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Your new centre of attention. 

Financials 

Highlights | H1 2015 

  Revenue up 25% on previous year with 
market share growth in both countries 

  EBITDA up 110% on previous year  

  NPATA almost 3x previous year 

  Interim dividend of 4.5 cents per share  
(fully franked) 

 

Performance Drivers 
  Strong markets in AU & NZ due to continued 

audience growth and increased digital 
penetration 

  On track to deliver additional 17 Elite Screens  
in 2015 across Australia and New Zealand 

  Contract wins including Sydney Airport 

  All formats and geographies contributing 

  Expansion of XtrackTV into Brisbane 

Pacific Highway, Pymble, NSW | Locality: Roadside | Direction: Inbound 
Illumination: Digital| Format: Elite Screens 
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Results overview | Pro forma 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Revenue 136.3 109.2 27.1 24.9% 

Expenses (109.7) (96.5) (13.2) 13.7% 

EBITDA 26.6 12.7 13.9 110.2% 

EBITDA margin 19.5% 11.6% 

NPATA 14.0 4.9 9.1 187.6% 

EPS – diluted (cents) 8.4 2.9 

Based on NPATA 

Dividend (cents per share) 4.5 

  Revenue up $27.1m and ahead 
of market growth 

  EBITDA more than double prior 
year and EBITDA margin 
increased to 19.5% 

  NPATA of $14m almost 3x  
prior year 

5 

$109.2m
$136.3m

2014 H1 2015 H1

$12.7m

$26.6m

2014 H1 2015 H1

$4.9m

$14.0m

2014 H1 2015 H1

REVENUE EBITDA NPATA 



2015 Half Year Results  | 24 August 2015 

Your new centre of attention. 

Revenue by country | Growth on both sides of the Tasman 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Australia 122.7 100.2 22.5 22.5% 

New Zealand 13.6 9.0 4.6 52.0% 

TOTAL 136.3 109.2 27.1 24.9% 

Market share Market growth | Australia 

AUSTRALIA 

  Market up 19.2% in the first half with AU growth of 
22.5% | Market share up 1.5 percentage points 

  The two prior years recorded low H1 growth 
compared to H2 

 

NEW ZEALAND 

  Outstanding result with revenue up 52% on last year 
against market growth of 8.2% 

  Result assisted by Auckland International Airport 
(AIA) which commenced in November 2014   

Source: OMA H1        H2 

2013 2014 2015 

19.2% 

14.0% 

10.1% 

4.4% 1.8% 
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Revenue by format | All formats growing 

48% 

35% 

7% 
10% 

Billboards 

Transit 

Rail 

Airport 

  All formats contributing to revenue growth 

  Rail increase includes benefit of XtrackTV 

  Airport revenue growth assisted by AIA 

  Includes digital revenue in Billboard, Rail and 
Airport formats 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Billboards 65.1 53.8 11.3 21.0% 

Transit 47.1 41.2 5.9 14.3% 

Rail 10.1 5.9 4.2 72.2% 

Airport 14.0 8.3 5.7 69.2% 

TOTAL 136.3 109.2 27.1 24.9% 
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Revenue by type | Growth in digital and static 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Static 109.3 99.3 10.0 10.1% 

Digital 27.0 9.9 17.1 174.9% 

TOTAL 136.3 109.2 27.1 24.9% 

Digital % 19.8% 9.0% 

  Digital revenue almost  
3x prior year 

  Notwithstanding digital 
growth, static revenue still 
up 10% with growth in both 
Transit and Billboard 
formats 

  Consistent growth of digital 
revenue - currently 
contributing 20% of total 
revenue 
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Detailed  results| Pro forma  

  EBITDA of $26.6m up $13.9m on 
pcp from a combination of $27m 
revenue increase and 4.8 
percentage point gross margin 
increase 

  Expenses up 14% due primarily to 
variable costs 

  Increased mix of digital revenues 
to almost 20% has helped drive  
EBITDA cut-through of 51%  

  Depreciation $0.7m up on last 
year due to digital upgrades 

  Interest inline with prior year 

  NPATA up $9m on pcp reflecting  
high operating leverage on 
increased revenues 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Revenue 136.3 109.2 27.1 24.9% 

