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Thank you, David.  

Good afternoon everyone. My name is Michael Daly and I am the CEO and Managing Director of KMD Brands. 

Today I'm going to talk you through the achievements and challenges we have experienced over the past year, 
including the Group’s financial performance and strategy. 

 

Slide 9 – Our purpose and vision  

I’ll start by touching on our purpose and vision, which remain the same and continue to guide us. 

• Our purpose is inspiring people to explore and love the outdoors. 
• Our vision is to be the leading family of global outdoor brands – designed for purpose, driven by innovation, 

best for people and planet. 

These statements not only resonate with our employees, they’re increasingly important as we look to differentiate 
our brands in a competitive global market.  

 

Slide 10 – Strategic Pillars  

Moving to slide 10 and reminding you of our strategic pillars.  

• Firstly, Building global brands – continuing to strengthen and expand our global brand presence. 
• Elevating digital – enhancing our digital capabilities to improve customer experiences and engagement.    
• Operational excellence – optimising efficiency and effectiveness across our operations.  
• And, Best for people and planet – continuing to embrace responsible and sustainable business practices to 

deliver positive social, environmental and financial impact.   

Our strategy remains unchanged. 

 

Slide 11 – Global vision, global footprint 

To deliver this strategy, we will continue to use our global footprint to build our brands. This includes using our 
existing infrastructure in North America and Europe to grow all three of our brands in these key international 
markets. 

We operate over 300 owned stores, and our brands are sold in over 8,000 locations around the world. 

The global nature of our business is also an important consideration, as macroeconomic conditions start to 
improve at different paces in key markets.  

Australasia is still our biggest market, with over $600 million in sales, 80% of which is from Australia. North 
America generates over $200 million of sales, Europe $100 million, Asia $40 million, and South America $20 
million. 

 

 

 

 



 
 

Slide 12 – Brand Strengths 

The next slide provides a quick overview of the strengths of each of our brands. 

Each brand is iconic, authentic, and distinct, with highly credible and technical products, and a loyal customer 
base. 

We believe that now, more than ever, strong brand identity is critical. We certainly have this for our three brands, 
with category leading products; and we believe that each brand is well-positioned for continued growth.  

 

Slide 13 – FY24 Financial Summary    

Moving on now to review the financials.  

FY24 was a challenging year for our Group, and the industry at large. We saw cost-of-living pressures and 
increased geopolitical issues have a prolonged impact on consumer sentiment globally. These factors 
contributed to an unfavourable trading environment for our brands, particularly in retail for Kathmandu and 
wholesale for Rip Curl and Oboz.  

Sales were 11.2% below last year’s record sales result, reflecting ongoing weakness in consumer sentiment. 
Sales declined for all three of our brands, cycling their strong sales growth achieved last year.  

Despite the challenges on sales, it was pleasing to see gross margin remaining resilient, underlying operating 
expenses reducing despite global inflation, and working capital reducing despite the sales decrease. 

Gross margin decreased by 0.2% of sales to 58.9% for the Group, with increased promotional activity for the 
Kathmandu brand. 

Operating expenses were tightly controlled in a challenging sales environment. On an underlying basis, operating 
expenses were 3.6%, or $19.6 million, below last year.  

With sales more than $120 million lower than last year, and despite resilient gross margin and reduced operating 
expenses, underlying EBITDA decreased to $50 million for the year. 

After accounting for a one-off non-cash impairment of Oboz goodwill, the Group’s Net Loss After Tax was $48.3 
million. On an underlying basis, excluding the Oboz impairment, and some restructuring costs, the Group’s Net 
Loss was $1.1 million. 

Net working capital ended -9.7% lower than July last year, with a $23.5 million reduction to inventory - a 
significant achievement given the sales result. 

The Group’s balance sheet position is stable with $59.7 million net debt at year-end, and approximately $230 
million of available funding headroom. 

 

Slide 14 – FY24 Operational Highlights 

Moving to some operational highlights during FY24.  

We’ve made some progress this year, with highlights demonstrating the positive direction we are heading in, 
including: 

Operational excellence:  

We demonstrated our ability to ‘manage the controllables’ through challenging trading conditions: 

• Gross margin continued to improve for Rip Curl and Oboz, offset by increased promotional activity for 
Kathmandu.   

• Operating expenses reduced by $19.6 million on an underlying basis. 
• We carefully controlled inventory and net working capital, with Rip Curl and Oboz inventory levels reducing 

back towards historical levels. 



 
 

Customers:  

Market conditions also saw us focusing on the basics of what core customers love most about our brands: 

• Kathmandu has worked hard to refine it’s marketing execution, returning to it’s authentic outdoor heritage. 
• Rip Curl has reignited ‘The Search’ as the primary product, creative and marketing vehicle. This strong 

brand DNA has been injected into new innovative products and collaborations centred around athletes, with 
execution tailored to regional markets. 

• Our core customers continue to tell us that they love our brands, as demonstrated by our industry-leading 
NPS scores for Kathmandu and Rip Curl in Australasia. 

International:  

We continued to strengthen and grow our global brand presence: 

• Rip Curl achieved strong sales growth in Indonesia and Thailand in particular, supported by pleasing direct-
to-consumer sales results in Europe and South America. 

• Kathmandu recorded sales growth in North America and Europe, as we continued to test and learn with 
select accounts. This remains a small part of the business while we focus on stabilising and growing sales in 
ANZ. 

• Oboz global product positioning has been elevated, with shop-in-shop trials in select locations within 
Kathmandu’s Australasian store network.  

