
FOR IMMEDIATE RELEASE 
1 SEPTEMBER 2015 

New Myer: a sharper and more focussed offer to serve a more 
valuable customer, driving productivity and growth 

• New Myer strategy, underpinned by more than $600m investment in total capital and
implementation costs ($480m capital / $120m implementation) over five years

• New Myer to deliver significantly improved productivity, a re-energised range, in-store
experience and market-leading omni-channel capability and a customer-led offer delivered
through relevant categories, wanted brands and locally tailored offers

• Myer announces arrival of TOPSHOP TOPMAN into Myer department stores from
November 2015 and 25% equity investment in Australian franchisee, Austradia

• An improved in-store customer experience delivered through improved service, targeted
customer engagement, and effective use of digital and Myer one

• An intuitive omni-channel Myer, easy to choose, and easy to use, delivered in-store and
online

• Potential to rationalise up to 20% of footprint to deliver a more productive store network over
a smaller footprint

• An optimised supply chain to deliver fulfilment and supply chain efficiencies
• Target average sales growth greater than 3% between 2016 and 2020
• Target greater than 20% improvement in sales / sqm by 2020
• Target EBITDA growth ahead of sales growth by 2017
• Target ROFE greater than 15% by 2020

Myer Holdings Ltd (MYR) today provided an update on the Company’s strategy1, setting out a five-year 
transformation that defines a clear agenda to restore profitable growth by delivering an inspiring retail 
offer, with improved productivity. The transformation effort is already underway. 

Myer Chief Executive Officer and Managing Director, Richard Umbers, said the New Myer strategy will 
put greater focus and investment into the company’s best stores and most valuable customers with a 
revitalised merchandise offer and transformed shopping experience to better meet customers’ needs in 
store and online.  

“The New Myer strategy is an energetic revitalisation of Australia’s best-loved retailer. It builds on our 
proud history and looks to the future with great optimism,” Mr Umbers said. 

“The New Myer strategy is built on providing a more focused and relevant merchandise offer to serve a 
more valuable customer and a better shopping experience for everyone who comes to our stores. 

“The challenges facing the retail sector are well known, and we understand them deeply.  Our strategic 
response to these issues defines a clear agenda for success.”   

The New Myer strategy is founded on advanced data analytics of Myer’s customer base and store 
catchments to build a profile of those customers where there is the greatest opportunity to improve the 
customer experience and deliver higher sales and profit. 

1 Refer to Full Year Results and associated announcements lodged today for further details 
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“From this analysis we have identified the necessary actions to make Myer’s stores, range and services 
more attractive to our primary customers who shop at Myer.“ Mr Umbers said. 

The key elements of the strategic review announced today include: 

Enhanced customer led offer 
• c.$150m investment in capex and implementation costs
• Re-allocating approximately 41,000 sqm of total space from under-performing categories to

new and higher performing categories and services
• Re-allocating space from over-spaced categories or brands towards our 40-50 most wanted

brands
• Wanted brands may be concessions, national brands or MEBs. New Myer will focus on a

narrower and more powerful range of MEBs
• Fine tuning our merchandise offer according to store cluster, demographic attributes and

geographic factors

Wonderful Experiences 
• c.$150m investment in capex and implementation costs
• Improving customer experiences through roster optimisation, staff training and increased

customer feedback utilising Net Promoter Scores
• Elevating visual merchandising, upgrading fitting rooms and lighting and rolling out digital

hubs and Wi-Fi
• Introducing dwell spaces including restaurants, cafes and event spaces focused on priority

stores

Omni-channel shopping 
• c.$100m capex and implementation costs
• Enhancing the omni-channel experience to create an intuitive digital Myer, easy to choose

and easy to use
• Increasing Click & Collect as proportion of online sales
• Reducing fulfilment cost per order by ~35 per cent, enhancing online fulfilment
• Online infrastructure and supply chain efficiencies to improve delivery times

Productivity step change 
• c.$200m investment in capex and implementation costs
• Myer’s store network is a real asset and is well positioned to attract its primary customers
• A more productive store network on a smaller footprint; optimising store network to improve

sales per sqm.
• Myer will actively manage its store portfolio to align with its primary customers and improve

overall store productivity and EBIT contribution
• Right-size support office to new operating footprint with focus on costs

