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SHRIRO HOLDINGS LIMITED 

RESULTS FOR THE HALF YEAR ENDED 30 JUNE 2019 

 

 

OVERVIEW 

• NPBT increased to $3.6M, up 2.9% on the prior year 

• No debt, the net cash position is $10.3M better than at 30 June 2018 

• Underlying NPAT of $2.7M in line with 1H18, despite market headwinds 

• Operating expense 5.8% lower than 1H18, resulting from the restructure completed 2H18 

• Revenue down 3.0% due to soft appliance market and subdued global expansion revenue  

• Interim dividend declared of 4 cents per share, fully franked 

 

RESULTS SUMMARY 

 1H19 1H18* Change 

 $m $m  
    

Revenue 80.0 82.5 (3.0%) 

Gross Margin 40.5% 41.7%  

    

Operating Expenses (24.5) (26.0) (5.8%) 

    

EBITDA 7.9 8.4 (6.0%) 

    

Depreciation (3.2) (3.6) (11.1%) 

Interest (1.1) (1.3) (15.4%) 

    

Profit Before Tax 3.6 3.5 2.9% 

    

Statutory Profit After Tax 2.7 3.1 (12.9%) 

    

One-off tax benefit 18  (0.4)  
    

Underlying Profit After Tax 2.7 2.7 0.0% 

 

* Note the first half of 2018 has been restated to comply with new AASB16 Accounting for Leases standard. 
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Shriro Holdings Limited (“Shriro”) (ASX: SHM) today announced Net Profit After Tax for the half year ended 30 

June 2019 of $2.7 million, which, on an underlying basis is in-line with the previous corresponding period.  As 

noted previously, the first half of the year represents Shriro’s low season due to product seasonality related 

to the Company’s summer seasonally driven products and to the uplift resulting from the Christmas sales 

period.   

Net Profit Before Tax increased 2.9% to $3.6M, with the increase generated from strong Consumer Products 

revenue, particularly in the Australian market, and the benefits realised from the prior year’s restructure of 

operating expenses.  Australia performed relatively well in the circumstances of strong headwinds in the 

Kitchen Appliance market, benefitting from cost savings.    The Australian Casio division continues to grow and 

contributed solidly to the improved result.  New Zealand performed soundly, given that it operated in a 

somewhat subdued market for most of the period.  Profit from this subsidiary was behind the prior year for 

this first half, however the newly acquired Casio watch store at the Auckland airport is producing promising 

early results. The Robinhood brand showed strong growth following the brand refresh in CY18 and is well 

placed for a strong second half. 

Gross Margin percentage for the group was down compared to 1H18, resulting from a combination of product 

mix changes, the Australian dollar depreciating against most currencies, and continued pricing pressure in the 

appliances market.   

Shriro’s EBITDA for the six months decreased 6.0%, to $7.9 million, driven mainly by lower revenue and gross 

profit from Kitchen Appliances and lower sales of BBQ’s into export markets.  The staffing and sales 

organisation restructure in the Kitchen Appliances business, implemented early in the period, has been well 

received by the key retailers with benefits beginning to show and future sales growth is expected.  Operating 

expenses decreased 5.8%, due to the closing of some underutilised showrooms in the prior year and a 

reduction in other back-end costs.  The clearance of slower-moving inventory lines continued in the period, 

resulting in a reduction in the overall number of ranged products and inventory levels at 30 June 2019 were 

$6.3M lower than at 30 June 2018.  This was a major contributor to Shriro’s current net cash position. 

The Directors have declared an interim fully franked dividend of 4 cents per share, with a record date of the 

30th of August 2019 and payable on the 16th of September 2019. 

 

AUSTRALIA 

Australia achieved slight sales revenue growth to $60.3m compared with 1H18.  The cost reductions across 

the group were in the majority undertaken in Australia and this lower cost base coupled with stable sales 

revenue, led to EBITDA growing 15.2% to $7.3M for the first half.  Earnings Before Interest and Tax for Australia 

increased 40.0% as the Casio division performed well in Australia, with G-Shock watches and musical 

instruments (in particular keyboards), showing good growth.  The seasonal products division also performed 

credibly, with heating and cooling products sales increasing and Australian BBQ sales also recording double 

digit growth compared to 1H18.  Sales of Kitchen Appliances were down on the prior year, operating in a very 

difficult market, however the rate of decline slowed towards the end of the half.  Shriro is confident that the 

right steps have been taken to arrest the decline and should the property market and housing construction 

activity rebound as a result of the Reserve Bank’s interest rate cuts and Government initiatives, Shriro will be 

well positioned to benefit. 

Product development in relation to the Omega cooking range is underway; a new look and feel Omega range 

is being developed to tie into new digital marketing and a brand strategy refresh that is planned.  
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NEW ZEALAND 

New Zealand held its position in a market that did not show strong consumer growth.  Sales revenue was flat 

for the six months to 30 June 2019.  Reported EBITDA however was down 10.9% due mainly to the impact of 

introducing the new Accounting Standard relating to leases (AASB 16) and the initial costs of establishing the 

new Auckland Airport G-Shock watch store.  The store is however now operational and the results so far have 

exceeded management’s expectations. 

