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Sacramento 17 & 18 September 2008

Boral Bricks
President, US Bricks – Bob Kepford

Brick Plant, Terre Haute, IN
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Boral Bricks is the industry leader with a market share of ~20%.

Source: Brick Industry Association for total industry shipments; Boral estimates for market shares
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The downturn in housing activity significantly impacted bricks throughout 
FY08 and is continuing to in FY09.

Market-related volume declines that began in FY07 continued 
through FY08 and impacted revenue and EBITDA

Pricing remained steady despite significant volume pressures.  Fuel 
surcharge implemented in June 2008 to offset impact of higher fuel / 
energy costs associated with transportation and production

FY08 revenues were down 28% and earnings were weaker due to 
deteriorating demand throughout the year  

Step change implemented in January 2008 to further reduce costs

(2)(27)(28)346Bricks

volume % 
∆

price % 
∆

EBITDA % 
∆

External Sales
US$     % ∆

FY08
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Housing starts in Brick states fell by 29% in the year, this follows a 21% 
decline in FY2007.

Source: US Dodge data for single and multi family units

Boral Brick plants

SC

NC

GAALMSLA

AR

IL

TX

OK

KS
IN

MO
VA

TN

KY

OH

MI

WV
MD

IA

% change in Dwellings Starts 
FY2008 vs FY2007

-10 to -19%
-20 to -29%
-30 to -39%

-50 to -59%
-40 to -49%

-60 to -69%
-70 to -79%
-80 to -89%

0 to -9%



3

5USA Analyst Site Visit 2008
5USA Analyst Site Visit 2008

Bricks:  Perform & Grow priorities

• Grow direct distribution

• Launch and grow 
complementary resale 
products through direct 
network

• Grow manufacturing capacity 
to meet longer-term, 
underlying market levels –
new plant in Terre Haute, IN

• Grow direct distribution

• Launch and grow 
complementary resale 
products through direct 
network

• Grow manufacturing capacity 
to meet longer-term, 
underlying market levels –
new plant in Terre Haute, IN

PerformPerform

• Maintain pricing through 
downturn

• Implement additional Step 
Change program

• Optimize network

• Deliver on alternative fuels 
strategy - less dependence on 
natural gas with a focus on 
renewable energy sources

• Sustainability

• Maintain pricing through 
downturn

• Implement additional Step 
Change program

• Optimize network

• Deliver on alternative fuels 
strategy - less dependence on 
natural gas with a focus on 
renewable energy sources

• Sustainability

GrowGrow
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Industry Overview:  The industry has reacted responsibly in managing 
capacity. 

The brick industry has reduced capacity by 1.2b SBE from CY05-CY07, through 
as many as 36 mothballs and 18 permanent closures of high cost plants

Current run rate is estimated at 5.1b SBE out of a total available North 
American capacity of 10.9b SBE, a 47% industry utilisation rate

Brick Industry Association indicates industry-wide brick inventory has grown 
from 2.8 months of supply in July 2007 to 3.8 months of supply in June 2008

Source: Brick Industry Association
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Industry Overview:  US Brick Industry’s capacity & utilization behaviour 
has been rational; share and price have largely held.
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Industry Overview:  US brick prices have increased in recent years to recover 
energy costs.  Historically, prices have held in downturns (like for like, Boral 
Bricks is within 2% ASP over the past 12 months).
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Perform:  Boral Bricks network is running at 40% capacity utilisation.

>80% practical capacity
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Perform:  PEP and step change initiatives will improve FY09 performance 
versus second half FY08 business as usual.

SGA
Reduction

Network
Optimization

Sales Plant
Efficiency

Logistics
Efficiency

Procurement
Initiatives

Production
OH

Alt Fuels Rightsizing Total
Benefits

Bricks: Project Next Level II
US$30m
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Perform:  Headcount reductions have been undertaken quite aggressively, 
but direct sales is critical to our revenue so we have been careful about cuts 
to the sales force.
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Headcount (FTE) – Year End

-33%

Bricks reduced headcount by Bricks reduced headcount by 642642 employees or employees or 33%33% since the peaksince the peak

Sales

Other
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Perform:  Network Optimization has been a big cost down component of 
the step change.

Current Supply Pattern Ideal Supply Pattern

This will make a strategic shift in the way we match local production to local demand and the 
payback will be more significant when the market returns.



