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European performance sparks double-digit growth 
in sales and profitability

FY21
Underlying**

FY22
Underlying# Change FY22

Underlying

($m) POST AASB 16 POST AASB 16 PRE AASB 16

Revenue 1,065.9 1,184.5 11.1%  1,184.5

EBITDA continuing operations 185.8 209.2 12.6%  150.0

EBIT continuing operations 101.8 116.1 14.1%  101.9

NPAT continuing operations 47.8 59.7 25.0%  64.6

Net debt 177.4 174.9 $2.5  174.9

Net leverage ratio* 1.34 1.17 0.17 1.17

Net operating cash flow 128.2 156.3 $28.1  119.9

EPS basic continuing 
operations (cents) 40.97 51.16 24.9%  55.40

DPS (cents) 23.0 27.0 17.4%  27.0
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• Revenue up 11.1% to $1,184.5m with growth across 
all business units

• Statutory NPAT of $54.8m (FY21: $37.3m)

• Underlying EBITDA^ (post AASB 16) up 12.6% to $209.2m with 
strong margin improvement in Europe

‒ equivalent underlying EBITDA^ (pre AASB 16) up 10.4% to 
$150.0m

• Underlying NPAT^ (post AASB 16) up 25.0% to $59.7m

‒ equivalent underlying NPAT^ (pre AASB16) up 14.1% on 
prior year to $64.6m

• Underlying EPS^ (post AASB16) up 24.9% to 51.16 cps

‒ equivalent underlying EPS^ (pre AASB 16) up 14.0% to
55.40 cps

• Net debt of $174.9m, down $2.5m

• Fully franked final dividend of 15.0 cents per ordinary 
share declared; total FY22 dividend up 17.4% to 27.0 cps fully 
franked (FY21: 23.0 cps fully franked)

# Refer to Appendix slide 29 for a reconciliation between statutory and underlying results, in pre and post AASB 16
* Net Leverage Ratio is shown on a pre AASB 16 basis consistent with measurement criteria in syndicated facility agreement
** The prior reporting period has been restated as a result of a change in accounting policy for the recognition of cloud computing arrangements ^ All references are to continuing operations



All business units continue to drive top line sales and 
new store count

• FY22 SSS growth of 1.4%, with +2.5% in 
second half despite challenges of 
flooding and chicken supply 
disruptions; cycling +12.9% prior year

• 10 new restaurants opened in FY22, 
with performance above expectations

• Brand metrics indicate KFC scores on 
quality, value and consideration at all-
time highs

• Digital and delivery channels continue 
to exhibit growth, with channel 
innovation highlighted by drone 
delivery

• FY22 SSS growth of 16.8% with 11.2% SSS 
growth on pre-COVID FY19

• Acquisition of 15 further restaurants in 
the Netherlands taking owned stores to 
55% of total market

• Corporate Franchisee Agreement 
(CFA) successfully executed, providing 
for effective control of the Netherlands 
market and enabling improved 
marketing campaigns

• 3 new restaurants built, with one 
closure; Netherlands development 
pipeline expanding, on track to meet 
CFA targets

• FY22 SSS decline of 8.1%, with –5.5% in 
second half. Returned to SSS growth in 
Q4 with +0.4% SSS growth

• Additional media investment to support 
core brand positioning around taste 
and value

• 4 new restaurants opened in FY22, with 
further 3 openings since year end, 
taking total to 23 restaurants

• Successful performance of new store 
openings, especially in VIC and 
WA, support targeted efforts to bring 
brand to scale

KFC
Australia

KFC
Europe

Taco Bell
Australia

31 restaurants added across the Group in FY22, including 16 NET new openings
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Kentucky Fried 
Chicken

