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Financial highlights
for the year ended 30 June 2006

% change
from 2005 2006 2005

GROUP AND FRANCHISED RESULTS

Turnover (Rm’s)
– by Group owned stores 25 1 285 1 032
– by franchised owned stores (unaudited) 5 968 922

System wide turnover (Rm’s) 15 2 253 1 954

Number of stores (3) 98 101

Group results

Turnover (Rm’s) 25 1 285 1 032*

Trading profit (Rm’s) 23 338 274*

Total assets (Rm’s) 16 1 117 966*

Cash and cash equivalents (Rm’s) 14 343 301

Number of shares in issue (000’s) — 18 677 18 677

Headline earnings per share (cents) 23 1 312 1 069*

Normal dividends declared per share (cents) 59 430 270

Net asset value per share (cents) 18 4 388 3 731*

Number of employees** 23 495 403

*Restated (refer to Note 1.3 in the Group annual fi nancial statements)

**Signifi cant increase due to migration of stores from franchised to Group owned.

◆  Turnover for the Group increased by 15% to R2,25 billion.

◆   Headline earnings per share rose 23% to 1 312 cents.

◆   Trading profit increased by 23% to R338 million. 



2 Italtile Limited 
Annual Report 2006

Group at a glance

Grouping Region Company

Supp ort 
Services 

South Africa International Tap Distributors (Pty) Limited

Earlyworks 191 (Pty) Limited

Penates Logistics (Pty) Limited

Cladding Finance (Pty) Limited

Italy Ser Export s.p.a.

Ret ail South Africa Italtile Ceramics (Pty) Limited

Australia Italtile Australia (Pty) Limited

Franchise South Africa Italtile Franchising (Pty) Limited

Australia Italtile Mauritius (Pty) Limited

Property 
Inves tments

South Africa F.B. Ashman (Pty) Limited 
(Italtile Property Holdings)

Allmuss Properties (Pty) Limited 
(CTM Property Holdings)

Africa Allmuss Botswana (Pty) Limited

Allmuss Properties Namibia (Pty) Limited
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Nature of  business  
Revenue
2005

Revenue
2006

Import and wholesale taps and accessories

13,3% 17,10%

Wholesale tiling tools and accessories

Computerised warehousing and distribution

Outsourced Debtors solutions

Procurement specialist

Retailers of tiles, taps, glassware and accessories

79% 75,5%

Retailers of tiles, taps, glassware and accessories

– Bearer of South African trademarks

4,1% 4,1%

– Bearer of non-South African trademarks

Property investments

3,6% 3,3%

Property investments

Property investments

Property investments
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Th e Group believes  that a productive workplace is 

characterised by an environment in wh ich service, 

effi  ciency and harmonious teamwork relationships 

are of  primary concern to all.

Our values 

To achieve this all employ ees  will be:

◆  Hard working, “hands on” and involved; 

◆  res pect ful of  and act with fairness   to all 

employ ees , fr anchisees , customers, supp liers 

and any ot her person with wh om they  may 

come into contact;

◆  hones t, and act with integrity and in good 

faith;

◆  focused on customer service;

◆  partners, and act in a spirit of  partnership 

with fellow employ ees , supp liers and 

fr anchisees .
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Th e Group’s 15% improvement in sy stem-wide turnover to 

R2,25 billion (2005: R1,95 billion) was achieved by organic growth.

It is a pleasure to report on another sound set of 

results for Italtile Limited for the year under review. 

During this time, South Africa experienced interest 

rates that were lower than have been the case for 

some years. As a consequence of favourable interest 

rates and the continued growth within the building 

sector, the demand for the suite of products off ered 

through the Group’s two brands continued to grow. 

The broadening of the Group’s product off erings and 

our ongoing eff orts to enhance service levels, resulted 

in the Group being able to benefi t from the country’s 

growing, emerging market.

The fi nancial year also saw the Rand retain its strong 

performance against the major foreign currencies, 

although its strength weakened somewhat during the 

latter part of the year. In view of the Group’s 

relationships with its suppliers, its purchasing power 

and its international sourcing abilities, the Group 

continued to be in a position to off er quality products 

across its product range at highly competitive prices. 

While there has been an increase in the number of 

competitors as a consequence of few barriers to entry, 

particularly in the tile market, consumers are becoming 

increasingly more discerning. Products sold on price 

without quality, second and commercial grade product 

being sold as fi rst grade, products from multiple 

production lots sold as a single batch, with 

concomitant problems occurring in tonality and 

calibration, will, in my view, ultimately result in 

consumers returning to retailers of integrity and 

substance. 

The year also saw the Group continue to streamline its 

operations through the backward integration into 

companies with which it has had a close business 

relationship for many years. This has ensured that we 

have been able to optimise our supply in a climate in 

which demand in our industry was keen – not least 

because of the entrance of many independent 

operators on the scene. However, with our stable 

record, sustained growth and an effi  cient supply chain, 

I am confi dent we will build on the progress made.

The Group’s improved results are ascribed to the 

robust trading environment, favoured by a positive 

macro-economic climate and an expanded customer 

base, as greater numbers entered the residential and 

renovation markets. The widespread appeal of the 

Group’s brands and high degree of customer loyalty 

served to entrench the Group’s leadership status in 

the market.

Results

The Group’s 15% improvement in system-wide 

turnover to R2,25 billion (2005: R1,95 billion) was 

achieved by organic growth in spite of the absence of 

new store growth and in a climate of defl ationary price 

increases. Earnings per share and headline earnings per 

share increased 20% and 23% respectively to 

1 290 cents (2005: 1 073 cents) and 1 312 cents 

(2005: 1 069 cents).

Property portfolio

In the previous annual report, I commented on the 

logistical diffi  culties facing the Group as it sought to 

establish property in areas that were under- or 

undeveloped. Regrettably, this continued to be the 

case this year, although every eff ort was made to 

speed up property acquisitions and registrations. The 

Group’s commitment to expand its store network, 

however, was hampered by an onerous regulatory 

environment. Despite having acquired a number of 

sites, the excessive lead time that has often been 

Chairman’s statement
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involved before approval is obtained for development 

has adversely impacted on our expansion time-table. 

Accompanying this problem are challenges that arise 

as a result of the high price of land and construction 

costs, the latter due to the shortage of skilled contractors.

