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key highlights

Lift in Interest 
Income

12%
Lift in NPAT
19%

Lift in 
Revenue

5%

on Plan

New Store 
contribution up

81%

As we celebrated our 50th birthday this year, we saw dtr turn yet another corner, registering 
further growth in revenue and EBIT, as well as a signifi cant lift in the quality of our store network, 
through renovations, relocations and improved in-store merchandising. The 50-year milestone 
has given us the opportunity to look back and refl ect on how far we have come and what we 
have achieved. The dtr network is as strong as ever, as is our bottom line. 

Growth 
in contracted 

cash fl ows

8%
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There’s probably no clearer indicator of the stability and ongoing success of dtr’s 
business model, than the fact we are celebrating our 50th year of operations in 2012.

That we are still here today marking this signi! cant 
milestone is a testament to both the ongoing loyalty of our 
customers, as well as the hard work and dedication of the 
many people who have been, and still are, at the heart of 
our business.

Since my earliest days with the company, more than 12 
years ago now, I have been continually impressed by the 
ability of our people to deal with the ongoing challenges of 
business. This year has been no different.

The key challenge throughout FY12 has been to 
have the courage to invest heavily in the future while 
maintaining our growth trajectory in the face of 
continued economic uncertainty.

Return on Operating Assets
Underlying our vision is a goal of earning a return on 
operating assets (ROO) of 15%. Achieving this however, 
requires a delicate balancing act, with the drive for 
continued short-term earnings growth often at odds with 
the need to create a sustainable and scalable business 
platform long-term.

As we move beyond the second year of our current three-
year strategic plan, that goal for the organisation remains 
! rmly in our sights.

Investment
Ongoing investment in the business has been one of the 
de! ning elements of FY12. This has been undertaken 
across almost all aspects of our operation.

We have established two new stores in Porirua and 
Papakura, completed the signi! cant refurbishment of the 
Wanganui store, and relocated our Dunedin premises. 
We have also invested in excess of $600,000 in a major 
upgrade of the core IT infrastructure of the business.

We have made several key appointments across the 
business, at both national and store levels, while also 
upskilling our core workforce.

We have established several new automated work" ow 
processes, which are already producing substantial gains 
in consistency, productivity and resource " exibility.

Growth
In spite of these high levels of investment, the business has 
been able to demonstrate continuing growth in earnings, 
sustained by underlying revenue growth and an increase in 
customer numbers.

In 2013, we will be looking to build on the investments of 
2012, leveraging the capability, additional store presence 
and productivity gains made possible through this 
year’s programmes.

courage and 
continuity in 
uncertain times
Gordon Howlett / Executive Chairman

What are our 
people deeply 

passionate about?
What drives our 

economic engine?
Return on Operating 

Assets (ROO)
Being part of a winning 
family - colleagues and 

customers - whilst creating 
relationships based on 

mutual respect

What could we 
become the best in 

the world at?
Understanding, satisfying 
and managing the ! nancial 

services needs of our 
target markets.
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investing in ourselves 
for future growth
Mark Spring / Managing Director

“You get good service, a smile and follow up. That’s all part of the reason 
I’m with dtr and stay with them.” dtr customer

8.7% Lift in EBIT
7% Growth In 

Revenue Generating 
Assets

Impairment Ratio 
down 0.5 percentage 

points

EasiOwn 
Gross Margin up 4 
percentage points

2% Increase in cost 
to income ratio

Performance
Of course, the most heartening aspect of dtr’s ! nancial 
performance in FY12 was the continuing growth in 
customer numbers. This " owed through to a 4.9% lift in 
revenue, and equally as importantly, an 8.5% growth in 
future contracted cash " ows.

The signi! cant investment mentioned above drove an 
increase in the cost to income ratio to 54%. Importantly, 
this investment should be recognised as one supporting 

future revenue growth and, as such, is an investment in 
future revenue generating assets.

An 8.7% lift in EBIT, while modest compared to previous 
years, is a pleasing achievement given the overall business 
climate and investment in infrastructure. 

The outlook for FY13 is for continued growth, as we 
leverage the investments made in FY12.

