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FY2005 half year results

Infomedia Ltd
Half Year FY2005

Results Presentation

Gary Martin    CEO
Peter Adams  CFO
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FY2005 Q2 
consolidated results
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FY2005 1st half 
consolidated results
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8.37.66.4NPAT

29%26%22%NPAT %

48%47%51%EBITDA %

80%70%70%Gross Margin %

13.813.815.1EBITDA

23.120.720.7Gross Margin

28.929.629.6Sales Revenue

2003NormalReported$M:
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FY2005 restated revenue 
at 2004 hedge rates
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• Excluding currency 
impact, revenue 
declined 6%

• Higher FY2005 hedge 
rates contributed to 
lowering revenue by 
A$3.2M
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FY2005 1st half 
significant items

(1.2)(0.1)(1.1)(2.4)1.3Total

(0.8)0.4(1.2)-(1.2)
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-
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Pre
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(2.1)0.3-
Write-down of BSD 
assets

1.7(0.8)2.5
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1st half NPAT and EPS 
comparisons

2.63.12.4Basic EPS (normalised)
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8.39.9Normalised NPAT
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Cents:

2.7
Normalised EPS ex goodwill 
amortisation

8.8
Normalised NPAT ex 
goodwill amortisation

0.5Goodwill amortisation

HY2003$M:
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FY2005 1st Half 
Operating Cashflows
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9.38M 11.37M 7.52M

• Lower cashflow the result 
of a higher Australian 
dollar and European 
transition

• Initial “teething problems”
with European collections 
dissipating 

• Days sales in debtors = 48
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foreign currency 
exposures

AUD USD Euro
GBP All other

Approximate Base Revenue 
Exposures

51%

24%3%4%
18%

• Coverage for USD remains in 
place till June 2005 for USD at 
an average hedge rate of 66.4

• Euro is second largest 
exposure partially covered at 
0.59 euro to A$ through to June 
2005

• GBP operational costs in 
European subsidiary provide 
natural hedge against GBP 
revenues

• No hedge positions beyond 
FY2005
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EPC subscription history

-

5,000

10,000

15,000

20,000

25,000

30,000

35,000

40,000

45,000

50,000

55,000

60,000

M ar-98 Jun-98 Sep-98 Dec-98 M ar-99 Jun-99 Sep-99 Dec-99 M ar-00 Jun-00 Sep-00 Dec-00 M ar-01 Jun-01 Sep-01 Dec-01 M ar-02 Jun-02 Sep-02 Dec-02 M ar-03 Jun-03 Sep-03 Dec-03 M ar-04 Jun-04 Sep-04 Dec-04



11

SuperserviceTM menus 
subscription history
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FY2005 interim franked 
dividend

• Dividend 1.7¢

• Record Date 10 March

• Payment Date 24 March

• Payout Ratio 72%
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FY2005 
market guidance

Revenue guidance:
• Between $56M to $60M

Profit guidance:
• Between $13M to $15M
• Does not include significant items
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CEO Review
Gary Martin, CEO Infomedia Ltd
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IFM Org

Richard Graham, 
Chairman

Gary Martin, 
CEO

Michael Roach, 
General Manager ECD/DMD
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IFME

Andrew Pattinson,
Managing Director

• Continuing to focus on marketing & 
sales

• New markets for Superservice 
menus
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Ford Europe

Continues to find level
Customer retention rate varies by 

market
Visitations via IFME field force to 

leverage 
– Dealers
– Dealer Associations
– Ford National Sales Companies
– Dealer Management System Providers
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Toyota Europe

Continued rollout into markets
Microcat LIVE operational in 

Germany
– Web Services version testing in March 05

Queuing countries for Microcat 
MARKET
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North America

Continued steady growth

Transitioning GM 
PartsImager dealers to 
Microcat

Working prospect pipeline 
for IFM solutions
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Item 2
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Item 2

• Continued steady growth in Oz
– Toyota, Mitsubishi, Ford, Holden, Hyundai, Daihatsu

• Good market wins early in Europe
– Daihatsu, Hyundai

• Strong prospect pipeline in Europe
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Item 2
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Item 2

• Continued use within European 
market

• Telstra partnership

• Launch to Toyota Australia dealers 
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Item 2
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Item 2



26

Item 2

• Wider advertising

• Targeting the end user audience

• Momentum to drive Brand 
awareness in 2005
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Item 2
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Item 2
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Item 2

• 1st true full genuine online e-
commerce tool 

• Driving genuine parts business 
to dealers

• Launch to other OEM’s during 
year 
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Questions