Facilitating access to the Group’s products by the 

strategic positioning of our stores is critical to our 

expansion plans. During the year, Italtile opened a pilot 

store in Botshabelo, an area serving a population 

predominantly made up of previously disadvantaged 

individuals. The store has traded positively and we are 

confi dent that it will continue to do so. Indeed, we are 

planning the opening of nine new stores in the CTM 

stable during the coming year, including one in 

Tembisa in Gauteng and one in Phuthaditjhaba in the 

Free State.

International and African operations

The year under review has been one of consolidation 

of all our operations. In South Africa, both brands 

under which the Group operates, Italtile and CTM 

performed well. The Group had identifi ed the 

bathroomware sector as an increasingly important 

off ering and in fact this aspect of the business 

performed extremely well, both in terms of growth and 

market share. 

The signifi cant increase in bathroomware sales was 

achieved in spite of a fi re having destroyed the 

production facility of one of the Group’s main 

suppliers, further aggravating the short supply of 

bathroomware during the year under review. Another 

growth area has been that of laminated wooden 

fl ooring, as well as taps and tools for tile installation. 

An extensive renovation programme was 

undertaken across a large number of stores to 

enhance the shopping experience of our customers, 

which we believe also served to enhance the 

Group’s positioning as a destination retailer. The 

decision to undertake this refurbishment was more 

than justifi ed given the positive responses from 

customers, and we are of the view that continued 

refurbishment of existing stores and the 

establishment of new stores resulting in a 

signifi cantly improved shopping experience, augur 

well for the Group’s future performance.

Operating in Africa through 17 CTM outlets 

presents its own unique challenges. Not least of 

these is the poor infrastructure such as transport, 

roads and supply networks. Nevertheless, we 

continue to believe that opportunities exist in 

Africa, and a new store was opened in Kenya 

during the year. Our operation in Africa takes 

cognisance of local cultures and customs, and 

our operations in each country are carefully 

structured. This has included working with local 

communities so as to understand the nature of the 

markets and obtain local business acumen for 

mutual benefi t.

Italtile’s Australian operation continues to show 

promise. Store layout was refi ned by introducing 

a New Generation formula designed specifi cally 

for this market. This has resulted in enhancing the 

brand and projecting a more distinctive Australian

bias. The operation is expected to continue to 

make a nominal, but increasing contribution 

to the Group’s profi t.

Dividend

A further reduction in dividend cover from four to 

three times has been implemented. This is possible as 

a result of the Group’s strong balance sheet, its sound 

record of cash generation and the imperative to 

An ext  ensive renovation programme was undertaken across  a large 

number of  stores  to enhance the shopp ing ex perience of  our customers.

Chairman’s statement continued
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favourably position Italtile Limited to eff ect its planned 

black economic empowerment partnership.

The Board has declared a fi nal ordinary dividend of

290 cents per share, which, together with the interim 

ordinary dividend of 140 cents produces a total 

ordinary dividend of 430 cents for the year (2005: 

270 cents). This represents an improvement of 59%.

Outlook for the future

At the turn of the century, the founder of the Group, 

Mr Gianni Ravazzotti, set out an objective: for Italtile 

to become a leading world-class company with a 

turnover exceeding R5 billion a year. The Group is on 

target to attain this milestone.

Prospects for the future remain good. Notwithstanding 

a possible slowing of the economy in the foreseeable 

future – due in part to a climate of increasing interest 

rates and any weakening of the Rand – I am confi dent 

that signifi cant opportunities exist for further growth. 

Demand by homeowners for our product off erings and 

the growing emerging middle class with its keen 

aspirational values, all point towards a sustained 

growth in earnings. Given government’s plans for 

expansion and the upcoming FIFA World Cup in 2010, 

it appears that the building industry will be challenged 

to meet the growing impetus for construction projects 

of all descriptions in South Africa.

I am confi dent that Italtile will continue to build on its 

15 years of consecutive growth.

Directorate

It has been my pleasure to serve as Non-executive 

Chairman of the Board since 8 December 2004. 

In line, however, with the Group’s long-term 

management succession plan, Mr Gian-Paolo 

Ravazzotti, previously Chief Operating Offi  cer of the 

Italtile brand, assumed the position of Chief Executive 

Offi  cer of Italtile Limited on 1 July 2006. He replaced

Mr Gianni Ravazzotti as CEO, who resumed his former 

role as Group Executive Chairman. To facilitate these 

appointments I have therefore relinquished my 

position as Chairman and have assumed my former 

role as a Non-executive Director on the Board. 

Mr Christian Trumpelmann, Chief Operating 

Offi  cer of CTM and an Executive Director, elected to 

take up a franchising opportunity and relinquished his 

position on the Board on 1 April 2006. 

Appreciation

A sustained, strong performance such as that of 

Italtile Limited comes about as a result of a coherent 

and energetic eff ort, driven by a passion to serve all 

our stakeholders: customers, staff , suppliers and 

shareholders. It is a tribute to everyone associated 

with Italtile that we are able to look to the future with 

such optimism. My thanks go to all involved for their 

contribution, and particularly to the executive 

management team and members of the Board.

D H Rabin

Chairman 

16 September 2006
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Operations review 

Passion for peak proficiency

The ability of the Italtile Limited Group to sustain a 

persistent growth pattern over 15 consecutive years 

underlines its faith in the future and its accurate 

reading of the capacity of the market for its products. 

Italtile has, as ever, operated with peak profi ciency. 

The foundation for this ongoing success has been the 

vision to have a company that is visibly energetic in 

the market on the one hand, and that has a passion 

for the future on the other.

For the fi rst time, the past year saw the Group’s 

system-wide turnover exceed the R2 billion mark, 

rising from R1,95 billion in the last fi nancial year to 

R2,25 billion, a percentage increase of 15%. Although 

the growth of 15% was more modest than the 

previous year, it occurred despite only one additional 

CTM store being opened during the year – a contrast 

to previous years when the opening of several shops 

had an eff ective increase on yields. A number of new 

outlets will be opened in the 2007 fi nancial year.

The Group has continued to focus through its two 

brands, Italtile and CTM, on becoming a fashion 

retailer of ceramic tiles and related products, such as 

bathroomware, taps, and a relative newcomer, 

laminated fl ooring. Both Italtile and CTM cater for 

a wide spectrum of consumers who demand 

aff ordable, value-for-money products to meet their 

specifi c lifestyle, whether they live in upmarket 

residences or in starter homes.

