
 

 

 

Recommendation Buy 

Previous Recommendation   

Risk Rating Medium 

Current Share Price $4.47 

12 Month Price Target $6.55 

Price Target Methodology Multiples 

Total Return (Capital + Yield) 46.5% 

DCF Valuation   

Market capitalisation $409m 

Liquidity – Daily Value $1.6m 

  
 

Spruikin’ Sukin 

 Existing investors are benefiting from the vertical 
integration John Humble has delivered with the help of 
other management including Aaron Finlay & Craig 
Bottomley. Buying the Sukin brand dramatically 
decreased the amount of 3rd party manufacturing, 
boosting the operating margins of the business 
substantially. Vertical integration has continued with 
the acquisition of BWX’s main distributer, Lighting 
Brokers.  

 Management is actively seeking new brands to take 
advantage of their own manufacturing capacity and 
distribution channels. 

 Sukin is the top brand in their category and has been 
outperforming a fast growing segment. When thinking 
about domestic sales, we advise investors to 
concentrate on SKUs consumed in Australia and 
domestic sales consumed overseas, predominantly 
China.  

 Sukin continues to maintain a strong stance on the 
environment and sustainability; they have been 
certified as 100% Carbon Neutral, Cruelty Free, and 
Vegan for many years now, with all formulations being 
biodegradable and grey water safe. This personal skin 
care category continues to outperform the wider 
market.  

 We view the small amounts of capital required to grow 
BWX in very positive light. Management estimates that 
$500k of capex increased their production by 50%. We 
believe it would only take >$5m capex to deliver 
$180m of revenue, roughly triple their current revenue.  

 We forecast EBITDA margins to improve from 33.3% in 
2015 to 34.9% in 2018 driven by an increase in the 
gross margin and operating leverage in the business.  

 

 

 

 

 

Financial Forecasts & Valuation Metrics 

Y/e Jun ($m)  2015A 2016F 2017F 2018F 

Revenue 45 61 86 112 

NPAT 11.3 13.6 18.9 25.4 

EPS (cps)    14.9 20.6 27.8 

EPS Growth     39% 35% 

DPS (c)  0.0 0.0 0.0 0.0 

EV / EBITDA (x)  27.7 19.2 13.7 9.7 

PER (x)    30.1 21.7 16.1 

Dividend Yield  0.0% 0.0% 0.0% 0.0% 

Gearing 7% -11% -20% -29% 

Interest Cover (x)  na 34.3 91.1 na 

Source: PhillipCapital estimates 

BWX share price performance 

 

Source: PhillipCapital estimates 

 

 

 

46% upside  

 We initiate with a BUY recommendation and a target 
price of $6.55 offering 46.5% upside. Given the growth 
opportunities ahead for investors we believe that BWX 
should trade on a PEG of 0.8x.  

 We forecast Sukin sales to increase from $45m in 2015 to 
$112m in 2018. Driven by domestic segment growth, 
increased shelf space at existing pharmacies, and 
growth from international markets including China. 

 Acquisition of suitable brands should deliver value 
creation for shareholders, and would be a catalyst. 
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Domestic sales growth 

 

 

 

 

 

 

 

Domestic vertical integration Sukin/Manufacturing 

Existing investors are benefiting from the vertical integration John Humble has delivered with the 
help of other management including Aaron Finlay & Craig Bottomley. Buying the Sukin brand 
dramatically decreased the amount of 3rd party manufacturing, boosting the operating margins of 
the business substantially. Vertical integration has continued with the acquisition of BWX’s main 
distributor, Lighting Brokers.  

Management is actively seeking new brands to take advantage of their own manufacturing capacity 
and distribution channels. 

 

 

Domestic sales growth 

Sukin is the top brand in their category and has been outperforming a fast growing segment. When 
thinking about domestic sales, we advise investors to concentrate on SKUs consumed in Australia 
and domestic sales consumed overseas, predominantly China. 

 

We believe the theme of the increasing popularity of ‘organic’ and ‘natural’ core brand values has 
been driving the segment market growth. As a leading brand within the segment Sukin has 
outperformed. 
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Aussie personal skincare 

 The Australian beauty and personal care market generated sales in excess of A$ 6.7 billion 
in 2015 of which skin care products accounted for approximately 25% of the total market. 

 The majority of Sukin products are sold through pharmacies. Australian consumers spent 
A$5.6 billion on non-prescription over the counter products in pharmacies in FY15, with a 
growth rate of 12.7%.  