Australia



KFC Australia SUCCESSFULLY cyclES record sales GROWTH

• Revenue up 6.1% to $955.5m

• SSS growth of 1.4%, cycling +12.9% prior year

‒ second half SSS growth of 2.5%

• Underlying EBITDA margin (post AASB 16) of 21.6%

‒ equivalent underlying EBITDA margin (pre AASB 16) of 17.4%,
down on prior year as anticipated (FY21: 17.9%)

‒ FY22 included 2 successive minimum wage increases 

‒ modest full-year impact from late-year inflationary pressures

• 10 new restaurants opened in FY22, ahead of development 
agreement

FY21
Underlying

FY22
Underlying# Change FY22

Underlying

($m) POST AASB 16 POST AASB 16 PRE AASB 16

Restaurants

Year end (no.) 251 261 10  261

Revenue ($m) 900.4 955.5 6.1%  955.5

% SSS 12.9% 1.4% 1.4%

EBITDA ($m) 198.5 206.9 4.2%  166.5

% margin 22.0% 21.6% (0.4)%  17.4%

EBIT ($m) 140.0 143.4 2.5%  134.5

% margin 15.5% 14.9% (0.6)%  14.1%
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PRE AASB 16  EBITDA Margin %Revenue $m POST AASB 16 
EBITDA Margin %

# Refer to Appendix slide 30 for a reconciliation between statutory and underlying results, in pre and post AASB 16

722.6 791.5
900.4 955.5

FY19 FY20 FY21 FY22

16.6 16.8 17.9 17.4

FY19 FY20 FY21 FY22

22.0 21.6

FY21 FY22



Brand strength and value positioning key to support 
navigating inflationary challenges

• Brand metrics* at record levels

‒ purchase intent now in 7th straight year of increase

‒ brand consideration at highest level ever

‒ KFC now leads McDonald's on both Quality and Value perception scores

‒ market share increasing led by gains in delivery

• Well positioned to moderate cost inflation in FY23-24 through

‒ consumer-centric menu price increases – anticipated above historic norms, 
though consistent with strategy to grow transactions and continue to win on 
Value relative to QSR peers

‒ long term nature of chicken supply partnerships – contracts locked in until end of 
2022, though concessions given to help offset significant increases in feed prices

‒ 95%+ of input items locally sourced, minimising impact from high costs of imports 
and freight

‒ wholistic approach to omni-channel margin management, allowing more 
flexibility to continue to gain share on emerging delivery channel

5* Source: CREST

Brand strength in 'value' a key attribute during times of 
consumer uncertainty



Convenience and customer experience soars to 
new heights

• Continued growth in digital and delivery, with e-commerce 
(delivery, web, app) accounting for 16.9% of sales, up from 13.3% 
prior year

‒ market share in delivery more than doubled in 2021

‒ delivery via aggregator and Delivery-as-a-Service (DaaS) 
through the app now in >200 restaurants (>80% of restaurants)

‒ click & collect ordering through the app increased nearly 60% 
vs prior year, with new version of app expected first half of FY23

‒ Roll-out of Uber Eats across Queensland has commenced in 
early FY23 with full national roll-out expected before HY23; sales 
above expectations

• Launched Australia’s first KFC drone delivery pilot in partnership 
with Wing and Yum! Brands

‒ contactless drone delivery in an initial 5 Brisbane suburbs, 
serviced by Collins Foods’ first dark kitchen

‒ end-to-end delivery twice as fast as traditional delivery

‒ drone technology will continue to improve with increased 
carrying capacity and battery life enabling larger delivery areas
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new restaurant DEVELOPMENT CONTINUES ON TRACK

• 10 new restaurants opened in FY22, with performance 
considerably above expectations

• Acquired 1 store at Griffith in NSW from fellow 
franchisee in June 2022 at accretive multiple

• Targeting build of 9 to 12 restaurants in FY23, ahead of 
development agreement requirement of 7 to 8 per 
year

• Format innovations will continue to support evolution in 
customer ordering habits, increased per unit volumes 
and deeper penetration into new geographic areas

