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My story

• Book smart vs life smart

• Growing up tough

• Understand what drives kids

• Understand where they come from … and give them the tools they need

• My “influencers”

• Leadership … how to do it successfully

• Understand the environment that you are in

• Our approach to Human Resources … crisis will define you

• Our focus on continuing education
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What is “smart” … “book smart” vs. “life smart”



Business & Education

• Everyone should understand how to run a business ... as we all end up doing it

• Girls and Boys … how to “balance” their chances 

• Where is the “aspiration”? … what is going to “drive” kids to succeed?

• How important is education? … it is critical 

• How do we make education relevant? … relevancy is the key

• Mentors and people of influence are so important … not to replicate, but to “take 
the good bits”

• Strategy (the why) vs Tactics (the how)
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Every kid will one day “run” a business – a “household” is a 
business



Business “101”
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EYE ON THE FUTURE

Long Term Strategic 
Planning:  Having a long-term 
strategic plan to 2025; 
ensuring the business is 
sustainable at every level

BREATHE EASIER

Employing & Empowering People: 
Creating a learning and development culture, 
including courses to upskill staff and assist 
them in evaluating risks, problems and 
issues
“You are not here to work with me, you 
are not here to work for me, you are 
here to work instead of me”

FISH WHERE THE FISH ARE

Business basics:  
Understanding that cash is 
king, and understanding the 
cost, income and cash drivers 
of business

FLESHING IT OUT

Understand risk and risk 
mitigation: Even where 
there appears to be 
considerable risk, there will 
be significant opportunities
“Understanding the risk 
will allow you to 
effectively risk mitigate”

THE THRUST

Managerial style:  Valuing people and 
selecting expertise and allowing others to 
do their job using that expertise
“I don’t know what I don’t know, but 
I know what I need to know”

BIGGER SCALE 

Understand your 
competitive advantage: 
Without a competitive 
advantage you will be  
marginalised / a commodity 
–
“You will effectively be 
eaten up”

SMELL FISHY?

Maximise social licence: 
It is fundamental to 
understand that you need a 
social licence to operate 
“Never tell tales –
transparent and open 
reporting is the only 
way”

http://www.google.com.au/url?sa=i&rct=j&q=atlantic+salmon+&source=images&cd=&cad=rja&docid=ccKHrFnTgmQs2M&tbnid=WULXYLo_cINFnM:&ved=0CAUQjRw&url=http://www.pac.dfo-mpo.gc.ca/science/aquaculture/aswp/index-eng.htm&ei=u5-RUbrFF9CMkgXUl4GQAg&bvm=bv.46471029,d.dGI&psig=AFQjCNFjD_bRvUgPrEKW0W0aP1sLCytexw&ust=1368584418363006
http://www.google.com.au/url?sa=i&rct=j&q=atlantic+salmon+&source=images&cd=&cad=rja&docid=ccKHrFnTgmQs2M&tbnid=WULXYLo_cINFnM:&ved=0CAUQjRw&url=http://www.pac.dfo-mpo.gc.ca/science/aquaculture/aswp/index-eng.htm&ei=u5-RUbrFF9CMkgXUl4GQAg&bvm=bv.46471029,d.dGI&psig=AFQjCNFjD_bRvUgPrEKW0W0aP1sLCytexw&ust=1368584418363006


Strategy
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“Not enough time is spent on Strategy – i.e. the “why”

Too much time is spent on “tactics” – i.e. the “how”



Strategy
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• Strategy is a high level plan to achieve one or more goals under conditions of 
uncertainty

• Strategy is important because the resources available to achieve these goals are usually 
limited

• Strategy generally involves setting goals, determining actions to achieve the goals, and 
mobilizing resources to execute the actions. A strategy describes how the ends (goals) 
will be achieved by the means (resources).

• Strategy typically involves two major processes: formulation and implementation

– Formulation involves analyzing the environment or situation, making a diagnosis, and 
developing guiding policies. It includes such activities as strategic planning and 
strategic thinking

– Implementation refers to the action plans taken to achieve the goals established by 
the guiding policy

• Basic requirements for strategy development include, among other factors: 1) extensive 
knowledge about the environment, market and competitors; 2) ability to examine this 
knowledge as an interactive dynamic system; and 3) the imagination and logic to choose 
between specific alternatives



Strategy
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• Strategic priorities are objectives ranked by their importance in achieving the strategic 
goals 

• All subsequent operational or tactical planning and resource allocations is  based on 
strategic priorities

• Strategic Enablers are capabilities, forces, and resources that contribute to the success of 
an entity, program or project

• A mission statement is a simple statement which is used as a way of communicating 
the purpose of the organization

• Although most of the time it will remain the same for a long period of time, it is not 
uncommon for organizations to update their mission statement and generally happens 
when an organization evolves

