










J

U

V

E

N

I

L

E

36



J

U

V

E

N

I

L

E

In Good Care – IGC / Dorel AustraliaIn Good Care In Good Care –– IGC / Dorel AustraliaIGC / Dorel Australia

• Dorel’s first partnership.

• Along with the brands previously identified, IGC owns and 
operates these additional Australian principal brands:

– Mother’s Choice

– Bertini

• Australia car seats regulations require seats to meet side 
impact standards. At this time, Australia is the only territory 
requiring such a standard, which limits our ability to 
introduce new car seat platforms.

• Dorel Australia performance will also be affected by its 
weakening currency. 
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• Australia’s birth rate in:

• 2007:  285,254

• Based on historical Australian birth rates, the current economic situation in 

Australia has the potential to flat line this upward trend resulting in a slight 

down turn. 

Source:  ** Aust ralian Bureau of St atistics  -www.abs.gov.au

Quick Facts – Australian Birth RatesQuick Facts Quick Facts –– Australian Birth RatesAustralian Birth Rates
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BRAND PRODUCT

CATEGORY

IMAGES

• Hardgoods

• Softgoods
• Wood

•Hardgoods
• Softgoods

• Wood

• Auto

Brand Categories Brand Categories Brand Categories 
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Product Development Product Development –– 2009 Outlook2009 Outlook
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� New hardgoods (wheelgoods) ranges.

� Travel system to hit independent market in 

June/July.

� Pressing forward with monitors, scales and 
traditional Safety 1st offerings not previously 

available in Australia.

� Further expansion of Car Seat/Booster Seat 

offerings.
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Product Development Product Development –– 2009 Outlook2009 Outlook

41

Developed and modify the Mico Developed and modify the Mico 

Infant Car Seat to meet the Infant Car Seat to meet the 

AS/NZS1754/2004 Safety StandardAS/NZS1754/2004 Safety Standard
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Dorel BrazilDorel Brazil

• Our latest partnership.

• No activities in 2008.

• 2009 activities - just been launched.

• Focus on car seats and strollers.

• Significant growth is projected in the next few 
years due to a compulsory car seat regulation 
recently implemented. 

• We will be transferring assets and technology to 
capitalize on the changing regulatory 
environment.
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Quick Facts - BrazilQuick Facts Quick Facts -- BrazilBrazil

DOREL BRAZIL:DOREL BRAZIL:

• Established on 01/ 07/2009

• Offices are located in Rio de Janeiro and São Paulo, manufacture & warehouse 

based in Campos dos Goytacazes (RJ)

• Warehouse size: 1,000m2

BRAZIL:BRAZIL:

• Brazil Population: 186 million (world’s fifth largest)

• Brazil Land mass: 8.5 million km2 (world’s fifth most dense)

• Brazil GDP: US$1.3 trillion (2007)

• 52% of population economically active is middle class  

• 11 million households with assets of over US$1 million
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Brand PositioningBrand Positioning

OPP

MPP

HPP

HPP

SuperPremium
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Brazil Product Line Brazil Product Line -- OPPOPP
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Brazil Product Line Brazil Product Line -- OPPOPP
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Brazil Product Line Brazil Product Line –– MPP / HPPMPP / HPP
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Brazil Product Line Brazil Product Line –– MPP / HPPMPP / HPP
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Brazil Product Line Brazil Product Line -- HPP / Super PremiumHPP / Super Premium
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Potential AcquisitionPotential AcquisitionPotential Acquisition

• Opportunity Focus: 
– Shore up weaknesses we may have in certain 

territories – relevant in Europe.

– Seek opportunities which compliment our product 
lines (innovations/brands) where we currently do not 
occupy a leadership position.

– Allows us to enter new sales channels where we may 
not have a strong foothold.

– Defensive in nature.

• Continue to examine potential emerging markets 
as we have done in Australia and Brazil.