• Solar panels now installed in 103 locations, 
with remaining available drive-thru estate* to be 
completed during first half of FY23

• Digital capex investments include

‒ external digital menu boards now in 153 sites with 
remainder of network to be completed in FY23

‒ kiosk trial extended to 22 restaurants
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LOGAN VILLAGE, QLD
Opened SEP 21

* Inclusion of individual sites subject to landlord approval and local council requirements

ELLENBROOK NTH, WA
Opened May 22

KEPERRA, QLD

SOLAR

Brabham, WA
Opened Apr 22

MURDOCH, wa
Opened Nov 21

KIOKS

Mt Gravatt, QLD
Opened Dec 21

Digital Menu boards

Brabham, waWagga wagga nth, nsw

RICHLANDS, QLD
Opened Nov 21



Kentucky Fried 
Chicken

Europe



Revenue $m

KFC Europe marks impressive year of recovery

• Significant recovery in Europe with SSS growth of 16.8% (and 11.2% 
growth on FY19)

‒ Netherlands SSSG of 18.8% (7.1% on FY19)

‒ Germany SSSG of 11.7% (17.0% on FY19)

‒ drive-thru, digital and delivery sales sustaining high levels post 
reopening from COVID lockdowns

• Acquired restaurant contribution of $25.2m revenue

• Europe EBITDA margin (post AASB 16) of 14.5% (FY21: 8.9%) reflecting 
strong SSS performance

‒ equivalent EBITDA margin (pre AASB 16) of 6.5% significantly above 
FY21 of 0.8%

‒ second half margin impacted somewhat by seasonality (quieter 
winter trading) and higher delivery mix

FY21
Underlying

FY22
Underlying# Change FY22

Underlying

($m) POST AASB 16 POST AASB 16 PRE AASB 16

Restaurants

year end (no.) 46 62 16  62

Revenue* ($m) 134.9 190.4 41.2%  190.4

% SSS (0.6)% 16.8% 16.8%

EBITDA ($m) 12.0 27.6 130.7%  12.4

% margin 8.9% 14.5% 5.6%  6.5%

EBIT ($m) (5.4) 7.6 240.1%  2.8

% margin (4.0)% 4.1% 8.1%  1.5%
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POST AASB 16
EBITDA Margin %

# Refer to Appendix slide 31 for a reconciliation between statutory and underlying results, in pre and post AASB 16
*  FY22 only: includes $3.6m Corporate Franchise Agreement Revenue ‘grossing-up’

5.5 5.1

0.8

6.5

FY19 FY20 FY21 FY22

123.8 134.1 134.9

190.4

FY19 FY20 FY21 FY22

8.9

14.5

FY21 FY22

PRE AASB 16  EBITDA Margin %



Netherlands Corporate Franchise Agreement 
underpins Europe growth strategy

• Commencement of Netherlands Corporate Franchise Agreement 
(CFA) on 31 December 2021

• CFA ensures Collins Foods has primary operational control over this 
market

‒ refined marketing strategy with a return to KFC’s core value 
proposition

‒ decision-making authority on pricing

‒ management of market store development pipeline

‒ greater ability to drive innovation and pace of change

• Franchisees have responded positively, and have engaged 
constructively to further build the brand

• The combining of Yum! employees and Collins Foods' employees is 
complete, and a single Collins Foods' culture is emerging

10

Existing CF footprint

Restaurants acquired late FY21 and FY22



Marketing strategy aims to maintain sales momentum 
while mitigating significant margin headwinds

• Renewed focus on Core and shift from "Disruptive Value" 
to “Everyday Value” supporting positive sales momentum 
in both Netherlands and Germany

• Recent advertising campaigns have leveraged the 
Colonel Sanders icon and have resonated well with 
consumers

• YouGov consumer research reflect improvement on 
brand ‘buzz’ and ‘advertising awareness’

• Significant margin headwinds in Europe expected from 
inflationary pressures exacerbated by war in Ukraine. 
Mitigation plan includes:

‒ sizeable but consumer-centric menu price increases

‒ continued shift away from “disruptive value” to 
“everyday value”

‒ supply chain initiatives designed to leverage vendor 
relationships across European markets

‒ management of channel mix

‒ procurement initiatives to re-tender and re-negotiate 
long-standing support contracts

11



significant expansion opportunities in europe despite 
CURRENT market dynamics

• Collins Foods' footprint increased to 45 out of 82 total
KFC restaurants in Netherlands (55% market share), following

‒ acquisition of 15 restaurants from 3 separate 
franchisees (in addition to 2 further restaurants acquired 
in late FY21)

‒ 3 new restaurant openings, 1 closure

‒ all acquisitions have been fully integrated into the Collins 
Foods’ network and are performing in line with 
expectations

• Netherlands CFA unlocks further market development 
potential

‒ target up to 130 net new restaurants over next 10 years

‒ Development pipeline expanding, including increased 
appetite from other franchisees

• Highly successful late year drive-thru opening in Goppingen, 
Germany (€110k first week sales) bolsters confidence for 
potential ramp-up in that market

• Overall under-penetration of KFC in Northern and Western 
European markets provides potential long-term expansion 
opportunity

12

GOPPINGEN, GERMANY
Opened Apr 22

New Drive-thru opening

18 20 23
29

45

FY18 FY19 FY20 FY21 FY22
Woensel, Netherlands
Opened DEC 21 

Hoog Catharijne, Netherlands
Opened JUL 21 

Netherlands restaurant count



Taco bell

Australia



TACO Bell's Return to same store sales growth in 
Q4 provides positive momentum into FY23

• Revenue up 27.5% to $35.8m

• SSS decline of 8.1%, though improvement noted from first half 
result of –11.2%

‒ SSS decline of 5.5% in second half

‒ SSS returned to positive growth in Q4 (+0.4%)

• EBITDA profitability (post AASB16) at the restaurant level 
(excluding new restaurant opening costs and brand G&A) of 
$4.0m

‒ equivalent pre AASB 16 EBITDA maintained at $1.4m, with 
margin of 3.7% (FY21: 5.1%)

• $(0.4)m underlying EBITDA (post AASB 16)

‒ equivalent pre AASB 16 EBITDA of $(3.0)m at margin of (8.4)%

• 4 new restaurants opened during the year, with further 3 
opening post year end

FY21
Underlying

FY22
Underlying# Change FY22

Underlying

($m) POST AASB 16 POST AASB 16 PRE AASB 16

Restaurants

Year end (no.) 16 20 4  20

Revenue ($m) 28.0 35.8 27.5%  35.8

% SSS 3.9% (8.1)% (8.1)%

EBITDA restaurant level 
($m) 3.2 4.0 25.0%  1.4

% margin 11.4% 11.2% 0.2%  3.7%

EBITDA ($m) 0.2 (0.4) (281.0)%  (3.0)

% margin 0.7% (1.2)% 1.9%  (8.4%)

EBIT ($m) (4.5) (5.6) (26.0)%  (6.0)

% margin (16.1)% (15.7)% 0.4%  (16.7%)
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# Refer to Appendix slide 32 for a reconciliation between statutory and underlying results, in pre and post AASB 16



Marketing efforts centred on establishing brand's 
taste and value credentials

• Focus on improving value and quality of offering is starting 
to generate positive results

‒ menu changes made to increase portion size and 
value perception

‒ leveraging KFC expertise to improve operational 
efficiency and margins

‒ new meal combinations and key price points

• Clear test and learn strategy in place to roll out across 
estate once benefits clearly visible

• New creative agency and Australian Chief Marketing 
Officer in place from July to drive performance in FY23

• Willingness to increase media spend above contractual 
requirements to drive top of mind awareness

