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*Normalised result is profit for the year before individually significant items. Group EBITDA is normalised earnings before interest, tax, depreciation and amortisation. 
The normalised result and Group EBITDA are unaudited non-International Financial Reporting Standards (“IFRS”) measures.  
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ENTERTAINMENT 

Australia 78,957 68,600 (13.1)% 
Germany 22,246 19,918 (10.5)% 
New Zealand 10,045 11,150 11.0% 
Fiji 742 - -% 
HOSPITALITY 
Hotels and Resorts 52,734 69,270 31.4% 
LEISURE 
Thredbo Alpine Resort 18,187 21,838 20.1% 
PROPERTY 
Property and Other Investments 9,343 16,528 76.9% 
Unallocated expenses (22,322) (17,034) (23.7)% 
NORMALISED PROFIT RESULT                   
(BEFORE INTEREST AND TAX) 

169,932 190,270 12.0% 

Net interest costs (8,995) (7,056) 
Income tax expense  (47,253) (58,933) 
Individually significant items – net of tax (2,865) (12,371) 
TOTAL REPORTED PROFIT 110,819 111,910 1.0% 

Strong diverse portfolio delivers profit growth +12%.  

New operating structure delivering benefits. 

NORMALISED* 
NPAT $124m +9% GROUP 

EBITDA* $268m +10% GROUP 
REVENUE $1,290m -1% 

RESULTS OVERVIEW 

Entertainment NZ performs well, PBIT+11%. 
Entertainment AUS and Entertainment GER 
impacted by weaker film line up. 

Record Thredbo PBIT result, +20%. 

Solid Hotels and Resorts profit growth +31%, driven 
by new hotels (56%) and growth from existing 
hotels (44%).   

Strong Property portfolio now valued at $2.0bn, 
versus $1.2bn book value. 

Strong pipeline of growth opportunities in the 
medium to long term. 
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A good year with normalised PBIT of $190.3m, an increase of $20.3 million or 12.0%.  
Normalised PAT was $124.3, up $10.6 million or 9.3%.
Net profit after tax was $111.9 million, up $1.1 million or 1.0%.

Individually Significant Items Included:
Impairments of some cinemas (-$18.2m)
Closure of Ducks Nuts (-$1.2m)
Opening costs QT Queenstown, QT Perth, Atura Adelaide (-$1.3m)
Restructuring (-$1.7m)

Offset by, 
Art Series termination fee (+$3.5m)
Insurance proceeds George St flood (+$1.1m)
QTM apartment profit on sale (+$0.1m)


KEY POINTS

Strong cash flow
_____________________________________________________________________________________

Debt Cash and term deposits at 30 June 2018 totalled $95,564,000 and total bank debt outstanding was $375,540,000.
_________________________________________________________________________________________________
Cinemas contribution to the result has decreased to 52% (from 65%), 
Australian down 46% to 36% in FY18
NZ flat at 6%
Germany’s down 13% to 10%
 
Hotels and Resorts contribution has increased  to 36% from 31%.
Rydges has decreased 49% FY18, from 54% in FY17
QT 33% up from 24% in FY17 assisted by QT Melbourne ($6.1m PBIT for FY18 vs $0.2m for FY17)
Atura hotels contributed 8% down from 10% 
Management company 10% down from 12% 

Thredbo’s contribution was flat at 11% of Group PBIT

Property earnings increased from 5% to 9% in FY18





ENTERTAINMENT 
AUSTRALIA 

Australian market box office down 5% overall. 

Premium and value strategies beginning to deliver good 
results. Growth in the percentage of customers choosing 
premium cinema experiences, +7.9%. 

Strong growth in Food and Beverage spend per head 
+4.3% and improved margins, COGS -3.4%.   

Growth in other revenue streams including sponsorship 
and advertising, +7%. 

Strong increase in active Cinebuzz members +33% and 
record growth in digital revenues +22%, via new 
strategies. 

Y E A R  E N D E D  3 0  J U N E  2 0 1 7  2 0 1 8  V A R I A N C E  

Admissions (000) 33,476 31,653 (5.4)% 

Revenue ($000) 471,188 455,121 (3.4)% 

EBITDA ($000) 107,662 95,830 (11.0)% 

Normalised PBIT ($000) 78,957 68,600 (13.1)% 
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Australian box office was down 5%,  Event was relatively in line with market (overall down 6.6%).   