The favourable results of the past year have been 

achieved in the face of increasing competition. As the 

market has seen the demand increase for ceramic 

tiles, so more entrepreneurs have seen a gap to open 

up a business in this fi eld. Italtile has always 

welcomed competition, and we have no doubt that 

the emergence of these new suppliers will result in 

even keener competition which can only be good for 

the future of the market. However, the past year has 

been relatively easy for newcomers to the market 

since interest rates have been low and the Rand 

strong. With indications that rates are starting to 

increase, and the Rand again somewhat volatile – 

triggered further by big increases in energy prices – 

Italtile’s stability and strength will enable it to keep a 

tight rein on price increases in the short-term, while 

ensuring a steady supply in the long-term. Both these 

competitive advantages enjoyed by the Group will 

benefi t the consumer.

Italtile’ passion for the future has led to a 

consolidation and re-energising of our strategies to 

ensure that the Group’s off ering remains at the 

forefront of providing the most contemporary, 

fashionable and best product worldwide. We achieve 

this by having a sustained supply of local product, 

and by drawing on relationships established over 

decades of operation to import from countries that 

have a reputation for supplying outstanding product 

in our industry, namely Italy, Spain and Brazil. 

Excellent product is now also sourced from China, 

Turkey, Thailand and Australia.

Results

The Italtile Group has consolidated its position as the 

largest retailer of tiles, bathroomware and ancillary 

products such as taps and cutters during the past 

year. This manifested itself in the 15% increase in 

turnover reported earlier, and in the growth in 

trading profi t for the period under review of 

23% to R338 million (2005: R274 million).

Th e Italtile Group has consolidated its position as the larges t ret ailer of  tiles , 

bathroomware and ancillary products such as taps and cutt ers during the 

past year.
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The turnover from Group-owned stores, including 

Joint Venture Franchises, increased 25% to 

R1,29 billion (2005: R1,03 billion), while turnover 

generated by franchise stores grew 5% to 

R968 million (2005: R922 million). The discrepancy 

in the relative contributions is a refl ection of a 

migration of stores between portfolios rather than 

an accurate refl ection of actual performance.

Italtile concluded the year with increased cash 

reserves of R343 million (2005: R301 million), 

illustrating the Group’s strong cash-generating 

capability and prudent working capital management.

Improved results are ascribed to the robust trading 

environment, backed by a positive macro-economic 

climate and an expanded customer base as greater 

numbers of people entered the mainstream 

residential and renovation markets. Italtile’s 

leadership in the market was further entrenched 

through the wide appeal of its brands and the high 

levels of customer loyalty that it has established.

Volume growth in the year under review was driven 

by extensive upgrades throughout the store network, 

an enhanced and extended tile and sanitaryware 

range, coupled with stable product prices.

Improved profi tability is the result of a more 

eff ective product mix and optimal pricing. 

Increasingly, discerning consumers have the privilege 

of purchasing higher value items right across the 

range, while at the same time, they are off ered an 

improved exposure to product.

Although Italtile has delivered a sound performance 

in line with market expectations, management 

believes that the business can signifi cantly enhance 

its performance by improving its core competencies 

and optimising positive trading conditions. The 

business model is thus being critically reviewed and 

re-engineered to extract additional value from its 

various components: supply chain management, 

trading operations and property portfolio.

A proliferation of new entrants into the marketplace 

has created a price frontier in which lowest prices are 

promoted at all cost. This has inevitably placed 

pressure on independent participants who lack the 

advantage of an established supply chain able to 

obtain product best suited to the needs of the 

consumer and benefi t from long-standing 

relationships with suppliers. A positive spin-off  of the 

competitive environment was the consolidation 

experienced in the supply chain, with further 

consolidation expected. It is possible that this trend 

will manifest itself in the retail chain in due course.

While infl ationary trends are starting to impact on 

the economy, the Group is confi dent that its business 

traditionally trades well in diffi  cult times. With its 

core off ering aimed at home improvement and 

enhancement, it is well positioned to benefi t from 

the renovation market should the property buyers’ 

market continue its downward trend.

An energised operational foundation

Italtile Group remains supplier of fi rst choice to 

discerning consumers. They are served in South Africa 

by eight Italtile stores and 90 CTM stores, including 

16 in Botswana, Namibia, Swaziland, Lesotho, 

Malawi, Kenya, Uganda, Tanzania and Zambia, and 

eight stores in Australia. Marketing to the consumer 

has been based on a three-tier strategy in which we 

have identifi ed the need to:

◆  Provide excellent outlets through our property 

division;

Th e Italtile Group has a hist ory of  developing property to meet  dynamic 

consumer ex pect ations, and continues  to focus the spot light on this aspect .
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◆  Ensure that our retail operation stands alongside 

the best in the world; and

◆  Service all channels with a smooth and eff ective 

supply chain.

Property

One of the areas identifi ed during the past year for 

consolidation and development has been that of 

property. The Italtile Group has long enjoyed an 

outstanding name as a business that selects its 

properties with care and husbands these valuable 

resources to ensure optimum returns. It has a history 

of developing property to meet dynamic consumer 

expectations, and continues to focus the spotlight on 

this aspect.

An important part of its operation are new acquisitions 

in locations strategically positioned to serve new and 

emerging markets. Our property acquisitions uphold at 

all times the requirements of good governance, not 

least in ensuring that new properties have a positive 

environmental impact and that they provide an 

appropriate match with the socio-economic conditions.

In the past Italtile premises have generally been built 

to ensure maximum exposure to major traffi  c routes, 

and this continues to be the case. However socio-

economic conditions have at times infl uenced the 

positioning of new outlets, such as those in Boksburg 

in Gauteng. In this instance the relevant benefi t of 

highway exposure versus retail activity also came 

into consideration, with added emphasis on 

positioning in a retail environment. New shops are 

constructed with wider customer exposure in-store 

with emphasis on customer comfort. Air-conditioning 

and natural light are “givens”, lines displayed are 

softer, and generally more space provides for a 

satisfying shopping experience.

Recognising that the shopping experience in an 

Italtile or CTM store is frequently a family 

experience, the external environment is also designed 

for comfort, with beautiful gardens, children’s 

playgrounds where appropriate, and wider than 

normal parking spaces. The emphasis is on attracting 

customers into the facility.

During the past two years, with the building boom at 

its peak, costs of developing property have become 

keener than ever. Suitable property has not always 

been available. Where it has existed, there has 

sometimes been an unrealistic expectation on the 

part of sellers or developers that it has been worth 

more than it actually is. At times the Group has had 

to pay a premium for good property, although our 

years of experience in property development has 

borne fruit in as much as we have often been able to 

negotiate highly competitive deals.

Italtile’s property development has taken place within 

the context of economic growth in South Africa as a 

whole, which has seen a boom in the property market. 