• Digital and Delivery sales currently at 15.6% of sales –
opportunity for further growth with planned expansion into 
UberEats expected in first half FY23
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Store rollout to accelerate in FY23

• Successful opening of 4 restaurants in FY22, all drive-thru, 
despite COVID-related building delays in Melbourne

‒ Midland, VIC opened on 29 September 2021

‒ Eatons Hill, QLD opened on 2 November 2021

‒ Berwick South, VIC opened on 12 April 2022

‒ Dandenong South, VIC opened on 28 April 2022

• Further 3 restaurants opened since year end in Victoria 
and Western Australia (total 23 restaurants; QLD: 13, VIC: 
8, WA: 2)

• Iterative approach to real estate and design ensures 
learnings are captured: average weekly sales of last 8 
openings >$15k higher than that of first 10 restaurants,
with +8.8% store level margin improvement

• Strong development pipeline of tightly clustered locations 
in South-East Queensland, greater Melbourne and Perth

• 9 to 12 new restaurants planned for FY23, with new build 
cost typically between $0.6m and $1m employing 'hot 
shell' approach to reduce capex outlay

• On track to reach scale within 3 years
16

Midland, WA
Opened SEP 21

Eatons hill, qld
Opened Nov 21

Berwick South, VIC
Opened Apr 22

Dandenong South, Vic
Opened Nov 21



Sizzler

Asia



Post COVID recovery underway in Sizzler Asia

• Royalty revenue up 10.8% to $2.8m, generating EBITDA profit of $1.7m

• FY22 result includes impact of COVID-19 restrictions in HY22. Significant 
improvement experienced in Japan and Thailand through second half 
of FY22 post markets reopening

• Positive franchisee brand economics support potential re-launch of 
new store development in FY23

• 66 restaurants as at FY22

FY21 
Statutory#

FY22 
Statutory# Change

Revenue ($m) 2.5 2.8 10.8% 

EBITDA ($m) 1.6 1.7 4.3% 

% margin 64.0% 59.8% (4.2)% 

EBIT ($m) 0.8 1.1 48.1% 

% margin 32.0% 38.6% 6.6% 

# There is no impact from AASB 16 

JAPAN

THAILAND

56

10
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Performance



Cash flow continues to be reinvested for growth

• Net operating cash flow (post AASB 16)
of $156.3m, up $28.1m on prior year due to 
stronger underlying EBITDA

• Net operating cashflows before interest and tax 
(pre AASB16) of $153.3m, benefiting from $3.3m 
of positive working capital

• Capex cash spend of $73.2m

‒ new restaurants $26.9m

‒ land to enable new restaurant buildings 
$10.0m

‒ remodels $17.8m

‒ digital and sustainability initiatives $6.0m

‒ sustaining and other capital $12.5m

• Net cash outflow of $2.9m, compared to outflow 
of $15.4m in prior year despite payments for 
acquisitions of $28.3m

• Strong cash flows support final fully franked 
dividend of 15.0 cps

FY21 FY22 FY22

($m) POST AASB 16 POST AASB 16 PRE AASB 16

Net operating cash flows before interest and tax 183.1 212.3 153.3

Net interest paid (8.3) (6.6) (6.6)

Interest paid on Leases (19.4) (22.6) –

Income tax paid (27.2) (26.8) (26.8)

Net operating cash flows 128.2 156.3 119.9

Payments for acquisition of subsidiaries (3.9) (28.3) (28.3)

Payments for intangibles (5.0) (5.4) (5.4)

Payments for plant and equipment (41.9) (67.8) (67.8)

Proceeds from sale of property, plant and equipment 0.2 4.2 4.2

Net cash flow from investing (50.6) (97.3) (97.3)

REFINANCE FEES PAID – (1.5) (1.5)

Proceeds from borrowings 4.7 32.6 32.6

Repayment of borrowings (42.0) (28.0) (28.0)

Cashflows attributable to leases (31.2) (36.4) –

Dividends paid (24.5) (28.6) (28.6)

