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LIFESTYLE COMMUNITIES OVERVIEW

•	 Founded in 2003 and listed in 2007

•	 Develop and manage land lease communities which 
generate long-term sustainable revenue streams

•	 Business focus on greenfield development not 
brownfield regeneration

•	 Anticipate having 1,144(1) homes under management 
at 30 June 2015 generating rental income of $9.9 
million/annum (annualised as at June 2015)

•	 Further 1,011(1) homes for development in the 
pipeline

Note:	 (1) Represents gross numbers not adjusted for joint venture interests
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FOCUS REMAINS IN VICTORIA

Victoria provides:

•	 Favourable planning legislation

•	 Better access to zoned, flat land for 
development

•	 Lowest saturation of land lease communities 
of any state

•	 Balanced state legislation for the 
management of communities

Melton

Warragul

Wollert

Hastings

Chelsea Heights

Cranbourne

Tarneit

Shepparton

Geelong

Rosebud

Officer
Berwick Waters

Community Homes Settled

Melton 228 100%

Tarneit 136 100%

Warragul 182 99%

Cranbourne 217 99%

Shepparton 221 44%

Chelsea Heights 186 86%

Hastings 141 89%

Wollert 154 1%

Geelong 164 -

Rosebud(1) 150 -

Officer 151 -

Berwick Waters(1) 225 -

2,155 53%

Anticipated position as at 30 June 2015

Note:	 (1) Commencement of construction subject to final contract becoming unconditional and planning approval
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As at 30 June 2013 there were over 574,000 Victorians aged over 70 
and over 906,000 aged between 55 and 69

VICTORIAN POPULATION GROWTH

Source:	ABS 2014 Catalogue 3235.0
Notes:	 (1) As at 30 April 2015

Lifestyle Communities is well positioned to meet the needs 
of the baby boomer age wave

85+ (114k)

80-84 (116k)

75-79 (151k)

65-69 (264k)

60-64 (302k)

55-59 (340k)

Average age 
of Lifestyle 

Communities’ 
homeowners 

73 years(1) 

70-74 (194k)

War Generation

Baby Boomer Generation
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BUSINESS MODEL

Lifestyle Communities has a unique low risk sustainable business model that does 
not require further equity from the market 

Development Business Community Management Business

Circulating  
Capital 

Pool

Total annuities at year end

Settled homes are 
transferred to the 

Community
Management 

Business

Anticipated position as at 30 June 2015

Total home sites in portfolio(1)(2) 2,155 Total occupied home sites(2) 1,144

FY06 FY07 FY08 FY09 FY10 FY11 FY12 FY13 FY14 FY15 (f)

Note: Not to scale and not indicative of performance

Free cash flow from the community management business on track 
to deliver a dividend in respect of FY2015

Lifestyle Communities aims to recover 100% of its 
cash development costs from home sales

Notes:	 (1) Settled, under development or subject to planning
	 (2) Represents gross numbers not adjusted for joint venture interests

Cash break even after allocation
of costs to management business

Dividend flow
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MITIGATION OF RISK

The company ensures diligent risk management 
at each stage of the development cycle

Site Selection

•	 Long-term 
experience in the 
market

•	 Detailed land 
strategy and due 
diligence on target 
sites

Community Roll Out

•	 Level of pre-sales 
determines stage 
commencement

•	 Stage-by-stage 
construction

Sales

•	 Control customer 
touch points by 
targeted marketing 
and transparency

•	 Diversification 
through multiple site 
exposures

Community 
Management

•	 Rigorous staff 
selection

•	 Very transparent 
sales and contract 
process

•	 Maintain community 
to a high quality

•	 Operational cost 
control

Financial

•	 Strong balance 
sheet

•	 Low gearing
•	 Liquidity
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Over Nine Years of Growing Annuity Income Streams

ANNUITY STREAMS

Annuity Income

Note:	 (1) Represents gross numbers not adjusted for joint venture interests

	

	 $6,000,000	 ––

	 $5,000,000	 ––

	 $4,000,000	 ––

	 $3,000,000	 ––

	 $2,000,000	 ––

	 $1,000,000	 ––

Deferred Management Fee (cash)Site Rental Fees (gross)

•	 98(1) annuities added to the 
community management business 
during 1HFY2015 with a further 
140(1) anticipated in 2HFY2015 

•	 17 existing home sales attracting 
DMF settled during 1HFY2015 
with a further 16 anticipated in 
2HFY2015 

•	 $5.3 million (gross) received 
from site rental and deferred 
management fees during the 
1HFY2015 compared to $3.6 million 
in the corresponding period last 
year

1HFY2012 2HFY2012 1HFY2013 2HFY2013 1HFY2014 2HFY2014 1HFY2015

493 546 614 695 804 906 1,004

6 5 4 6 10 13 17

Total number of 
homes settled(1)

Number of resales 
attracting a DMF

Annuity income will continue to increase through new home settlements, 
rent increases and resales of existing homes
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THE GENERATIONS

Future growth being driven by the baby boomer generation

War Generation 
(1925-1945)

