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FY18 operational highlights

• New executive leadership team in place, with the skills and capability to leverage the 

strength of our integrated platform

• Strong sales momentum which has continued into FY19 – 7.5% top line growth and 

4.9% like-for-like (LFL) sales growth

• Integrated sites delivering superior results 

• 8.5% LFL sales growth

• 17 in-store vet clinics added: +15 Australia, +2 New Zealand

• 22% of retail stores now have an in-store clinic

• Strong and growing group loyalty program accounting for over 90% of retail sales

• Private label sales increased to over $115m and private label food sales in Australia 

have increased by 25%

• Lowered vet turnover and vacancy rates 

• Online sales up 70% to over $20m, driven by click & collect
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FY18 summary of financial performance
Underlying EBITDA of $97.6 million in line with guidance

$m

Before exceptional items

Revenue 878.7

Underlying EBITDA 97.6

Underlying NPAT attributable to GXL shareholders 37.2

Underlying EPS (cents) 31.5

Dividends per share (cents) 15.5

Exceptional items

Recognised in EBITDA 22.8

Recognised in depreciation 1.4

After exceptional items

EBITDA 74.8

Statutory NPAT attributable to GXL shareholders 20.7

Statutory EPS (cents) 17.5
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Greencross business strengths

• Outstanding and growing customer loyalty base of over 1.9 million active members with 

more than 90% of retail revenue linked to our Friends For Life program

• Australia-New Zealand market leader in both specialty pet retail and vet

• Unique integrated service offering in emotionally engaged segment

• Capability to deliver highly personalised offers in a channel agnostic manner

• Private label products at scale and growing, with potential to leverage into Asia

• 5,100 pet passionate team members

Greencross has an unrivalled integrated pet care platform that we can leverage to grow 
our market share



Strategic priorities to drive growth
New executive leadership team has identified 5 strategic priorities
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• Expand our integrated pet care model

• Invest in personalisation and omni to leverage our loyalty data and customer 
intimacy

• Differentiate our retail offering to deliver a unique customer experience

• Improve vet operational performance and deliver a future vet model offering 
customers improved service and convenience

• Focus on service excellence across all parts of the business

1

2

3

4

5



Retail Vet Retail and Vet

On average, Greencross customers who shop at both retail stores and vet clinics spend 4.4x 
retail customers and 1.7x vet customers

Expanding our integrated pet care model
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Cross‐shop

spend multiple

Total spend =

4.4x Retail 
1.7x Vet

Vet spend
= 1.2x

Retail spend
= 1.4x

Average annual spend per customer

Greencross reach amplifies spend
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Loyalty programs:
1.9 million Friends for Life members
60,000 Healthy Pets Plus members

Personalised communications

Service & product integration

Vet 
traffic

Retail 
sales

Leveraging our loyalty data

Membership base is growing and includes 
majority of Australian pet parents

Data analytics – tailored information & offers

• Trigger campaigns (reactive)

• Reminders & replenishment

• Predictive customer journey insights

Full ecosystem offers, grow share of wallet

We have over 1.9 million active Friends for Life members and 60,000 Healthy Pets Plus members



Personalisation journey

Customer 
Proposition:

Mass Market 
Offer

DD
DD

DD
DDIndividual 

PropositionsTarget Group

Target Group

Target Group

Data Sources:

Historic 
transaction  

trends

Customer 
journeys

Customer 
segments

Individual 
customer 

transactions

Individual 
customer 
browsing

Individual 
customer & 
pet profiles

Speculative & repeat offers Reactive and predictive offers

We will continue using personalisation to create customer loyalty

F19 focus is on continuing to add new personalisation capabilities
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We will continue to invest in omni channel

Omni objective: Provide our customers with 
total convenience to choose how they 
interact with us
• When it suits them - extended hours 

for stores & clinics, 24/7 digital & 
customer service team

• How it suits - store, web, app, click & 
collect, home delivery, vet clinic, home 
visit & telemed

• Friction free - consistent, efficient & 
positive experience across all channels
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Providing convenient and flexible access for our customers



Differentiating our retail offer
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• Over $115m in sales from private 

label and exclusive brands across 

Australia and New Zealand

• Private label represents 23% of 

Australian retail product sales1

• 25% growth in private label food sales 

in Australia, driven by the success of 

Leaps & Bounds

• Focus on premium food categories 

including fresh and frozen

• Exploring opportunities to take 

private label into Asia 

1. Australian retail product sales comprising food, treats, accessories and litter.

We aim to expand our range of owned private label brands across all major categories to drive 
greater customer engagement, increased visit frequency and increased basket value