With an increase of 9.2% in the fi rm’s cost base, fi nancial year 2012 was always 
going to be a challenge in terms of maintaining our earnings growth trajectory. 
However, I am pleased to report we have achieved this.

Processes and Platforms
With the hugely successful launch and implementation of 
two new green! eld sites – the ! rst two in recent history – 
a new growth platform has been established. Our 
new store contribution is up 81% on plan, and when 
extrapolated to the rest of the country, this unlocks 
enormous potential for the ! rm. 

The commissioning of Project Aurora, which replaces the 
! rm’s core ERP platform, will provide signi! cant gains 
in future productivity, " exibility and scalability. The ! rst 
component was the implementation of a new automated 
work" ow platform with arrears management now 
fully automated.

In years to come, I’m con! dent that we’ll look back on 
FY12 as a watershed year, in which new processes and 
operating platforms fueled signi! cant lifts in growth.

People
Complementing this investment in platforms, we have also 
boosted our people resources. 

This is spearheaded by the creation of a new National 
Operations Manager role, and supported by a new 
Financial Analyst. 

Within our network we have employed new assistant 
store managers, as well as new staff to man the new 
green! eld stores.

We have also invested in training and development 
processes to support not only these new roles, but also 
the rest of the network consistent with our stated goal of 
increasing organisational bench strength.
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Our overarching goal is to be the best in the world at understanding, satisfying 
and managing the fi nancial services needs of our target markets.

Our continuing focus for FY12 has been to deliver on our 
goals for Return on Operating Assets (ROO) in FY13.

ROO measures the company’s pro! tability by comparing 
earnings to operating assets. By the end of the 2013 ! scal 
year, our aim is to achieve a 15% ROO, driven by all levels 
of the operation, from sales growth, risk management, 
inventory and capital management to pricing strategy and 
cost control.

With one year to go, we are maintaining steady progress 
towards achieving this goal. But as always, this focus on 
numbers is only a part of the wider vision for dtr.

We are continually striving to achieve these goals through 
our strategic planning across all areas of the business. We 
have achieved more with less; and not by cost cutting, but 
by growth.

our vision

Re-engineer the following key (business support) processes (refer process model):
 Lift new customer acquisition to 50%

 Reduce bad debt default rate by 10%

 Increase revenue by 25%

 Increase stock turn by 10%

 Reduce direct costs as a percentage of revenue by 7%

 Reduce indirect costs as a percentage of revenue by 6%

  Simplify & streamline customer sign-up process to reduce cycle time by an average of 30%

internal 
business
process

Develop an appropriate 
but highly effective 

sales culture

Improve the 
organisational 

‘Bench-strength’

Realign our reward and 
recognition systems

learning 
& growth

To achieve a 15% ROO by end of FY13fi nancial

customer Grow the consumer customer base to 
achieve a Gross Loan Book Size of $50m

Accelerate scale through targeted 
acquisitions and partnerships

vision To be the best in the world at understanding, satisfying and 
managing the fi nancial services needs of our target markets.

“dtr help me and do so much for you. You would never get 
that anywhere else.” dtr customer
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what we offer

LeasePlus is the commercial lease of audiovisual, whiteware and furniture to businesses, typically over a 
three to ! ve year term.

Easi-Cash is a simple ! nance option for cash loans between $500 and $5,000 with terms of up to 
48 months. With overnight approval, dtr is a quick way to get cash in unforeseen moments. We secure 
the loans using existing household goods, such as a car, furniture or whiteware.

Easi-Rent is the perfect solution for customers who don’t want or need to own a product. Rental 
contracts for audiovisual, whiteware and furniture are designed to meet their needs, with " exible terms 
from one day to one year.

Easi-Own is " exible consumer ! nancing for people who don’t have cash right now. With simple weekly 
payment plans, customers own the products at the end of the Easi-Own term. The service we provide 
with Easi-Own is what makes dtr different. We don’t just sell products, we look after customers and their 
purchases from start to ! nish.
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gross margin 
contribution 
by proposition

partner brands

73%

17% 6%
4%

easi-own

easi-rent

easi-cash

leaseplus

NEW    Z EA LAND    LT D
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an effi cient and 
productive network
Garry Stratta / National Operations Manager

2012 has seen dtr take signifi cant steps forward in increasing the effi ciency and 
effectiveness of our national operations.