Organisational capability 

To succeed, Myer’s four strategic priorities will be underpinned by organisational capability and a new 
efficient operating model including: 
- Reorganised key areas of support functions to align with new strategic priorities  
- Restructuring of the Myer Store Support Office where some existing skills and capability 

requirements do not fit the new strategy 
- Implementation of an execution and future-focused culture 
- Supported by investment in technology, systems and processes 

To oversee implementation of the strategy a Transformation Office has been established which is 
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responsible for co-ordinating execution and managing change across the business. Key talent from the 
business has been appointed to form this team, in recognition of the critical importance of the Office to 
success.  

Conclusion 

Mr Umbers said: “New Myer’s strategy represents a new lens on an exceptional collection of retail 
assets. New Myer is dedicated and faithful to its customers, will be inspiring to shop, in-store and online 
and will offer an enviable experience across all channels.  

“The entire Myer team is committed to the delivery of our New Myer vision and is invigorated by the 
opportunity to bring the love of shopping to life for all of our customers,” Mr Umbers said. 

For further information please contact: 

Investors:  
Davina Gunn, Investor Relations Manager, +61 3 8667 7879 or + 61 400 896 809 

Media:  
Mel Ward, Corporate Affairs Manager, +61 (3) 8667 7596 or +61 (0) 438 101 078 
Rhys Ryan, Interim General Manager Corporate Affairs and Media, +61 (0) 427 227 719 

Myer shares are traded on the Australian Securities Exchange (MYR). Myer has a Sponsored Level I 
American Depository Receipt program which trades in the United States on OTC Markets (MYRSY).  
This release may contain “forward-looking statements”. Forward-looking statements can generally be 
identified by the use of words such as “may”, “will”, “expect”, “intend”, “plan”, “estimate”, “anticipate”, 
“believe”, “continue”, “objectives”, “outlook”, “guidance” and similar expressions. Indications of plans, 
strategies and objectives of management, sales and financial performance are also forward-looking 
statements. Forward-looking statements are not guarantees of future performance, and involve known 
and unknown risks, uncertainties and other factors, many of which are outside the control of Myer. 
Actual results, performance or achievements may vary materially from any forward-looking statements. 
Readers are cautioned not to place undue reliance on forward-looking statements, which are current 
only as at the date of this release. Subject to law, Myer assumes no obligation to update such 
information.  
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1  S E P T E M B E R  2 0 1 5

NEW MYER

STRATEGY UPDATE

R I C H A R D  U M B E R S

C E O A N D  M A N A G I N G  D I R E C T O R

D A N I E L  B R A C K E N

C H I E F  M E R C H A N D I S E  &  M A R K E T I N G

O F F I C E R  A N D  D E P U T Y  C E O
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Manager Stores
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TIMOTHY CLARK
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RICHARD AMOS
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INTERNATIONAL DEPARTMENT STORE 

REVENUE CAGR (LAST 4 YEARS)
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PAST STRATEGY WH AT H AS CHANGED N EW MYER

UNIVERSAL APPEAL

FOCUS ON MEB

INCREASED 

SELLING SPACE

STORE OPENINGS

A-Z OF BRANDS & 

CATEGORIES

CUSTOMER LED OFFER

W ONDERFUL 

EXPERIENCES

OMNI -CHANNEL

SHOPPING

PRODUCTIVITY

STEP CHANGE
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MOBILISE THE

TRANSFORMATION

RESET 

THE BUSINESS

DELIVER 

NEW MYER

FY2015 FY2020
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CATEGORIES IN WHICH MYER PARTICIPATES 

CUSTOMER NEED STATE

PREFERENCE 

FOR DEPT. 