The logistics involved in registering new properties, 

ensuring plans are passed and infrastructure is in place 

have at times been frenetic. Simply put everyone 

wants to develop property in a country that off ers as 

much potential as South Africa. There have been 

occasions when our development of property has 

taken longer than in the past and this has at times 

inevitably meant that it has been slower than we had 

would have liked it to be. Added to this have been the 

bottlenecks that have at times been experienced in the 

public sector. When things have run smoothly we have 

sometimes been able to develop properties within days 

of date of purchase but this has not always been the 

case. For example the purchase of virgin land that was 

hitherto farm land would require additional time for 
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fi nalisation in that environmental impact laws have 

made approval more cumbersome. However, some 

property which we have owned for some time has 

now become available.

The result is that we have moved from a 

philosophy of consolidation to expansion and have 

seen the relocation of two new stores in the last 

fi nancial year – in Plettenberg Bay and Botshabelo. 

In other stores we have made additions and 

extensions, all the while ensuring that our passion 

for customer satisfaction is met. We have 

encouraged operators of our outlets to be involved 

in the communities in which they work to ensure 

that the presence of our stores enriches the 

economy of their societies. This is also true when 

we contract suppliers to construct new buildings, 

since Italtile’s fundamental philosophy is to 

improve and sustain the economic viability of 

every community where it has a presence. 

The property portfolio was boosted during the 

year by an investment of R82 million, bringing to 

R501 million the amount invested in property 

throughout South Africa and Australia.

The past year has also seen much groundwork for 

a concerted drive to roll out stores in previously 

disadvantaged areas. Clearly this is as much an 

economic imperative as a need to allow this market 

to have access to our unique products.

One of the stores shortly due for opening in 

Tembisa, Gauteng, will fall into our category of 

superstore. We are working in all major townships 

to buy property and in many instances are 

tendering with black partners in joint ventures. 

This is consistent with our ongoing drive for black 

economic empowerment.

Retail

The Italtile Group, through its brands of CTM and 

Italtile, is fi rmly established as the leading tile and 

bathroomware supplier in South Africa. Operating 

through an excellent network of stores in Southern 

Africa, the Group’s products range from high fashion 

ceramic tiles to everyday bathroomware and fl ooring 

products. Recently it has added an outstanding range 

of laminated fl ooring to its off erings, which enables it 

to leverage a further segment of the market.

While results for the year under review were modest 

in comparison to previous years, product 

enhancement points to solid growth in the future. 

Apart from the high quality tiles supplied from South 

African sources, the Group now also has access to 

top European and other overseas markets. While 

being able to land product at competitive prices, the 

Group is also incessantly on the lookout for new high 

quality product. This is consistent with our 

commitment for all outlets to off er the full solution 

to our client. This is an important aspect of our 

business since we believe that the building boom will 

continue to 2010 and beyond. In this context we are 

looking to grow at a greater rate than the market.

In the face of increased demand, the past year has at 

times seen hiccups in the levels of our service. We 

have not always been able to off er the correct level 

of shopping experience, neither have we opened new 

stores at the same rate as in previous years. In the 

light of this, the increase in system-wide turnover of 

15% for past year is satisfactory. With fi ve new CTM 

stores ready to open by the end of calendar year 

2006 the outlook is promising.

Two new revamps of stores in the Cape occurred 

during the year under review and we will be 

Th e Italtile Group, through its brands of  CTM and Italtile is fi rmly 

es tablished as the leading tile and bathroomware supp lier in South Afr ica, 

operating through an ex cellent net work of  stores  in Southern Afr ica.
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accelerating refurbishment of our stores in the next 

six months. The opening of stores in previously 

disadvantaged residential areas will also assist growth.

CTM is a specialist in what it supplies; as such it must 

be a specialist in giving customers the best advice 

and making sure that their shopping experience is 

unsurpassed. We are embarking on training initiatives 

to improve that.

This is consistent with our aim to be a lifestyle 

solution seller, rather than a discount house, so 

that we refl ect the fashionability for which our 

customers are searching. They are looking for fresh 

perceptions not least because of the economic 

boom and the fact that the strength of the Rand 

has given them a bigger choice. As the preeminent 

supplier of ceramic tiles in South Africa our 

challenge is to stay on top of the market. 

We are well poised to do so as we have a well 

established local supply chain and access to 

excellent imported stock.

Supply chain

Italtile has consolidated its supply chain during the 

past year through successfully integrating backwards 

into companies with which it has had a close 

relationship for a long time. This has resulted in it 

building on its core competencies by ensuring a 

smooth supply of all products, sourced both 

domestically and from overseas. At the same time, 

the keen manner in which we have managed our 

supply has resulted in the Group being able to 

increase the speed at which it can provide product. 

One of the advantages of this backward integration 

is that it can command good prices, thus benefi ting 

the consumer.

Earlyworks, a company specialising in edge trimmers, 

tile cutters, and laminated fl ooring, is also a supplier 

of tools to the Group. High quality laminated 

fl ooring, regarded as an area of big growth in the 

future, is imported from Germany and China, with 

skirtings and profi les being sourced locally in South 

Africa. The future will see a sharper focus on 

importing more product for Italtile, with laminated 

wooden fl ooring making up a signifi cant part of this. 

The total laminated market in South Africa at present 

is some 2,5 million square metres per annum, but it 

is confi dently anticipated that this will grow. A 

rollout plan is in place to ensure that wooden 

laminated fl ooring is available through every CTM 

outlet following the product’s successful launch in 

CTM’s Gauteng stores during the past year. The 

South African market is now regarded as suffi  ciently 

mature for the demand to grow – not least because 

wooden laminated fl ooring also lends itself to 

installation by the DIY specialist.

The demand for tools in CTM outlets has grown 

40% year on year in the last two years, and further 

growth is anticipated in this area. Tools are 

imported from China, with edge trimmers obtained 

locally in South Africa. The availability on the shop 

fl oor of these tools has added to the one-stop 

shopping experience of CTM customers. Customer 

satisfaction has been enhanced by the fact that 

they have been obtained at the right place at the 

right time and are of outstanding quality. 

Already well represented in the turnover, 

laminated fl ooring will fi ll an important niche in 

the market, and the group is confi dent that the 

contribution to our business of this product will 

increase still more.