•	 Happy to give up control

•	 Happy to not own their own 
home

•	 Looking for more care

•	 Co-dependent

Negative trigger buyer

•	 Health

•	 Security

•	 Less maintenance = less 
able

•	 Passive

Baby Boomer Generation 
(1946-1964) 

•	 Want to maintain control

•	 Home ownership is 
important

•	 Don’t associate care

•	 Independent

Positive trigger buyers

•	 Free up equity

•	 Lifestyle

•	 Travel

•	 Less maintenance = more 
time
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THE EMERGING MARKET GAP

The two key emerging trends come together to create the Lifestyle business model

Current housing solutions are not satisfying the new emerging customer

Baby boomer

•	 Wants to maintain 
control

•	 Wants to own their home

•	 Wants to free up equity

•	 Looking to be 
empowered

•	 Looking for a bigger life

Affordability

•	 Opportunity to create a 
more affordable model

•	 Rents sustainable for 
pensioners

•	 Ability to free up equity
•	 High quality offer

Business Model
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MARKETING

Lifestyle Communities’ marketing appealing to the baby boomer

Digital marketing is driving future growth with 50% of leads from our website

DIRECTION 3: PRESS CAMPAIGN

DIRECTION 2: PRESS CAMPAIGN
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Our product keeps evolving to meet the emerging baby boomer

COMMUNITY AT HASTINGS



Lifestyle Communities Limited	 Downsize to a Bigger Life	 12

FY 2015 SETTLEMENTS

•	 238(1) new home settlements either settled or 
confirmed to settle in FY2015. This number is 
not expected to materially change by 30 June 
2015. This represents a slight increase on prior 
guidance of on or around 230(1) homes and an 
increase on the 211(1) new home settlements 
achieved in FY2014

•	 33 resale homes attracting Deferred 
Management Fees are settled or expected to 
settle in FY2015. This is an increase compared 
to the 23 resale home settlements achieved in 
FY2014

Community New home 
settlements

Resale 
settlements

Melton - 14

Tarneit 1 5

Warragul 12 7

Cranbourne(2) 43 5

Shepparton 37 -

Chelsea Heights(2) 61 2

Hastings 81 -

Wollert 3 -

238 33

Notes:	 (1) Represents gross numbers not adjusted for joint venture interests
	 (2) 50/50 joint ventures
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OUTLOOK

•	 Forecast 238(1) homes settled FY2015,  
up 13% on FY2014

•	 Forecast 1,144(1) occupied home sites as at 
30 June 2015, up 26% on 30 June 2014

•	 Portfolio of 2,155(1)(2) home sites, up 21% 
on 30 June 2014

•	 Emerging baby boomer, affordability and 
the ageing population will continue to 
drive business growth

Home sites under management(1)

	 1200	 ––

	 1100	 ––

	 1000	 ––

	 900	 ––

	 800	 ––

	 700	 ––

	 600	 ––

	 500	 ––

	 400	 ––

	 300	 ––

	 200	 ––

 	 100	 ––

2007 2008 2009 2010 2011 2012 2013 2014 2015(f)

Notes:	 (1) Represents gross numbers not adjusted for joint venture interests
	 (2) Settled, under development or subject to planning
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IMPORTANT NOTICE AND DISCLAIMER

• �This Presentation contains general background information about Lifestyle Communities Limited (LIC) and its activities current at 2 June 2015 
unless otherwise stated. It is information in a summary form and does not purport to be complete. It should be read in conjunction with LIC’s 
other periodic and continuous disclosure announcements lodged with the Australian Securities Exchange, which are available at www.asx.com.
au.

• �This Presentation has been prepared by LIC on the information available. To the maximum extent permitted by law, no representation or 
warranty, express or implied, is made as to the fairness, accuracy, completeness or correctness of the information, opinions and conclusions in 
this presentation and LIC, its directors, officers, employees, agents and advisers disclaim all liability and responsibility (including for negligence) 
for any direct or indirect loss or damage which may be suffered by any recipient through use or reliance on anything contained in or omitted from 
this presentation.

• �Past performance information given in this Presentation is given for illustrative purposes only and should not be relied upon as (and is not) an 
indication of future performance. 

• �This Presentation contains certain “forward-looking statements” and prospective financial information. These forward looking statements 
and information are based on the beliefs of LIC’s management as well as assumptions made by and information currently available to LIC’s 
management, and speak only as of the date of this presentation. All statements other than statements of historical facts included in this 
presentation, including without limitation, statements regarding LIC’s forecasts, business strategy, synergies, plans and objectives, are forward-
looking statements. In addition, when used in this presentation, the words “forecast”, “estimate”, “expect”, “anticipated” and similar expressions 
are intended to identify forward looking statements. Such statements are subject to significant assumptions, risks and uncertainties, many of 
which are outside the control of LIC and are not reliably predictable, which could cause actual results to differ materially, in terms of quantum 
and timing, from those described herein. Readers are cautioned not to place undue reliance on forward-looking statements and LIC assumes 
no obligation to update such information.

• �The information in this Presentation remains subject to change without notice. 

• �In receiving this Presentation, you agree to the foregoing restrictions and limitations.

This Presentation is not for distribution or release in the United States or to, or for the account or benefit of, US persons.
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