 Sales of skin care products in Australian pharmacies for the 12 months ending 13th Dec 
2015 grew by 16.8% from the previous corresponding 12-month period.  

 The ‘Natural’ skin care segment outperformed the broader skin care market with yoy 
growth of 38% in 2015. 

 

 

Source: BWX prospectus 

 

Sukin already has a strong market position in the ‘Natural’ Skincare category, and reasonably 
strong position in the wider skincare category. The below two slides from Macphersons’ highlight 
this point. 

 

 
Source: Macphersons company presentation 
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Source: Macphersons company presentation 

 

Given the very strong number 1 position in the Australian domestic  ’natural’ skin care category, we 
believe that sales growth for BWX will depend heavily on the increase of this segment capture of 
the total market.  

 

 

Organic category (and competition) 

 The beauty and personal care market is divided into mass and premium segments, Sukin 

recognises itself as at the upper end of the mass market segment.  

 Sukin only distributes its products through the non-grocery retail channel. The Chemist 

Warehouse SKU range provides a good context within which to analyse Sukin’s offering 

against other brands, in both the ‘Natural’ and the overall segment. 

 On the organic skin/hair care shelves, the competitive brands include Sukin, Swisse (all 

range), Trilogy (rosehip products), Natio (Facial care and cosmetics), Thursday plantation 

(All Tea Tree products) and Rosehip Plus (Rosehip). According to BWX’s annual report, 

Sukin is Australian’s No.1 selling ‘natural’ skin care brand and No.2 skin care brand in the 

pharmacy.  

 Among all these brands in the Pharmacy, Sukin has the largest display area and the most 

sophisticated range on the shelves, making it very attractive for customers at first glance.  
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Source: Phillip Capital Estimates, data updated in March 2016 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Categories: Within the seven target natural brands, Sukin and Thursday Plantation have a 

broader category range than the other brands in the Chemist Warehouse channel, 

including facial, body, hair and hand care. Thursday Plantation only focuses on the tea tree 

niche market, but besides the non-grocery channel, it can also be found in grocery 

channels like Coles and Woolworths. Swisse, the no 1 Australian vitamins company 

according to Biostime, also launched its skincare product line in recent years and the 

Pictures: Taken in Burwood CW on 07/05/201: the shelf space has been doubled compared with last year, Sukin 
now presents more SKUs in the pharmacies.  
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image and price are quite similar to Sukin. Swisse skincare has strong potential to expand 

their categories and diversify their product line in a very short period of time.  Swisse 

skincare is also available in the non-grocery channel.  Trilogy and Rosehip Plus are both 

focused purely on rose oil related products. At the March quarter results of Biostime 

released on the 10
th

 May 2016 Swisse’s domestic market share apparently rose from 

14.3% (for the 12 months leading up to March 2015) to 19% by March 2016. Although 

there is some dispute as to how much of straight for export goods are included in these 

figures. 

 SKU’s: Based on information from the Chemistwarehouse website and our count in their 

bricks and mortar shops, Sukin has the largest number of SKU’s with 80.  

 Positions in shops: Explained in the following parts with photos. Sukin has excellent shelf 

space compared to competitors in the pharmacy channel. 

 Price: Sukin sees itself as positioned at the upper end of the mass market segment. From 

the rough price comparison with other brands in similar product categories above, we see 

Sukin’s price is in the medium.  

 Advertisement: When clicking on the skincare category on Chemist Warehouse and 

Priceline websites, we can see that Sukin seldom posts advertisements on these websites 

while Swisse skincare, and other daily big skincare brands like L’Oréal and Olay, do 

advertise in that channel. It seems Sukin is focused more on offline shelf space campaigns 

rather than the online advertisements, probably due to their advertising budget.  

 

 

Comparison with other Skin Care Brands (Both Natural and non-natural) 

in Pharmacy Channel   

 

 
Source: Phillip Capital Estimates ,data geneterated in December 2015 
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 Sukin has the second highest number of SKUs of the peer group selling in Australian 

pharmacies. 

 The major competitors in the Chemist Warehouse are listed in the chart above. We use 

the numbers of items that can be found in the majority of retail pharmacies as an 

indicator of their distribution ability. Sukin ranks second with 80 items while Nivea ranks 

first with 103 items in store. Different brands are concentrated on different personal care 

segments to some extent.  

