executive Officer; 

Alex Panich, our Interim Chief Financial Officer; and Stephen Bardwell, our Company Secretary.  

 

Also in attendance today is Sue Horlin, representing our auditor, PricewaterhouseCoopers.  

 

 

 

Salmat has undergone another busy year of progress and change but there have also been some 

significant achievements that I’d like to briefly highlight. 

 

One of the key priorities of the past few years has been the business transformation program, 

which aimed to focus on Salmat’s key product and service strengths, simplify all aspects of the 

business and grow revenue and earnings. In FY17, we finalised the remaining transformation 

initiatives, streamlining business systems, implementing process improvement and reducing the 

overall cost base. 

 

 



 
The benefit of this significant program of works has been seen at the bottom line. The past 

financial year saw more than 16% growth in underlying EBITDA as well as growth in the EBITDA 

margin: from 4.3% to 5.2%. Salmat also increased operating cash flow from $5.4 million to $19.1 

million and returned to full year net profit for the first time since FY14. 

 

During FY17 we also finalised the acquisition of MicroSourcing: an outsourced service provider 

based in the Philippines. MicroSourcing has been a great performer for Salmat, delivering reliable 

growth year on year and complementing our Philippines contact centre business. 

 

In order to help fund the final 50% MicroSourcing acquisition, we conducted an equity raising via a 

shareholder rights issue in October last year. This raising successfully generated net cash of $14 

million and I’d like to thank shareholders for their high level of participation and support. 

 

In the contact centre business, we moved our key Melbourne facility to new custom-fit premises in 

December. It was a seamless process, free of service disruption, which is no mean feat when it 

involves relocating 900 people. 

 

As the main program of the business transformation wound down, we started to look more closely 

at the future path for Salmat. With retail market headwinds persisting and print industry 

consolidation underway, we decided to take stock of a number of alternative options for the 

business. Hence, at half year we announced the commencement of a strategic review of the 

business. 

 

We have identified some key priorities for Salmat and have been exploring a number of different 

opportunities to generate an improved return for shareholders. While we initially hoped to have 

completed the review by financial year end, several new options arose that required assessment, 

so the process is ongoing for now. 

 

Rebecca will take you through some more detail on our strategic priorities for FY18 in her 

presentation shortly. 

 

 



 

 

 

Speaking of Rebecca, I’d like to thank her for her work as Interim Chief Executive Officer. Rebecca 

took on the Interim CEO role in June and she has done a fantastic job. 

 

Rebecca had of course been directly involved in the Business Transformation program in her role 

as CFO: it has been a very smooth leadership transition with minimal disruption to the wider 

business. Rebecca has a wealth of experience in strategy, mergers, acquisitions and divestments 

and is ably leading the current strategic review. 

 

Alex Panich, who had been in the Group Financial Controller role, stepped up as Interim Chief 

Financial Officer.  

 

We have also appointed two new Directors to the Board, both of whom you will hear from today as 

they are up for election. 

 

Bart Vogel was appointed in May and Stuart Nash was appointed in August. Both bring valuable 

experience and insight to the Salmat Board and I recommend that you vote to elect both of them 

today. 

 

These appointments were partly about bringing new talent to the Board but were also made in light 

of two other Directors retiring. 

 



 
 

Ian Elliot retired from the Board last December, after 12 years as a Director.  

 

John Thorn is also retiring after today’s meeting, following 14 years on the Board. In that time, 

John has served as Lead Independent Director and chaired the Audit Risk and Compliance 

committee. He has been an invaluable part of the Board and brought a wealth of knowledge and 

advice to the table. 

 

On behalf of the Board and all of Salmat, I offer my sincere thanks to both Ian and John for their 

valued contribution over so many years. We wish you all the best in your future endeavours. 

 

 

 

As mentioned, the rights issue in October 2016 was required to help fund the final 50% acquisition 

of the MicroSourcing business. 