Top 50, generate 75% of box office, films $893m, only $1.2m behind the top 50 prior year but the films outside of the top 50 down 16%
Top 10 stronger than prior year in terms of contribution($391m versus $341m), 33% of box office versus 27%
Top 50 titles were 75% of box office (73% average last five years)
50% of BO was from top 21 titles (25 5 years ago), 

Top performing films this year included:

Avengers: Infinity War  $61,701   (51.3% up on last one)
Star Wars: The Last Jedi $58,023  (38%.1% down on last one)
Jumanji: Welcome To The Jungle $48,558  (new)
Black Panther $40,721 (new, outperformed expectations)
Deadpool 2 $35,525 (17% down on last one)
Thor: Ragnarok $35,175 (53% up on last one)
Greatest Showman   $34,424  (new)
Peter Rabbit  $26,691 (new)
Spider-Man: Homecoming  25,626 (60% up on The Amazing Spiderman 2)
Incredibles 2   $24,675 (up 72% on prior one which released 13 years ago)
___________________________________________________________________________________________________
Share was marginally down 0.62% across owned and managed cinemas (43.91% to 43.29%) due to:
Half was due to Castle Hill accounts for 0.29% of the 0.62% variance.
Newmarket gained 0.30% of share for Readings (but Chermside only experienced a marginal share loss). 
Marion lost 0.18% (SA overall lost national market share)
George Street lost 0.11% (Palace Central added 0.24% since opening)
Macquarie lost 0.09% (Reading Rhodes added 0.10%)

OFFSET by: 
Whitford added 0.61% for Event, offset by a 0.29% decline for Innaloo (net +0.32%)
Palmerston added 0.31% for Event, offset by declines for Casuarina (-0.17%) and Darwin (-0.03%) (net +0.11%)
Smithfield added 0.36% for Event, offset by declines for other Cairns sites (-0.29%) (net +0.07%)

National Share down 1% due to the above and (30.8% to 29.8%)
Weather in NSW, with 36 fewer rain days (123 to 87).
Hoyts Chadstone +0.54 percentage points: Chadstone has taken half of VIC’s increase in market share. Village Doncaster (--0.08%), Jam Factory (-0.06%), Rivoli (-0.05%) and Southland (-0.03%) all lost marginal share.
__________________________________________________________________________________________________

Strong F&B growth:      
Increasing the Quality Pizza dough, 
Focus on Core range: Family combos, popcorn.   
Using data and eCommerce improvements: 31% growth of online (+$1.9M)

____________________________________________________________________________________________________

Premium and value strategies starting to deliver good results.   
Most of the value sites delivering increased admits and or SPH to offset lower AAP.   
Premium sites growth in AAP and higher preference for premium +7.9% in the percentage of customers choosing premium.   
21% of all admits are now premium.  
Both GC and VMAX increased share of total. Gold Class +0.1 percentage points and Vmax +1.5 percentage points.
__________________________________________________________________________________________________________
Cinebuzz pricing strategy. 
Christmas Period Event’s market share during the busy Christmas trading period (25 December to 1 January) in the states in which we managed cinemas (excluding Victoria and Tasmania) was particularly strong, up from 38.5% in 2016/17 to 44.4% in 2017/18 (5.9 percentage point increase in share).
Avengers Infinity Wars 33.20%, +3.38%, +$  2m
Jurassic World: Fallen Kingdom 31.10%, +1.28%, $450k 
Black Panther 31.40%, +1.58%, +$600k

For Event’s managed circuit, the AAP reduced by $0.25 (2%) to $12.79 
____________________________________________________________________________________________________

Growth in other revenue streams:  more opportunity for sponsorship and advertising growth.

____________________________________________________________________________________________________

Enhancements to Cinebuzz and smarter data use

+60% of transactions and more than 80% of online transactions.   
Greater leverage of customer insights: ‘Event Insiders’. 
Cinebuzz Points + Pay: $600k box office April to June

Record growth in digital

$2.3M +22% increase booking fee revenue - achieved off a lower circuit admissions than PY.
App enhancements, doubled the % of bookings (now 20% of bookings up from 11%), 
Integration to the Facebook Messenger app for Invite Your Friends delivered $306K box office from customers who attended via an invite/event
____________________________________________________________________________________________________

Strong cost management:

For Event’s managed circuit, GROSS OPERATING EBITDA as a % of total revenue improved from 40.8% to 40.3%. This was achieved despite headwinds from increased electricity costs (+12% $1.2m).

Reduction to our national base payroll of $40K per week or an average reduction of 3% per base week.  

____________________________________________________________________________________________________
More experiences – making it more exciting to come:

No capes, no kids sessions for Incredibles – benefits in share.
Chicks at the Flicks
Weekly seniors morning teas 

_____________________________________________________________________________________
LOOKING AHEAD

More family films (possibly 7 versus 3 in FY18’s top 10) and in the first half the 1 (Ralph Breaks The Internet) versus 1 (Jumanji: Welcome to the Jungle).
Families are at a lower AAP and typically spend less.  This is the challenge the teams are focussed on.