7

13USA Analyst Site Visit 2008
13USA Analyst Site Visit 2008

Perform:  Boral continues to be at the forefront of pioneering alternative fuel 
technologies.

PLANTS

EVOLUTION

Augusta 4 (woodchips/gasification)
Gleason (woodchips/gasification)

Union City (new plant – 10/06)
Terre Haute (new plant – 03/08)

Salisbury
Augusta 5 
Augusta 6 (body additive)
Gleason (body additive)
Phenix City 144 (sawdust)
Phenix City 145 (sawdust)

2007 to …2005 to …1978 to …
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Perform:  The motivation to successfully transition to alternative fuels is two-
fold, greater profit and less greenhouse gas emissions.

A variety of alternative fuel sources exist, the challenge is incorporating 
them into the manufacturing process

– Landfill gas (methane)
– Agricultural wastes (peanut hulls, cotton stalks)
– Production waste (wood chips & saw dust)
– By-products (ethanol waste pellets)
– Recyclables (furniture waste, tires)

ETHANOL WASTE 
PELLETS

TIRE SHREDS

WOOD CHIPSCOTTON STALK FURNITURE WASTE

GROUND PALLETS
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Grow:  We have grown revenue through our direct footprint and where 
necessary with plant capacity.

Boral direct center

Brick plant
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New Boral direct 
center opened in 
last 3 years

New brick plant opened in last 3 years

24 Brick Plants

53 Boral Direct centers
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US$55m investment

120m SBE capacity, low cost plant, 
commissioned March 2008

Utilise clay overburden from local coal mining

Facility is currently utilizing 80% landfill gas

Only brick plant in the US expected to receive 
LEED certification

As new capacity in region is coming online, old 
high cost capacity mothballed

Terre Haute

Grow:  In bricks manufacturing, our greenfield growth strategy has been to 
supply under-served markets with low cost, close to market capacity.
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Grow:  The Terre Haute plant has provided the opportunity to introduce new 
products to the marketplace with enthusiastic market response.

Allendale Hill Modular

Falls Canyon Modular

Sycamore Ridge Modular

Merom Bluff Modular

Springwood Modular

Bridgeton Modular
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Grow:  Boral’s direct business continues to grow brick and other 
complementary products.

FY08 Revenue Split

Brick 75%

Stone Veneer

Boral Thin 
Brick

ReCote

Other 
complementary 
products 
25% Mortar
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Roof Tiles
President & CEO MonierLifetile – Mike Penny

US Tile Plant, Ione, CAMonierLifetile Plant, Lakes Wales, FL
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MonierLifetile is maintaining the leading US position.

While competition has added capacity, MonierLifetile has maintained 
its market leadership position through its relationships and growth in 
emerging markets.

Source: MonierLifetile FY08
Total concrete market size is approximately 5 million squares

Eagle

Hanson

Entegra Other
Westile

MonierLifetile

Market Share
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The housing downturn has significantly impacted tile industry earnings –
including MonierLifetile’s.

Prices have been under pressure in FY08 due to over capacity and an 
aggressive new entrant in Florida, yet have stabilised in recent months

The tile states are likely to recover more slowly than the rest of the country 
due to the excessive stock overhang and the sub-prime issue 

(5)(42)(4)(21)Concrete Tile

volume % 
∆

price % 
∆FY07FY08Boral share of equity 

accounted profits  US$m
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Source: US Dodge data for single and multi family units
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MonierLifetile plants

Housing activity continued to deteriorate in tile states, in FY08 it was down 
38% year-on-year.

% change in Dwellings Starts 
FY08 vs FY07
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MonierLifetile:  Perform & Grow priorities

Use ‘Sales-Up!’ program to: 

• Utilize existing capacity to 
supply market growth in 
core and emerging tile 
markets

• Deliver on emerging 
market strategy in the 
Southeast

• Grow in re-roof, custom, 
multi-family and 
commercial segment 

• Develop roof system 
component sales

Use ‘Sales-Up!’ program to: 

• Utilize existing capacity to 
supply market growth in 
core and emerging tile 
markets

• Deliver on emerging 
market strategy in the 
Southeast

• Grow in re-roof, custom, 
multi-family and 
commercial segment 

• Develop roof system 
component sales

PerformPerform

• Maintain leading US market 
position

• Match production with demand 
levels to manage inventory 
during downturn

• Deliver benefits of step change 
initiative – Project “Escalator”
and establish Continuous 
Improvement Program (CIP) for 
ongoing benefits

