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Highlights for Financial Year 2010

Å A solid increase in net profit after tax of 10.1%

Å A good overall result in a challenging trading period

Å The strength in our business has allowed us to increase profits and invest 

significantly in reducing prices in a period of low or negative inflation 

Å Woolworths customers are benefiting from not only lower prices but 

from great rewards from our Everyday Rewards program, improved 

ranges, exclusive brands and enhanced shopping experience through 

our refurbishments

Å The announcement of our planned $700 million off-market buy-back 

combined with the on-market buy-back recently conducted, means we 

will have returned over $1 billion to shareholders during 2010 in addition 

to dividends

Å Our balance sheet, cash flow and strength of our credit rating positions us 

well for continued investment, capital management and growth

Å Our focus is on sustainable long-term profitable growth to deliver value to 

customers and shareholders
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Highlights ïFull Year 2010

A good overall result in a challenging trading period

FY10 $ Increase Growth 

Sales - Group $51.7b ą$2.1b ą4.2%

- ex Petrol $46.2b ą$2.1b ą4.8%

EBIT  $3,082.1m ą$267m ą9.5%

NPAT $2,020.8m ą$185m ą10.1%

EPS 164¢ ą13¢ ą8.8%

DPS   115¢ ą11¢ ą10.6%
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Highlights for the year
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Woolworths ïthe Fresh Food People

ÅFocus on Fresh will continue to underpin 

our success

ÅWe are striving to have an unbeatable fresh 

offer for our customers

ÅOur success in this area, to date, has seen 

a strong increase in volumes with increased 

basket penetration

ÅWe are focused on

ï Improving the quality of our buying

ï Working with suppliers to enhance 

quality of their products

ï Examining all aspects of our fresh 

supply chain to improve quality on the 

shelf and reduce costs

ï Reducing shrinkage

ï Greatly enhancing our fresh food 

testing through our food labs, looking 

for ways to improve overall quality and 

shelf life

ï Enhancing store presentation (2015)
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Lower prices - a dividend for our customers

ÅWoolworths has continued to lead the 

market in driving down shelf prices

ÅCustomers now pay less with lower 

shelf prices on over 4,400 grocery 

products in addition to standard 

2,000 weekly specials

ÅDeliberate strategy to return value to 

customers ð achieved by running an 

efficient business

ÅA reward for our loyal customers 
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Great additional value for our customers

Å5.1m Everyday Rewards 

cards registered

ÅUnderstanding our 

customers needs in a 

richer way

ÅProviding customers with 

targeted special offers

Å2.7m linked to QFF

+
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BIG W ïquality brands at BIG W prices

ÅCustomers win on value through 

low prices and quality

ÅThe widest range of the latest 

products, trends and fashions

ÅBrands customers know and trust

ÅDestination departments have 

performed well (eg Footwear)

ÅBIG W online launched in May

ÅOver the last three years, in terms 

of sales, BIG W has outperformed 

all other major department stores 

in Australia

ÅBIG W is Australia's largest 

department store in terms of sales

"BIG W owns lowest 

price position"
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"First 2015 Market Store 

is now open"
ÅStrong customer response to all 

new formats

ÅAt present ~50% of Australian 

Supermarkets, 55% of BIG W and 

42% of Australian Consumer 

Electronics stores are in their 

new formats

ÅIn New Zealand 68% of the stores 

are now branded Countdown

ÅContinue to evolve new formats to 

meet changing customer needs

Continuously evolving customer 
focused formats

Caringbah, NSW