Workfl ow Systems
Foremost among these was the introduction of an arrears 
work" ow system, which has now given us a uniform 
approach to our decentralised collections processes. 
It has provided us with complete visibility of 
outstanding tasks, which drives accountability within 
our collections teams.

We also now have the ability to reallocate tasks within 
the network, allowing us to support pressure points at 
any time, or cover leave or sickness. This has driven both 
a reduction in our overall arrears and a substantial gain 
in productivity.

Merchandising Training Programme
Over the last 12 months, this programme has been 
systematically rolled out across all stores in our 
network, training staff in the essentials of effective 
in-store presentation.

Run in partnership with Hotfoot, the programme educated 
staff in applying the best principles of interior design 
and store layout so that they become more attractive, 
welcoming places for our customers.

The result has been a dramatic lift in merchandising 
standards throughout our network, directly impacting our 
bottom line through better engagement with customers.

Mystery Shopper Programme
The Mystery Shopper Programme is a monthly survey, 
where a mystery shopper is sent into each dtr store to 
enquire about the current promotion. 

The programme aims to encourage staff to constantly 
think of the customer ! rst and ensure they have a great 
experience in a dtr store. We are pleased to say the survey 
has produced some very positive results, showing that dtr 
staff perform very highly in customer service.

For example, when asked ‘Would you return to this store 
based on your experience today?’ our mystery shoppers 
answered ‘yes’ 90% of the time. 

They also reported that they were acknowledged by dtr 
staff 86% of the time, and were approached within three 
minutes in 90% of their visits to stores.

Pop-Up Store 
An important extension of our retail presence this year 
has been the Pop-Up store. This is a portable 12-metre 
by 3-metre container, housing a selection of products 
one would usually ! nd in a dtr store.

It only takes a few minutes to set-up or pack down while 
keeping all the products inside safe, allowing us to create an 
instant eye-catching branded presence and sales channel 
for dtr at sponsored events, trade shows and expos.
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new store openings
Dunedin
The grand opening of the new Dunedin store was a highlight 
of 2012. The new store - a former bookshop - is now bigger, 
brighter and much more accessible than the previous 
location, with free parking right outside for customers.

Local support for the ! t-out was enthusiastic, with positive 
comments made about how the store is helping with the 
resurgence of the South Dunedin business area. This is 
great feedback and we are looking forward to continuing 
to play this positive role in the community.

Wanganui
The Wanganui store refurbishment took less than four 
weeks, transforming it from a dark and uninviting space to 
what it is today - a light, welcoming and relaxing store that 
customers enjoy coming to, and staff love working in. 

The store’s street frontage is now bright and appealing, 
grabbing the attention of passers-by. This is naturally 
creating more foot traf! c as people can now see in 
through the large windows and double doors.

dtr store network
Whangarei
Henderson
Mangere
Manukau
Otahuhu
Panmure
Papakura
Hamilton
Tauranga
Rotorua
New Plymouth
Gisborne
Wanganui
Hastings

Palmerston 
North
Lower Hutt
Porirua
Blenheim
Greymouth
Christchurch
Dunedin
Invercargill

Both our Papakura and Porirua stores celebrated their ! rst 
birthdays this year. The stores marked the occasions with 
in-store celebrations and a range of special offers that 
were much appreciated by locals. Porirua in particular 
put through a month’s worth of sales in its ! rst two 
days of Birthday trading.

With customers regularly expressing their appreciation for 
the role dtr has played in helping their local communities, 
we are delighted at the impact these stores are making 
in their regions.

fi rst birthdays
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At the core of the dtr brand is a commitment to helping our customers look 
forward to a better life and providing them the support to get there.

We continue to make signi! cant efforts to understand our 
customers, their changing motivations, aspirations and 
overall attitudes towards buying decisions. 

The more we understand, the better we’re able to meet their 
needs with products, promotions and offers relevant to them. 

Owning assets and being ! nancially independent is 
an important part of feeling con! dent and successful. 
For many of our customers, dtr is a primary means of 
achieving that level of independence. 