• Pricing to recover costs & 
defend market share

• Maintain leading US market 
position

• Match production with demand 
levels to manage inventory 
during downturn

• Deliver benefits of step change 
initiative – Project “Escalator”
and establish Continuous 
Improvement Program (CIP) for 
ongoing benefits

• Pricing to recover costs & 
defend market share

GrowGrow
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Industry Overview:  Coinciding with the market peak, the industry invested in 
capacity.  As the market deteriorated prices came under pressure (down ~10%).
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As the market fell, 
price declined.

At peak, capacity 
increased 36%.

Source:  Demand & Capacity management estimates
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% utilization of actual capacity
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MonierLifetile plants

>80% practical capacity
<80% practical capacity
Mothballed

Perform:  MonierLifetile’s network is operating at around 27% of capacity 
utilization.
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Perform:  As revenues declined the only levers MonierLifetile could pull 
quickly were costs and working capital.  Project “Escalator” produced 120 
ideas valued at US$12.5m*.

Revenue Variable
Costs

Fixed Costs SG&A Other Cost
Savings

Total
Benefits

Project Escalator Benefits
US$12.5m *

* Based on 50% share of MonierLifetile cost down program benefits
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Perform:  Project “Escalator” was the vehicle for an organisation review.

MLT reduced headcount by MLT reduced headcount by 725725 employees or employees or 55%55% since the peaksince the peak

-55%

Sales

Other

Headcount (FTE) – Year End
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Perform:  A sustained Continuous Improvement Program (CIP) followed 
Project “Escalator”.

Annualized Project Escalator / CIP Benefits
(Boral’s share is 50%)
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Actual Volume
Volume with "Sales Up!"
Business As Usual

Perform:  MLT is now focusing on the top line to achieve improved revenue 
performance through the efforts of “Sales Up!” program.

* 2008 forecast improvement results based on partial year implementation

Expected Volume Performance       
(Indexed)

Key Elements:
Focus on sales mix, regional builders, 
and new markets.
Increase selling time to target 
customers.
Consistent messaging and collateral to 
improve return on marketing spend.

Start of roll-out

Vo
lu
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e 
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+7% in 2008

+12% annualized
*
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Grow:  There is opportunity to grow in the re-roof market – re-roofing is 
three times the size of new construction.

Was not emphasised during 
sold-out period

Efforts re-energised in 2007 
with MonierLifetile 
Distribution Program

“Mid-weight” tile launched in 
January 2008

Re-structured MonierLifetile 
sales force

Updated training, collateral 
and samples program

Fully incorporated into 
“Sales-Up!” Program

2007 Relevant Market
Size by Segments

Relevant Pitched Roofing Mkt = 39 MSQ
US Pitched Roofing Mkt = 157 MSQ

Residential 
Re-Roof

New 
Construction

Concrete Tile
Segment Share

Sales Focus

Concrete Tile
Relevant market

52%

96% 48%

4%

Reroof New Build
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Grow:  Despite the downturn in the market, MonierLifetile continues to 
innovate with new products.

Prioritized Innovations / Product Concepts

Sacramento 17 & 18 September 2008

Roof Tiles
President, US Tile – Steve Gast

US Tile Plant, Ione, CA
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Lower volumes impacted FY08 US Tile earnings.

Approximately 80% of our sales are in CA and single family starts were 
off by more than 45% in the CA markets

1.5% price increase was announced in March 2008, 7% announced in
July 2008

One line in Corona was mothballed in November 2007 and running our 
plants at lower than 100% utilization resulted in higher production costs 
per square and eroded gross margins

Headcount reductions and profit recovery initiatives resulted in SG&A 
costs that were 10% lower than the prior year

4(11)(8) 25Clay Tiles

volume % 
∆

Price % 
∆

EBITDA % 
∆

External sales
US$    % ∆

FY08
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Source: US Dodge data for single and multi family units
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% change in Dwellings Starts 
FY08 vs FY07

-10 to -19%
-20 to -29%
-30 to -39%

-50 to -59%
-40 to -49%

-60 to -69%
-70 to -79%
-80 to -89%

0 to -9%

Housing activity continued to deteriorate in key tile states in FY08 year-on-year.
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US Tile: Perform & Grow priorities