 Among the competitors listed above, L’Oréal and Garnier both belong to L’Oréal Group. In 

the personal care and beauty industry, several multinational companies own several sub-

brands both competing with each other for larger market share, and focusing on different 

target customers by price focus.  

Competitive environment 

 The main multinational companies in personal care industry in Australia are  

 Johnson & Johnson ( Johnson’s , Aveeno and Neutrogena) 

 Procter & Gamble Co ( Olay, Pantene and Braun, Oral-B)  

 L’Oréal Group ( Lancôme, Maybelline and Garnier) 

 Unilever Group ( Dove and Rexona for men) 

 Colgate- Palmolive Co ( Palmolive and Colgate) 

 These large groups post potential threats to BWX, because the personal careindustry is 

mostly about marketing. Sukin is growing fast and devotes increasing amounts of energy 

and money on advertising and distributing in its non-grocery pharmacy channel. However, 

the other large groups have stronger bargaining power and bigger advertising budgets 

that can be invested if they are eager to take share in the natural skincare segment with 

new ‘more natural’ products.   

 Companies from different industries will compete with Sukin. ‘Health’ brands are 

expanding their product range to the personal care industry. This makes clear economic 

sense because both health care products and skin care products share the same pharmacy 

distribution channel.   Swisse is a good example, due to its broad and strong reputation in 

the health care industry, their natural skin care brand ‘swisse skin care’ is now growing 

strongly. Blackmores has one star skincare product called ‘Vitamin E cream’ that is a 

popular SKU in the chemist. It is so popular that this product has a purchasing limit of only 

one in some pharmacies.  
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Picture: Swisse promotions in their flagship store on skin care categories.  

 

Branding 

Sukin continues to maintain a strong stance on the environment and sustainability; they have been 
certified as 100% Carbon Neutral, Cruelty Free, and Vegan for many years now, with all 
formulations being biodegradable and grey water safe. This personal skin care category continues 
to outperform the wider market. 

 

This branding is also expressed in the Chinese market. In China Sukin states it is differentiated by 
their ingredients: 

 

 
Source: BWX Tmall Chemist Warehouse website 
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Other brands 

Increasing the number of BWX brands is a key part of the corporate roadmap and investment 
thesis. Currently other brands sit at 5% of total BWX revenue at last comment on this split 
(Prospectus).  

 Uspa: Premium range of Skincare and haircare. Sells into spa and retail outlets. Distributed 
domestically to spas and internationally. Management confident of strong growth 
opportunities and this brand continues to take market share.   

 Derma Sukin: Natural Skincare brand for sensitive skin. 

 Renew: Face, body and hair care products produced using rosehip oil. 

 Edward Beale: Salon and retail range of premium hair care products.  

 

Third party manufacturing 

 

Third party manufacturing provides two main benefits. Firstly, it allows flexibility to cover a 
manufacturing fixed cost base and increase utilisation. Secondly, it gives brand/product ideas for 
new recipes to management.  

Gross margins for 3rd party manufacturing tend to come in at around 40%, far lower than the 
respective 60% for own brand manufacturing.   

Third party manufacturing has decreased from 32% of revenue in FY15 down to c.24.5% in 
FY2016E. We expect it to drift down to 10% in the medium term as current BWX brands increase 
volumes and new brands are developed and or acquired.  

This is a major cause of the group gross margin increases you will see in our numbers. Please see 
the below assumptions section on assumptions for more details.  
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Overseas sales 

 

China 

 

 
Source: BWX 

 

History of BWX china sales 

 

 

 Sukin brand awareness in China was driven by Daigou in grey markets. Daigou is the term 
for people who purchase products overseas and send back to associates in China, profiting 
from the trust issue many Chinese have with their own domestic based retail products. 
Initially Daigou’s purchased directly from pharmacies like Chemist Warehouse. While later 
when gift shops became popular at beginning of 2015, Sukin’s SKUs also developed 
excellent shelf presence in these gift shops; 

 Sukin’s SKU can be seen in both small and large CBEC distribution channels, retail-oriented 
channels like Yotomall, and through large distributors like IMEX and Careplus.  

 When the Super Green series was launched in the first quarter of 2015, some gift shops 
made promotions and advertisement on this series.  

 

 At the first quarter of 2016, Sukin launched the Oil Balance series; the price is comparable 
to the last Super Green series. We believe this series will now sell well in both the C2C and 
CBEC channel in China.  

