STUART MCCULLOUGH
Chief Executive Officer, Australian Wool Innovation & Managing
Director, The Woolmark Company

“| first started travelling to China as a wool trader in the late 1980s

and was convinced from an early stage that the Australian wool
industry was going to significantly benefit from the processing
capacity of China. What evolved during the next 30 years exceeded
any expectation | had in those days and China has become not
only a processing powerhouse but a consumption giant, the likes
of which we will never see again. The domestic consumption of our
fibre is now being driven by the emergence of great affluence in
China which will continue to grow. Not only have we the perfect
processing partner on our doorstep but we also have the perfect
consumption partner.”

“‘BXTRENE—RIFREESOER R, HIfFKEH. Dawson Sons and
CompanyfIEERSZE, A8 S EIZERENFRRIERE, AR, EEHRE
W EFTAERNEXFENSE ZHRERMNREFRE T PERBAEFIT
KREMNICIZEVNERUESTEEL , BAEXE U SRR, BN
TTERESZ T ABELHNNER AR, —EEREENIRE, ME1]S
FIEAERFBEAKFITEESIANPERZHIHE TIOERY, HIEPEE
TN, HBE T Ll R T BIRERITH TSR 5 S T . 519944,
KERARAT —(UEEEHE KRB ANITEER A, HEEEELRER
HERFANMERN, XEERAREET AT MO —E59.”
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Stuart McCullough has more than 25 years’ experience in international business
planning, product development management, marketing and sales strategy,
strategic alliance negotiation as well as corporate communication experience.
During the past 15 years, McCullough has worked in a variety of roles at Australian
Wool Innovation where he has been responsible for leading strategic development,
transition, establishment and growth of several of its business units as well as
core initiatives. Responsibilities included directing new product innovation and
retail commercialisation; initiating, launching and managing the North American
operation; leading global shareholders communications through complex animal
welfare issues; and acting as the Strategic Advisor to the Australian Wool
Innovation Senior Executive in times of needed change. McCullough was
subsequently appointed Chief Executive Officer in May 2010. He started his
career in wool as a jackeroo on a sheep farm and later moved on to business
management roles engaged in all aspects of the wool producing and demand
generating pipeline: wool classer, wool testing, international wool exporter, trader
and buyer, and global sales management roles.

Stuart McCullough7EE Rl S =R R EIE. i E TR, SRIRE BRI A
BEHEFHFEREBEI25FNEREIER16FK, McCulloughT EERAMIT FER
BRERABEEIS PR, ARMSIES NI SEIINVREEL R LR B UK OME
W MBERSE EIE SIS ER I, FRE. B EEILE S, BT E RN
BRHEAASEIKRADE, UREARFTELENNIHETRANIFELRERATS
ERYERBEA]. McCulloughBE/5F2010F5 B ARG NEFERITE EMNZRE— T RFK
BT MNFESR L, HEEERFEEFNRTRENSRSENEER, RET FE
D, FENR, BFFEHO. RS 5WE, URSHHEEEES,
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“What’s changed with the level of affluence that has emerged in
China is that they are now consumers of wool and luxury products,
not just manufacturers. That to me is a very natural thing. As
people get affluence they want luxury products and finer things
and | think wool will always feature in the spending habits of the
wealthy, or relatively wealthy. We won’t ever, at least in our lifetime,
see another place like China, with that scale and | have no doubt
they will continue to consume even greater amounts of Australia’s

wool clip.”

‘EEPEEREENRS, UENPECERAFENEZEmrAHE
M7, MAMRXEFIE A B WHRMSXBUANER, EEAESHRIEER
ks, MNP ELGRNBRRRA, MBNAFEFRFZ—EHEAERA
BEPEMENEENR EDERNNEEZE, HINFBRE S — 1T
RINERERMTS, MTEZBEPEERERZEAEWRAFITFEHm."

150




“I don’t think we will ever see another China. It has a population
of 1.3 billion people, which is part of the reason it is so perfect
for the Australian wool industry. They have already demonstrated
they are wonderful converters of greasy wool to garments. From
a manufacturing point of view, they are on our doorstep and they
have labour costs that suit the conversion of greasy wool. They’re
often called the ‘factory of the world’ but they’re our factory too.
They’re Australia’s wool factory because more than 80% of
Australia’s wool is sent there.”

“BRANARKNZBEFH T EPRENEXR. EHAE13ZA0, ZWEEE
NBRARMTFETUHNFTEUAFNRRZ—PEEIVEZRAIZXNRTT it
MBI SEREREREZZNIRE MNVEFRAEFRE, PEERAFILRIA,
MEBEEEMIESREENTHNAIRE. FELSERT A HRNT,
HE BEANEFENT ,Bid80%RAFTFEHSWIXTIXE,”
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