
NEWSLETTERS and 
CONTENT CREATION
There has never been a better time  
for companies to tell their own stories.

This trend represents an important opportunity for 
companies to communicate with their key audiences 
directly and tell their stories the way they want 
them told. 

FIRST Advisers produces professional, engaging, 
relevant content for a variety of uses and 

complements that with an in-house design and 
production capability that will give your newsletter, 
digital content’ or presentation authority and flair. 

We are not only writers, we are professional  
storytellers who will help you refine your key 
messages and communicate them persuasively.

The attention of media audiences is fragmenting as the mainstream media competes with multiple online 
and social media channels that are becoming increasingly influential sources of news.

Investors, our brokers, business 
partners and their customers will all 
find the newsletter a useful source 
of news and information about the 
company as we enter this new era. 

Since the annual general meeting 
in November 2014, we have 
completed the development of 
a new strategy for the business 
based on the five pillars of People, 
Partners, Process, Product and 
Profit. You can read more about 
this on the next page.

As part of this evolution, and 
subject to shareholder approval, 
Firstfolio Limited will soon be 
changing its name to eChoice 
Limited, which is the name of our 
online distribution platform. 

Our name change is not simply 
cosmetic. Adopting the eChoice 
name as our new corporate identity 
reflects the increasing importance 
of the eChoice brand as the driver 
of our business.

eChoice is one of Australia’s most 
recognised digital platform for 
mortgages, in the industry and 
among the general public. It is a 
reputation we have built assiduously 
over the past 15 years. The growing 
importance of digital platforms 
for generating new business and 
servicing customers means that 
eChoice is increasingly the public 
face of our business, and is the 

portal through which all our 
financial products and services 
will be delivered. 

This new strategy is already 
getting runs on the board. We 
have launched new products 
and systems, reinvigorated the 
management team, re-signed and 
extended an important business 
partnership and streamlined the 
business to ensure we are operating 
as efficiently as we can.

We have also sought to bring 
talented new people into mortgage 
broking with the launch of the 
eChoice Broker Graduate Program. 
This is a significant investment 
and recognises the importance 
of building a committed, skilled 
and united team of professionals 
to help Australians who turn first 
to eChoice and its partners to 

find the right home loan. While 
digital is certainly the future, we 
will always need good people. 

I am pleased to report that the 
market is already beginning to 
welcome our new direction. Our 
business partners have provided 
us with positive feedback over the 
past weeks on the high calibre of 
our new management team and 
we are also starting to see a lift in 
our sales, with eChoice’s direct 
broking business recording a five 
year high in home loan approvals 
and applications in October 2014.

2015 will be an extremely exciting 
year for our business and I look 
forward to keeping you informed of 
our progress in the months ahead.

Peter Andronicos 
CEO, Firstfolio

Head Office 
AMP Centre  
Level 9, 50 Bridge Street  
Sydney NSW 2000

www.firstfolio.com.au

by February 2015

>52,000
CUSTOMERS HAVE 
TAKEN OUT LOANS 
THROUGH US

eChoice by 
the numbers

28 
LENDERS  
ON THE eChoice 
PLATFORM

400+ 
AFFILIATED 
BROKERS

$17.7B
LOAN BOOK

$3.1B
LOANS SETTLED  
IN 2014

From the CEO 

Welcome to the first issue  
of the eChoice newsletter

This is an exciting time for Firstfolio and eChoice and we want to share  
with you the new strategy and new initiatives that will grow the business, 
strengthen its foundations, and drive greater value for shareholders 

Runs on the Board:  
how our new strategy 
is working

✔  New management team (p2)

✔  Extended and deepened 
partnership with Fairfax’s 
Domain (p3)

✔  New broker management  
system Fleats Online

✔  Launch of eChoice  
Broker Graduate Program  (p4)

eChoice’s accolades  
under Peter Andronicos

✔  Australian Broking Awards 
Boutique Aggregator of the  
Year 2014

✔  MFAA Aggregator of the Year 
(Retail & Wholesale)

✔  Australian Broking Awards 
Best Digital Presence 2013

✔  The Adviser Top 25  
Brokerage 2013
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and experience shows they translate 
not only into happier customers but 
also into better returns to shareholders.