Weaker Xmas line-up; Aquaman (est A$20 million) and Ralph Breaks The Internet (est A$25 million) in December 2018 vs Star Wars: The Last Jedi (A$58 million) and Jumanji: Welcome to the Jungle (A$49 million)

Too soon to tell beyond December.





ENTERTAINMENT 
GERMANY 

German market box office was down 9% impacted by 
the cyclical impact of FIFA World Cup and record warm 
weather. 

German content contributed 21% of total market box 
office up from 14% in the prior year.    

Strong 3D appeal relative to Australia and New Zealand 
markets.  

Strong growth from Food and Beverage spend per 
admission +7%. 

Good growth in loyalty membership +27.8%, with launch 
of new CRM platform. 

Y E A R  E N D E D  3 0  J U N E  2 0 1 7  2 0 1 8  V A R I A N C E  

Admissions (000) 14,775 13,199 (10.7)% 

Revenue ($000) 307,107 307,383 0.1% 

EBITDA ($000) 32,562 30,906 (5.1)% 

Normalised PBIT ($000) 22,246 19,918 (10.5)% 
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German market box office was down 9% Cinestar performed broadly in line with market (-10.7%).

Strong first half (+19%) due to strong local film content offsetting the global trend of a weaker hollywood line up.  Without local, back 16%.
(21% this year versus 12% prior year) - with Fack ju Göhte 3 (6 million admits), Dieses Bescheuerte Herz  and Bullyparade 
and a weak second half (-58% 2H18 vs 2H17). 
Underperformance from Hollywood titles including Black Panther, Grils Trip and Coco>>>>>>under-performed.
Delayed release due to FIFA:  Incredibles 2, one of the strongest titles was not released – October 2018.   
Weather exceptionally hot and dry summer which started early and has continued into August. 

TOP Films in Germany versus prior year (top 5):

FY18:
Fack Ju Göhte 3 (6.1 million admissions)
Star Wars: The Last Jedi (5.9 million admissions)
Despicable Me 3 (4.6 million admissions)
Avengers: Infinity War (3.3 million admissions)
IT (3.1 million admissions)

FY17:
Rogue One: A Star Wars Story (3.9 million admissions)
Finding Dory (3.8 million admissions)
The Secret Life of Pets (3.8 million admissions)
Beauty and the Beast (3.4 million admissions)
Fantastic Beasts and Where to Find Them (3.3 million admissions)

Whilst the top 10 titles overall performed better than FY17 (35% in FY18 vs 31% in FY17), titles outside the top 10 performed less well. The top 50 was down 6.7% and titles outside the top 50 were down 10.2%.
____________________________________________________________
3D
3D continues to perform well (27.6% of admits) compared to Australia (1.5% of total admits) and New Zealand (2.3% of total admits).
_____________________________________________________________
Exceptional growth in F&B:
Nachos being the hero ……..
New ‘time of day’ offers (dynamic pricing)
Introduce online F&B bundles in the second half of the year
Increase in merchandise profit per patron of 6.7% (up to €3.19 from €2.99 in FY17)
_________________________________________________________________________
Good growth in loyalty:  
Launch Movio increased members by 27.8% (290,429 members)
A lot more opportunity here

___________________________________________________________________________
AHEAD:
First half is not as strong as FY18, which included the smash hit Fack Ju Göhte 3
Local film line-up includes Klassentreffen (Class Reunion) Til Schweiger est. 2m admits, 25 hm/h a road movie with est. 1 million admits, Tabaluga an animation with est. 2 million admits and Der Junge muss an die frische Luft (The Boy Must Have Fresh Air) with est. 2 million admits. There are no German titles that are expected to perform as well as Fack Ju Göhte 3.

Q1 soft, coming out of FIFA World Cup and delayed releases due to the World Cup, plus continuing hot weather into August
Q2 should be stronger
VPFs $6.8m FY18 wind down over the next two years and finish in FY20.    2019 and 2020 financial years is $2.6 million p.a.

As an outcome of the strategic review, Germany is a non-core asset.  Options are being considered and will update the market as required.

____________________________________________________________________________________________________
3 new sites are underway including premium concepts:
Augsberg (due to open November 2018): 9 screen cinema complex with various premium seating formats to be included.
Remscheid (due to open December 2018): 6 screen cinema complex with various premiums seating formats to be included.
Freising (due to open in early 2019): 5 screen cinema complex with various premiums seating formats to be included.






ENTERTAINMENT 
NEW ZEALAND 

NZ market marginally down 1.5% on prior year.   

Strong profit growth +11%, driven by good cost    
control on relatively flat admissions. 

Good growth in Food and Beverage spend per    
head +3.5%. 

