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Wednesday, 4 May 2022 
 

Investor presentation and trading update 
 
Seven West Media Limited (ASX: SWM) Managing Director and Chief Executive Officer, 
James Warburton, will deliver the attached presentation at the Macquarie Australia 
Conference today.   
 
The presentation includes a trading update that upgrades SWM’s expectations for earnings 
before interest, tax, depreciation and amortisation (EBITDA) for the 2021-22 financial year 
from the previous guidance of between $315 million and $325 million to between $335 million 
and $340 million.  
 
Mr Warburton said: “The earnings upgrade reflects the strength of advertising markets and 
the ongoing success of Seven’s broadcast and digital businesses. 
 
“The recent acquisition of Prime Media Group, coupled with the winning performance of the 
Seven broadcast television business and the strong growth of 7plus, make SWM the 
undisputed leader in the national total television market – a position that we plan to build on 
in the future.” 
 
This release has been authorised to be given to ASX by the Board of Seven West Media 
Limited. 
 
 
For further information, please contact: 
 
Alan Stuart     Rob Sharpe  
Investors/Analysts    Media 
T: +61 2 8777 7211    T: +61 437 928 884 
E: astuart@seven.com.au   E: rsharpe@seven.com.au 
 
 
About Seven West Media  

Seven West Media (ASX: SWM) is one of Australia’s most prominent media companies, with a 
market-leading presence in content production across broadcast television, publishing and digital.  
 
The company is home to some of Australia’s most renowned media businesses, including the Seven 
Network and its affiliate channels 7two, 7mate, 7flix; broadcast video on demand platform 7plus; 
7NEWS.com.au; The West Australian; and The Sunday Times. With iconic brands such as Australia’s 
leading news and breakfast programs 7NEWS and Sunrise, Big Brother, SAS Australia, Farmer 
Wants A Wife, The Voice, Dancing With The Stars: All Stars, Home and Away, The Chase 
Australia and Better Homes and Gardens, Seven West Media is also the broadcast partner of the 
AFL, Cricket Australia, Supercars, the Commonwealth Games and the Olympics 

mailto:astuart@seven.com.au
mailto:rsharpe@seven.com.au
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Seven overview
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Undisputed National Total Televison Leader

Publishing

82% Reach

Ventures/Other assets

Other assets:

Ventures:

Group Revenue – FY21

80%

7%

13%

TV Broadcast 7 Digital WAN Other

$1.27bn

67%

22%

7%

TV Broadcast 7 Digital WAN Other

Group EBITDA – FY21

$254m

Source: OzTAM, Regional TAM, based on content

91% Reach



Content Led Growth

Transformation

Capital structure 

and M&A

Key three year strategic achievements
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• Challenging market with material headwinds

• Losing ratings with stale and stagnant entertainment 

line up in prime time

• Distant #2 BVOD share with minimal earnings

• Uneconomic contracts

• Growing cost base with layers of middle management

• Significant debt burden limiting growth initiatives and 

M&A options

• Returned to leadership, earnings growing, balance 

sheet fixed

• Capturing share across broadcast and 

BVOD in strong / growing advertising market

• Digital to represent 40% of group earnings

• Landmark Google and Facebook deals secured

• Leverage at 0.9x post Prime acquisition

• Now the leading national total TV company with 

unmatched scale

AUGUST 2019 TODAYSTRATEGY

726

628
564

398

240
295

FY17 FY18 FY19 FY20 FY21 1H22 PF

Net debt Net debt (incl. Prime acquisition)

6
17

30

60

130

FY18 FY19 FY20 FY21 FY22F

7Digital EBITDA ($m) Net debt ($m)SWM Underlying NPAT ($m)

CAGR +116%
-48%

Source: 1. SWM NPAT FY22F based on Bloomberg consensus; 2. 7Digital EBITDA FY22F based on SWM guidance

120

41

126
178

FY19 FY20 FY21 FY22F Consensus

+48%



The big questions

“Can the total TV advertising
market continue to grow?”
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The big questions
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“Can BVOD underpin
growth for total TV?”