While other retailers use third party ! nance companies, 
we believe in managing the customer interaction from 
start to ! nish. That’s why we ! nance customers directly 
with " exible, easy to understand terms that help them 
manage their own ! nances. 

Our customers conduct themselves with dignity and 
integrity, and they are treated the same way at dtr. They 
share with us their responsibilities, goals and desires for 
the basic necessities and a stress-free life. 

At dtr, we’re proud to share these traits with our 
customers, and help them make their dreams a reality. 

our customers

Going Digital 
One important way we have started helping our 
customers this year is with the switchover of 
television from analogue to digital broadcasting. 

Hawke’s Bay and the West Coast were the ! rst of 
the ! ve regions to have the older analogue television 
signals turned off, replaced by a digital signal. 

dtr has been communicating directly with customers 
in these regions to ensure they have access to the 
latest technology and expert advice for converting 
their television to the new 
digital signals. 

As the rest of the country 
progressively goes digital, 
dtr will continue to be there 
for our customers with helpful 
advice and great products at 
affordable prices. 

®

“There is nothing I don’t like 
about dtr. They are more or 

less like my family.” dtr customer
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In the communities where our stores operate, we provide a way for people to 
get what they aspire to have in their homes, within a structure that is affordable, 
realistic and sustainable.

We have a responsibility to consider the needs and 
requirements of every customer that walks through our 
doors and each time, we make careful assessments as 
to whether a customer is able to meet the obligations of a 
particular payment plan.

As a member of the Financial Services Federation, 
dtr played a role in drafting the Responsible Lending 
Guidelines, which underline our commitment to be 
a responsible lender. It’s something we take 
very seriously.

The Responsible Lending Guidelines are about doing 
everything we can to understand our customers. 
That means asking questions about their ! nancial situation 
and asking for proof, which enables us to better service 
their needs and goals.

If a customer is having trouble meeting their obligations, 
dtr prides itself on treating this reasonably, renegotiating 
the terms of the loan where possible. This may also 
include referring them to someone who can give advice on 
how to best manage their money.

responsible lending

Plain English Project
As a responsible lender, dtr is meticulous about 
compliance with all lending industry guidelines, which 
state that customers must fully understand what they 
are signing when they purchase a product from dtr.

Over the past year we have taken our commitment to a 
new level through the development and implementation 
of the Plain English Project. This initiative aims to 
demystify the ! ne print and terms and conditions of our 
contracts, ensuring they are outlined to customers in 
plain English at the time of sign-up.

We’ve had our Easi-Own Contract rewritten and 
redesigned to make it much easier to read. At the time 
of writing, the ! nished document had been submitted

in anticipation of being awarded the WriteMark – 
New Zealand’s plain English standard.

The dtr team read through our Easi-Own contracts 
with customers with the assistance of an easy to 
understand " ip chart, using plain English and a fresh 
format. So far, this has not only increased customer 
understanding, but also made our team’s job easier.

We are now looking at applying the Plain English Project 
principles to all contracts across our product offering. 

It’s become the key way we set a tone of trust for our 
relationships with customers.

(Sample page from new Easi-Own fl ip chart) 
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Being involved in the communities in which we operate and contributing to the 
health of those communities continues to be an important strand of dtr’s DNA.

Shine Charity Support
Over the past year, dtr has undertaken several initiatives 
to raise money for New Zealand charity Shine, which 
advocates on behalf of victims of domestic abuse.

The majority of the money raised came from our Match 
Day at the Warriors vs Rabbitohs game on April 15. We led 
by example, donating $50 for each point scored by both 
teams during the game. Staff who worked on Match Day 
donated their pay cheques, while match-goers contributed 
generously to our bucket collection. All together, dtr 
raised $8,614 on the day for Shine. We are pleased to be 
assisting in the vital work they do, and look forward to 
continuing to do so in future.

Shave for a Cure
dtr has participated in the annual Shave for a Cure 
campaign for several years now, and this year seven of 
our staff put their heads on the block to raise money for 
the Leukaemia and Blood Cancer Foundation.