Net cash flow from financing (93.0) (61.9) (25.5)

NET CASH FLOW (15.4) (2.9) (2.9)
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Balance sheet remains in healthy shape

• Cash balance of $97.2m, slightly up on 
prior year despite some repayment of 
borrowings

• Property, plant and equipment of 
$216.1m, up $27.2m reflecting new 
restaurant builds and acquisitions less the 
relevant depreciation

• Right of use assets of $432.5m and lease 
liabilities of $477.5m (as a result of AASB 16) 
up on prior year due to building and 
acquiring more restaurants than prior year

• Net assets (post AASB 16) of $393.5m, up 
from $362.6m at end of prior financial year

2 MAY 2021 1 MAY 2022 1 MAY 2022

($m) POST AASB 16 POST AASB 16 PRE AASB 16

Cash and equivalents 95.7 97.2 97.2

Total current assets 111.1 113.9 117.8

Property, plant and equipment 188.9 216.1 216.1

Right of use assets 361.7 432.5 –

Total non-current assets 1,046.0 1,169.1 720.1

TOTAL assets 1,157.1 1,283.0 837.9

Lease liabilities 34.2 37.8 –

Total current liabilities 147.0 166.4 135.8

Debt 271.5 271.0 271.0

Lease liabilities 363.6 439.7 –

Total non-current liabilities 647.5 723.1 275.0

TOTAL liabilities 794.5 889.4 410.8

NET ASSETS 362.6 393.5 427.1
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Funding capacity & covenants continue to be 
available to support growth initiatives

• Net leverage ratio* (pre AASB 16) of 1.17

‒ significant headroom to covenant maximum of 2.75

• Net debt of $174.9m(1)

‒ significant headroom to current facility of circa $380m(2)

• Significant capacity to continue to fund future growth 
opportunities

* Net Leverage Ratio is shown on a pre AASB 16 basis consistent with measurement criteria in syndicated facility agreement
(1) Net debt including ~$1.1m unamortised bank fees and fair value on debt modification
(2) Exchange rate of AUD $1 : EURO €0.6783 as at 01 May 2022

22

Net debt ($m)/ net leverage ratio*

$203.2 

$177.4 $174.9 

1.69

1.34
1.17

FY20 FY21 FY22



OUTLOOK



GROWTH PLANS CONTINUE ON TRACK DESPITE CURRENT 
MARGIN HEADWINDS

• First 7 weeks FY23 SSS of +4.1%

• Some margin compression expected 
especially in first half FY23, with full-year 
target to stay within low-to-mid 16 to 17% 
historic range; recovery to higher end of 
range expected in FY24

• Margin pressure partial offsets expected 
from menu price increases, supply chain 
partnerships, procurement initiatives

• Continued expansion of digital and 
delivery, including UberEats rollout to full 
system

• New store development of 9 to 12 
restaurants expected in FY23

• First 7 weeks FY23 SSS of +12.2% 
(Netherlands), +19.4% (Germany)

• Significant margin headwinds (1 to 2% 
across FY23; more pronounced in first half 
of the year) from increases in COGS, 
energy, and labour; potential softening of 
pressures in second half and FY24

• Margin offsets from menu pricing, sales 
leverage, cross-border sourcing 
opportunities, and procurement

• Marketing focus on Everyday Value and 
core KFC playbook

• New store development of 2 to 5 
restaurants expected in FY23, with pipeline 
expanding for future years

• Continue to monitor landscape for 
additional M&A opportunities

• First 7 weeks FY23 SSS of +1.6%

• Moderate margin pressure expected, 
especially in beef, oil, and labour; full-year 
target to maintain positive EBITDA at 
restaurant level (pre- start up and 
overhead costs)

• Continued strategy to increase media 
spend above contractual requirements, 
focusing on taste and value

• UberEats launch expected in first half FY23

• Ramp up development pipeline with 9 to 
12 new restaurants expected in FY23, 
concentrating exclusively on 
SEQ, Melbourne, and Perth

