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T H E  A G E N D A
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NEW MYER….

….TO BRING THE LOVE OF 

SHOPPING TO LIFE 
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SALES

SALES / SQM

EBITDA

ROFE
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PAST STRATEGY WHAT HAS CHANGED NEW MYER

UNIVERSAL 

APPEAL

FOCUS ON MEB

INCREASED 

SELLING SPACE

STORE OPENINGS

A-Z OF BRANDS 

& CATEGORIES

CUSTOMER LED 

OFFER

WONDERFUL 

EXPERIENCES

OMNI-CHANNEL

SHOPPING

PRODUCTIVITY

STEP CHANGE
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QUALITY IS IMPORTANT,  

BUT SO ARE BRANDS

TECHNOLOGY: 

SHOPS ONLINE,  SOCIAL,  

MOBILE

SUCCESSFUL,  

FAMILY IS IMPORTANT

WANTS INSPIRATION,  

HELP TO MANAGE LIFE

PRODUCTS AND EXPERIENCES 

TO SUIT L IFESTYLE

WANTS TO BE UP TO 

DATE WITH FASHION
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ACTIONS

VISUAL 

MERCHANDISE

DWELL SPACES

FITTING ROOMS

MYER HUB ROLLOUT

FACILITIES UPGRADE

DIFFERENTIATED 

CUSTOMER SERVICE
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STRENGTHEN 

ONLINE PROPOSITION

TRUE 

OMNI-CHANNEL 

EXPERIENCE

R I G H T  

INFRASTRUCTURE

A N D  O P E R A T I O N S
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FY2015 LEASE COMMITMENTS BY CLUSTER
*

FY2015 STORE CONTRIBUTION BY CLUSTER



MYER WAY OF 

WORKING

THE PEOPLE 

STRATEGY

THE NEW MYER

CUSTOMER STRATEGY
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TECHNOLOGY 

STRATEGY AND NEW 

“LEAN” PROCESSES

METRICS THAT 

MATTER (MYER 

SCORECARD)
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