 In 2016 BWX management started working on developing their own flagship stores on 
Tmall and JD.com. We expect their flagship store will be up and running by June 30

th  
2016. 
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 Sukin’s ‘best-seller’ SKUs in China are their mist, moisturizer and lotion 

 Since the last quarter of 2015, Sukin products can be seen in some large CBEC distributors 

 In May 2016 Chemist Warehouse started selling Sukin on its flagship store and put Sukin 
SKUs on its front page promotions.  

 Like consumers in Australia, given the income and choice consumers are attracted to the 
‘natural’ core brand premise that Sukin provides. 

 

 

Daigou Channel 

 

We refer to our previous body of work to fully explain the drivers behind the China theme for BWX. 
We have written extensively in our ‘Pure Cream’, ‘Chinese Whispers’ and ‘Panda Watch’ 
publications. If you haven’t had the chance to read this large body of work please call us and 
arrange a meeting. 

In summary, Chinese consumers are attracted to what sells well in Australia. If a product has large 
shelf space at Chemist Warehouse or Priceline it will likely sell well with the Daigou channel. The 
gift shops servicing this Daigou channel are usually privately run cash businesses interested in 
volume and gross margins. On that basis logic tells you that whatever sells well in the Daigou gift 
shops is a very popular brand through the Daigou channel into China.  

 

        
Sukin dominates shelf space in Gift shops, picture was taken in Burwood in April 2016 
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Source: Phillip Capital ‘on the ground’ price checking at gift shops 

 

The above are all the skin care products (all Australian Made) that are sold in Chinese gift shops, 
which is the still the most common way for Chinese customers to get access to Australian products 
at the moment via the Daigou channel. Sukin is the only brand in these shops that has special shelf 
space and a full range of categories. The other brands usually only have one or two very popular 
single items. 

Freezeframe is a premium brand, it has around 7 products that are extremely popular among the 
Chinese grey market. As the price is more expensive than Sukin’s, we would define it as premium 
market or in the upper range of mass market, and therefore not competing with Sukin directly in 
the skincare market.  

Trilogy Rosehip oil, Royal Nectar Cream and Blackmores VE cream are the most popular single 
products in skin care category through Daigou and CBEC channel.  
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Source: Phillip Capital ‘on the ground’ price checking at gift shops 

 

We would also note that Daigou, given their low cost model relative to traditional bricks and 
mortar distribution channels, can increase their profit margins by buying direct from distributors. 

The below figure highlights the price discounts that Daigou can get from accessing distributors 
directly, it is a c.50% reduction on domestic bricks and mortar retailers. 

 Source: handed out at Daigou conference on 30.05.2016 
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Current flow/channels 

 Sukin hasn’t had its own flagship store yet in either Tmall or JD. Its CBEC channel is 
through the cooperation with selected large distributors like Careplus. In May 2016 
Chemist Warehouse started selling Sukin products on their TMALL flagship store.  

 On Tmall, Careplus drives the main flow of Sukin’s popular SKUs like toner, lotion, mist and 
cream. The price is under promotion, which is 40% higher when sold in China online than 
the price in Priceline in Australia. For example, one 125ml Hydrating Mist Toner sold in 
Careplus Tmall flagship store is 69RMB, while in Priceline (Australia) it is around 49RMB.  

  

 

 The Daigou channel still drives the main sales of Sukin’s popular SKUs to China at the 
moment. Some of the customers favour Sukin’s organic brands with affordable pricing, 
while some SKUs are just put in a package as a small gift by Daigou themselves.  

 Sukin began to show on Chemist Warehouse Tmall global flag ship store at the start of 
May 2016, now their popular moisture and mist are shown there on the front page 
promotions. We expect Sukin’s hair care SKUs will be shown on CW page soon as well. In 
the Chemist Warehouse physical stores in Australia, Sukin sells well as the shelf space is 
relatively stronger than competitors and the strong reputation/ feedback among Daigou 
keeps improving.  
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Source: Chemist Warehouse Tmall retail site 
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International sales growth rest of world 

BWX management is keen to capitalise on the success of Sukin versus international brand 
competitors like L’Oréal and Johnson & Johnson. BWX already exports Uspa to the US and other 
international markets. 

