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AustraliaisthedarlingofTFG,saysthegroup'schiefexecutive
DINEO FAKU
dineo.faku@inl.co.za

ANTHONY Thunstrom, the chief
executive of JSE-retailer The Foschini
Group (TFG), believes the group has
cracked the Australian market by form-
ing solid partnerships and the country
wasnow a sweetspot for the group.

Thunstrom saidyesterday that Aus-
tralia was one of the few economies
that had continued to grow and was
sitting with only a 5 percent unem-
ployment rate. "Australian retail is
doing well at the moment. If you had
to askwhich is the most exciting place
to be, it would have to be Australia
and New Zealand," said Thunstrom,
adding that the group washoping for
double-digit growth in the regions.

TFG Australia accounts for 11 per-
cent of revenue, TFG London accounts
for 18.7 percent and TFG Africa
accounts for 70.3 percent, according
to the TFG 2018 annual report.

"We don't seeAustralia asbeing a
difficult place to trade. I think we have
seena number of South African com-
panies failing in Australia, becausethe
costof doing businessishigh," he said.

"We do not sit in Cape Town and
decidewhat Australians want. We buy
businesseswith great local manage-
ment teams. If we went to Australia or
the UK and tried to run the business
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ourselves, we would end up in tears.
There are too many local nuances," he
said. Two years ago TFG entered the
Australian market when it acquired

leading speciality menswear retailer
Retail Apparel Group.

TFG rival Woolworths wrote down
the value of its Australian depart-

ment-store chain David Jones for a
secondtime lastmonth asthe group's
fingers continued to be burnt due to
its ill-fated expansion.

TFG, however, said consumers were
feeling the pinch in the UK where
uncertainty stemming from Brexit had
slowed the economy and negatively
impacted consumer confidence.

"They (consumers) literally avoid
shopping," said Thunstrom.

He saidthe group wasconfident its
strategyof investing in technology and
offering customers quality products
would help it weather the unravelling
tough global and domestic economic
environment.

"Disposable income is under pres-
sure due to inflationary increases in
electricity and petrol. The averagecon-
sumer isworseoff than ayear ago. I do
not think there is an easy outlook. It
boils down to strategy, including dig-
ital transformation," said Thunstrom.

TFG said this year it would inject
R500 million in technology over the
next three years to adapt to the chang-
ing landscape of apparel retail, where
online shopping has put pressure on
brick and mortar.

TFG in May said it wasreaping the
fruits of its aggressive online strategy
and turnover had grown 57.2 percent
in the year to March.

Group turnover soared by almost
20 percent to R34.1 billion, signalling
that the retailer wasdefying the stub-
born economic environment that has
constrained consumers.