Digital:  

We also made some good progress on enhancing our digital capabilities to improve customer experiences and 
engagement: 

• Oboz and Rip Curl achieved record online sales this year. Oboz benefited from diversified sales channels, 
trading it’s online site effectively with increased traffic, conversion, and strategic promotional activity. Rip 
Curl achieved record online sales of nearly $38 million. 

• Kathmandu’s online sales showed improving trends through each quarter, implementing continuous 
improvements to improve customer experience, including additional payment gateways. 

• For Rip Curl, we aligned the US point-of-sale with Group systems, and we launched the Club Rip Curl 
loyalty program in North America.  

 

Slide 15 – FY24 Improving Quarterly Sales Trend  

Drawing your attention to Slide 15, Rip Curl and Kathmandu showed continued improvement on first half sales 
trends during both the third and fourth quarters of FY24. 

For Rip Curl, direct-to-consumer retail store and online channels led the improving sales trends in the second half 
of FY24, supported by strategic new store openings in Europe, Asia, and South America. Wholesale sales 
remained subdued through the year, as wholesale accounts continued to reduce their inventory holdings to 
manage risk in a challenging economic environment. 

Sales trends in Kathmandu’s largest market, Australia, continued to improve in each quarter, supported by 
strategic airport and outlet store openings, enhanced in-store execution, and improved products. Kathmandu 
New Zealand experienced the impact of a more challenging consumer environment. 

Oboz benefited from diversified sales channels, achieving strong online sales growth with increased traffic, 
conversion, and promotional activity. Wholesale sales remained subdued through the year, impacted by post-
COVID industry challenges in the North American outdoor footwear category. Just to note here that timing of 
certain wholesale dispatches changed year-on-year from April to May, impacting the Oboz Q3 and Q4 variances.   

 

 

 



 
 

Slide 16 – Trading Update  

Now for an update of our trading performance in the first quarter of the FY25 financial year. 

Total Group sales for the first three months of the new financial year were -5.8% below last year. By brand, Rip 
Curl total sales were -6.7% below last year, Kathmandu total sales -2.7% below last year, and Oboz total sales -
8.6% below last year. 

Direct-to-consumer sales results have improved for both Rip Curl and Kathmandu since our last trading update at 
the results release on the 25th of September 2024. 

• Rip Curl direct-to-consumer sales continued to outperform the wholesale channel, with Rip Curl first quarter 
direct-to-consumer sales -3.4% below last year.  

• Kathmandu quarterly direct-to-consumer sales trends continued to improve. Kathmandu Australia sales for 
the first quarter were +4.3% above last year. New Zealand sales decreased by -15.4%, as they cycled 
strong end-of-line clearance sales in August last year. While Kathmandu sales for the first quarter were -
2.7% below last year, gross profit dollars were +3.6% above last year.  

Moving now to the wholesale channel, wholesale accounts remain cautious on pre-season commitments for Rip 
Curl and Oboz. 

• Rip Curl wholesale sales decreased by -11.2% below last year. However, forward orders indicate improving 
wholesale trends in the second half. 

• Oboz wholesale sales were -8.5% below the first quarter of last year. However, sell-in for the second half of 
the year is not yet complete. 

Pleasingly, the Group gross margin was above last year for the first quarter, and all brands continue to actively 
manage costs while facing global inflation pressure. 

 

Slide 17 – FY25 Focus and Outlook  

And finally, I want to summarise our focus areas for FY25, and our outlook for the year ahead. 

Our concise focus areas for FY25 are as follows: 

• First, and most importantly, stabilise sales and return to growth; 
• Grow gross margin; 
• Continue to simplify our business; 
• Continue to reduce working capital and use our inventory investments efficiently; and 
• Return to dividends. 

In terms of outlook, the Group’s first half results are dependent on the key Black Friday and Christmas retail 
trading periods to come. 

We remain cautious on consumer sentiment, given the challenging global macroeconomic environment.  

We are encouraged that Kathmandu has continued to show an improving sales trend through the first quarter of 
the new financial year. Refreshed authentic outdoor brand advertising has outperformed previous campaigns in 
Kathmandu’s largest market Australia. Brand awareness has improved, and we expect the new campaign will 
have a positive impact on building key long-term brand associations. Kathmandu has increased product newness 
and innovation for the spring summer season, resulting in a positive consumer response in key categories. 
Kathmandu will continue to leverage its elevated brand positioning, sustainability credentials, and innovative new 
products moving forward.  

We are also encouraged that the Rip Curl direct-to-consumer results are outperforming the wholesale channel. 
We remain optimistic that wholesale results will start to improve as the wholesale customer inventory reduction 
cycle ends.       

Our strategy remains unchanged. For FY25, we remain focused on returning to sales growth, improving 
profitability, and reducing inventory. 



 
 

In closing, as David mentioned earlier, I announced my resignation from KMD Brands in October. After joining 
Rip Curl 22 years ago, including the last five years as part of the KMD Brands Group, I feel like the time is right 
for me to step down and take a long break before I consider my next professional challenge.  

I’m grateful to you, our shareholders, our Board of Directors, and our Chairman David Kirk, for the opportunity to 
have led this incredible business. Thank you again for your continued support during my tenure as Group CEO. I 
look forward to watching as KMD Brands returns to growth. Please feel free to ask me any questions at the end 
of the meeting.  

Given my departure in the coming months, Lachlan Farran our Chief Commercial Officer will step in as interim 
Rip Curl CEO as we continue our external search for the new CEO of Rip Curl. 

I will now hand back to David.  

 

ENDS 
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