Good growth in loyalty membership +17% since       
30 June. 

Y E A R  E N D E D  3 0  J U N E  2 0 1 7  2 0 1 8  V A R I A N C E  

Admissions (000) 5,491 5,503 0.2% 

Revenue ($000) 88,549 87,308 (1.4)% 

EBITDA ($000) 16,259 17,018 4.7% 

Normalised PBIT ($000) 10,045 11,150 11.0% 
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Games revenue up 12.5% with new redemption    
prize hubs. Opportunity to expand.  
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NZ market slightly down -1.5%, EVENT box office revenue was marginally ahead.   

Box Office performed differently to Australia due to local titles including The Breaker Upperers and the relative over-performance of certain titles in the NZ market including Dunkirk and Thor: Ragnarok.
Bollywood content also contributed to the relatively strong performance of NZ (up from 2.4% of market in FY17 to 2.7% of market in FY18)

Market share marginally down 0.7% to 34.2%

AAP down 2%. 
_________________________________________________________________________________________________

Admits relatively flat and strong cost management – saving of $1.7m and despite payroll increase of 3%, payroll down 1% -  resulted in good earnings growth +11%

__________________________________________________________________________________________________

Good growth in loyalty with more opportunity to grow here.

____________________________________________________________________________________

Focus on testing and expanding Gaming revenue and addition of the redemption prize hubs  +12% or $121k – leverage of underutilised space – producing results.  Within the NZ refurbishments at key sites, planning to increase this footprint.   Total gaming earnings as a % of total earnings at Manukau: 3% of total revenue but 49% of ‘other’ revenue
Albany: 2% of total revenue but 34% of other revenue.

_________________________________________________________________________________________________

NZ is a good cinema asset.

___________________________________________________________________________________
AHEAD:

First half weaker Xmas line-up, will also cycle strong performance in 1H18 from THOR

Queensgate which is TOP 5 SITE was closed due to the earthquake in November 2016 date, insurance proceeds to offset earnings losses were recognised this year. 
Loss of profit insurance income will cease in November 2018.  Plans underway for 2019/2020 rebuild.

VPF income as shown by the black area ended in July FY18.  
VPFs were over $15 million of Group PBIT in FY15 and this has fallen below $8 million in FY18 following the conclusion of VPF arrangements in Australia in FY17. 
FY19 VPF income is estimated at $3 million (Germany $2.6 million and New Zealand $0.7 million).






H O T E L S   
A N D  R E S O RT S  



HOTELS & RESORTS 
ALL BRANDS DELIVER GROWTH 

Y E A R  E N D E D  3 0  J U N E  2 0 1 7  2 0 1 8  V A R I A N C E  

Revenue ($000) 306,403 337,093 10.0% 

EBITDA ($000) 74,167 96,185 29.7% 

Normalised PBIT ($000) 52,734 69,270 31.4% 

Strong performance across 
all brands resulting in PBIT 
+31.4% and REVPAR +7.5%. 

New operating  
structure performing well, 
improved digital capability 
and automation. 

5 new Hotel Management 
Agreements secured and  
a key management 
contract renewed. 

Growth in occupancy, 
average room rate and 
REVPAR across the Group. 

Strong Food and Beverage 
revenue growth +11% assisted 
by new hotels. 

O W N E D  H O T E L S  2 0 1 7  2 0 1 8  V A R I A N C E  

Occupancy 76.5% 79.5% 3.0% 

Average room rate $179 $185 3.4% 

Revpar $137 $147 7.5% 

QT Perth opened in 
August and Atura 
Adelaide Airport will 
open in September. 
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Strong performance across all brands and all owned hotels resulting in PBIT +31.4%
56% from new hotels QT Queenstown (Dec 2016), full year of QT Melbourne (Sep 2016), Rydges Geelong (Mar 2017)
44% from growth in like for like  PBIT was $61m vs $52m, an increase of 16.6%.  

Generally outperformed REVPAR in key markets where this is measured including:
Sydney (+5.7% vs market +1%)
Melbourne (+0.2% excluding new hotels vs market -0.7%) 
Canberra (+5.9% vs market +1.5%)
Cairns (+10% vs market +4.3%)
Wellington (+11.5% vs -2.4%)
Revpar growth in Rotorua and Queenstown in line with market

_____________________          ______________________       __________________
Strong year on year market growth in the following markets:
Queenstown (revpar +14.9%)
Rotorua (revpar +8.1%)
Cairns (revpar +4.3%)
Gold Coast (revpar +15.7%)

Weaker year on year market growth in the following markets:
Wellington (revpar -2.4%)
Melbourne (revpar -0.7%)
Sydney (revpar +1%)
________________________________________________________________________