TOWER reported strong FY14 financial 
results back in November, but it is worth 
revisiting the highlights. Our underlying 
general insurance net profit after tax 
rose 32.3% to $25.1m for the 12 months 
to the end of September 2014. Our 
business in the Pacific was particularly 
strong, with 79.1% growth in underlying 
net profit after tax to $8.2m. This 
underlines our belief in the opportunities 
for expansion in this important region.

This strong performance allowed us 
to boost TOWER’s full year dividend 
to 14.5 cents per share for 2014 
(unimputed), up 31.8% on the previous 
year. The final dividend of 8c a share 
was paid on 3 February. We intend to 
return more capital to shareholders in 
the 2015 financial year by performing 
an on market share buyback of up to 
$34 million, or up to 10% of TOWER’s 
issued capital, which will reduce the 
number of shares on issue and boost 
earnings per share.

This financial year will be our first full year 
as a pure general insurer following the 
divestment of our life business last year.

General insurance is where our 
competitive advantage lies. We have 
considerable room to grow in our key 
markets and we intend to exploit that 
advantage to the full. 

David Hancock
Chief Executive Officer

We have been at the forefront of 
developing new products and services 
and finding better, more efficient 
ways of doing business for the benefit 
of our customers, our staff and 
our shareholders.

In October we became the only major 
insurer focusing on all New Zealanders 
to introduce full replacement cover for 
New Zealand houses destroyed by fire.

This is a great innovation for our 
customers and reflects our risk 
management expertise and, we believe, 
gives us a competitive advantage in 
the market for home insurance.

We’ve also been pleased that our 
SmartDriver App, which rewards safer 
drivers with discounts on their motor 
premiums, continues to win recognition 
from both our customers and the 
insurance industry. In November, the 
App won the Innovation of the Year 
Award  at the 2014 New Zealand 
Insurance Industry Awards.

Leveraging the advantages of our 
digital platform is another way we 
innovate and to that end we recently 
forged an alliance with New Zealand’s 
online marketplace Trade Me, which 
brings together TOWER’s customer 
service focus and insurance expertise 
with the strength of Trade Me’s audience.

These innovations are helping boost 
our key performance measures of 
customer retention, brand recognition 
and net promoter score. These all 
increased over the 2014 financial year 
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TOWER Limited

Innovation is at the heart of what  
makes TOWER a leader in general insurance 
and a strongly growing business.

TOWER’s Strong  
Performance in FY2014

  Full year dividend 
14.5c up 31.8% 

  Final dividend  
8c paid on 3 February

  Underlying NPAT  
$25.1m up 32.3%

  Underlying  
Pacific NPAT  
$8.2m up 79.1% 
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Three key acquisitions announced recently 
will significantly expand Adelaide Brighton’s 
sources of aggregates and sand and our 
presence in the downstream construction 
materials market. The acquisitions, for a total 
purchase price of $174 million, are: 

 » Direct Mix/Southern Quarries (‘DMC’) 
in South Australia

 » BM Webb Construction Materials (‘Webb’) 
in North Queensland

 » Penrice Quarry & Mineral (‘Penrice Quarry’) 
in South Australia

DMC operates 13 concrete plants under the 
Direct Mix brand and manages a significant 
hard rock quarry and sand operation under its 
Southern Quarries brand. Overall, DMC is the 
largest independent aggregates and premixed 
concrete supplier to the Adelaide building, 
construction and infrastructure market. 

Webb is an independent concrete and 
aggregates business based in Townsville.  
Its assets include a concrete plant, hard rock 
quarry, a sand extraction operation and a 
cement import facility.

The Penrice Quarry acquisition complements 
the DMC purchase. Penrice Quarry is a 
high quality marble deposit for the supply 
of raw materials for lime and white cement 
manufacture at Adelaide Brighton’s Angaston 
plant in South Australia and provides a major 
source of aggregates for the premixed concrete 
and civil markets to Adelaide’s north.

The three aggregates quarries and two sand 
operations acquired by Adelaide Brighton 
collectively produce more than 2.1 million 
tonnes p.a. and the 14 concrete plants produce 
more than 250,000m3 of high quality premixed 
concrete annually. 