 

Until the last few years, Salmat has had a long history of paying regular and growing dividends to 

shareholders. The Board appreciates that many shareholders would like to see a return to regular 

dividend payments.  

 

 



 
Now that the remaining acquisition payments have been finalised and the business is generating 

cash, the Board intends to recommence distributing dividends in FY18, subject to the usual 

caveats of business conditions and capital requirements. 

 

 

 

If you had asked me back in 1979, when Phil Salter and I founded Salmat, what it would look like 

almost 40 years later, I’d probably have a hard time imagining how much the business would have 

changed over the years. But change and reinvention is crucial to longevity. 

 

Even so, despite how Salmat has transformed over the years, we have a core set of capabilities 

that remain as relevant as ever.  

 

Marketing Solutions involve getting marketing messages to people, reaching them as consumers 

and converting them into customers. Through our unmatched catalogue distribution network, we 

still reach more than 17 million Australians every week. We have complemented this reach with 

mobile and online marketing, using the same principles via different channels. 

 

Contact Solutions enable our clients to effectively communicate with their customers and maintain 

optimal levels of customer service, via voice, email, webchat, SMS and social media. We also 

provide outsourced business services. 

 

 



 
Through the product and services review over the past few years, we identified services that were 

either not profitable or not core business and have discontinued these. We intend to continue with 

this streamlined approach, focussing on what we do best. 

 

At the same time, we recognise that we must continuously innovate to ensure that our offering is 

best of breed and keeping pace with client and consumer needs. We commenced a number of 

innovation projects in FY17, which Rebecca will touch on. This innovation drive is taking place 

across all parts of the business, seeking to extend our offering into untapped areas, building new 

revenue streams and adding value for clients. 

 

Adding value for shareholders is the main driver underpinning Salmat’s current strategic review. 

We greatly appreciate your patience and support as we work through the various opportunities on 

the table and look forward to sharing the outcomes of our review with you soon. 

 

I am now very pleased to invite our CEO, Rebecca Lowde to offer her summary of the past 

financial year and detail our key priorities for FY18, before we address the formal items on today’s 

agenda.  

 

Thank you.  

 

 

 

 



 

 

 

Presentation by CEO, Rebecca Lowde 

 

Thank you, Peter and good morning, ladies and gentlemen.  

 

It’s a pleasure to welcome you here today and share with you how our company is performing.  It’s 

been an exciting and challenging year as we work to keep ahead of ever-changing markets and 

exceed client expectations. 

 

 



 

 

 

First of all, let me say that it has been both an exciting and daunting task to step into the Interim 

CEO role. Having been CFO since August 2014, I am well aware of the current obstacles and 

opportunities for Salmat, as well as the goals of our shareholders. We are aiming to achieve those 

goals. 

 

The past 12 months has involved a lot of work by the Salmat team to improve the business. 

 

As we came into FY17, we were busy finalising the major initiatives of the business transformation 

program.  

 

We continued to roll out our ‘cloud first’ strategy, adding functionality to systems already in place 

and commencing the transition to a new cloud-based contact centre platform. We have not only 

reduced our technology-related expenses but our overall cost as a percentage of sales. 

 

Operationally, Salmat is now far more streamlined and efficient than before, with less duplication of 

systems and processes, greater collaboration and better access to information. 

 

Even the best systems in the world need great people to operate them. The people focus in FY17 

was on leadership development, offering staff more training opportunities and improving 

communication across the business. We hold regular manager updates - which are rolled out to all 

 



 
staff - as well as company-wide town halls, keeping the team up to date on our goals and our 

progress. 

 

Within Salmat’s service suite, we ramped up our focus on innovation during the year, commencing 

a number of programs to strengthen our existing services. Various projects are aimed at improving 

our service offering, improving the efficiency of service delivery, extending our services into 

untapped markets and creating new services based on our core capabilities and resources. 