As South Afr ica ex pands and improves  its infr astructure in the future, the 

Italtile Limited Group with its brands of  Italtile and CTM will provide 

almost every conceivable requirement in the building industry to satisfy 

the homeowner.
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Everyone needs water – and the ability to access 

water supply through a tap is an aspiration of all 

communities. The supply of high quality fashionable 

taps and bathroom accessories for a wide range of 

niche markets through International Tap Distributors 

has provided Italtile with another quiver in its 

marketing arsenal. Brands include exclusive ones such 

as Tivoli and Zucchetti of Italy and Amalfi  from 

China. Bathroom accessories such as soap dishes, 

towel rails, shower caddies and toilet roll handles 

have added to the existing range of products.

The importance of supplying a wide range of high 

quality taps is underlined by the building boom. 

With the development expected prior to the 2010 

Soccer World Cup, further growth is already 

planned.

The supply chain has been logistically supported by 

our distribution centre operating out of Durban, 

which streamlines delivery of product landed from 

many countries, including Italy, Spain, Brazil, China, 

Turkey, Thailand and Australia. During the last 

fi nancial year alone, over 4 000 containers of product 

for the Italtile Group has been landed in South Africa, 

95% of which is handled through Durban. Its 

profi cient operation has meant we have been able to 

supply the right product on time to countless 

consumers throughout southern Africa.

As South Africa expands and improves its 

infrastructure in the future, the Italtile Group with its 

brands of Italtile and CTM will provide almost every 

conceivable requirement in the building industry to 

satisfy the homeowner. To be successful, the Group 

will need to remain vigilant and ensure that its 

supply chain is continually strengthened.

Franchising

Italtile Limited has a well established franchise 

operation, and the past year has seen it 

encouraging the development of further 

franchising where this is appropriate. In awarding 

franchises, the Group takes particular care to 

ensure that franchisees have not only a proven 

track record in our business, but that they are able 

to identify with our core values and means of 

operation. Italtile has built up an enviable 

reputation throughout its history of service 

excellence and premium product. We look for 

franchisees who are able to build on these 

attributes, who have a close understanding of the 

communities in which they will trade, and who will 

add benefi t for themselves and to the Group. Not 

least in our quest to fi nd the best fi t possible in 

the appointment of new franchisees is the 

importance we attach to Black Economic 

Empowerment.

Signifi cant progress has occurred in this respect 

during the year. Leading support partners, including 

members of our staff  and franchisees, have been 

identifi ed and funding arrangements are currently 

being fi nalised. It is anticipated that a further 

announcement regarding this will be made before 

the end of 2006.

During the year under review, a store was opened 

in Botshabelo, and additional stores are currently 

under construction in Thembisa in Gauteng and 

Phuthaditjhaba in the Free State province.
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African and international 
operations

Highly developed markets, such as those of 

Australasia, North America and Europe, take the 

supply of sanitaryware as a “given”, whereas this is 

not the case in countries in Africa. Countless 

numbers of people living in Africa regard the advent 

of even basic sanitaryware as a luxury. Through our 

CTM operations in several African countries, including 

South Africa, the Italtile Group is not only able to 

supply the relative luxuries of sanitaryware, but also 

give customers expert advice on the application of 

these products. This is a major selling point 

throughout our operation, and we are building even 

further on it by training our staff  to provide the best 

possible advice.

Some of the partnerships in Africa did not prove as 

positive as expected during the past year, whereas in 

others, such as Kenya, we have only just started 

operations. There is distinct need to modify our 

supply chain for unique African conditions where lack 

of infrastructure, such as roads, often poses problems 

that are not typical of South Africa or Australia.

The Group has 17 CTM stores in nine African 

countries – Botswana, Namibia, Swaziland, Lesotho, 

Malawi, Uganda, Tanzania, Zambia and Kenya.

The operation in Australia comprises eight stores in 

Queensland and New South Wales, with a new store 

being planned for opening on the Gold Coast in the 

next fi nancial year. During the year under review four 

stores, situated in less than optimal locations, were 

closed. The business in Australia is in a more solid 

state than 18 months ago, and greater attention has 

been paid in ensuring that the stores meet the 

unique needs of the Australian consumer. The stores 

are modeled on the company’s New Generation 

formula, which was in fact developed specifi cally for 

the Australian market. A contribution to the Group’s 

profi ts is confi dently expected in the future.

Cementing our passion for the future

Throughout its history, Italtile has believed in 

providing only quality product at competitive prices 

for a growing market in South Africa. That this 

practice has been expanded to parts of Africa and 

Australia is a natural extension of its desire to 

provide high quality, fashionable and, when 

appropriate, innovative ceramic tiles, bathroomware 

and ancillary products to ever growing markets. This 

is part of its commitment, based on sound business 

principles, to be passionate in the service it delivers 

and to provide peak quality product to the benefi t of 

the consumer at all times. In its endeavour to do this, 

it has constantly revisited the scope of its operations 

in geographic terms on the one hand, and to re-

engineer its management practices on an operational 

basis, on the other hand. It has been zealous in 

ensuring that consumers get good product at keen 

prices, that shareholders received a good return on 

their investment, and all other stakeholders, not least 

staff , also benefi ted.

During the past year, we have addressed a number of 

challenges. As a result, we have identifi ed areas of 

growth and enhancement for the Group that will 

enable us to dramatically escalate our performance. 

These include:

◆  Expanding the Group’s presence in South Africa’s 

coastal areas. While the inland regions are and 

will remain Italtile’s dominant market, growing 

urbanisation in KwaZulu Natal and the Western 

Cape has presented opportunities to enhance its 

profi le in these provinces.

Th e Group is well set  to maximise growth opp ortunities  in a market  that 

remains vibrant and alive. It has initiatives  in place in management and 

fr anchising that will build on the success   achieved in the past. 
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◆  The encouraging response to a comprehensive 

campaign to attract a resource of superior calibre 

franchisees will assist management to promote 

entrepreneurship and empowerment through 

mentorship.

◆  Training, up-skilling and optimising talent to 

achieve and exceed the goals of innovation, 

responsiveness and exceptional service, all of 

which are critical to a growing market share in a 

competitive environment. Our constant 

endeavour is to ensure that the people who work 

for us understand our values and expectations, 

and can add value to the passionate way in which 

we service our customers.

◆  Optimal alignment of message and product, 

reinforced by new communications’ campaigns, to 

ensure that brands retain their integrity and 

continue to deliver on their core off erings.

Prospects

The outlook for the future is promising. While 

interest rates may still rise, the demand for housing 

is so great in South Africa that there can be no doubt 

that building activity will continue unabated. 

Opportunities abound for retailers who are able to 

provide service with a passion for fl air, fashion and 

quality, combined with innovation to meet the 

demands of the discerning consumer.