ARR, OCC and REVPAR growth across the group

In terms of hotel margins – improved margins on a like for like and overall basis for QT and Rydges brands.
QT GOP +4.1 percentage points to 27.6% for all, and +2.9 percentage points to 26.4% like-for-like (excluding Queenstown and Melbourne).
Rydges GOP +2.1 percentage points to 39.4%, and +2.3 percentage points to 39.6% like-for-like (excluding Geelong)
ATURA GOP -0.7 percentage points to 37.4%
___________________________________________________________________________
Strong F&B growth due to:

1. QT F&B profit margin was up 5.5 points to 16.8%. Growth is driven by conference and bars – the restaurant trade is more challenging.
2. Strong growth in C&E F&B +16.8% or 10.5% like-for-like (overall C&E including rooms +19.4% total or 12.8% like-for-like)
3. Contribution from QT Queenstown (opened Dec 2016) F&B revenue $4.8 million 
On a like for like basis (excluding Rydges Geelong, QT Melbourne and QT Queenstown) F&B revenue is up 3%.

Growth in F&B gross margin up 5.1 percentage points to 21.7% - achieved through improvement in conference revenue and margins. 

__________________________________________________________________________

Strong growth in management agreements to offset Art Series. 

New focus on management agreements including:
3 Rydges brand:  
Newcastle, 
Tailem Bend (SA)
Mackay Suites, 
In July we added one more Rydges Darwin Central.

2 unbranded hotels: 
Victoria Hotel Melbourne
Park Hotel Brisbane.

Hermitage Aoraki at Mount Cook in New Zealand.

___________________________________________________________________________
Solid structure in place.  Improved automation and digital capability resulting in:
Digital - new team of digital experts.  25% of rooms sold 
OTAs (up 3% on FY17) vs 19.6% from brand.com (relatively flat with prior year). 
Loyalty revamp 

EMPLIVE 

IDEAS 13 hotels. 

______________________________________________________________
Markets Ahead:

Melbourne (+5.4% revpar YTD, but trending only .4% over the past six months). Occupancy to remain flat of soften slightly due to supply growing ahead of demand over the next two to three years. Market occupancy is still expected to track in the mid 80s range (YTD 87.6% +2.2%). Revpar growth also likely to be flat due to extra supply reducing number of constrained days.
In Sydney (-9% revpar YTD) we expect some softening during lower constrained periods resulting from increases in supply. Like Melbourne, supply increases tracking slightly higher than demand – occupancy will remain high but rate growth will be subdued, we expect that the market will still track with occupancy in the 80s (YTD 84.8% -5.1%).
Western Sydney seeing marginal revpar declines (-4.3% revpar YTD) due to increased new supply and several hotel extensions. The market occupancy is expected to track in the mid-high 70s range (YTD 74.7% -6.1%). We are more concerned about Western Sydney than Sydney overall as the lower occupancy levels make it more vulnerable to rate declines than the higher volume CBD hotels.
Continued softening in Perth (revpar -4.3% YTD) and new supply still tracking well ahead of likely demand growth over the next two years.
Hobart (revpar +11.1% YTD, but trending only marginally up on prior year over the past six months – large increases in supply forecast for 2020 and 2021 and likely to become a difficult market) and Brisbane (revpar -5.5% YTD) but has been more resilient than many expected in terms of trends over the last six months which show only a .4% decline in revpar. With plenty of new supply still coming on in 2019 so lower occupancy and revpar over the next year, however demand is then likely to at least match supply growth from 2020 onwards.
Auckland (revpar -10.2% YTD and trending down 3.4% revpar over the past six months – material increases in supply are forecast over the next three years ).
Slowing growth, but still good markets in Wellington (revpar -7.6% YTD) and Christchurch (revpar +5.4% YTD).
Strong  revpar growth in Cairns (revpar +5.8% YTD and trending well over the past 6 months) and Queenstown (revpar -2.0% YTD) showed some wobbles in July, but still trending strongly over the longer term and can still be expected to deliver good growth.
Moderate growth in Rotorua (revpar -0.5% YTD) and Gold Coast (revpar +9.9% YTD) and trending well over the longer term, however increases in serviced apartment supply make accurate forecasting difficult.


OUTLOOK:
Softening of hotel markets in Sydney and Melbourne – but it’s too early to try and quantify the impact of this on the Group’s earnings
A loss at the PBIT level from QT Perth in its first year of business of approximately $3 million.