Improving vet operational performance
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We have a number of initiatives in place to improve vet operational performance 

• Grow Healthy Pets Plus membership through 

increased penetration of vet clients and cross 

referral of retail customers

• Optimisation of clinic labour

• Implement vet initiatives to better meet changing 

client needs including:

• Extended hours

• Mobile vet

• Web & app enhancements

• Telemedicine



Service excellence 
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• Introduced a new net promoter score 

(NPS) based across all stores and clinics 

to measure customer satisfaction 

• Address customer feedback in real time

• Link NPS to individual performance 

plans

• Improve the availability and accessibility 

of our store and clinic teams during peak 

periods of demand

We will continue to invest in our people and processes to deliver service excellence



• The Petbarn Foundation raised over $3 million 
for animal charities this year

• Our in-store adoption centres saved the lives 
of over 10,000 animals in FY18

• Our employee volunteer program enables our 
employees to directly support our partner 
charities

• We strengthened our policies and procedures 
with respect to the environment and ethical 
sourcing of products

• We continue to invest in measures to reduce 
energy consumption, improve waste 
management and discontinue the use of 
plastic bags
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Commitment to the community
Greencross is committed to being a socially responsible member of the Community



Trading update
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• Trading update as at week 17:

• 7.6% Group revenue growth

• 5.4% Group LFL sales growth 

• 6.4% Group Retail LFL sales growth 

• 2.9% Australian Vet LFL sales growth including negative LFL sales in 

standalone GP vet clinics of 1.8%. 

• Overall vet market conditions remain challenging

• Greencross continues to make progress in the delivery of the cost saving initiatives 

which were outlined in the Company’s trading update announcement on 9 

May. However the Company does not expect these cost saving initiatives to 

deliver incremental EBITDA in 1H 2019 due to lower cost capitalisation and 

reinvestment in strategic initiatives.

• Network update

• Opened 3 new stores and 2 in-store clinics 

• Targeting to open 5 new stores and 10 in-store clinics in FY19



Disclaimer
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Although Greencross Limited (“Greencross”) has made every effort to ensure the accuracy of information contained in this 
presentation, Greencross makes no representations as to, and takes no responsibility for, the accuracy, reliability or 
completeness of the information contained in this presentation and disclaims all liability that may otherwise arise due to any 
information contained in this presentation being inaccurate, misleading or deceptive, except to the extent that liability cannot
be lawfully excluded.

The material contained in this presentation is for information purposes only and does not constitute financial product advice. 
The information contained in this presentation has been prepared without taking into account the investment objectives, 
financial situation or particular needs of any particular person. Before making any investment decision, you should consider,
with or without the assistance of a financial adviser, whether an investment is appropriate in light of your particular 
investment needs, objectives and financial circumstances. Any views expressed in this presentation are those of the individual 
presenter, except where specifically stated to be endorsed as the views of Greencross.

This document contains certain forward looking statements and comments about future events, including Greencross’ 
expectations about the performance of its business. Forward looking statements can generally be identified by the use of 
forward looking words such as ‘expect’, ‘anticipate’, ‘likely’, ‘intend’, ‘should’, ‘could’, ‘may’, ‘predict’, ‘plan’, ‘propose’, ‘will’, 
‘believe’, ‘forecast’, ‘estimate’, ‘target’ and other similar expressions. Indications of, and guidance on, future earnings or 
financial position or performance are also forward looking statements. Forward looking statements involve inherent risks and 
uncertainties, both general and specific, and there is a risk that such predictions, forecasts, projections and other forward
looking statements will not be achieved. Forward looking statements are provided as a general guide only, and should not be 
relied on as an indication or guarantee of future performance. Forward looking statements involve known and unknown risks, 
uncertainty and other factors which can cause Greencross’ actual results to differ materially from the plans, objectives, 
expectations, estimates and intentions expressed in such forward looking statements and many of these factors are outside 
the control of Greencross. As such, undue reliance should not be placed on any forward looking statement. Past performance 
is not necessarily a guide to future performance and no representation or warranty is made by any person as to the likelihood
of achievement or reasonableness of promise, representation, warranty or guarantee as to the past, present or the future 
performance of Greencross.