BM Webb
 » Cement 
 » Concrete
 » Aggregates 
– Hard rock 
– Sand

• Cement & Lime
• Concrete Products
• Concrete & Aggregates
• Joint Ventures

Penrice Quarry
 » Aggregates 
–  Construction 

and industrial 
minerals

DMC
 » Concrete
 » Aggregates 
– Hard rock 
– Sand

Execution of our growth strategy involves investment in a mixture of organic growth, greenfields projects 
and acquisitions. Adelaide Brighton assesses the returns, growth and risk characteristics of each prospective 
investment. These reflect the nature of the investment and the potential it offers for value creation as part of 
the Group. All projects must meet internal hurdles for shareholder wealth creation. 

Acquisition strategy  
drives wealth creation

Downstream expansion: South Australia and North Queensland

The three aggregates quarries  
and two sand operations acquired 
collectively produce more than

2.1m tonnes p.a. 
  

and the14 concrete plants  
produce more than

250,000m3
of high quality premixed concrete annually.
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“Our customers really appreciate this 
level of value-added service,” says Mark 
Savage, TOWER’s General Manager 
Customer Proposition. 

TOWER’s motor insurance business, 
led by Mark, who has been with 
TOWER since 2007, is largely within the 
New Zealand private vehicle market, 
complemented by a smaller commercial 
vehicle insurance business. 

“Motor insurance globally is evolving 
rapidly and, increasingly, is tailored to 
individual needs. Successful motor 
insurers are those who recognise that the 
sale of a policy is only the starting point of 
a relationship with customers,” says Mark. 

“A recent major innovation in motor 
insurance worldwide has been the 
development of User-Based Insurance 
(UBI), supported by dramatic advances 
in telematics, the technology that 
enables driving data to be gathered and 
transmitted directly to the insurer from a 
vehicle on the road. 

“Telematics is proving very popular around 
the world and continues to connect 
insurers with the big global trends around 
emerging technology and big data.”

An accident on a lonely country road is no longer a confronting  
prospect for a driver with a TOWER Motor Policy and a Smartphone.  
A trademarked Smartphone app, Claim4CarTM, gives the unlucky driver 
complete control of the process, providing an immediate link to roadside 
assistance, and ensuring that a claim can be lodged immediately online 
(supported by location details and photos via the Smartphone’s GPS). 

SmartDriverTM forging ahead

TOWER has a publicly-stated goal to 
make driving safer for all New Zealanders. 
This commitment took practical form in 
April this year with the launch of our free 
Smartphone app SmartDriver, supported 
by telematics technology. Now TOWER 
motor insurance customers can benefit 
from lower premiums based on their 
individual driving performance. To date, 
SmartDriver is proving to be very popular.

SmartDriver monitors and assesses an 
individual’s driving behavior based on a 
set distance travelled. Drivers who score 
well can then qualify for a discount of up 
to 20% on motor premiums. 

“SmartDriver, which is available free from 
the Apple App Store or Google Play, has 
been made possible only because of the 
information on personal driving behaviour 
now available via telematics,” says Mark. 

“More than 60% of Kiwis now own a 
Smartphone and SmartDriver is available 
to all New Zealand motorists, regardless 
of whether they are TOWER customers.

“By collecting basic driving information 
such as trip duration, distance travelled, 
location, braking and acceleration we 
can build up a reliable picture of driving 
behaviours so as to price premium 
rates very precisely and to price risk 
very accurately. Safer drivers lead to a 
better claims ratio but it is important 
to note we do not ‘load’ premiums to 
the disadvantage of drivers with poorer 
driving records,” Mark added. 

Mark makes the point that TOWER’s 
size allows it to be nimbler and more 
innovative than the larger motor insurers. 

“We are really confident in the direction 
that SmartDriver is moving us and we 
have other plans afoot to grow the 
business further and bring new offers 
to market using the data platform that 
SmartDriver provides.”

smartdriver.tower.co.nz

Smarter Drivers insure with TOWER

TOWER SmartDriver
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 Diginet –  
‘ State of the Art  
Simplicity’™

“We are evolving the business opportunities 
for Intelligent Lighting Products (iLP), based 
on technological innovation, way beyond the 
extended product life and energy savings 
which we’re all used to. Diginet is nothing less 
than a digital lighting systems revolution.” 