 

An example of this is Salmat Hub, which is an app that makes it easier for the walkers to complete 

their catalogue delivery contracts. Through Salmat Hub, they can accept jobs, map the best route, 

track the walk as they go, send job completion notice and ask or respond to questions. 

 

After a successful trial in FY17, the app has now rolled out nationally and we have further 

upgrades planned for FY18 and beyond. 

 

While we are always looking to improve our service offering, it’s certainly fair to say that some of 

the recent focus on innovation has been in response to the external market conditions. A large 

portion of Salmat’s clients are retailers and this sector has been under pressure for some time 

now.  We also saw some market consolidation taking place in FY17, as PMP merged its print 

operations with IPMG and the IVE group was established.  We recognise that we operate in 

challenging markets and will continue to monitor conditions as we seek to mitigate the potential 

impacts on our business. 

 

Salmat’s overall financial results for FY17 really reflected the efforts of the past few years to 

transform the business and particularly to reset the cost base. It was certainly pleasing to see the 

earnings and cash flow increasing after a sustained effort to turn those results around. I’ll go into 

the results in more detail shortly. 

 

In light of the factors slowing new business growth and the various alternative options for moving 

forward, we commenced a strategic review of the entire business at half year. Since it commenced, 

the review process brought to light several more options than first identified and as such it has 

remained ongoing. 

 

 



 

 

 

Here you can see a summary of the financial results for FY17, which have been detailed both in 

the full year results release and the annual report. 

 

It was pleasing that despite revenue being down 3.4% to $435.3 million, we have been able to do 

more with that revenue. Underlying EBITDA was up 16.3% on the prior year at $22.8 million; and 

underlying profit before tax was up 83.3% to $7.7 million. 

 

Impacting revenue, new business growth of $21.8 million and increased client spend of $3.4 million 

was not enough to fill the $22.5 million gap left by expired contracts. Catalogue media price 

reductions impacted FY17 revenue by $4.3 million. 

 

Underlying EBITDA improved on the back of cost saving initiatives of $7.9 million across the 

business as well as a stronger discipline around ensuring that new business is profitable, rather 

than low-margin or even loss-making revenue that has occurred in the past. 

 

This specific focus on removing non-core and unprofitable offerings meant that while the product 

and service rationalisation reduced revenue by $13.7 million, the corresponding reduction in 

underlying EBITDA only $0.5 million. 

 

 



 
At the bottom line, the net result after tax moved from a $6 million loss to $4.3 million profit. This is 

the first full year profit after tax result since FY14 and really reflects a lot of hard work within the 

business to transform Salmat’s operations and profitability. 

 

 

 

We’ve talked about a longer-term goal of 7-10% EBITDA margin across the business. This graph 

demonstrates the consistent improvement we are seeing on both the underlying EBITDA total and 

the percentage of revenue to which it relates.  We have managed to grow both figures over the 

past three financial years despite a drop in revenue each year, which confirms that the business 

transformation process has delivered fundamental change. 

 

Net cash inflow from operations is a pleasing result in FY17 as we continue to see the benefits of 

the transformation dropping through to cash conversion 

 

We will be aiming to further improve both cash inflow and EBITDA as we drive innovation 

throughout the business. 

 

 



 

 

 

Looking at the segment level, both revenue and EBITDA reduced in Media + Digital, offset by 

growth in Contact. 

 

Media + Digital revenue was down 12% on FY16 and the reduction occurred evenly across the 

business. Lower discretionary spend within retail and completed contracts led to catalogue and 

digital volume decline. Price pressure in the catalogue market also contributed. Discontinued 

product and services had an impact on the revenue decline of around 4.5% in this segment. 

 

Media + Digital EBITDA did not reduce at the same rate, down 10.7% to $21.6 million. Catalogue 

pricing pressure had the most significant impact, offset by cost savings and digital earnings growth. 