STORE¹

TOTAL 

ANNUAL 

SPEND

ANNUAL 

SPEND PER 

PERSON
2

MYER 

SHARE OF

WALLET³

STRATEGY

MILLENNIAL

FASHION 

FORWARD
ATTRACT

HIGH 

VALUE
GROW

AFFORDABLE 

FASHION
RETAIN

DISCOUNT 

VALUE

TOTAL
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“PURCHASES 

TWICE AS 

MANY ITEMS”

“REPRESENTS MORE 

THAN TWICE THE 

PROFITABILITY OF 

A NON-HIGH VALUE 

CUSTOMER”

-

-

-

-

-

1 .0  x

2 .3  x
1 .1  x

0 .1  x 0 .1  x

A V G .  

N O N - H I G H  

V A L U E  

C U S T O M E R

O G P

M O R E

I T E M S

F E W E R  P R O M O  

P U R C H A S E S

H I G H E R  

M A R G I N  M I X

H I G H  V A L U E  

C U S T O M E R  

O G P

OPERATING GROSS PROFIT (OGP) PER CUSTOMER¹
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HIGH

LOW

FASHION FORWARD 

P
R

E
M

I
U

M

HIGH

INNOVATORS
EARLY

ADOPTERS

EARLY

MAJORITY

LATE 

MAJORITY
LAGGARDS

LOW

ATTRACT 

GROW

RETAIN

CUSTOMER STRATEGY

BUILD OUR PROPOSITION AROUND 

HIGH VALUE CUSTOMERS

“BRANDS THAT INSPIRE HIGH VALUE CUSTOMERS ALSO ATTRACT FASHION FORWARD AND AFFORDABLE FASHION 

CUSTOMERS”
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QUALITY IS IMPORTANT,  

BUT SO ARE BRANDS

TECHNOLOGY: 

SHOPS ONLINE,  SOCIAL,  

MOBILE

SUCCESSFUL,  

FAMILY IS IMPORTANT

WANTS INSPIRATION,  

HELP TO MANAGE LIFE

PRODUCTS AND EXPERIENCES 

TO SUIT L IFESTYLE

WANTS TO BE UP TO 

DATE WITH FASHION

16

F
or

 p
er

so
na

l u
se

 o
nl

y



WONDERFUL 

EXPERIENCES

-

-

-

-

-

-

-

-

-

-

-

-

CUSTOMER LED 

OFFER

OMNI-CHANNEL 

SHOPPING
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T H E  A G E N D A
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UNDERPINNED BY ORGANISATIONAL CAPABILITY
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WONDERFUL 

EXPERIENCES

CUSTOMER LED 

OFFER

OMNI-CHANNEL 

SHOPPING

PRODUCTIVITY

STEP CHANGE
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CLUSTER
SALES /

SQM¹

FASHION 

FORWARD

RELEVANCE

HIGH

VALUE

RELEVANCE

VALUE 

RELEVANCE
STRATEGY BY CLUSTER

FLAGSHIPS

-

-

PREMIUM

-

MAINSTREAM

-

COMMUNITY -
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COSMETICS SUCCESS 

BUILT ON

-

-

-

-

-

EXTENDS TO ALL 

MERCHANDISE

-

-

-

-

-

13 QUARTERS OF LFL GROWTH & PROFIT INCREASES

26% OF HIGH VALUE CUSTOMERS WALLET IN THE CATEGORY
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OGP PRODUCTIVITY BY CATEGORY

(REBASED TO AVERAGE¹)

BEST WORST

-

-

-

-

-

-

ACTIONS
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WANTED BRANDS ALREADY SECURED ACTIONS

-

-
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Myer welcomes 
TOPSHOP TOPMAN 
into the family

3

- Myer to become exclusive Australian department store 
home of British fashion icon, TOPSHOP TOPMAN

- A globally recognised ‘style setter’, obtaining cult status 
with fashion-conscious shoppers of all ages 

- Core offer to Myer Primary Customer groups

- The partnership based on acquisition of a 25% stake in 
Australian TOPSHOP TOPMAN Franchisee, Austradia, 
will see the roll-out of concessions in more than 20 
Myer stores 

- Enables Myer to share in TOPSHOP TOPMAN 
concession, standalone store and online growth
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CONTRIBUTION ($/SQM) 