The speaker is Jordan Tentori, 
General Manager of Diginet 
Control Systems and it is 
some boast to speak of a set 
of products and services as a 

‘revolution’. But, frankly, it is hard 
to argue with the claim once 
you understand the Diginet offer. 
But, first, some background.

Diginet is a Gerard Lighting 
Group organic ‘start-up’ and 
commenced operations in 2013. 
The business grew out of the 
Group’s homegrown technology 
that was developed within 
the iLP Division, headed up by 
Jason Gerard who is a proven 
industry pioneer.

In its short history, Diginet 
has already become a leading 
category innovator with its 
RAPIX™ Addressing system now 
shortlisted for the prestigious 
DALI global awards for 2014.

What does Diginet offer and 
why? Essentially, Diginet 
markets intelligent lighting 
systems that revolutionise the 
way lighting, in particular LEDs 
and emergency lighting, is 
controlled. Diginet simply does 
things smarter and makes life 
easier with solutions that offer 

‘State of the Art Simplicity’™ 
for both networked and 
standalone lighting systems.

As Jordan Tentori (above) explains: 
“there has been a significant shift 
from conventional lighting to 
LEDs over the past few years. 
This has presented major 
challenges – both in the way 
lighting is controlled and in the 
compatibility of the technology. 
At Diginet, we provide the latest 
in lighting technology that meets 
Australian or DALI Standards 
unlike many products that don’t.

says Jordan, “It 
is a simple matter 
of fact that:

  30% of lighting energy is 
wasted in the absence of 
effective control systems 

  Revolutionary control 
systems are essential for 
the future of lighting

  Innovative digital control 
can unleash the true 
advantages that digital 
lighting offers, meeting 
the demands of the 
modern world

Diginet distributes the UPRtek 
Spectrometer, a lightweight, compact, 
self-contained lighting tool that 
measures the visible spectrum 
of light and gives readings in Lux, 
Colour Rendition Index (CRI), colour 
temperature, and peak wavelength.  
It is the ultimate ‘must have’ tool  
for the LED professional.

“ The business  
case for Diginet  
is very clear,”

Acronyms figure largely 
in the Diginet world and 
Jordan’s enthusiasm for 
both daLI and raPIX 
bears some explanation. 

  See page 2 for more details
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I am pleased to report that your 
company is in a strong position: we 
posted record revenues in the half year 
to June 2014, maintained underlying 
net profit after tax, continue to pay 
healthy dividends and have a strong 
balance sheet. 

Given the scope of our operations, it can 
be challenging to get a full appreciation of 
Adelaide Brighton, but our integrated structure 
is fundamental to our success. This newsletter 
is designed to give you a better understanding 
of what we do and how it adds to the value of 
your shareholding in Adelaide Brighton.

Underpinning all we do is a well established 
and consistent strategy which has been 
delivering good returns to our shareholders. 
The strategy has three principal elements: 
cost reduction and operational improvement, 
growing the lime business and targeted 
downstream vertical integration into 
aggregates, concrete, and masonry. 

I was appointed CEO this year but I’ve been 
with Adelaide Brighton for 15 years and have 
over 30 years experience in the construction 
materials sector. Our strategy very much 
reflects my long term involvement with the 
Company. I am committed to this strategy –  
it is improving efficiency, reducing our impact 
on the environment and setting up the 
Company for a strong and growing future.

That said, your Board and management team 
continually try to take an “over-the-horizon” 
view of the business to anticipate potential 
opportunities and roadblocks. That longer term 
approach has resulted in Adelaide Brighton’s 
position as Australia’s number one supplier of 
lime and saw us announce three acquisitions 
in August at a cost of $174 million. 