The brave staff included Lisa and Craig Cunningham, 
Alan Gray, Joel Thomson, Chris Johansen, Kirsten Ewen 
and Heath Brown. Together they formed Team Shave 
and collectively raised an impressive $2,656 for the 
Foundation. 

Funding goes to LBCF’s core services of patient support, 
research, information, awareness and advocacy.

dtr in the community

Lifewise Big Sleepout
In June, dtr’s Marketing Projects Manager, Bek Wall, joined a 
group of in" uential Kiwis, sleeping rough on Auckland CBD 
streets at the 2012 Lifewise Big Sleepout. The event raises funds 
and awareness to help end homelessness on Auckland streets.

This is the second time dtr has been involved with this event, 
and it certainly won’t be the last. Bek raised a total of $1,846 
for Lifewise using some unique fundraising methods, including 
hosting a pyjama party and morning tea at dtr’s head of! ce, 
and taking a donation bucket around dressed in her sleepwear.

Bek says, “It was great to see the fantastic work that the 
Lifewise team do and meet the people they help. It really made 
me realise how lucky we are to have a roof over our heads, 
warm clothes, bedding and food.”
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dtr’s Vodafone Warriors Sponsorship
This year was dtr’s second year sponsoring the Vodafone 
Warriors, and while it was a challenging year on the ! eld, 
our love for the boys from Mt Smart is still as strong as ever.

Just ask our staff and customers from the dtr Manukau 
store, who got up close and personal with three of the 
Vodafone Warriors players at the store’s 50th birthday 
celebrations in May. 

Michael Luck, Ivan Penehe and Sam Rapira (pictured 
above) spent hours personally greeting the huge crowd 
of fans lined up around the block to meet their heroes.

As we look ahead to another year supporting the team, 
the Vodafone Warriors continue to be a great ! t for dtr. 
We are grateful for their enthusiastic support in return 
for our sponsorship.

We’re also very pleased to have had one of the Vodafone 
Junior Warriors working for dtr. Ligi Sao – who played 
prop for the team - joined dtr this year as an intern. Ligi 
worked at dtr head of! ce with the marketing and ! nance 
department, balancing the job with his Junior Warriors 
training commitments. 

He is now heading to Sydney to play for the Sea Eagles, 
but in the meantime, it’s been great having him as part of 
the dtr team!

Salvation Army Lifeskills Programme
dtr’s National Operations Manager , Gary Stratta, made an 
important contribution to the work of the Salvation Army in 
Gisborne this year, giving his time and expertise as a speaker 
at a Lifeskills Programme for 20 women in the region.

The programme aims to teach women in the region vital 
skills such as cooking and keeping safe, as well as ! nancial 
literacy and budgeting. Garry’s experience in these latter 
areas was greatly appreciated by those who participated, 
and will stand them in good stead for the future.

Hamilton V8 Supercars
dtr branding was prominently on display once again at the 
Hamilton V8 Supercars race in April, both on the track and 
off. Our brilliant bright blue signage stood out on the track, 
while the thousands of racing fans who turned out to enjoy 
the action also experienced the new dtr Pop-Up store.

We provided 192 of the 50-inch Panasonic TVs and 27 
of the 32-inch screens situated around the circuit, in the 
corporate marquees and the pits, so all teams could see 
the action on the track.

As it was the ! nal time the event would be held in 
Hamilton, it was great to be a part of this exciting event, 
and introduce dtr to so many new people.
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dtr’s core asset is our people. We believe that our employees are an integral part 
of the brand, so from the fi rst time a customer is greeted when they enter a store, 
they know what we stand for and represent. 

People Development / Training
Our commitment to customers is why we have continued 
to invest signi! cantly in our staff to improve their skills in 
client relationship management. 

We have redeveloped the Assistant Store Manager 
programme, and expanded it to include participants from 
head of! ce as well. Now known as the Management 
Development Programme (MDP), it focuses on developing 
leadership, ! nancial and operational planning skills, 
among other topics. 

We have also extended our BRIGHT sales training 
programme throughout the network. This focuses on 
different personality types and how these individuals like to 
be engaged with – a very important skill for this industry.

our people

Are we on the same page?