IN WOMEN’S APPAREL¹

-

-

-

-

-
NATIONAL BRANDS MEBS MERCHANDISE 

CONCESSIONS

ACTIONS
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-

EXISTING CONCESSIONS

SALES 

PRODUCTIVITY

ANNUAL SPEND 

OF CUSTOMER 

BUYING THE BRAND

TAILORED OFFER CROSS BRAND/CATEGORY BEHAVIOUR

-
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CLUSTER LOCALISATION EXAMPLES STORE LOCALISATION EXAMPLE

CHILDRENSWEAR 

TARGET
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FLAGSHIP COMMUNITY

‘BEST’  PRICE 

PRODUCT MIX TARGET

‘CONTEMPORARY’  

PRODUCT MIX TARGET 

FLAGSHIP COMMUNITY STORE A NATIONAL 

TOTAL
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STORE SPEND FUTURE 5 YEARSSTORE SPEND PAST 5 YEARS
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ACTIONS

VISUAL 

MERCHANDISE

DWELL SPACES

FITTING ROOMS

MYER HUB ROLLOUT

FACILITIES UPGRADE

DIFFERENTIATED 

CUSTOMER SERVICE

Improved
Customer

Experience
(Net Promoter 

Score) & 
Productivity
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INVESTMENT IN CULTURE, PROCESSES AND ORGANISATIONAL 

CAPABILITY FOR A BETTER CUSTOMER EXPERIENCE

…WITH THE RIGHT 

CAPABILITIES

THE RIGHT PEOPLE                  

AT THE RIGHT TIMES… 

-

-

-

-

-

-

INTIMATE 

APPAREL FITTING 

SCHOOL
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ACTIONS

-

-

-

-
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STRENGTHEN 

ONLINE PROPOSITION

TRUE 

OMNI-CHANNEL 

EXPERIENCE

R I G H T  

INFRASTRUCTURE

A N D  O P E R A T I O N S

-

-

-

-

-

-
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FULFILMENT COST PER ORDER

REDUCTION 

IN FULFILMENT COSTS

C. 17% COST 

REDUCTION

C. 18% COST 

REDUCTION

34

CURRENT MODEL

(STORES & 3PL)

STORE-BASED 

FULFILMENT ONLY

STATE-BASED FULFILMENT

(DEDICATED DISTRIBUTION SITES)

COST 

REDUCTION

COST 

REDUCTION
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INVEST TO GROW

INVEST TO 

TURNAROUND / 

MAINTAIN

RATIONALISE
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FY2015 LEASE COMMITMENTS BY CLUSTER
*

FY2015 STORE CONTRIBUTION BY CLUSTER
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TWO DISTRIBUTION CENTRES HAVE A MUCH LOWER UTILISATION 

THAN OUR TWO MOST PRODUCTIVE CENTRES

88%
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DESIGN

AN EFFICIENT 

STORE FULFILMENT 

MODEL ACROSS 

ALL STATES

NEW RETAIL 

END-TO-END 

SUPPLY CHAIN
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PROCESS SIMPLIFICATION AND EFFICIENCY

-

-

-

-

-

-

-

-

-

-

-

PROCUREMENT

OGP 

IMPROVEMENT

SUPPORT OFFICE IN-STORE
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T H E  A G E N D A
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BUILD THE RIGHT TEAM WITH CUSTOMER FOCUS

INVEST IN OUR TEAM, BUILDING COMPETENCIES

A NEW OPERATING MODEL AND MYER WAY OF WORKING

AN EXECUTION FOCUSED CULTURE

MEASURE AND REWARD OUTCOME DRIVEN BEHAVIOURS
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WONDERFUL 

EXPERIENCES

CUSTOMER

LED OFFER

OMNI-CHANNEL 

SHOPPING

PRODUCTIVITY

STEP CHANGE
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-
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FY16-20

CUMULATED DATA

CUSTOMER

LED OFFER

WONDERFUL 

EXPERIENCES

OMNI-CHANNEL 

SHOPPING

PRODUCTIVITY

STEP CHANGE

CAPEX AND 

IMPLEMENTATION 

COSTS¹

C.$150M C.$150M C.$100M C.$200M

̄

̄

̄

̄

̄

̄

̄
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SALES

SALES / SQM

EBITDA

ROFE
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…TO BRING THE LOVE OF 

SHOPPING TO LIFE 
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