KFC
Australia

KFC
Europe

Taco Bell
Australia

24



Fy23 & beyond: COLLINS FOODS' LONG-TERM 
SUCCESS RECIPE

• A healthy balance sheet

• World-class, scalable brands

• Specialisation in the resilient, value-centric QSR sector

• Operational excellence focus

• Management team capability

• Proven track record of growth via both M&A and new 
store builds

25

Collins foods' strengths are well-suited to 
navigate a turbulent environment
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Executing against ESG strategy

Our people, our communities and our planet deserve our wholehearted commitment. We want our growth to 
be sustainable.  Primary goals:

People and 
communities GovernancePlanet

Establish Collins Foods 
Giving as a best-in-class 
signature program by 2026 
with 75% + PARTICIPATION 
RATE

◦ 36% enrolment achieved in FY22
(FY21: 27%)

Reduce our carbon footprint by achieving a
25% reduction in greenhouse gas emissions 
by 2026 compared to FY21
• Reducing Scope 1 and 2 GHG despite increasing 

restaurants - FY22: 65,926 tonnes CO2-e (FY21: 68,613 
tonnes CO2-e)

• Solar panels installed in 103 locations

Increase diversion of waste from landfill by 
25% by 2026 compared to FY22
• 18.3% diversion in FY22

Commitment to
Continuous
improvement
in best practice
governance standards
in all our business
activities
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FY21
Underlying*

FY22
Statutory

FY22
Non-trading 

items

FY22
Underlying Change

PRE AASB 16 PRE AASB 16 PRE AASB 16 PRE AASB 16

1,065.9 1,184.5 - 1,184.5 11.1% 

135.9 148.3 1.7 150.0 10.4% 

93.0 98.7 3.3 101.9 9.6% 

56.6 61.2 3.4 64.6 14.1% 

177.4 174.9 174.9 $ 2.5

1.34 1.17 - 1.17 0.17 

95.9 119.9 - 119.9 $24.0 

48.59 52.45 - 55.40 14.0% 

Group results summary

FY21
Underlying*

FY22
Statutory

FY22
Non-trading 

items

FY22
Underlying Change

($m) POST AASB 16 POST AASB 16 POST AASB 16 POST AASB 16

Revenue 1,065.9 1,184.5 - 1,184.5 11.1% 

EBITDA continuing operations 185.8 207.2 2.1 209.2 12.6% 

EBIT continuing operations 101.8 110.9 5.2 116.1 14.1% 

NPAT continuing operations 47.8 54.8 4.9 59.7 25.0% 

Net debt 177.4 174.9 - 174.9 $ 2.5

Net leverage ratio** 1.34 1.17 - 1.17 0.17 

Net operating cash flow 128.2 156.3 - 156.3 $28.1

EPS basic continuing operations 
(cents) 40.97 46.96 - 51.16 24.9%
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Post AASB 16 Pre AASB 16

* The prior reporting period has been restated as a result of a change in accounting policy for the recognition of cloud computing arrangements
** Net Leverage Ratio is shown on a pre AASB 16 basis consistent with measurement criteria in syndicated facility agreement



KFC Australia results summary - pre AASB 16

FY21
Underlying

FY22
Statutory & 
Underlying

Change

($m) PRE AASB 16 PRE AASB 16

Restaurants

year end (no.) 251 261 10

Revenue ($m) 900.4 955.5 6.1% 

% SSS 12.9% 1.4%

EBITDA ($m) 161.4 166.5 3.1% 

% margin 17.9% 17.4% (0.5)% 

EBIT ($m) 132.0 134.5 1.9% 

% margin 14.7% 14.1% (0.6)% 
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FY21
Underlying