2 0 1 7  2 0 1 8  

Hotels 8 9 

Rooms 1,330 1,396 

2 0 1 7  2 0 1 8  

Hotels 3 3 

Rooms 390 390 

2 0 1 7  2 0 1 8  

Hotels 47 43 

Rooms 7,412 7,189 

REVPAR BY BRAND 

O W N E D  H O T E L S  2 0 1 7  2 0 1 8  V A R I A N C E  

Occupancy 78.0% 80.3% 2.3% 

Average room rate $159 $160 0.6% 

Revpar $124 $128 3.6% 

2 0 1 7  2 0 1 8  V A R I A N C E  

Occupancy 76.3% 80.7% 4.4% 

Average room rate $222 $235 5.7% 

Revpar $170 $190 11.8% 

2 0 1 7  2 0 1 8  V A R I A N C E  

Occupancy 70.1% 72.3% 2.2% 

Average room rate $139 $141 1.2% 

Revpar $98 $102 4.3% 

*Includes owned and managed properties 
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RYDGES RESULT DRIVEN BY:
Revpar +3.9% - Taking out Geelong because Geelong has lower occupancy than average (72%) and rate is in line with the total average ($159)

Managed hotel portfolio
7 x Art Series Hotels left the portfolio as well as Reef Resort Port Douglas and Kings Hotel Perth (9 in total)
5 new managed hotels joined the portfolio in FY18
Net movement -4

Reef Resort did not have the scale required to operate a full service Resort.  EVENT worked with the owners corporation to develop a more economic limited service model and this involved handing management over to the entity representing the unit owners.  

QT Result driven by:
Excluding QT Melbourne and QT Queenstown Revpar is +4.9%
QT Mel +4.3%
QT Queens +2.6%
TOTAL +11.8%


ATURA no new hotels so like for like performance improved.

8910 rooms including owned and managed hotels.    3742 owned.      
2352 Sydney (26%)
1236 Melbourne (14%)



T H R E D B O  



THREDBO RECORD RESULT 

W I N T E R  M O N T H S  2 0 1 7  2 0 1 8  V A R I A N C E  

Revenue ($000) 52,960 56,732 7.1% 

EBITDA ($000) 25,004 27,965 11.8% 

Normalised PBIT ($000) 21,396 24,421 14.1% Thredbo delivered growth 
revenue, EBITDA and a 
record PBIT result, +20.1%. 

Natural snowfall contributed 
to an extended season with 
visitation in September 2017 
up 40% on September 2016. 

S U M M E R  M O N T H S  2 0 1 7  2 0 1 8  V A R I A N C E  

Revenue ($000) 13,649 16,239 19.0% 

EBITDA ($000) (2,997) (2,260) (24.6)% 

Normalised PBIT ($000) (3,209) (2,583) (19.5)% 

Y E A R  E N D E D  3 0  J U N E  2 0 1 7  2 0 1 8  V A R I A N C E  

Revenue ($000) 66,609 72,971 9.6% 

EBITDA ($000) 22,007 25,705 16.8% 

Normalised PBIT ($000) 18,187 21,838 20.1% 

Good performance across 
all areas including: 
⁄ 10% increase in lifts revenue. 
⁄ 15% increase in food and 

beverage revenue. 

Summer revenues continue 
to grow +19%. Mountain 
Biking contribution exceeds 
$1m for the first time. 

SEASON PERFORMANCE 

Development plan underway 
to unlock value from Thredbo 
over next 2-3 years. 
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Presenter
Presentation Notes
More skiers are coming to Thredbo:  Skier days by access scans 415,000 in FY18 vs 384,000 in FY17 (+8%)
Yield per skier grew by only a modest 1.5% or $0.93.

Total R&M is $1.9m so would not bring summer into profitability even if all R&M was allocated to winter.
__________________________________________________________________________

Development Plan:  increasing capacity to grow
additional car parking (423 new spaces);
replacement of Merritts Chairlift with a Cable Car = quatified benefit…
Merritts Restaurant redevelopment to expand capacity and use
a minor of Thredbo Alpine Hotel
increased capacity at the restaurants and outdoor area
Upgrade of Friday Flat for more families to enjoy
14 km (3 new) next 3 summers to 2020/21 and expect revenue to continue to grow in the order of 20% per year.
For 2018/19 new 7km “Easy Rider” trail from the top of Gunbarrel Chairlift to Friday Flat

This plan will take 3-4 years to realise.
______________________________________________________________
Outlook:

THREDBO – later start to the season but performing well.  September conditions will determine the outcome







P R O P E RT Y  



STRONG PROPERTY PORTFOLIO 
VALUE INCREASES TO $2.0BN +29%  

Y E A R  E N D E D  3 0  J U N E  2 0 1 7  2 0 1 8  V A R I A N C E  

Revenue ($000) 15,512 18,026 16.2% 

Fair value adjustments ($000) (250) 5,750 − 

EBITDA ($000) 11,996 19,522 62.7% 

Normalised PBIT ($000) 9,343 16,528 76.9% 

$ M I L L I O N S  F A I R  V A L U E  B O O K  V A L U E  

Operating assets 1,963 1,118 

Investment properties 74 74 

Total 2,037 1,192 

Increase in rental income of 16% was achieved. 