1 2 3 4 5 6 7 8 9 10

4

3

2

1

0

-1

Managers

Staff

“dtr people accept you 
from the start and stay with 

you always” dtr customer

Alignment Questions

Staff Alignment Survey
Perhaps the clearest indicator of the strength of dtr’s 
team in 2012 was the result of the Alignment Survey. 

Following the ! rst survey in 2011, it has been 
pleasing to see the increasingly tighter correlation 
between the responses of staff and managers in 
2012 (see graph below). 

It shows dtr’s people are clearly engaged in their 
work and feel involved in actively contributing to the 
success of the company, regardless of where they 
are physically situated across the network.

As always, there is room for improvement, but this 
result is a strong af! rmation of our commitment 
to our people, harnessing their enthusiasm and 
passion for the ongoing growth of dtr.
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We ! rst introduced the Long-Term Incentive Plan (LTIP)  
in November 2006 so that all our staff are connected to 
the health of the company, understand what makes the 
company successful, stay focused on achieving success 
and reap the rewards of that success.

The basis of the plan was to allocate the effective value of 15 
percent of dtr to staff. Over the following three year period, 
staff would receive the bene! t of any change in value. 

At the end of FY10, staff were paid out at $1.48 per share; 
a gain of 48 cents per share. Following this, we announced 
the second three-year iteration of our LTIP.

With less than a year to go until the next payment is 
crystallised, the value of a dtr share has increased by
67% percent since 2007, in comparison to the wider 
market (NZX50) which has decreased 15% percent over 
the same period (see graph below). 

We are pleased with this progress and look forward 
to being able to reward staff for their investment in the 
growth of the company in 2013. 

long term incentive plan

dtr value vs. NZX50

2007 2008 2009 2010 2011 2012

$1.80

$1.60
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$1.20

$1.00

$0.80
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as at 31 March

$1.16

$1.00

$0.83

$0.63

$0.80
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$1.16

$1.48

$1.60
$1.67

NZX 50KEY: dtr
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There are not many companies around today that can claim to 
have been in business for 50 years! To not only stay in business, 
but to grow and thrive through fi ve decades of a volatile world 
economy, is a mighty achievement.
It was in April 1962 that a small Howick based company 
launched a new pioneering business of television rentals 
making TV available to the majority of New Zealanders 
who couldn’t afford to buy one outright.

It is with no small sense of pride to recognise that our 
company is still going strong today.

Known at the time as Dominion Television Services, the 
! rst store was opened by entrepreneur Stan Pemberton. 
He saw an opportunity to help New Zealanders who 
couldn’t afford the extravagant £130 ($4,500 today) ticket 
price of what was the ultimate luxury consumer tech item - 
a 23-inch ‘consolette’ black and white television.

celebrating 50 years

1960’s
In 1969, Dominion Television Services 
was purchased by Thorn Rentals, and 
became known as dtr.

1970’s
By 1973, dtr was renting out more than 
13,000 televisions, keeping Kiwis up with 
the latest technology, who would not 
have been able to otherwise afford it. 

1980’s
In the 1980’s, that technology developed 
even further with the introduction of 
stereo television and video cassette 
recorders to our product range. 
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Through the years, the services of dtr have never stopped 
being in demand, and our company has grown and 
evolved to become our strong nationwide network of 22 
stores today.

It was ! tting then, that 2012 be a year of celebration. 
And celebrate is just what we did on one special weekend 
in April. We " ew all our staff from throughout New Zealand 
to Auckland for a celebration dinner at the Auckland War 
Memorial Museum.

The dinner was a splendid occasion, featuring former 
dtr ad frontman Oscar Kightley on MC duties, while the 
Wymondley School Choir - representing Shine - moved 
many to tears with their beautiful singing.

During the event, a number of Long Service Awards were 
presented, including Diane Stone from head of! ce, for 28 
years of service.

The night also featured a keynote speech by Len 
Pemberton, son of the company founder, who shared 
many wonderful memories of the early days of working in 
the ! rst store, and of his father’s character and vision for 
what the company was all about.