• Develop non-core markets

• Introduce slate and grade 
one products

• Increase presence in high 
end custom market with 
Cielo and Monarch profiles

• Green Building

• Develop non-core markets

• Introduce slate and grade 
one products

• Increase presence in high 
end custom market with 
Cielo and Monarch profiles

• Green Building

PerformPerform

• Increase re-roof volumes

• Pricing products to recover 
cost increases and maintain 
margins

• Manage capacity to market 
softness

• Cost reduction

• Increase re-roof volumes

• Pricing products to recover 
cost increases and maintain 
margins

• Manage capacity to market 
softness

• Cost reduction

GrowGrow
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CA

FL

US Tile plants

>80% practical capacity
<80% practical capacity
Mothballed

Perform:  US Tile currently operating at around 48% of capacity between 
Corona and Ione.

Corona planned to be idled

Ione to supply all 
markets in 2H FY09

% utilization of actual capacity

Caribbean

Trinidad operating circa 
30% capacity
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Grow:  In US Tile, our greenfield growth strategy has been to supply under-
served markets with low cost, close to market capacity.

US$30m new, low cost, state-of-the-
art plant
130K squares pa when fully 
operational
Plant commissioning slower than 
originally planned as need has arisen 
to master Corona products
Supports expansion into Northwest 
markets with a grade one 
(freeze/thaw) tile

Ione
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Grow:  New products developed in Trinidad have been well received by the 
Florida market. 

Sales are growing in Central and 
Northern Florida following 
introduction of colours late in 2007

Florida market share is up in a 
down market 

Sales for the Joint Venture are 
growing across Caribbean markets 
(e.g. Puerto Rico, Dominican 
Republic)
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Grow:  Launch of new clay tile products for existing and new markets. 

Cielo has been launched to capture more share in ultra-high custom home market  

Grade One, freeze/thaw product has been produced and shipped

Improved look to ProShake products and engobing process

First shipment on new slate products due to arrive in late September

Launched new website

Manufacturers representatives in place to support sales in emerging/non-core 
markets

Sacramento 17 & 18 September 2008

Construction Materials
President, US Construction Materials – David Plummer

Construction Materials, Oklahoma

Including fly ash, concrete & quarries
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Concrete & Quarry 
(& Fly Ash) states

BMTI Fly Ash production 

We are strengthening our construction materials position in the USA.

Oklahoma Concrete & Quarries
• Acquired Schwarz & AMI for 

US$84m in Aug 2007 
• #2 market position
• 18 concrete batching plants
• 1 limestone quarry & 4 sand mines
• Strong synergistic 

opportunities

TX

Denver Concrete & Quarries
• Acquired two businesses for US$78m 

in Sep 2004 to create #3 market position    
• 8 concrete batching plants
• 2 sand & 2 gravel pits
• 2 masonry plants
• Strong price & margin management
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FY08 US Construction Materials Performance

61125Construction1

Materials

(4)111BMTI Fly Ash

Volume 
%∆

Price 
%∆

EBITDA 
%∆

External sales
US$       % ∆

FY08

Volume was impacted by the weakness in the market, market share for our businesses 
remained the same as in FY07

We were able to increase pricing to mitigate impact of higher diesel and raw material costs

We concentrated on cost and working capital management to mitigate inflationary pressure 

We improved our cash generation and asset base through acquisitions and sale of surplus 
assets

1. Includes Oklahoma concrete and quarry operations acquired in August 2007
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Construction Materials Operations

OK

Source: US Dodge data for single and multi family units

CO

BMTI Key Market

AZ

TX
GA

FL

VA

% change in Dwellings Starts 
FY08 vs FY07

Key US Construction Material markets are down year-on-year impacting 
volumes.

-10 to -19%
-20 to -29%
-30 to -39%

-50 to -59%
-40 to -49%

-60 to -69%
-70 to -79%
-80 to -89%

0 to -9%
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1. State Coincident Index: www.PhiladelphiaFed.org; Proxy for quarterly state level GDP

The major construction materials markets (TX, OK, CO) have performed 
reasonably well economically to date.
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Economy Wide Recessions
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However, three states (GA, FL, AZ) that are important fly ash markets are 
having weaker economic performance.