FY22
Statutory

FY22
Non-trading 

items

FY22
Underlying Change

PRE AASB 16 PRE AASB 16 PRE AASB 16 PRE AASB 16

46 62 62 16 

134.9 190.4 190.4 41.2% 

(0.6)% 16.8% 16.8%

1.1 9.0 3.4 12.4 1,061.4% 

0.8% 4.7% 6.5% 5.7% 

(6.5) (0.6) 3.4 2.8 142.0%

(4.8)% (0.3)% 1.5% 6.3% 

KFC Europe results summary
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FY21
Underlying

FY22
Statutory

FY22
Non-trading 

items

FY22
Underlying Change

($m) POST AASB 16 POST AASB 16 POST AASB 16 POST AASB 16

Restaurants

year end (no.) 46 62 62 16 

Revenue* ($m) 134.9 190.4 190.4 41.2 %

% SSS (0.6)% 16.8% 16.8%

EBITDA ($m) 12.0 25.3 2.3 27.6 130.7% 

% margin 8.9% 13.3% 14.5% 5.6% 

EBIT ($m) (5.4) 5.3 2.3 7.6 240.1% 

% margin (4.0)% 2.8% 4.1% 8.1% 

Post aasb 16 Pre aasb 16

*  FY22 only: includes $3.6m Corporate Franchise Agreement Revenue ‘grossing-up’



Taco Bell results summary - pre AASB 16

FY21
Underlying

FY22
Underlying Change

($m) PRE AASB 16 PRE AASB 16

Restaurants

year end (no.) 16 20 4 

Revenue ($m) 28.0 35.8 27.5% 

% SSS 3.9% (8.1)%

EBITDA restaurant level ($m) 1.4 1.4 (-)%

% Margin 5.1% 3.7% (1.4%)

EBITDA ($m) (1.6) (3.0) (93.4)% 

% margin (5.7)% (8.4)% (2.9)% 

EBIT ($m) (4.4) (6.0) (35.5)% 

% margin (15.7)% (16.7)% 1.0%
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FY22 non trading items summary

EBITDA EBIT NPAT EBITDA EBIT NPAT

($m) POST AASB 16 POST AASB 16 POST AASB 16 PRE AASB 16 PRE AASB 16 PRE AASB 16

Restaurant Impairments – Taco bell 0.0 3.2 2.2 0.0 1.6 1.1

Gain on disposal of land (1.2) (1.2) (0.9) (2.7) (2.7) (2.3)

KFC Europe closure provision 0.1 0.1 0.1 1.2 1.2 1.2

KFC EURope acquisition costs* 2.9 2.9 2.9 2.9 2.9 2.9

Fair value loss on debt modification** 0.9 0.9 0.8 0.9 0.9 0.8

Other Non Trading items*** (0.7) (0.7) (0.2) (0.7) (0.7) (0.2)

Total non trading items 2.1 5.2 4.9 1.7 3.3 3.4
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* $1.8m included within Europe business segment, remainder in ‘Other’ segment
**  $0.3m included within Europe business segment, remainder in ‘Other’ segment
*** Other non trading items include a foreign exchange gain and unamortised borrowing costs expensed due to debt repayment

Pre aasb 16Post aasb 16



For further information please contact

Disclaimer
This presentation contains forward looking statements which may be subject to significant uncertainties beyond CKF’s control.
No representation is made as to the accuracy or reliability of forward-looking statements or the assumptions on which they are based.
Circumstances may change and the forward-looking statements may become outdated as a result, so you are cautioned not to place undue reliance on any forward-looking statement.
The Company is of a kind referred to in ASIC Corporations (Rounding in Financial/Directors’ Reports) Instrument 2016/191, issued by the Australian Securities and Investments Commission, relating to the ‘rounding off’ of amounts in the presentation.
Amounts in the presentation have been rounded off in accordance with that Instrument to the nearest thousand dollars, or in certain cases, to the nearest dollar.
Any discrepancies between totals, sums of components and differences in tables and percentage variances calculated contained in this presentation are due to rounding.
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