On the 21st March 2016 BWX announced that Holland & Barrett, one of the UK’s leading health 
retailers, will increase its Sukin range to include both Supergreens and the newly introduced oil 
balancing range. 
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Growth assumptions 

 

 

Growth assumptions 

We expect Sukin’s volume increase will drive the majority of sales growth for BWX in the near 
term. Sales growth of Sukin domestically is dependant mostly on China volumes and the growth of 
the ‘natural’ skin care segment of industry sales as more consumers switch over to products that 
are better for their skin.  

 

We forecast Sukin sales to increase from $45m in 2015 to $112m in 2018.  

Management forecasts that direct export sales are currently growing at 43% YoY in FY16, (NB 
differentiated from domestic sales for export). 

 

 

 

 

 

 

 

Limited Capex for growth 

We view the small amounts of capital required to grow BWX in very positive light. Management 
estimates that $500k of capex increased their production by 50%. We believe it would only take 
>$5m capex to deliver $180m of revenue, roughly triple their current revenue. 

 

Margin assumptions 

We forecast margins to improve from 33.3% in 2015 to 34.9% in 2018 driven by an increase in the 
gross margin and operating leverage in the business.  

We expect the gross margin to increase mainly owing to the decrease in 3rd party manufacturing. 
We expect operating leverage from the fixed costs base (49% of costs) and some scale efficiencies 
in ingredients. 
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Regulatory risk 

We don’t perceive any regulatory risk in Australia or the UK. However there is always a risk that the 
product doesn’t do what it says it does – see VW & Mitsubishi/Nissan emissions scandals.  

 

One regulatory issue internationally for BWX is that none of their products have been tested on 
animals. Whilst in keeping with their core brand philosophy, quite a lot of countries insist that the 
product gets tested on animals before the product can hit the shelves. Currently our understanding 
is that Sukin cannot be sold through the traditional bricks & mortar channel in China and has to go 
through the CBEC or Daigou channel. 

 

Once again we refer to our large body of research on regulatory risk in China, mostly released 
under the publication ‘Panda Watch’. If you haven’t spoken to us on this please give us a call. In 
summary BWX’s products can be sold via CBEC and the Daigou channel. We expect a new positive 
list from the Chinese Department of Finance surrounding skincare. We also expect a 12 month 
grace period for the bonded warehouse channel for all positive list regulation seen in the period 
March 2016- ongoing. 

 

Brand and sales risk 

The ongoing success of the Sukin brand is paramount to this investment case, should the brand 
strength falter BWX could de rate rapidly. 

 

Swisse’s natural skincare range posts an increasing threat to Sukin’s sales. We note that the major 
multinationals playing in the personal care space haven’t yet devoted much time and money 
towards creating a ‘natural’ and ‘organic’ SKU category range. 
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Valuation 

Given the growth opportunities ahead for investors as described above we believe that BWX 
should trade on a PEG of 0.8x.  

With an EPS growth rate of 39% expected in FY17, that would give an expected FY17E P/E of 31.2x 
and a target price of $6.55. 

We initiate with a BUY recommendation and a target price of $6.55 offering 46.5% upside. 
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OMPANY SUMMARY 
 

BWX Limited 

BWX.AX 
 

Price Information 

Price ($/share) 4.47 
Mkt Cap ($m) 421 
Enterprise Value ($) 400 
 

Share Price & Volume Chart 

 
 

 

FINANCIAL SUMMARY 
       

Year End - Jun FY13A FY14A FY15A FY16F FY17F FY18F 
       

KEY METRICS       

EPS Growth (%)         39 35 
PER (x)       30.1 21.7 16.1 
PEG (x)         0.6 0.5 
P/Free CFPS (x)       18 16 13 
Dividend Yield (%) 0.0 0.0 0.0 0.0 0.0 0.0 
EV/EBITDA (x) na na 27.7 19.2 13.7 9.7 
EV/EBIT (x)     27.7 19.9 14.2 10.1 
ROE (%)     30.2 16.6 19.2 21.1 
ROA (%)     26.0 15.0 19.1 23.4 
ROIC (%)     14.0 17.6 22.0 27.1 
       

PROFIT & LOSS (AUD $m)       

Revenue 0 0 45 61 86 112 
EBITDA 0 0 15 21 28 38 
Depreciation & Amortisation 0 0 0 1 1 1 
EBIT 0 0 15 20 27 37 
Net Interest Expense 0 0 0 -1 0 0 
Income Tax Expense 0 0 -4 -6 -8 -11 
NPAT Reported 0 0 11 14 19 25 
Sign. Items & Other 0 0 0 0 0 0 
NPAT Adjusted 0 0 11 14 19 25 
       