State Level Gross Domestic Product
Quarterly Percent Change
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1. State Coincident Index: www.PhiladelphiaFed.org; Proxy for quarterly state level GDP

Economy Wide Recessions
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US Construction Materials has a balanced mix of dwelling, non-dwelling and 
engineering and construction exposure, making it less dependant on the 
housing cycle.

Dwellings 
42%

Non-dwellings 
36%

Engineering & Construction 
18%

Other 4%

1. Includes fly ash, concrete and quarries.

FY08 US Construction Materials1 Revenue
Estimated Exposure by Market Segment
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BMTI:  Perform & Grow priorities

• Develop fly ash applications for 
construction markets beyond 
ready-mix concrete

• Continue to develop variants of 
FACT to address mercury and 
other power station issues

• Position ourselves to capitalize 
on the environmental concerns 
facing our industry

• Develop fly ash applications for 
construction markets beyond 
ready-mix concrete

• Continue to develop variants of 
FACT to address mercury and 
other power station issues

• Position ourselves to capitalize 
on the environmental concerns 
facing our industry

PerformPerform

• Secure supply in market territory

• Deploy FACT technology in a low 
cost way to maintain ash supplies

• Establish an optimal pricing 
strategy to obtain parity with 
cement and remain compatible 
with utility requirements

• Increase our penetration into new 
product applications such as 
carpet backing

• Secure supply in market territory

• Deploy FACT technology in a low 
cost way to maintain ash supplies

• Establish an optimal pricing 
strategy to obtain parity with 
cement and remain compatible 
with utility requirements

• Increase our penetration into new 
product applications such as 
carpet backing

GrowGrow
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OKOK

COCO

TXTX

ARAR

TNTN

MOMOKSKS

NENE

UTUT

NMNM
ALAL

SCSC

NCNC

VAVA

MDMD

MSMS

LSLS

GAGA

FLFL

ARAR

WYWY

BMTI will focus on contracts in its current markets in the southern half of the 
US.  BMTI will continue to develop new material applications for fly ash 
beyond ready mix concrete.

New products to be covered in Technology Development presentation to follow.
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Construction Materials:  Perform & Grow priorities

PerformPerform GrowGrow

• Managing margin growth by 
strong price and cost control

• Implementation of step change 
program

• Integration of acquired businesses 

• Realization of operating synergies

• Consolidation of systems, 
purchasing, quality and KPI 
management to improve operating 
standards

• Managing margin growth by 
strong price and cost control

• Implementation of step change 
program

• Integration of acquired businesses 

• Realization of operating synergies

• Consolidation of systems, 
purchasing, quality and KPI 
management to improve operating 
standards

• Bolt-on acquisitions to the 
Colorado platform

• Bolt-on acquisitions to the 
Oklahoma platform

• Step-out opportunities to 
complement our current 
businesses

• Pursue other regional 
positions in our target market

• Bolt-on acquisitions to the 
Colorado platform

• Bolt-on acquisitions to the 
Oklahoma platform

• Step-out opportunities to 
complement our current 
businesses

• Pursue other regional 
positions in our target market
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Perform:  Oklahoma Integration

100 day plan

Pricing

Quarry upgrades

Integration of quarry and concrete 
acquisitions

What’s gone well …. What’s challenged performance …

Residential market weaker

Weather and seasonality

Energy costs

Davis Quarry



26

51USA Analyst Site Visit 2008
51USA Analyst Site Visit 2008

Perform: Oklahoma revenue enhancement and cost management are the key 
areas of ongoing attention, and will be rolled into a step change project.

Business Mix: Ongoing evaluation of end 
market segments and customer mix to 
maximize profitability

Price Management: Developing 
understanding of customer segments

Marketing: Customer service, technical 
capabilities, and branding will help broaden 
segment reach

Revenue Management Cost Management

Raw Materials: Mix design optimization, 
cement strategy, and vertical integration

Delivery and Shop: Continuously improve 
operations through KPI management

Plant Network Optimization: Opportunity 
to rationalize extensive plant network now 
that we have central dispatch
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Perform:  In response to more challenging market conditions we will embark 
on a step change program across Construction Materials

Aggregate plant 
configuration
Product mix
Maintenance 
programming
Property and 
water rights

Raw
Materials Operations Logistics Integration

Ready Mix plant 
efficiency
Network 
configuration
Mix design 
optimization
Maintenance 
programs
Purchasing

Alternative fuels

KPI’s dashboard

Fleet sizing

Maintenance 
programs

Ownership

Disposal

System and 
overhead 
integration
Contract review 
Functional support 
structure

Construction Materials Value Chain

Step Change Program 
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Grow:  Develop the business from our existing platforms and expand into 
contiguous markets.  We will continue developing this strategy through 
acquisitions and organic growth.