$5.75m was booked to reflect the fair value adjustments on 
investment properties. 

458-472 George Street – commercial component to be 
developed in a joint venture arrangement. 
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Presenter
Presentation Notes
Independent valuations for the property portfolio were obtained at 30 June.

A fair value adjustment of $5.8 million has been recorded to reflect the fair value adjustments on investment properties.  
Canberra Civic $51 million (2017: $48.5 million)
Forum Brisbane $16.75 million (2017: $13.75 million)
418 Adelaide Street Brisbane $6.25 million (2017: $6 million)
Total: $74 million (2017: $68.25 million)

Increase in rental income from 458-472 George Street.

458-472 George Street commercial property development to be a joint venture.





K E Y  
D E V E L O P M E N T  
O P P O RT U N I T I E S  



CINEMA DEVELOPMENTS 
 

N E W M A R K E T  
⁄ 7 screens 
⁄ New Concept 
⁄ Q3 2019 | 100% 

T A U R A N G A  
C R O S S I N G  
⁄ 6 screens 
⁄ New Concept 
⁄ Q2 2019 | 100% 

K A W A N A  
⁄ 9 screens 
⁄ 3 Gold Class 
⁄ 2 Vmax 
⁄ New Concept 
⁄ December 2018 | 100% 

 

G R E E N  S Q U A R E  
⁄ 5 screens 
⁄ New Concept 
⁄ Q3 2022 | 50% 

C L A Y T O N  ( V R L  O P E R A T E D )  
⁄ 5 screens 
⁄ Q2 2020 | 50% 

C O O M E R A  
⁄ 8 screens 
⁄ 2 Gold Class 
⁄ 2 Vmax 
⁄ New Concept 
⁄ October 2018 | 100% 

Existing cinemas 
Future cinema 
developments 
New Concept Trials/Upgrades 
plans underway 

C A S T L E  H I L L  
⁄ 15 screens 
⁄ New Concept 
⁄ Q3 2022 | 50% 

E D M O N D S O N  S Q U A R E  
⁄ 6 screens 
⁄ New Concept 
⁄ Q2 2020| 50% 
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I N N A L O O  
⁄ 14 screens 
⁄ New Concept 
⁄ Q4 2020| 50% 

Presenter
Presentation Notes
New concept trials include:

Australia
George Street
Shellharbour
Robina
Kawana (new)
Coomera (new)

New Zealand
Queen Street
Albany
Manakau
New Plymouth
Westgate






  

HOTEL DEVELOPMENT 
POTENTIAL FOR GROWTH 

1 0 0  C A B L E  S T ,  
W E L L I N G T O N  
⁄ Potential QT Museum 

extension, residential, cinema 
and retail development 

E X T E N S I O N   
O F  Q T  S Y D N E Y  
⁄ As part of 458-472 George 

Street development – retail, 
hotel and commercial. 

5 2 5  G E O R G E  S T R E E T  
⁄ Potential integrated cinema, 

hotel, residential development 

Existing hotels 

Properties with 
potential for further 
development 

Priority Upgrade 
properties 

Q T  M U S E U M  
W E L L I N G T O N  
⁄ 18 New guest rooms 

November 2018. 
E X T E N S I O N  A N D  U P G R A D E  
O F  R Y D G E S  M E L B O U R N E  ( E S T  F Y 2 1 )  
⁄ As part of existing Rydges hotel footprint. 
⁄ Potential new guest rooms and conference extension. 

R Y D G E S  N O R T H  S Y D N E Y  
( E S T  F Y 2 0 )  
⁄ Complete refurbishment / 

redevelopment 

R Y D G E S  Q U E E N S T O W N  
( E S T  F Y 2 0 )  
⁄ Conference centre and guest 

room refurbishment. 
Q T  C A N B E R R A  ( E S T  F Y 2 1 )  
⁄ Additional guest rooms and 

conference centre upgrade 
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Presentation Notes
Other potential developments to note:
Darwin Cinema: potential hotel development
Cairns City Cinema: potential hotel development
Loggerheads: potential development
QT Gold Coast: potential to develop adjacent land
Mt Maunganui Cinema: potential hotel development
_________________________________________________________________________________________________

FY19 Upgrades:
QT Wellington (18 additional guest rooms)
Rydges Queenstown (conference rooms, soft refurbishment of 50% of guest rooms)
QT Gold Coast (conference rooms, and soft refurbishment of 50% of guest rooms)
QT Sydney (guest rooms, lobby)
Plaza Cairns (guest rooms and lobby)
Rydges Townsville (guest bathrooms and conference centre)
Rydges Cronulla (conference rooms – completing the project)
Rydges Geelong (ground floor bar and restaurant)
 