The big questions

if the industry continues to drive
value for advertisers

• Industry / Seven positioning
• No longer a broadcast offering measured 

overnight
• Now a total TV offering delivering 

unmatched reach

• Optimising audiences across platforms
• Sophisticated data and ad-tech solutions
• Unparalleled national opportunity
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YES



Content investment is growing audience
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Broadcast and BVOD is the dominant form of consumption across all demographics

Hours of video content viewed per week
Deloitte Consumer Media Survey, 2021 (n = 2000)

Total TV includes FTA and BVOD

Commercial FTA BVOD market minutes (m)
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2018-21 CAGR: 40%+11% CY21 YoY

BVOD is the destination for younger demographics (76% are under 50)

Source: Deloitte Media Consumer Survey 2021, SWM BVOD minutes – primary viewer only (excluding co-viewing)
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Driving unmatched total TV audience reach
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VOZ measurement tracks all consumption; Seven is focused on educating the market

Source: OzTAM VOZ v4.0 National Total TV, 30/5/2021 to 26/6/2021, When Watched, Cumulative Reach, 0200-2600, Total People

More than just overnight audience. Industry starting to measure itself 
more effectively:

• Across broadcast and BVOD, total TV reaches 22m deduplicated 
Australians every month 

• VOZ measurement confirming 57% greater reach after 
28 days compared to overnight only

• Consumers that view both Broadcast and BVOD represent 60% of 
reach after 28 days

• Delivering unparalleled reach in video advertising, strengthening 
sale proposition in market
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1 day 4 days 28 days

Broadcast BVOD only Broadcast + BVOD

14m

17m

22m

+21%

+29%
+57%



The new way to look at audiences
The Voice Launch, 18 April 2022
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• Television measured the same way for 22 years

• No digital inclusion

• Industry working on VOZ and national rollout for 2023

Source: OzTAM (Metro Broadcast, National BVOD), RegionalTAM (Comb. Agg Markets), VPM 3.1 Live + VOD

METRO NATIONAL BVOD TOTAL

LAUNCH 843,000 1,266,000 48,075 1,314,075

AFTER
7 DAYS

896,000 1,335,000 197,000 1,532,000



The new way to look at audiences
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Total video and ad-supported in-home video viewing

Source: Think TV H2, 2021 FACT PACK



Total TV delivers the greatest ROI

11Seven West Media / Macquarie Conference May 2022

TV demonstrates the strongest performance vs other media

Source: Think TV: : Beyond ROI - Payback Series 5, Think TV Study based on 50% ad budget allocation to TV; New advertiser growth based on Seven's FY21 data

TV drives greater sales for ad spend and for longer...

OOH

Search
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Social
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… driving new advertisers to total TV

20% increase in new
broadcast advertisers

92% growth in new
digital advertisers

TV



Upside for convergence

12Seven West Media / Macquarie Conference May 2022

Incremental BVOD spend on top of broadcast drives greater reach and greater ROI

Source: VOZ, October 2021, 0600-2400 Campaign, Seven Network and 7plus BVOD. Initial reach baseline from a 100 TARP broadcast campaign. Incremental reach calculated 
on a 75 TARP broadcast schedule with 25 TARPs equivalent impressions on BVOD, then 100 TARP broadcast schedule with 25 TARP equivalent impressions on BVOD..

Incremental Campaign Reach (1+)

People 25-54 People 40-54 Men 25-54 People 25-64 Men 35-64 Women 25-39

  Move 25% Broadcast To BVOD   Add 25% BVOD to Broadcast

+14%

+24%

+10%

+19%

+14%

+24%

+12%

+22%
+19%

+29%

+14%

+23%



More than just a concept…

13Seven West Media / Macquarie Conference May 2022

Recent client optimisation example: 25-54 reach curve (1+ reach%)

Source: VOZ Reach Curves (TVMap), Metro 5 Cap City, October 2021, P25-54
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SWM-iD
Mandatory Registration

Based on supplied email address, age, 
gender and postcode

SWM-iD

and Adobe ID Creation
Unique identifier and Adobe IDs

Append Digital Content 
Consumption

Connect all viewed content by device, 
platform, genre, location etc

Profiled Against 
Seven’s Life-Stages

IDs pushed into life 
stage segmentation

Glean Audience Insights
Audiences profiled against multiple 
filters and data partners to identify 

consumers traits and behaviours

1

56

Perform Audience Match 
Against all Data Partners

Push IDs to TEG for matching against 
partner datasets 3

4

Target Audience 
for Activation 

via 7Addressable
Audiences identified for activating against 

on web, mobile and connected TV 

2

7

Measurement and Effectiveness
New customers / Lapsed customers/
Conversion rate/ Purchase/ Loyalty/

Cricket, AFL & Supercars engagement/
Event attendance

12.5m+
Registered Users

Four Years
History Look back

6 billion+
Data Points

ID to ID 
Attribution Match

92% YoY Increase 
in Advertisers ~20% CPM Increase 80% Sold with Data 50+ HVA Segments