OKOK

COCO

TXTX

ARAR
TNTN

MOMOKSKS

NENE

UTUT

NMNM

Focus on contiguous markets
Leverage off current two platforms
Opportunistic step-outs from current markets

Sacramento 17 & 18 September 2008

Technology Development
Vice President, Technology Development – Russell Hill

QC Lab
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Boral USA recently increased it commitment to innovation and technology as 
part of a broad strategy designed to add a third leg to Boral’s growth platform 
in the US.

RECENT ACTIVITIESPATHWAYS TO GROWTH

Acquisition

Organic Growth

Innovation & Technology

Union City, Terre Haute and grow 
direct distribution - Bricks
Lake Wales, Trinidad & Ione - Tile

Franklin Distribution - Bricks
Colorado and Oklahoma –
Construction Materials

Driven by 
Corporate 

Development 
and the 

Business 
Units

Tech. and 
Develop 
Group

FACT, Celceram™, and Micron3™

Acquisition

Organic Growth
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As part of this commitment, the BMTI Technical group was expanded to form 
the corporate level Technology and Development Group in late 2007.

Technology and Development

QC Lab X-ray Lab Material Applications 
Pilot Plant
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The goal is to expand the technology-base developed within BMTI to create an 
innovation pipeline for new products more broadly across Boral’s US 
divisions.

Build Project Case LaunchValidationDevelopmentScoping

Stage 1 Stage 3 Stage 4 Stage 5Stage 2

Fly Ash Carbon Treatment (FACT), FACT2, Celceram, Micron3

New Product #1

New Technology #3

New Binder #1

In
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n 
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e
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Fly Ash Carbon Treatment –
Boral  FACTTM

= AEA

= FACT Sacrificial Agent 

Fly Ash Carbon

Fly Ash Carbon

• Innovative chemical approach based on 
a 3 year fundamental science-based 
developmental project 

• Exclusive rights to Patented Technology 

• Minimal capital requirement

• Lowest Cost Beneficiation Technology 
for low quality fly ash

• Commercially deployed in 2003.  
Over 2m tons treated to date

• Contributed operating profit similar to a 
large utility contract

Technical Solutions:  BMTI’s success in developing a solution to beneficiate 
marginal quality fly ash established a platform for future technical innovation.
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coal

Powdered Activated Carbon    

Fly Ash and 
PAC/Hg

ESP

Stack gas
w/ less Hg

Technical Solutions:  Utility compliance with emission requirements will 
drastically change the fly ash industry over the next 5 years.  

Impact of PAC on Concrete Air

0
2
4
6
8

10
12
14

0 5 10 15 20
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C
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) Fly Ash FA w/ 1% PAC FA w/ 2% PAC

Target

>15X 
Increase!

Furnace

Deteriorating fly ash quality represents both a major challenge and a huge opportunity.
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Systems

Quality 
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Technical Solutions:  Building on the success of FACT, Boral is leading a 
collaborative research effort to address the Powder Activated Carbon 
problem.
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PAC Pre-treatment or 
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Conceptual PACT Systems Approach

System’s Relative Performance
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window

The approach is to expand upon 
FACT technology moving to a 
multi-step, beneficiation process 
as necessary

Provides a platform for building 
a Systems Approach
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Proactive Innovations - Micron3 TM is a specialty product developed for the 
niche, high performance concrete market.

High performance 
cement replacement
Returns akin to a 
utility contract

Micron3™ - a Highly 
Reactive Pozzolan

Te
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al
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/ M

ar
ke

tin
gAsh Processing

Particle Size Distribution

Packing Efficiency

Hydration Chem.