FY20
Rydges Queenstown (remaining guest room soft refurbishment)
Rydges North Sydney (major refurbishment throughout) 
Rydges Townsville (lobby, restaurant, pool)
QT Gold Coast (remaining guest room soft refurbishment)
Rydges Bankstown (guest bathrooms)
Rydges Parramatta (conference centre)
Rydges Rotorua (conference rooms, restaurant and bar, pool)
 






EVENT Hospitality & Entertainment Limited 18 

FOCUS AREAS 
GOING FORWARD 

⁄ Smarter pricing 
⁄ Better sales practices 
⁄ Focus on high margin products 

G R O W  E X I S T I N G  B U S I N E S S  R E V E N U E  

⁄ Innovate and upgrade priority assets 
⁄ Divest underperforming 
⁄ Invest in priority developments  
⁄ Acquire  

M A X I M I S E  A S S E T  P E R F O R M A N C E  

B U S I N E S S  T R A N S F O R M A T I O N  
⁄ Reduce duplication 
⁄ Increase automation 
⁄ Increase digital capability and performance 

Presenter
Presentation Notes
ASSETS
We have completed a review of our asset portfolio and have a clear plan….decision that Germany is a non core asset.

UPGRADES:
We have aged assets.   We now need to address this and invest to upgrade.  However, all of these upgrade opportunities are value accretive.    Planning now and outlined in this presentation.
Owned premium cinemas in next 2-3 years.  Given we are in a JV for the majority of cinemas the timing is subject to that.  
We will of course stage this to minimise earnings impact and are focussed on our most profitable assets.

DIVEST
Gladstone and the Port Douglas properties, which has not contributed positively to earnings since purchase and under both brands.
We have also decided to close a few cinemas including Cairns City and a few others will occur in by the end of the year.    


DEVELOPMENTS:  
Will deliver strong in the medium to long term, 
I will give you a taste of these next.  
They are longer term and will take 4 – 6 years to deliver, subject to market conditions.

ACQUIRE
Actively looking for opportunities which are synergistic with our business. 
Interest rate uncertainty, given where are in the cycle for property prices – we are treading carefully.  The right opportunity must stack up.   

__________________________________________________________________________

Business Transformation
Eliminate duplication with clear operating structures, we have started this process
Automate as we are a highly manual business over next 2-3 years 
Use data more effectively
Upgrade core technology platforms over next 5 years for business and customers
Transform to a performance driven culture injecting new skillsets for growth – last year we pulled cost out to enable recruitment of specialist skills, costs will increase this year as a result BUT, value will be created over the next 2-3 years.

_______________________________________________________________________
OUTLOOK?

SLOW START FOR GERMANY with an exceptionally hot European summer and the effect of delayed releases for major titles as a result of the FIFA World Cup, weaker local product in H1, less VPFs.

AUSTRALIA CINEMAS is also expected to be impacted by a weaker peak period line up, increased family product, and lower transaction value as we increase targeted discounting to drive admissions during times of weaker content.

New Zealand exhibition will be impacted by the end of loss of profits insurance for Queensgate in November 2018, and the same product challenges as highlighted for Australia, end of VPFs.

A decline in income from virtual print fee arrangements of approximately $3.4 million in VPFs in New Zealand and Germany.

MOVIE LINE UP TOO SOON TO TELL for FULL YEAR.  H2 Looks ok…..


HOTELS
QT Perth in its first year of business of approximately $3 million.

Softening of hotel markets in Sydney and Melbourne – but it’s too early to try and quantify the impact of this on the Group’s earnings.

.

Electricity cost increases estimated at $2 million in FY19 vs FY18.

Additional short term incentive payments of approximately $3 million following the strong overall result for FY18.

Interest expense recognised in the P&L is expected to increase by approximately $5.6 million due to an increase in borrowings to fund capital investment – QT Perth…..

Plenty of opportunities to grow as shared.






NON – IFRS  
FINANCIAL INFORMATION  

The EVENT Group results are prepared under Australian Accounting Standards, and also comply with 
International Financial Reporting Standards (“IFRS”). This presentation includes certain non-IFRS 
measures, including the normalised profit concept. These measures are used internally by 
management to assess the performance of the business, make decisions on the allocation of 
resources and assess operational performance. Non-IFRS measures have not been subject to audit  
or review, however all items used to calculate these non-IFRS measures have been derived from 
information used in the preparation of the reviewed financial statements. Included in the Appendix 4E 
for the year ended 30 June 2018 is a reconciliation of the Normalised Result to the Statutory Result. 
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