PER SHARE DATA (cps)       

Shares on Issue (m) 0 0 0 92 92 92 
EPS Reported       15 21 28 
EPS Adjusted       15 21 28 
DPS 0 0 0 0 0 0 
Free CFPS       25 28 36 
       

BALANCE SHEET (AUD $m)       

Cash 0 0 4 9 21 39 
Debtors & Inventory 0 0 14 22 31 40 
PP&E 0 0 2 3 4 6 
Intangibles 0 0 71 70 69 68 
Other Assets 0 0 0 0 0 0 
Total Assets 0 0 91 104 125 153 
Borrowings 0 0 10 0 0 0 
Creditors 0 0 6 5 7 9 
Other Liabilities 0 0 1 10 10 10 
Total Liabilities 0 0 16 15 17 19 
Net Assets 0 0 75 89 108 133 
       

BALANCE SHEETS RATIOS       

Gearing - Debt/Equity (%)     7 -11 -20 -29 
Interest Cover (x) na na na 34.3 91.1 na 
Leverage (x)     0.4 -0.5 -0.7 -1.0 
NTA per Share (cps)       20.8 42.8 71.7 
       

CASH FLOW (AUD $m)       

EBITDA 0 0 15 21 28 38 
Interest & Tax 0 0 0 -6 -8 -11 
Working Capital Change 0 0 8 9 7 7 
Operating Cash Flow 0 0 0 24 27 34 
Maintenance Capex 0 0 0 -1 -1 -2 
Free Cash Flow 0 0 0 23 26 33 
Expansion Capex             
Dividends 0 0 0 0 0 0 
Equity Issues / (Buy Backs) 0 0 0 20 0 0 
Proceeds from Borrowings 0 0 0 0 0 0 
Other 0 0 0 -23 0 0 
Net Cash Flow 0 0 0 20 26 33 
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Recommendation Criteria 

Investment View 

PhillipCapital Investment View is based on an absolute 1-year total return equal to capital appreciation plus yield. 

 

Buy Hold Sell 

>20% 20% – 5% <5% 

 

A Speculative recommendation is when a company has limited experience from which to derive a fundamental investment view. 

Risk Rating 

PhillipCapital has a four tier Risk Rating System consisting of: Very High, High, Medium and Low. The Risk Rating is a 
subjective rating based on: Management Track Record, Forecasting Risk, Industry Risk and Financial Risk including cash flow 
analysis. 

 

Disclosure of Economic Interests 

The views expressed in this research report accurately reflect the personal views of Toby Bucks about the subject issuer and its 
securities.  No part of the analyst's compensation was, is or will be directly or indirectly related to any recommendation or view 
expressed in this report. 

The following person(s) do not hold an economic interest in the securities covered in this report or other securities issued by the 
subject issuer which may influence this report: 

 the author of this report  

 a member of the immediate family of the author of this report  

 

Disclaimer/Disclosure 

This publication has been prepared solely for the information of the particular person to whom it was supplied by Phillip Capital 
Limited (“PhillipCapital”) AFSL 246827.  This publication contains general securities advice.  In preparing the advice, 
PhillipCapital has not taken into account the investment objectives, financial situation and particular needs of any particular 
person.  Before making an investment decision on the basis of this advice, you need to consider, with or without the assistance 
of a securities adviser, whether the advice in this publication is appropriate in light of your particular investment needs, 
objectives and financial situation.  PhillipCapital and its associates within the meaning of the Corporations Act may hold 
securities in the companies referred to in this publication.  PhillipCapital believes that the advice and information herein is 
accurate and reliable, but no warranties of accuracy, reliability or completeness are given (except insofar as liability under any 
statute cannot be excluded). No responsibility for any errors or omissions or any negligence is accepted by PhillipCapital or any 
of its directors, employees or agents.  This publication must not be distributed to retail investors outside of Australia. 

Disclosure of Corporate Involvement 

PhillipCapital has not in the previous 24 months been involved in a publicly-announced transaction involving the payment of a 
fee to PhillipCapital by the corporate issuer described in this report.  PhillipCapital does and seeks to do business with 
companies covered in its research. 

PhillipCapital reports are available on Bloomberg, Reuters, FactSet, Capital IQ and www.phillipcapital.com.au 
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