 

Catalogue volumes declined on the previous year, but not at the same rate as the wider industry, 

with Salmat retaining a majority market share. Volumes for Salmat’s top 10 clients actually grew 

3.6% year on year, illustrating that letterbox continues to deliver results. 

 

Salmat’s catalogue service offering is market-leading, with an unmatched delivery network and 

superior proven delivery rates. Salmat also remains the only distributor with twice-weekly national 

delivery. 

 

 



 
Along with initiatives such as the Salmat Hub mentioned earlier, we are looking at other ways to 

innovate our offering as we evolve the data-driven catalogue of the future.  

 

The Netstarter ecommerce business continues to expand its client base across the mid-tier market, 

particularly in fashion.  The team have also been successful in securing a number of global awards 

during the year at Magento’s Imagine Excellence Award. 

 

Email and SMS volumes grew by more than 28% on the prior year on the back of new work and 

flow͠on business from ecommerce and other clients. 

 

Revenue in the Contact segment - which includes contact centres and the MicroSourcing business 

- was up 7.9% for the year. Contact Centre revenue increased off the back of both new business 

and increased customer spend across existing campaigns, especially in the second half of the 

year. MicroSourcing continued its steady growth.  

 

Contact EBITDA was up by 32.8% on FY16 to $7.7 million, again showing a larger contribution 

from the second half of the year. MicroSourcing growth made the largest positive contribution to 

the improved results. First half costs associated with the new contact centre platform upgrade and 

facilities relocation, as well as higher sales and service costs had a negative impact, but results 

improved in the second half on the back of new revenue and reduced costs.  

 

Operational excellence has been an important goal for contact centres over the past year, and the 

team has achieved some good results. Key performance indicators have improved for clients 

across all markets. The improvements have had flow on benefits in both improved client 

satisfaction and increased demand for additional work. 

 

The relocation to new premises has increased operational flexibility and the ability to scale our 

footprint up or down as required. It has also provided a more efficient and effective environment for 

the contact centre teams and is situated in a location that allows access to a highly talented pool of 

people.  

 

One of the most exciting changes in FY17 has been the implementation of the new contact centre 

service platform, with benefits including faster speed to deployment, increased flexibility and a 

wider range of innovative capabilities. Feedback from clients, contact centre agents and 

management alike has been positive and the full transition should be completed by January. 

 



 
 

MicroSourcing continued to experience steady, reliable growth in FY17, increasing both revenue 

and earnings. While much of this growth was increased spend by existing clients, we will continue 

to invest in targeted online marketing during FY18. 

 

 

 

In terms of overall strategic direction, this is something that has been front-of-mind within Salmat 

for some time. The Business Transformation that completed in FY17 sprang from the 2012 sale of 

the BPO arm of the business and the need to streamline the business at all levels. 

 

While the Transformation successfully revamped Salmat’s internal operations, the external market 

continued to evolve at an accelerated pace. In February 2017, with a number of options on the 

table, we elected to undertake a strategic review of the entire business. We wanted to look at the 

implications for any change we might make to a part of the business in the context of the whole. 

We also wanted to consider the impact of any change or changes on Salmat’s future direction and 

status. 

 

The announcement of the review brought some additional interest and new proposals, so the 

review scope became broader than first anticipated. The review timeframe has hence extended 

longer to enable all viable options to be considered, in order to deliver the best outcome for 

shareholders.  

 



 
We are keen to complete this process as soon as is feasible. 

 

While the strategic review and consideration of our longer-term future has been ongoing, we have 

remained mindful of more immediate objectives. I’d like to take you through the priorities we are 

focussed on for the current financial year. 

 

 

 

Our strategic priorities for FY18 are based around evolution of our Marketing Solutions and 

Contact businesses, with an emphasis on Sales and ensuring the sustainability of our distribution 

network. All of these priorities are underpinned by a focus on Salmat’s people, as without our 

strong team, none of this is possible. 

 

 