• Properly crafted mission statements serve as filters to separate what is important from 
what is not, clearly state which markets will be served and how, and communicate a 
sense of intended direction to the entire organization

• A mission statement is all about how an organisation will get to where they want to be 
and makes the purposes and objectives clear, whereas a vision statement is outlining 
where the organisation wants to be in the future



Tassal Story
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The Receivership – Tassal Limited

• Global over supply of salmon leading to decreased pricing in the export market 
and increased imports

• Unsustainable Industry structure – too many players and all in “bad bank area”

• Domestic over supply driven by a lack of control over Smolt production and 
resulting in decreased pricing

• Decreased pricing lead to liquidity issues

• Tassal Limited did not have scale to generate operational and financial 
efficiencies

• Insufficient information and planning systems within Tassal – no “dials in the 
cockpit”
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No Receiver in corporate Australia had bought another business



• Lack of focus on proactive risk mitigation

• Poor senior management

• Deficiency in management's projections

• Overcapitalisation of Processing facilities

• Poorly capitalised

The Receivership – Tassal Limited
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The Now – Tassal Group Limited
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FY16: resilient business model delivered growth through a 
challenging operating period

• Tassal’s product and sales initiatives, coinciding with ongoing growth in 
domestic market per capita consumption, underpinned revenue and earnings 
growth 

o Revenue up 39.1% to $430.9m 

o Operational EBITDA up 13.2% to $82.2m

o Operational EBIT up 12.8% to $61.2m

• Even with higher fish costs for Salmon harvested during FY2016 and a high 
level of retail sales locked in, Tassal was able to maintain its returns due to 
operational efficiencies and sustainable contribution margins

• Operational improvements across all areas of the business – despite a 
significantly challenging operational environment
o Production side: warmest water (sea and fresh) on record and it was held at this level 

for a considerable length of time. Outcome: restructured sales mix and reduced 
harvest to let fish grow

o Sales side: significant retail price and supply pressure – pulling forward fish = 
impacting financial returns. Outcome: restructured sales mix and skew and allow 
supply/demand optimise price ”



The Now – Tassal Group Limited
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FY17: positioned for continued growth

• For FY2017, targeting to take advantage of a more favourable sales mix and 
pricing environment

o Favourable Salmon pricing in wholesale and export markets

o Managing sales mix to optimise returns

o De Costi Seafoods to drive Seafood sales and category growth

o Negotiated increased pricing for Smoked Salmon – Coles & Woolworths 
10%+

o Negotiated increased pricing for Aldi supply - $10kg Hog to $11.90kg Hog

• From FY2017 onwards, focus is to deliver strong gains in biomass growth, feed 
conversion and reductions in bathing for AGD – which will in turn drive 
operating cost efficiencies and a move closer to global best practice operational 
returns from fish performance

o Salmon operating platform to deliver best practice cost of growing and 
supply chain returns

• Strategy: set around delivering global best practice operational, financial & 
environmental returns – underpinning a best practice balanced scorecard



Financial Results
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Growth in revenue, earnings, cash flow and dividend

• Increased gearing and funding ratio due to De Costi 
Seafoods acquisition funding

• SGARA (post tax) was $10.57m in FY16 (FY15: $14.97m)

Operating Revenue

Operating Revenue – Salmon & Seafood



Financial Results
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Operating Cashflow: $50.2m Total Dividend: 15.0 cps

• Statutory EBITDA up 3.5% to $97.3m • Statutory NPAT down 3.0% to $48.5m 

Operating EBITDA: $82.2m Operating NPAT: $37.9m

Continuing growth trajectory



Tassal Strategy - 2030

16

“Overarching strategic focus is to deliver sustainable global best 
practice returns from an operational, financial and environmental 
perspective – while operating at a zero harm safety level. 

This focus needs to on a balanced scorecard basis. Where there is 
‘conflict’ in the implementation of our strategy, sustainable best 
practice financial and environmental returns rank ahead of 
operational returns. Zero Harm is non-negotiable.”



As a leader in Seafood, we will bring 
sustainable health and wellbeing, to 
the environment and communities in 
which we operate, through to our 
customers and consumers with the 
products and brands that we deliver

Our 
Vision

Our 
Mission

A better tomorrow

Our 
Success

Our success is underpinned by what we 
focus on… Our 5P’s – Our people, product, 
planet, process and profit
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Strategy
“Overarching strategic focus is to deliver sustainable global best practice 
returns from an operational, financial and environmental perspective –
while operating at a zero harm safety level.”

Salmon

Seafood

1. Optimising the supply chain 
through scale and national

coordination of procurement, 
processing & distribution

= Improved access & 
availability

2. Insights led Seafood 
marketing, innovation, 

product development and 
category management                                

= Increased domestic Seafood 
consumption

Improved 
customer 
value & 
stronger 
strategic 

relationships
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Overarching focus is to continue to increase domestic Salmon and Seafood 
consumption