Expenses (109.7) (96.5) (13.2) 13.7% 

EBITDA 26.6 12.7 13.9 110.2% 

EBITDA margin 19.5% 11.6% 

Depreciation (4.3) (3.5) (0.7) 21.1% 

Amortisation (1.3) (1.4) 0.1 (4.6%) 

EBIT 21.0 7.7 13.3 171.3% 

Net interest expense (2.0) (2.0) 0.0 (1.7%) 

Profit before tax 19.0 5.7 13.3 233.0% 

Tax expense (5.9) (1.8) (4.1) 225.6% 

NPAT 13.1 3.9 9.2 236.4% 

NPATA 14.0 4.9 9.1 187.6% 

NPATA margin 10.3% 4.5% 
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Gross margin | Increased margins on higher revenues 

  Gross margin up $14.5m from a combination of 
higher revenue and 4.8 percentage point 
margin expansion  

  Further margin expansion following a 3% 
increase in 2014 

  XtrackTV continuing to receive strong market 
demand though at lower margin | offset by 
superior margins from Large Format Digital 
screens 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Revenue 136.3 109.2 27.1 24.9% 

Direct costs (89.9) (77.3) (12.6) 16.4% 

Gross margin 46.4 31.9 14.5 45.5% 

Gross margin %  34.0% 29.2% 
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Operating cash flow | Strong cash conversion 

  Cash conversion higher in the first 
half as seasonally high Q4 
revenues are collected 

  OCF $18.9m above prior year 
largely due to earnings but capex 
timing has also assisted  

  Capex lower in H1 as 2015 digital 
program accelerates in second 
half of year 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

EBITDA 26.6 12.7 13.9 110% 

Non-cash items 0.2 (0.2) 0.4 (183%) 

Change in working capital 11.3 10.5 0.8 8% 

OCF before capex 38.1 23.0 15.1 66% 

Capital expenditure (4.9) (8.6) 3.7 (43%) 

OCF after capex 33.2 14.3 18.9 132% 

Cash conversion ratio 143% 181% 

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Growth - large format digital 1.6 3.5 (1.9) (47%) 

Growth - other digital 0.3 0.5 (0.2) (67%) 

Growth - other 1.5 2.2 (0.7) (69%) 

Maintenance 1.4 2.4 (1.0) (58%) 

Capex 4.9 8.6 (3.7) (57%) 
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Your new centre of attention. 

Debt | Significant reduction 
  $17m of senior debt repaid  

  Net debt of $50.6m 

  Leverage ratio of 0.9x 

  Working capital facility available 
to fund bank guarantees and 
transactional facilities $49m 
undrawn at June 2015 

$ millions JUNE 2015 DECEMBER 2014 

Borrowings 

     Senior 63.0 80.0 

     Working capital 0.6 6.0 

Gross debt 63.6 86.0 

Cash (12.3) (9.9) 

Borrowing costs (0.7) (0.9) 

Net debt 50.6 75.3 

Leverage – Net debt vs LTM EBITDA 0.9x 1.7x 
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H1 operational highlights | Growth agenda delivers results 

  12 Elite Screen approvals in 2015 to date   

  Contract wins  

−  Sydney Airport tender win  

−  AIA build complete 

−  WA bus advertising contract extension 

  XtrackTV expanded into Brisbane 

−  13 additional screens now totalling 79 

  Well executed Trade Marketing initiative 
supports Transit revenue growth 

 

Apollo, Auckland Airport| Locality: Roadside | Illumination: Digital | Format: Elite Screens 
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OPERATIONAL PLANNING APPROVED 

Sydney 7 5 

Melbourne 8 2 

Brisbane 8 

Adelaide  2 1 

Perth 4 

New Zealand 8 1 

TOTAL 37 9 

H1 operational highlights | Elite Screen update 

  Clear leadership position maintained 

  Only high quality opportunities considered 

  Delivered 12 Elite Screen approvals (3 already 
built) to date in 2015 

  Sydney development very positive 

Warringah Freeway, Cammeray, NSW | Locality: Roadside 
Direction: Inbound /outbound| Illumination: Digital | Format: Elite Screens 
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H2 activity and development| Summary 