Direct Mix, Southern Quarries and the Penrice 
quarry in South Australia together provide a 
scale entry to the South Australian concrete, 
aggregates and sand market. These two 
business are complementary and they secure 
long term access to reserves of high quality 
industrial minerals and aggregates. The Webb 
acquisition, a smaller, fully integrated cement, 
aggregates and concrete business in Townsville 
offers the potential to expand into the attractive 
north Queensland market. 

I am sometimes asked why we buy these 
downstream businesses. The answer is that 
aggregates is an attractive long term business 
and concrete operations are an important 
distribution channel for both aggregates and 
cement. When we assess these investments 
we consider value through all parts of the 
construction materials supply chain. 

I am delighted to be heading Adelaide Brighton’s 
excellent management team and I look forward 
to keeping you, our valued investors, informed 
about the business. We have a lot of which to 
be proud and I commit my energy to managing 
a business that continues to reward you for 
being a shareholder. 

Martin Brydon CEO

Financial highlights
The half year to June 2014

£  Record half year revenue of 
$602m, up 3.9%, supported 
by housing and projects

£  Statutory net profit declined 
to $51.2m due to a number 
of one-off charges 

£   Underlying net profit after tax 
was $61.2 million, down 2.9%

£   Cement and lime sales 
volumes declined slightly but 
cement prices improved 

£   Aggregates, concrete and 
masonry delivered improved 
margins and earnings

£   Operational improvement 
programs continued to deliver 
benefits 

£   Interim dividend of 7.5 cents 
fully franked

Interim Dividend

7.5c
Fully franked, paid 
on October 20

Welcome to  
the Adelaide Brighton 
investor newsletter

Investor News
Adelaide Brighton Investor News
October 2014

adbri.com.au

In our last newsletter we outlined RATCH Australia’s 
(“RATCH”) plans to finalise all outstanding design, 
engineering and environmental issues for the Collector 
Wind Farm necessary to enable commencement of 
construction by the end of last year. 

Much of this was achieved but there remain some 
key development activities that we have not yet been 
able to conclude.   

One of the main reasons that we have not been able to conclude all of our 
development activities is the state of policy uncertainty that is currently 
influencing the entire renewable energy industry. Until there is a resolution 
of the political impasse in Canberra concerning the Renewable Energy 
Target (“RET”) Scheme* it is very difficult for us to say with any certainty 
when we will be able to commence construction. An overview of the 
RET Scheme is provided on page 2 of this newsletter.

Renewable energy industry uncertainty 
means no firm timetable for construction 
has yet been established

Many of the factors that influence the timing  
of our project are out of our control. 
When all of these factors are taken into account,  
our current view is that it is unlikely that construction  
will commence this year. 
Key matters that are outstanding include:

1.  Completion of our construction tendering process, 
which is currently on hold due to the RET uncertainty and 
absence of an off-take agreement to sell our electricity.

2.  The completion of the necessary development activities 
(detailed on page 3 of this newsletter), much of which 
cannot be finalised until we have completed our 
construction tendering process.      

We will update the Collector community 
periodically as we gain greater confidence 
about the expected construction 
timetable, using our regular discussions 
with the Community Consultative 
Committee, via website updates and 
the publication of further newsletters.  
Please do not hesitate to contact us at any 
time if you would like more information or 
if you have any questions or concerns.

* At the time of publication no decision in relation to an amended RET had been announced by the Federal Government.   
However, by the time you receive this Newsletter such an announcement may have been made.

Collector Wind Farm: 
Progress Report. 
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CLEAN ENERGY NOW.
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Transaction Communication Services 
Shareholder Solicitation 
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Level 13, 570 George Street
Sydney NSW 2000 Australia
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Find us on:

firstadvisers.com.au

NEWSLETTERS and  
CONTENT CREATION

What we offer 
	– Professionally produced newsletters for investors, 
customers, clients, staff and other stakeholders
	» A mini-newspaper, in essence, that presents 
company news in the way you want it told, 
enhanced by the journalistic integrity of 
our writers 

	» Our experience in newsletters ranges from the 
consumer level to senior professional and technical 
audiences 

	» Designed and produced entirely within FIRST 
Advisers, working closely with the client

	– Speeches and presentations 
Compelling, expertly-researched and written 
presentations tuned to the audience and the speaker