The next day, we celebrated further by inviting everyone to 
our Match Day at the Warriors vs Rabbitohs game. It was 
our way of saying thank you, and honoring our staff who 
continue to make the company what it is today.

1990’s
By the 1990’s we had added furniture 
and whiteware, and also introduced 
the new hire purchase method of 
acquiring goods.

2000’s
By the 2000’s our product range was 
bigger than ever as new and different 
gadgets came onto the market. We 
also launched the Easi-Cash option of 
small cash loans.

2010’s
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In a world still largely uncertain, dtr has continued on a pathway of growth. 

EBIT continues to increase (8.7%), as do our core revenue 
generating assets. Bad debts are relatively " at and risk well 
spread. We are not just surviving in this tough economic 
climate; we are succeeding and moving forward.

With growth comes pressure on infrastructure. dtr’s 
management team has responded to this with investment 
in people, processes and business relationships.

Through a combination of hard work and a comprehensive 
analytic approach to understanding our business, we 
have gained the con! dence of those that look to back us 
! nancially, with our trading performance and the strength 
of our balance sheet.

We have set ourselves high standards and appropriate 
benchmarks to strive for and, as a result, we continue to 
improve our core metrics.

Banking Relationship
In FY12, the continuing growth of dtr attracted support 
from BNZ, who in early FY13 became our new banking 
partner. We are very pleased with the relationship that has 
developed and the con! dence that BNZ has shown us in 
providing the next level of growth capital.

Managing Exposure, Minimising Risk
A key factor in our underlying earnings growth is that we 
are not growing revenues at the expense of quality. dtr’s 
loan book is very widely spread, there are no signi! cant 
single customer exposures with the bulk under $5,000.

Credit control and risk assessment remain a consistent 
focus, both at the point of origination and through the 
management of existing customers. The business 
intelligence our systems provide gives us the ability to 
respond rapidly to changes in the macro environment.

In FY11 dtr became a Qualifying Financial Entity (QFE). 
In FY12 dtr has strengthened its focus on the customer’s 
ability to service debt through re! nement of our 
origination procedures.

IT and Systems
August 2011 saw the groundwork laid for the ! rm’s largest 
technology investment cycle since 1998, Project Aurora. 
The ! rst stage of Aurora was rolled out at the end of FY12 
with the introduction of work" ow. With an investment in 
excess of $600,000, the new technology has transformed 
our effectiveness in managing arrears and has exceeded 
management expectations.

Work on Stage Two will see signi! cant upgrades to 
other core elements of dtr’s systems, which will position 
dtr at the forefront of the industry, delivering enhanced 
productivity and business continuity practices.

As part of the IT infrastructure upgrade we also introduced 
an in-house training tool called EPAK. This gives the 
organisation a single platform, with consistent formatting 
and messaging for all of our process and software 
evaluation documents, as well as the tools needed to 
increase employee productivity. It gives us the ability 
to train our employees quickly with new solutions and 
comply with any new business processes. 

EPAK is a proven solution developed for our organisation’s 
speci! c deployment requirements to help employees adopt 
dtr’s solutions faster, ensuring ROI is realised sooner. 

fi nancial 
performance
Garry Holton / Finance Director

EBIT Compound Annual Growth Rate (FY06-FY12)26.5%
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Annual Revenue Annual EBIT
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financial details
Statement of Income

000’s

 2012 2011

Revenue 14234 13302

Cost of Goods Sold 9396 9358

4838 3944

Rental Revenue 3469 4027

Rental Depreciation 1519 1770

1950 2257

Interest Income 10819 9697

Interest Expense (1298) (1332)

9521 8365

Other Income 7077 6922

Impairment Asset Expense (2134) (2159)

Operating Expenses (19224) (17600)

Profit/(Loss) Before Income Tax 2028 1729

Income Tax 637 561

Profit/(Loss) for the Period 1391 1168

Other Comprehensive Income 0 0

TOTAL PROFIT 1391 1168

Statement of Changes in Equity
000’s

 Share 
Capital

Retained 
Earnings TOTAL

2012

Opening Balance 7500 10789 18289

Dividends Paid (584) (584)

Income for Year 1391 1391

7500 11596 19096

2011

Opening Balance 7500 10001 17501

Dividends Paid (380) (380)