  XtrackTV expansion into Adelaide  

  Launching 2,000 Beacons into Sydney bus network 

−  Capitalising on mobile connectivity through proximity engagement 

−  Broad application to drive deeper advertiser engagements 

  NZ strategic acquisition completed | Roadside Attractions 

  Expanded Sydney Airport contract commences in Q4 

−  Revolutionising airport advertising with leading edge digital executions 

−  Relaunching refurbished T2 Domestic Terminal - digital screen domination 

  On track to deliver additional 17 Large Format Elite Screens in 2015 

−  51 high quality digital screens by the end of 2015 

−  Pipeline extends into 2016 and beyond 
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Current Large Format Elite Digital Screens 
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2 

1 
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Airport 
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Your new centre of attention. 

All traffic entry Landmark, NSW | Locality: Airport externals 
Direction: Inbound | Illumination: Digital | Format: Elite Screens 
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Summary 

  Very strong financial results providing a positive start to the year  

−  Solid market growth and improved market share in Australia and New Zealand 

−  Increased digital penetration expanding margins 

  Strategy of digital screen development leadership on track 

  Contract wins and renewals success 

  Initiatives and development agenda to continue in H2 and provide further opportunity 
for growth into 2016 
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Outlook 

The Outdoor advertising market continues to benefit from share gains from other traditional media. These 
structural changes are being driven by the fragmentation of audiences of other media, together with the 
unique advertising opportunity created by digital outdoor screens.  
 

In the second half of 2014, the Outdoor advertising market in Australia grew by 14%. These strong prior 
period results need to be considered in the context of expectations for H2 2015. Whilst forward bookings 
for H2 are ahead of the same time last year, there still remains around 50% of revenue to be written to 
achieve the revised forecast. 
 
As a result of the strong performance from H1 and our current view of H2 market conditions, APO has 
revised its pro forma EBITDA forecast for the year ending 31 December 2015 to an increase of mid-teens 
percent above the Prospectus forecast of $53.7m.  
 
The board has confirmed its intention to pay a full year dividend for the year ending 31 December 2015 
reflecting a payout ratio in the order of 60% of pro forma NPATA. 
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Detailed  expenses| Pro forma  

$ millions 2015 H1  2014 H1  VARIANCE $ VARIANCE % 

Direct costs 89.9 77.3 12.6 16.4% 

Overheads 19.8 19.2 0.6 3.0% 

Total expenses 109.7 96.5 13.2 13.7% 

Rental of ad space 58.3 51.9 6.4 12.4% 

Employee expenses 15.9 13.7 2.2 16.2% 

Sales & marketing 14.7 11.3 3.4 30.3% 

Other expenses 20.8 19.6 1.2 5.9% 

Total expenses 109.7 96.5 13.2 13.7% 
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Reconciliation | Pro forma to statutory results 

$ millions 2015 H1 2014 H1 

Pro forma EBIT 21.0 7.7 

Finance costs (2.3) (10.6) 

Pro forma adjustments 

   Onerous lease (4.4) 

   Other 1.5 

Statutory PBIT 18.7 (5.7) 

Pro forma NPAT 13.1 3.9 

Onerous lease  (4.4) 

Interest  (8.2) 

Other (0.3) 1.2 

Tax effect of adjustments 0.1 3.8 

Statutory NPAT 12.9 (3.7) 

28 



2015 Half Year Results  | 24 August 2015 

Your new centre of attention. 

Growing our NZ coverage 

H2 activity and development | Roadside Attractions 

  Completion of an important strategic  
acquisition in NZ 

  Geographically complements our NZ  
billboard audience reach 

  Additional 113 high quality billboards 

  Improves the scope of digital conversion 
opportunities 

  Annual revenue circa NZ$2.4m 

Wellington, NZ | Locality: Roadside 
Direction: Inbound /outbound| Format: Spectacular 
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Sydney Airport | T2 internal development plans  