Competition in this industry is likely to remain keen, 

and this is to be welcomed. It will ensure that Italtile 

keeps its ear close to the ground in terms of meeting 

the needs of the consumer and being sensitive to 

their ability to aff ord the quality product that we 

off er. If the Rand weakens dramatically, this might 

well weaken competition from independent 

operators, but it is unlikely that this will materially 

aff ect our operation. Continued stimulation of the 

economy by government and the sustained growth 

of the growing, emerging middle class will remain 

critical growth drivers.

It is foreseen that some price increases may occur 

during the coming year as a result of proposed raw 

material price increases, but it should be borne in mind 

that this will follow a sustained period of price stability.

The Group is well set to maximise growth 

opportunities in a market that remains vibrant and 

alive. It has initiatives in place in management and 

franchising that will build on the success achieved in 

the past and on Italtile’s leadership in this market. 

There is every reason to expect that current levels of 

growth will be maintained in the foreseeable future.

Appreciation

Italtile prides itself on a dynamic environment in 

which enthusiasm and passion underpin all our 

activities. It’s an environment to which all our 

stakeholders contribute – shareholders, franchisees, 

suppliers, staff , joint venture partners and, most 

importantly, our customers who demand nothing less 

than the best from us. That we are able to 

consistently meet and exceed our customers’ 

expectations is a tribute to the loyalty and hard work 

of everyone, and for this, I am profoundly grateful to 

all. As we look to the future, we are challenged to 

continue to bring our passion to bear in all our 

activities and dealings, so that we can all enjoy the 

fruits of our success.

G A M Ravazzotti

Chief Executive Offi cer
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 Seven-year

 compound

 growth %

(All amounts in Rm’s) p.a. 2006 2005 2004 2003* 2002* 2001* 2000* 1999*

OPERATIONS

Turnover 21% 1 285 1 032 800 749 620 455 423 343

Trading profit 34% 338 274 214 166 129 82 65 43

Profit before taxation 33% 352 285 222 174 133 85 70 48

Profit attributable to equity 

holders of the parent 32% 233 191 151 118 95 59 49 33

Headline earnings 33% 237 190 151 122 95 58 47 33

Dividends paid  52% 114 60 26 21 18 11 10 6

FINANCIAL POSITION

Non-current assets  550 446 330 265 257 209 170 118

Current assets  567 520 425 327 301 177 116 93

Equity attributable to equity 

holders of the parent  764 634 500 389 326 234 179 139

Non-current liabilities  11 12 9 10 12 7 5 4

Current liabilities  312 291 232 182 212 139 100 67

CASH FLOW

Cash flows from operating 

activities  167 205 155 126 98 49 66 22

Cash flows utilised in investing 

activities  (121) (137) (88) (67) (59) (45) (55) (51)

Cash flows from financing 

activities  (4) 10 (2) 7 7 10 1 1

Cash and cash equivalents 

at end of year  343 301 223 158 92 46 32 20

Group review 
for the year ended 30 June 2006

18
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 Seven-year

 compound

 growth %

 p.a. 2006 2005 2004 2003* 2002* 2001* 2000* 1999*

FINANCIAL RATIOS

Returns

Trading profit to turnover (%) 11% 26,3 26,5 26,7 22,1 20,9 18,1 15,3 12,6

Return on shareholders’ 

interest  (%)(1)  34,5 34,8 34,8 31,1 33,5 27,7 31,3 25,8

Average consumer price index 

(%)  4,9 2,6 4,8 9,6 10,6 6,9 7,0 7,1

Earnings per share (cents) 32% 1 290,1 1 072,8 854,6 668,1 518,3 320,1 269,5 180,4

Headline earnings per share 

(cents) 33% 1 312,3 1 069,2 856,3 691,4 518,3 317,0 254,8 180,4

Dividends declared per share 

(cents) 43% 430 270 160 130 100 60 54 35

Special dividend per share   330 140 

Productivity

Turnover per employee 

(R000’s) 14% 2 596 2 572 2  122 2 171 1 797 1 441 1 346 1 039

Total assets per employee 

(R000’s) 20% 2 257 2 394 2 003 1 718 1 617 1 222 912 639

Trading profit per employee 

(R000’s) 27% 683 681 566 479 375 261 206 131

Turnover growth (%)  24,5 29,6 6,8 20,9 36,1 7,8 23,2 14,9

Number of employees  495 403 377 345 345 316 314 330

Number of stores  98 101 97 94 91 78 67 61

– Owned and joint ventures  42 42 36 33 35 34 34 33

– Franchised  56 59 61 61 56 44 33 28

Solvency and liquidity

Interest cover (times)(2)  112,7 219,8 144,2 96,1 71,8 1 176,5 — —

Dividend cover (times)(3)  3,1 4,0 5,4 5,3 5,1 5,3 4,9 5,2

Gearing ratio (%)(4)  1,3 1,5 1,6 2,4 3,2 1,8 — —

Current ratio (times)(5)  1,8 1,8 1,8 1,8 1,4 1,2 1,2 1,4

Acid test ratio (times)(6)  1,3 1,3 1,3 1,3 0,8 0,6 0,5 0,5

Definitions

 (1)  Return on shareholders’ interest: Profit for the year as a percentage of average equity attributable to equity holders of the parent.

 (2)  Interest cover: Trading profit divided by interest paid.

 (3)  Dividend cover: Headline earnings divided by dividends declared (excluding special dividends).

 (4)  Gearing ratio: Interest bearing debt as a percentage of equity attributable to equity holders of the parent.

 (5)  Current ratio: Current assets divided by current liabilities.

 (6)  Acid test ratio: Current assets, less inventory, dividend by current liabilities.