	– Website and intranet content 
Succinct writing for your company’s public websites 
or intranet – for the biggest impact in the fewest 
words

	– Blogs and social media content 
Knowing how to say it on social media is as 
important as what you say. We know how to create 
digital content that works across the different social 
media platforms

	– Op-eds and letters to the editor 
Sometimes it pays to take the direct route with 
your message. Use our media experience to craft 
opinion articles the editor will want to publish

	– Printing services 
Putting it in print is still a valuable means of 
engaging with the reader and giving legitimacy to 
your content. Surveys show that readers are still 
much more likely to read a printed and mailed 
newsletter, for example, than a PDF

Why FIRST Advisers?
	– We are staffed by experienced corporate  
writers and journalists

	– Strong financial markets, listed company  
and investor relations experience

	– An in-house design and production team
	– Experienced media practitioners who  
understand audiences and how to target them

We are not only writers, we are  
professional storytellers who will help you  
refine your key messages  
and communicate them persuasively.

Firstfolio has re-energised its 
leadership team to meet the 
demands of its new “five pillar” 
business strategy—the foundation 
of new CEO Peter Andronicos’ 3 to 
5 year growth plan—outlined to 
shareholders at Firstfolio’s Annual 
General Meeting in November.

Paul Liccione has been appointed 
General Manager of Sales & 
Distribution and Kon Shizas as 
General Manager of Product & 
Services. Both appointments 
support Firstfolio’s increasing 
focus on product development 
and distribution.

Mr Liccione will be responsible 
for enhancing existing broker 
relationships as well as the 
expansion of the network. 
Mr Shizas’s appointment will 

consolidate the previously 
independent functions of product 
development and operations into 
a single leadership role, designed 
to deliver a more targeted product 
suite and increased operational 
efficiencies in the wholesale 
division. Both have joined Firstfolio 
after successful careers at Resi 
Home Loans. 

Mr Andronicos says that together 
with Linda Cooper (Human 
Resources & Training), Dustine Pang 
(Deputy CEO, Company Secretary 
& CFO) and himself, it makes for a 
formidable new team to take the 
company forward and successfully 
execute the new strategy.

“Paul and Kon are both highly 
experienced and well respected 
industry figures and we are 

excited that we have been able 
to attract people of this calibre 
who share our vision for growth,” 
Mr Andronicos says.

A new leadership  
for a new strategy

1. People
Our focus is on 
employing smart 
people with business 
acumen, earning their 
loyalty and training 
them to be their best. 
People are not only 
the facilitators of our 
strategy, they are, 
in every sense, our 
brand; so they have 
to perform at their 
peak. We want people 
who are accountable 
and dedicated to the 
eChoice brand.

4. Product
As the eChoice name 
suggests, we empower 
our brokers to do their 
best for customers by 
offering them genuine 
choice and targeted 
financial solutions. We 
have the experience 
and the skills to design 
financial products that 
appeal to different 
market segments. 

2. Partners
We build strong 
relationships with our 
broker networks, our 
lenders and other 
business partners. 
The qualities we seek 
in our People are also 
the qualities we look 
for in our Partners. 
We create mutually 
beneficial relationships 
where we benefit from 
each other’s expertise. 

5. Profit
We will ensure that 
profit remains a 
core objective of 
our business. We 
will be a company 
that is accountable, 
numbers-focused and 
is prepared to measure 
our performance 
against hard targets 
to ensure that we 
maximise returns to 
shareholders.

3. Process
We use technology 
to drive effective and 
efficient processes 
but we are not defined 
by technology. It is 
foremost an enabler 
that allows us to deliver 
the strengths of the 
eChoice brand to more 
Australians. Process 
also refers to the 
importance of giving 
our People clear and 
rewarding career and 
succession paths.

Dustine Pang Linda Cooper

Kon ShizasPaul Liccione

Firstfolio has re-energised its leadership team  
to meet the demands of its new “five pillar”  
business strategy

The 5 pillars of the 
new eChoice strategy
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How to find out more
Contact Victoria Geddes or Ben Rebbeck 
on +61 2 8011 0350 or email us at 
info@firstadvisers.com.au


