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Cellnet sources products and represents market leading brands of lifestyle 

technology products into retail and business channels.

Our innovative and passionate approach makes Cellnet the most exciting and 

engaging company to partner with and be part of.
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■ 6% increase in revenue

■ 56% increase year on year in Net Profit After Tax to $3,167m

■ 43% operational earnings per share growth to 5.6 cents per share

■ Recognition of crystallized tax losses accounting for Deferred Tax Asset of $3,8M

■ Dividend ( unfranked ) retained at 1.25 cents per share

■ Decrease in Inventories by $2,8M and in Receivables by $1,9M

■ Reduced funding requirements – net cash position of -$150K 

FY18 Financial Highlights
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Cellnet : 2017-18



■ Positioned as a fast following,

commodity, high volume,

high margin brand

■ In FY18 sold over

3,000,000 units

■ Retail value of $57M

■ Allows for complete category

management approach

■ Sold in 7 countries around the world

3SIXT : Growth
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Financial History 
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$000’s 2015 2016 2017 2018

Revenue 78,268 75,154 82,685 87,507

EBITDA 2,314 2,337 2,585 3,956

EBITDA% 3.0% 3.1% 3.1% 4.5%

NPAT ( operational ) 1,649 1,748 2,035 3,167

Non recurring costs - - 1,026 -

EPS (cps) operational 3.0 3.3 3.9 5.6

DPD (cps) 1.00 1.25 1.25 1.25

2018

2017

2016

2015

$87,507

$82,685

$75,154

$78,268



■ Continued to capture synergies with Wentronic sourcing in HK/China

■ Beginning to get sales traction in Wentronic International joint venture 

( addressing non-ANZ and Europe sales )

■ Category Captain in Noel Leeming (NZ) for accessories

■ Continued successful retail penetration with 3SIXT brand

■ Supplier of the year at Noel Leeming

■ Supplier of the year again at Newslink and confirmed international supplier to Lagadère Travel

■ Successful implementation of Infor M3 - ERP 

■ 3SIXT is again the leading mobility accessory brand in Australia

■ Addition of UAG, Mous and GoGogate Brands

■ Successful conclusion of Turn Left Distribution acquisition

FY18 Highlights
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Exclusive Supplier : Category Captain



■ Further leverage Wentronic synergies in Products and Markets

■ Integrate Turn Left Distribution and drive growth in gaming category

■ Continue penetrate customers with Category Management solutions

■ Increase Telco penetration

■ Increase online sales channel penetration

■ Investigate further synergistic acquisitions

FY19 Outlook
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Group Internal Brands
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■ Global Gaming Hardware revenue is expected to to remain 

constant through 2020

■ ANZ Retailers are identifying Gaming  as one of their high growth 

categories

■ On-line sales for accessories will increase rapidly offering 

increased margin opportunity

■ Gaming software sales are seasonal depending on launch cycles 

of the software vendor and are reasonably predictable based on 

past version performance 

■ Gaming software is under pressure from free to play / online, but 

the physical asset remains a value proposition for resale

Gaming Market
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Turn Left Distribution was was acquired from its private owners.

TLD has been in business for the past 6 Years and has steadily consolidated its position to become a 

leading distributor to Retail channels, serving the rapidly growing Gaming market with hardware accessories 

and gaming software.

It’s Gaming software revenues have grown very rapidly superseding that of Hardware in 2018 - Hardware 

sales are growing fast and are expected to exceed software sales in 2019.

TLD’s key customers are JB HiFi and EB Games with a growing opportunity in the On-Line eCommerce 

space.

Operations are focused on Distribution in Australia to retail partners with a sub distributor in New Zealand. 

The company outsources its warehousing.

The Company
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The company’s main objective is to provide its clients and customers with category leading software and 

accessories brands that deliver a highly satisfying entertainment experience.

Key Brands
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Retail Partners

Retail/E-tail

Retail: Other

Non-Traditional



Competitors
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■ Expand Operations in New Zealand

■ Consolidate supply chain operations 

■ Eliminate duplication of overhead

■ Attract additional vendor brands

■ Increase Cellnet Group relevance to Retailers

■ Increase the Group’s relevance to Vendor Brands

■ Increase Online Revenue

Opportunities
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■ Grow revenue in adjacent categories

■ Gaming is a high growth category 

■ Similar to Cellnet’s current business model

■ Software segment is the subject of earn-out provisions

■ Same customer set

■ Capture efficiencies in Admin and Supply Chain

■ Utilise Group assessed tax losses

Rationale
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