* Historical ratios relating to 1998 to 2003 were not restated to reflect subsequent changes in accounting policies.
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 Seven-year

 compound

 growth %

(All amounts in Rm’s) p.a. 2006 2005 2004 2003 2002 2001 2000 1999

Financial ratios (continued)

Stock exchange 

performance

Market capitalisation* (Rm’s) 36% 3 391 2 364 1 368 1 179 842 678 659 403

Closing share price at 

year end (cents) 30% 18 790 13 300 7 750 6 700 4 600 3 700 3 600 2 200

Market value per share

– High (cents)  20 900 14 000 7 870 6 700 4 700 4 000 3 700 2 350

– Low (cents)  13 300 7 627 5 120 4 600 3 500 3 300 2 150 1 590

Closing share price to net 

asset value per share  4,28 3,57 2,66 2,86 2,51 2,81 3,64 2,81

Price earnings ratio (times)  14,57 12,40 9,07 10,0 8,9 11,6 13,6 12,2

Dividend yield (%)  2,3 2,6 2,1 1,9 2,2 1,6 1,5 1,5

Earnings yield (%)  6,9 8,1 11,0 10,0 11,3 8,7 7,5 8,0

Number of shares in 

issue (000)  18 048 17 771 17 646 17 604 18 311 18 311 18 311 18 311

Volume of shares traded (000)  520 707 398 242 590 464 501 574

Value of shares traded (R000’s)  94 921 77 466 27 570 13 671 23 462 16 772 13 262 11 374

Volume of shares 

traded as a % of total 

issued shares  2,9 3,9 2,3 1,3 3,2 2,5 2,7 3,1

*Excluding treasury shares
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Corporate governance 

APPLICATION OF GOVERNANCE CODES

The directors of Italtile fully endorse the spirit of 

transparency, integrity and accountability as advocated in 

the King Committee report on corporate governance.

BOARD OF DIRECTORS

In terms of the Group’s long term succession plan, eff ective 

1 July 2006, Mr Giovanni Ravazzotti, resumed his former role 

as Group Executive Chairman and Mr Gian-Paolo Ravazzotti 

assumed the position of Chief Executive Offi  cer of the 

Group. Accordingly, Mr Derek Rabin relinquished his role as 

Chairman and resumed his previous role as a non executive 

director of the Group. 

Mr Christian Trumpelman elected to take up a franchising 

opportunity within the Group and therefore resigned as 

Chief Operating Offi  cer and as an executive director with 

eff ect 1 April 2006.

Mr Gordon Cousins advised the Board that he would be 

spending a signifi cant amount of time in pursuit of new off -

shore business interests and therefore decided not to stand 

for re-election at the annual general meeting and resigned 

with eff ect 2 December 2005.

Italtile Limited and its subsidiaries have unitary board 

structure, comprising three executive directors and three 

non-executive directors, one of which is independent. The 

Board meets regularly and maintains full and eff ective 

control in directing the Group towards achieving its vision.

In terms of its charter, the Board is ultimately accountable 

for the formulation and execution of strategies to meet the 

Group’s objectives, operational performance, fi nancial results 

of the Group’s risk management, fi nancial controls and 

director selection and evaluation.

The Board works to a formal agenda covering areas of 

operational performance, strategy and growth initiatives. 

Board papers are circulated prior to every meeting. A clear 

division of responsibilities exists which maintains a balance 

of power and authority.

The Board has also delegated certain specifi c responsibilities 

to Board subcommittees, which are detailed more fully below.

The Board as a whole is responsible for the selection and 

appointment of non-executive directors in accordance with 

the criteria set out in the Board charter. Selection will be 

voted on, after the Board collectively or individually has 

conducted a formal interview with the candidate.

Membership of the Italtile Board is set out on page 24. The 

directors bring together a wealth of experience and expertise 

from varying fi elds to ensure the Group retains proper 

direction and control over its business activities.

One third of the Board retires by rotation each year. If 

requested to serve a further term by the Board, those 

retiring directors can off er themselves for re-election by the 

shareholders. In addition any director appointed during the 

year must retire at the annual general meeting held 

immediately after his appointment.

OPERATION OF THE BOARD OF DIRECTORS

The Board meets each quarter and on an ad-hoc basis should 

the need arise. Details of the attendance at Board meetings 

are set out in the table below:

Board meetings

5 August 2005 9 September 2005 29 October 2005 28 January 2006 6 May 2006

G A M Ravazzotti ✓ ✓ ✓ ✓ ✓

P D Swatton ✓ ✓ ✓ ✓ ✓

G P E Ravazzotti — ✓ ✓ ✓ ✓

J Couzis ✓ ✓ ✓ ✓ ✓

S I Gama ✓ ✓ ✓ ✓ ✓

D H Rabin ✓ ✓ ✓ ✓ ✓

C Trumpelmann — ✓ ✓ ✓ n/a

G F Cousins ✓ — — n/a n/a

✓ = Present

– = Not present
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The audit committee, which provides regular reports on its 

activities to the Board, confi rms that it has adhered to its 

terms of reference over the past fi nancial year.

REMUNERATION COMMITTEE

The remuneration committee’s membership is set out on 

page 24. The committee operates within written terms of 

reference confi rmed by the board, which include:

◆  Group’s remuneration policy.

◆  Short-term and long-term incentives policies for 

directors, executive management and staff .

The remuneration committee met once during the year. 

Attendance at this meeting was:

3 September 2005

D H Rabin ✓

G A M Ravazzotti ✓

CODE OF ETHICS

Italtile has documented a formal code of ethics. The Group, 

through a system of values and standards, is committed to 

the promotion of ethical behaviour and the compliance with 

laws and regulations towards being a good corporate citizen.

The Board plays an oversight role in ensuring that 

management throughout the organisation assumes 

responsibility for training, mentoring staff  on the Group’s 

values and standards and, where appropriate, ensuring 

compliance.

RISK MANAGEMENT AND INTERNAL CONTROL

The Board is responsible for risk management. It regularly 

assesses the fi nancial and non-fi nancial risks in the context 

of the Group’s business environment with a view to their 

mitigation or elimination through the Group’s strategies 

and processes.

The Group’s most signifi cant areas of risk are:

◆  Currency risk

  The foreign currency exposures on imported product is 

actively managed. All foreign liabilities are matched with 

forward exchange contracts, upon confi rmation of 

import orders.

◆  Computer-based business processes

  All Italtile’s major business processes are computer-

based. Italtile has a formally documented and tested 

disaster recovery plan.

Directors have unrestricted access to the Company 

secretary, executive management and, at the expense of 

the Company, outside counsel in the execution of the duties 

and responsibilities.

REMUNERATION OF DIRECTORS

Details of individual director’s remuneration are found on 

page 29. The remuneration committee ensures the provision 

of executive remuneration packages and director’s fees that 

are competitive in relation to that of other South African 

retail companies.

No service contract exists between the Company and any of 

its directors.

BOARD COMMITTEES 

Audit committee

The membership of the Group’s audit committee is set out 

on page 24. The committee operates within written terms of 

reference confi rmed by the Board, which include:

◆  Compliance with applicable legislation.

◆  Matters relating to the maintenance of adequate books 

and records, internal controls, accounting policies and 

fi nancial reporting and disclosure.

◆  Approval of the scope of the external audit, review of 

audit reports and fees.

◆  Compliance with the code of corporate governance.