Sydney Airport, T2 Domestic, NSW | Product: Airport| Pack: Check-in | Format: 2 x double sided LED Screens Sydney Airport, T2 Domestic, NSW | Product: Airport| Illumination: Digital | Format: 7.5m x 4.2m LED Screen 
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APN Outdoor’s strategy 
is characterised by: 

 

About APN Outdoor | Most progressive Trans-Tasman Outdoor business 

Portfolio of premium, high-traffic 
metro sites across specific categories: 

  Billboards – Large format static 
and digital 

  Transit network across Australia – 
90%+ coverage of Australian 
capital city bus and tram networks 

  Airports across Australia and New 
Zealand, including internal and 
external digital sites 

  Rail – including roadside locations 
and XtrackTV 

  Leadership positions in our  
chosen formats 

  Digital conversion and 
development 

  Premium quality and  
metro-centric focus 

  Consistent track record of 
contract renewals 

  Consumer led marketing focus TRANSIT 

RAIL AIRPORTS 

BILLBOARDS 
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Important notice and disclaimer 

This presentation contains general information about the activities of APN Outdoor Group Limited 

(ACN 155 848 589) (APNO or Company) which is current as at 24 August 2015. It is in summary 

form and does not purport to be complete. It presents financial information on both a statutory 

basis (prepared in accordance with Australian accounting standards which comply with the 

International Financial Reporting Standards) as well as information provided on a non-IFRS basis. 

This presentation is not a recommendation or advice in relation to APNO or any product or service 

offered by APNO’s subsidiaries. It is not intended to be relied upon as advice to investors or 

potential investors, and does not contain all information relevant or necessary for an investment 

decision. It should be read in conjunction with APNO’s other periodic and continuous disclosure 

announcements filed with the Australian Securities Exchange, and in particular the Half Year 

Results for the 6 months to 30 June 2015. 

No representation or warranty, express or implied, is made as to the accuracy, adequacy or 

reliability of any statements, estimates or opinions or other information contained in this 

presentation. To the maximum extent permitted by law, APNO, its subsidiaries and their respective 

directors, officers, employees and agents disclaim all liability and responsibility for any direct or 

indirect loss or damage which maybe suffered by any recipient through use of or reliance on 

anything contained in or omitted with this presentation. 

No recommendation is made as to how investors should make an investment decision. Investors 

must rely on their own examination of APNO, including the merits and risks involved. Investors 

should consult with their own professional advisors in connection with any acquisition of securities. 

The information in this presentation is for general information only. To the extent that certain 

statements contained in this presentation may constitute “forward looking statements” or 

statements about “future matters”, the information reflects APNO’s intent, belief, or expectations 

at the date of this presentation. 

Subject to any continuing obligations under applicable law or any relevant listing rules of the 

Australian Securities Exchange, APNO disclaims any obligation or undertakings to disseminate any 

updates or revisions to this information over time. Any forward looking statements, including 

projections, guidance on future revenues, earnings and estimates, are provided as a general guide 

only and should not be relied upon as an indication or guarantee of future performance. Forward 

looking statements involve known and unknown risks, uncertainties and other factors that may 

cause APNO’s actual results, performance or achievements to differ materially from any future 

results, performance or achievements expressed or implied by these forward looking statements. 

Any forward looking statements, opinions and estimates in this presentation are based on 

assumptions and contingencies which are subject to change without notice, as are statements 

about market and industry trends, which are based on interpretations of current market conditions. 

For example, the factors that are likely to affect the results of APNO include, but are not limited to, 

general economic conditions in Australia and New Zealand, exchange rates, competition in the 

markets in which APNO will operate and the inherent regulatory risks in the business of APNO. 

Neither APNO, nor any other person, gives any representation, assurance or guarantee that the 

occurrence of the events expressed or implied in any forward looking statements in this 

presentation will actually occur. In addition, please note that past performance is no guarantee or 

indication of future performance. 

This presentation does not constitute an offer to issue or sell, or solicitation of an offer to buy, any 

securities or other financial products in any jurisdiction. The distribution of this presentation outside 

Australia may be restricted by law. Any recipient of this presentation outside Australia must seek 

advice on and observe any such restrictions. This presentation may not be reproduced or published, 

in whole or in part, for any purpose without the prior written permission of APNO. 
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