Underpinned by a sophisticated data proposition
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Leveraging our insights and data capability to drive results for advertisers
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Total TV is swimming in a new lane…

Source: Broadcast and BVOD market (including Pay TV) based on CY21 (ThinkTV); AVOD based on IAB CY21 Video Advertising (excl BVOD)



BVOD market will rapidly expand…
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Proven results leading to a shift in spend from display and AVOD markets with a strong growth pipeline

Source: ThinkTV, PwC Media and Entertainment Report 2021; * PWC CY25 forecast for the Australian BVOD market

Commercial FTA BVOD market ($m) Total TV advertising revenue ($M)
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7plus is booming, with more to come
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Significant progress has been made over the past three years scaling 7plus

First phase scaling complete Next phase and future focus

185%
CAGR

7plus and streaming

• Government support for free carriage and prominence

• Invest in BVOD content to drive incremental returns

• Expand BVOD addressable market (attack $2.5bn AVOD and $2.1bn 
display markets)

• Focus on sector-leading audience and advertiser experience

• Aggressively win share through leading content, differentiated data and 
commercial offerings

• Evolve 7plus beyond BVOD into subscription and transactional 
businesses

Data and tech

• Leverage 12.5m+ registered, verified users to drive business growth 
through data-led insights

• Launch innovative data and insight products to grow revenue base and 
yield

• Maximise yield and inventory utilisation through dynamic trading 
platform

7plus registered verified users (m) 12.5
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Leverage leading national audience share 
to drive higher combined national spend

Seven: the undisputed
national total TV leader

• News, sport, entertainment = #1 audience share targeting 
40%+ revenue share (normal year ex Olympics)

• 7plus underpenetrated in regional Australia

• National audience measurement: modernisation and 
consistency

• Sales team redesigned and investing in tech to drive ad market 
and share

Target 40%+ share of total TV

+/- 1% share ~ $34m revenue (net)

+/- 1% growth ~ $14m revenue (net)

National total TV opportunity

40%+
SHARE

Market: $3.76B

$322M

$664M

$2.77B

REGIONAL DIGITAL* M/R/DMETRO

Source: Digital market is based on Connected FTA BVOD Market Size at CY21 (ThinkTV); Note: Incremental revenue net of 10% commission



Seven proposition and trading update
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The investment proposition

• Leading national total TV business positioned to capture share in broadcast and 
capitalise on the ongoing growth in BVOD

• Strong financial position; target leverage ratio ~ 1-1.5x

• Capital management strategy to be announced at FY22 results

Trading update

• TV market remains buoyant, with the FTA market estimated to grow 4-5% in Q4 
YoY after growing +6.7% in Q3 (metro & regional FTA TV)

• BVOD market growth continues to be strong, up 41% in Q3

• FY22 Cost guidance remains unchanged

• Strong trading conditions underpins upgrade to EBITDA range 
to $335m to $340m (including $10m from Prime)

• FY22 Pro-forma EBITDA including 1H Prime would be 
$350m to $355m



Questions



Basis of preparation

Disclaimer

Data included in this presentation is prepared for the management of Seven West 

Media Limited and its associated entities (together, ‘SWM’). This data is included for 

information purposes only and has not been audited or reviewed or subject to the 

same level of review by SWM as the statutory accounts and so is merely provided for 

indicative purposes. 

SWM and its employees do not warrant the accuracy or reliability of 

this data and disclaim any liability flowing from the use of this data by 

any party.

SWM does not accept any liability to any person, organisation or entity for any loss 

or damage suffered as a result of reliance on this document. All statements other 

than statements of historical fact are, or may be deemed to be, forward-looking 

statements, and are subject to variation.

All forward-looking statements in this document reflect the current expectations 

concerning future results and events. Any forward-looking statements contained or 

implied, either within this document or verbally, involve known and unknown risks, 

uncertainties and other factors (including economic and market conditions, changes in 

operating conditions,

currency fluctuations, political events, labour relations, availability and cost of 

labour, materials and equipment) that may cause actual results, performance or 

achievements to differ materially from the anticipated results, performance or 

achievements, expressed, projected or implied 

by any forward-looking statements.

Unless otherwise indicated, all references to estimates, targets and forecasts and 

derivations of the same in this document are references 

to estimates, targets and forecasts by SWM. Estimates, targets and forecasts are 

based on views held only at the date of this document, 

and actual events and results may be materially different from them. SWM does 

not undertake to revise this document to reflect any future 

events or circumstances.

Amounts, totals and change percentages calculated on whole numbers and not the 

rounded amounts presented. The information contained in these pages may not 

necessarily be in statutory format.
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