The majority of the product categories in New Zealand generated sales and profit that were relatively 

consistent with the prior period.  Results from the Robinhood brand however were a stand-out, where it is 

seeing the benefits from the product development and brand refresh that was undertaken CY18. 

New Zealand has undertaken a number of successful initiatives in the appliances space and the full range of 

Omega and Robinhood appliances is now ranged in Mitre 10 New Zealand, a substantial retailer in this space 

within the New Zealand market. 

 

INTERNATIONAL 

The Company’s international expansion, based initially on its Everdure by Heston Blumenthal BBQ product 

range, has been slower than originally envisaged.  Sales revenue for the first half represented 3% of Shriro’s 

Group revenue and these international sales were down $2.6M compared to the previous corresponding 

period, with the declines predominately in the USA.  In part, this decline is linked to the building of the retailer’s 

inventory pipeline in the USA during the 2018 year, with the six months to June 2019 affected by a reduced 

need to replenish the pipeline.  Whilst this situation was expected and planned for, strongly growing sales into 

North America in 2019 was expected to more than offset the pipeline building effect.  However, the Trump 

tariff war with China, where Shriro’s product is manufactured, significantly impacted the demand for these 

products as distributors understandably took a “wait and see” approach.  This situation is not yet resolved but 

we continue to receive positive feedback from USA distributors on the attractiveness to them of the product 

range, which is encouraging for the longer term. 

It has become apparent however that the pace of growth into offshore markets will be slower than originally 

envisaged, notwithstanding the size of the opportunity.  This is particularly so in the US where the market’s 

large size and geographic diversity presents challenges in driving sales through what is currently a multi-

layered distribution channel, without incurring substantial sales and marketing costs.   

Shriro has changed its strategy in USA to: 

a) Focus on a selected, narrower range of regions within the USA where the market is perceived to be 

more attractive. 

b) Reduce the number of distributors in the chain and at the same time target end consumers by the use 

of digital marketing strategies to support the chosen distributors. 

c) Consider the use of a third-party, commission-only sales force to ensure sound coverage in the chosen 

regions. 

d) Focus on large retailers, with direct shipments; 

e) Investigate alternative manufacturing options; 

f) Certify air movement and gas convections heater products to add to the USA product range; and 

g) Efficiently manage sales and marketing costs including through the above initiatives. 
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In Europe, led by Germany, where the Everdure by Heston Blumenthal products are well received, short term 

growth is expected and a digital marketing strategy will also be added there to assist the growth in consumer 

demand and sales pull-through.  Over time opportunities to add other relevant Company products to all of its 

international market channels will also be pursued. 

 

BALANCE SHEET AND CASH FLOWS 

Operating cash flow for the six months to 30 June 2019 was $12.6M, and has resulted in the net cash position 

being $10.3M better than at the previous corresponding balance date.  The main driver of the current net cash 

position was the reduction in inventory levels but also the lower dividend paid in the first half of 2019. 

The strength of Shriro’s balance sheet remains, as there is no debt or intangibles, and with net assets as at 30 

June 2019 of $51.8 million.  The Company remains well placed to continue to sensibly invest in its businesses 

and to pursue appropriate value accretive growth opportunities that may be identified.  Management 

continues to monitor for such opportunities and will act when one that has the correct strategic fit and utilises 

Shriro’s core competencies, is identified. 

 

OUTLOOK 

The seasonal influences that result in the Company’s financial performance being heavily biased toward the 

second half of the calendar year continue and as a result, visibility on the likely performance for the full year 

remains unclear at this stage.  Certain macro market factors will potentially be favourable to Shriro in the 

second half of the calendar year, including the lower interest rates recently announced and the possibility of 

additional Australian Government action to support confidence. Although consumer confidence may be 

affected by a number of other factors, it is believed that Shriro has now been positioned and structured to 

take full advantage of any improved market conditions. In this environment, the Company’s current 

expectation is for Net Profit after Tax for the full year 2019 to match that of 2018, with growth expected in 

CY20. 

International expansion into new geographic markets and new products to be introduced with Heston 

Blumenthal’s branding, is unlikely to add value to the back-end of CY19 unfortunately.  This offshore strategy 

is currently being finessed but it is envisaged that the marketing spend will be reduced, and there will be a 

greater marketing focus on pull-through demand from consumers, which should set a good base for growth in 

CY20. 
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For more information, contact: 

 

Tim Hargreaves       Shane Booth 

(02) 9415 5000       (02) 9415 5000 

timh@shriro.com.au      shaneb@shriro.com.au 

 

ABOUT SHRIRO 

The Group is a leading kitchen appliances and consumer products marketing and distribution group operating in Australia and New 
Zealand.  

The Group markets and distributes an extensive range of company-owned brands (including Omega, Robinhood, Everdure and Omega 
Altise) and third party owned brands (such as Casio, Blanco and Pioneer).  Products include calculators, watches, cash registers, musical 
instruments, audio products, kitchen appliances, sinks & taps, laundry products, consumer electronics, car audio, amplifiers, 
professional DJ, Hi-Fi/speakers, fashion, lighting, gas heaters, gas barbeques, charcoal barbeques, electric heaters, air movement and 
cooling products.  
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