Income for Year 1168 1168

7500 10789 18289
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Statement of Financial Position
000’s

 2012 2011

EQUITY

Share Capital 7500 7500

Retained Earnings 11596 10789

19096 18289

CURRENT LIABILITIES

Trade & Sundry Payables 2480 2633

Rentals in Advance 2497 2500

Related Party Loans 4198 1720

Tax Payable 299 523

9474 7376

NON CURRENT LIABILITIES

Related Party Loans 0 2000

Other Loans 438 0

Bank Loans 17438 14689

17876 16689

46446 42354

CURRENT ASSETS

Cash 46 79

Loans Receivable 15592 14622

Prepaid Expenses 335 409

Inventory 1917 1668

17890 16778

NON CURRENT ASSETS

Plant & Equipment 6593 6160

Deferred Tax Assets 705 749

Loan Receivables 21258 18667

28556 25576

46446 42354

Extracted from the FY12 Audited Financial Accounts, for the year ending 31st March 2012.
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Advisor relationships

Bank: ASB, BNZ

Lawyers: Kensington Swan, 
Brook! elds and Macky Roberton

Advisors & Auditors: BDO Spicers

Advisors: PriceWaterhouseCoopers

Risk Management Consultants: 
StandSure

dtr is a member of the Financial 
Services Federation, the Marketing 
Association and the Employers and 
Manufacturers Association.

Advisor relationships

 ASB, BNZ

 Kensington Swan, 
Brook! elds and Macky Roberton

Advisors & Auditors: BDO Spicers

 PriceWaterhouseCoopers

Risk Management Consultants:

dtr is a member of the Financial 
Services Federation, the Marketing 
Association and the Employers and 
Manufacturers Association.

management team

L-R Top to Bottom: 

Diane Stone Training & Administration Coordinator

Garry Holton Finance Director

Roslyn Mortimer Marketing Manager

Garry Stratta National Operations Manager

Kruger Wetere Credit Manager 

Lee Trigg IT Manager

Mark Spring Managing Director

Alan Shilton Audit & Compliance Manager

Heath Brown Southern Regional Manager

Makaia Carr Northern Regional Manager

Gordon Howlett Chairman

“dtr are user friendly and give you real customer service, so much better 
than a normal shop. They have more time for you in there.” dtr customer
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Gordon Howlett Executive Chairman
In a distinguished career spanning 40 years, Gordon has held senior marketing and 
management positions with a wide variety of leading consumer brands including 
Colgate Palmolive, Phillips Morris, General Foods, Avis Rent-a-Car and Qantas. 
He became CEO of Thorn Asia Paci! c (Radio Rentals in Australia and dtr in New 
Zealand) in 1999. Gordon has also been a director of listed companies Yates and 
BBQs Galore, and was Chairman of Kennards Hire for nine years until 2010. 

board profi les

Joanne Ohman Alternate Director
Jo Ohman is a graduate of Sydney University and currently serves as an 
Alternate Board Member for Gordon Howlett. She is presently a Senior 
Producer for the TV department of Clemenger BBDO, and also a music 
teacher and " ute tutor. 

Garry Holton Finance Director
Garry is a quali! ed Chartered Accountant and member of the Institute of 
Chartered Accountants. He joined dtr in July 2005 following a 30 year career in 
accountancy, which included senior roles at Avis Lease, Esanda Fleet Partners 
and Auto Advance. He was appointed Finance Director for dtr in 2007. 

Mark Spring Managing Director
After completing of! cer cadet training with the New Zealand Army in 1989, 
Mark held key sales, operational and ! nancial management roles at Inchcape 
Of! ce Products, Ricoh and Pitney Bowes Australia. He went on to be the 
General Manager of Business Process Outsourcing at Datamail in Auckland, 
before joining dtr in 2005. In November 2006, Mark and Gordon Howlett 
completed the management buy-out of Thorn Rentals NZ Ltd, trading as dtr. 
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postal address 
PO Box 204365, Highbrook, 
Auckland 2161

head offi ce
Building B, 8 Business Parade South, 
52 Highbrook Drive, Auckland