Durability/Cracking

R&D
Branded Product

–Engineered performance
–Proprietary
–Technical marketing focus

Value-Proposition
–Enhanced durability
–Increased strength
–Ease of use/placement
–Reduced cracking 

propensity vs other HRP

Competitive Advantage
–Enhanced image
–Leverage with utilities

Engineered for Performance
& Value in Traditional Markets

Proprietary ProcessingCommodity Fly Ash Value-Add Specialty Materials
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Branded Product
–Engineered product
–Proprietary/patented
–Value-added pricing

Value-Proposition
–Recycled product
–Higher filler loading
–Reduced cost
–Reduced resin and VOC’s
–Improved performance/ 

processing

Growth Product
–New market opportunities
–High- value filler 

applications Multimodal packing of spherical 
particles in polymer

Te
ch

ni
ca

lS
al

es
/ M

ar
ke

tin
gParticle Size Distribution

Surface Chem./ Sizing

Packing Efficiency

Polymer  Science

R&DR&D

Recycled product
Sole producer to-date
Returns akin to utility 
contract

Proactive Innovations - Celceram TM is a specialty functional filler product 
developed for the polymer market and other applications.

Engineered for Performance
and Value in New Markets

Celceram™ - a functional filler 
for polymer applications
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Technology and Development will continue to provide the US Business Units 
with market driven innovations promoting change and creating value.

Business Unit 
Needs

Market Demands

Technology & 
Development

Technology & 
Development

New Products & 
Revenue Streams 
New Products & 

Revenue Streams 

President, Boral USA , Emery Severin Sacramento 17 & 18 September 2008

Summary

Construction Materials, OklahomaUS Tile Plant, Ione, California Brick Plant, Terre Haute, Indiana
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Whilst we expect and plan for FY09 to be a tough year, we are well 
positioned to manage through the current downturn and we will emerge a 
stronger business as markets return to more normal levels of demand.

Strong low cost resource and market positions

Demonstrated price and cost management capabilities

Focused on managing well through the downturn

Capable and experienced management team

Cost effective capacity in place in key US housing markets to leverage 
during the future upturn of the US housing market

Northern California Market Overview

President, US Tile – Steve Gast

San Francisco, CA Sacramento, CA

Sacramento 17 & 18 September 2008
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Market: California is one of the most important markets in the United States, 
with one of the largest economies on the world.

$54,311,608Global

India

Russia

Brazil

Canada

Spain

California

Italy

France

United Kingdom

China

Germany

Japan

United States

Country / State

$1,170,968

$1,291,011

$1,314,011

$1,326376

$1,429,226

$1,812,968

$2,107,481

$2,562,288

$2,727,806

$3,280,053

$3,297,233

$4,376,705

$13,843,825

GDP 
(US $m)

14
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5

4

3

2

1

Rank

Rank by Size of Economy4Quick Facts

36.5 millionPopulation1

11.5 millionHouseholds2

2.87Persons per household2

$49,894Median household income3

217Persons per Square Mile2

155,959Land Area (square miles)
US$232.4 billionFederal Spending

US$1.812 trillionGDP 

1. Source: Census Bureau; 2006 estimate
2. Source: Census Bureau; 2000 estimate
3. Source: Census Bureau; 2004 estimate
4. Source:  World Bank and The United States Bureau of Economic Analysis
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Boral has clay and concrete roof tile operations in California.

California

US Tile

MonierLifetile

9.00am Bus leaves Le Rivage for Site Visits

1. Tour of Local Housing Development, 
Sacramento

2. Tour of US Tile (clay tile) Plant, Ione 
(lunch)

3. Tour of MoniefLifetile (concrete tile) 
Plant, Stockton

4. Return to San Francisco

Thursday, September 18th

1. Sacramento

2. Ione

3. Stockton
4. San Francisco
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Ione Clay Tile Plant

Raw materials with additional storage 
and grinding capacity/reclaimer
storage for souring the body mixes

Extrusion line with two extruders for 
faster changeover times and less 
downtime

Tunnel dryer – similar to what is being 
used in Trinidad (different to Corona)

State of the art spray finish equipment

Roller kiln capable of achieving grade 
one tile status

Long-term local clay source in close 
proximity of the plant
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Stockton Concrete Tile Plant

Former Monier Plant built in 1945

Together with the former Lifetile plant 
in Lathrop (1 mile away) has a total 
capacity for 135 million tiles per year

Equipped with 2 high-speed/automatic 
production lines, making flat and 
medium profile tiles in standard weight 
and light weight

Additionally makes hand-special tiles

Currently being managed by one team 
which also manages the Lathrop 
facility

1.2 miles1.2 miles
LathropLathrop

StocktonStockton