The external auditors have unrestricted access to the audit 

committee.

The audit committee has adopted guidelines as to the extent 

of fees paid for non-audit services provided by the external 

auditors, so that these fees do not become so signifi cant as 

to call into question the external auditor’s independence of 

Italtile. The audit committee met four times during the year.

Attendance at these meeting was:

Ordinary meetings

5 August 
2005

14 September 
2005

27 January 
2006

5 May 
2006

J Couzis ✓ ✓ ✓ ✓

S I Gama ✓ ✓ ✓ ✓

P D Swatton* ✓ ✓ ✓ ✓

✓ = Present

* = By invitation
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In the construction of its stores, Italtile takes great care in 

harmonising each building with its surroundings in order to 

provide staff , customer and community a  pleasing, safe and 

clean environment. As far as possible we provide facilities to 

prevent vehicle congestion in the neighbourhoods in which 

we are situated.

HUMAN CAPITAL DEVELOPMENT

As indicated by the Group’s fi nancial results, Italtile has 

continued its trend of rapid fi nancial growth. This in itself 

presents challenges to the organisational leadership and 

places great demands on staff .

As a consequence, the following have been identifi ed as the 

Group’s key strategic themes:

◆  To match the demographics of the organisation with the 

diverse markets in which we trade, a representative task 

team drives the Group’s employment equity plan, and 

ensures stated milestones are being met.

◆  Worker participation – Italtile employs a number of 

participating mechanisms within the organisation, 

whereby relevant fi nancial information is shared and 

participation in operational decision-making is 

encouraged. The Group has implemented a profi t 

incentive scheme in which all members of staff  share in 

trading profi ts generated.

◆  To develop the level of entrepreneurship within the 

Group, it is a stated objective to have all trading 

operations either in an outright franchise or in a 

partnership within Italtile.

◆  To continuously enhance the delivery and eff ectiveness 

of training in order to improve the foundation of skills 

within the organisation.

SOCIAL RESPONSIBILITY

Italtile continues to invest, across all nine provinces in South 

Africa and neighbouring countries, in education, training and 

skills transfer through the Italtile training academy which 

has provided tiling, technical and business skills to many 

previously unemployed individuals.

Italtile has made signifi cant donations to children’s aids 

hospices and environmental organisations.

◆  Credit risk

  Trade credit is available through the Italtile division. 

Strict credit granting criteria are in place and the trade 

debtor’s book is insured through a reputable insurance 

company.

Italtile operates within an established framework of values 

designed to create an environment where decentralised 

autonomy is coupled with accountability for operational and 

fi nancial objectives matched with centralised leadership.

The Board believes that an adequate system of internal 

control is in place, which mitigates identifi ed areas of 

signifi cant risk, to an acceptable level.

STAKEHOLDER COMMUNICATION

Italtile is committed to the principle of transparency in its 

dealings with key stakeholders. A working partnership 

between the Group, its suppliers, franchisees, employees and 

members of the community forms the basis of a mutually 

benefi cial association.

The annual report deals adequately with disclosures 

pertaining to fi nancial statements, auditor’s responsibility, 

accountability, accounting records, internal control, risk 

management, accounting policies, adherence to accounting 

standards, going- concern issues and adherence to codes 

of conduct.

CORPORATE SOCIAL RESPONSIBILITY

Italtile is keenly aware of its responsibility to the broader 

society in which it operates. A sustainable business is only 

built upon foundation of partnership that enriches society 

as a whole.

OCCUPATIONAL HEALTH AND SAFETY

Occupational health and safety remains a priority with 

compliance reviewed on a quarterly basis by an independent 

third party. No serious accidents were reported throughout 

the Group during the year.

ENVIRONMENTAL MANAGEMENT

The nature of our business is such that it has little negative 

impact on its environment. We generate no effl  uent or 

noise pollution.
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DIRECTORS

Derek Rabin (56)

Dip Law

Non-Executive Chairman

Appointed to the Board 1990 and appointed as chairman in 

December 2004. Relinquished role of chairman eff ective 

1 July 2006.

Admitted as an attorney of the High Courts of the Republic 

of South Africa and Lesotho, Derek has held directorships in 

several companies and served as Chairman of Honeywell 

Southern Africa (Pty) Limited for many years. He was 

previously a partner at Godfrey Rabin and Partners Attorneys, 

Werksman’s and a founding partner of Rabin, Van den Berg 

and Pelkowitz whose corporate advisory business was sold to 

Brait SA in 2000. Derek served on the main Board of Brait and 

as Chairman of Brait’s advisory division until the formation of 

Derek H Rabin & Associates in July 2003.

Giovanni Ravazzotti (63)

Chief Executive Offi cer

Founder, in 1969, of the Italtile Group and Chairman of 

Ceramic Industries Limited.

Peter Swatton (48) – British

BCompt (Hons), CA(SA)

Chief Financial Offi cer

Joined the company 1988.

Peter was appointed chief fi nancial offi  cer in February 1992. 

He has had 18 years service with Italtile during which time 

he was chief executive offi  cer for two and a half years.

Appointed to the Board 1992.

John Couzis (53) – Greek

Non-Executive Director

Appointed to the Board 1988.

John retired as chief executive offi  cer of Italtile in 2001, 

a position he held since 1992, to become a non-executive 

director. John has had 24 years experience in the ceramic tile 

industry and previously held various positions in the IT fi eld.

Gian-Paolo Ravazzotti (35)
Chief Operating Offi cer 

Appointed to the Board in October 2004.

Gian-Paolo was appointed to the Board on 19 October 2004. 
He has had six years service with Italtile.

Siyabonga Gama (39)
BCom (Hons), AEP, CAIB(SA)

Independent Non-Executive Director

Appointed to the Board 2004.

Siyabonga was the chief executive offi  cer of the National 
Ports Authority of South Africa, the Chairman of the Port 
Management Association of Eastern and Southern Africa and 
serves on the Board of the International Association of Ports 
and Harbours. During 2005 he was appointed as the chief 
executive offi  cer of Spoornet.

GROUP AUDIT COMMITTEE

S I Gama (Chairman)

J Couzis
G A M Ravazzotti*
P D Swatton*

*By invitation

REMUNERATION COMMITTEE

D H Rabin (Chairman)

G A M Ravazzotti

DIVISIONAL MANAGEMENT

Pierre Langenhoven (37)
Chief Operating Offi cer (Australia)

Wouter van der Merwe (38)
NDip (Property Development and Housing Management)

Manager – Property Division

Direct orate and administ ration




