
Paul Zahra: Hi, I'm Paul Zahra, CEO of the Australian Retailers Association. And welcome to retail 
therapy. A podcast proudly brought to you by American Express. The ARA is Australia's largest and 
oldest retail association representing around seven and a half thousand independent national and 
international members. Each episode, I'll be chatting with a leader in Australia's retail industry right here 
in the Amex lounge, including the CEOs of some of the biggest retailers in Australia and across the globe. 
We'll be finding out what makes them tick, what defines their leadership style and how they got to the 
top of their game. So, join me for some retail therapy. As we ask these questions and more, and 
navigate our way through the retail industry, Australia's largest private sector employer. For more 
information about the work we do at the Australian retailers association, head to our website, 
retail.org.edu. Joining me for some retail therapy today is Anthony Heraghty, Group Managing Director 
and CEO of the Super Retail Group, which represents brands such as Supercheap Auto, Rebel Sport, BCF, 
and Macpac. I had to go and remind myself what BCF is, boating, camping, and fishing, not an outdoor 
person myself. So, it's always a bit of a challenge in that world. So I'm looking forward to hearing more 
from Anthony. Anthony, welcome. And thank you for joining us today. 

Anthony Heraghty: Yeah. Thank you, Paul. Pleased to be here and don't worry. We'll make a fisher out of 
you someday.  

Paul Zahra: I don't think so, but thank you for trying anyway, you've had an amazing career to date, 
Anthony, and I guess you've gotten to the top of one of Australia's biggest retail companies, but we're 
interested to find out where it all began. So, I'd be interested to hear a little bit about what it was like 
for you growing up, where you grew up and a little bit about your, your background. 

Anthony Heraghty: Yes. Okay. Well, it was some time ago obviously grew up in Brisbane. So and living 
back here now, which is, you know, a bit of a boomerang and my parents own their own small business. 
They were a John Deere dealership, so we sort of were in retail by proxy early in my life. So I remember 
having, you know, boardroom conversations around kitchen tables around, you know, revenue, 
overdrafts banks, lots of discussion around banks, especially in the recession. And we had to have so 
yeah, I've got a very early take on all things, you know, customers and stock metrics that around the 
kitchen table. And then my very, very first job was at the book department in Meyer. So you know, like 
everyone started you know, retail career whilst studying to do something else. So yeah, that was the, my 
upbringing, you know, pretty, pretty simple you know, learning from the family. 

Paul Zahra: It's quite interesting story. When you see many people within the industry and CEO roles 
actually started off as salespeople on the shop floor and eventually worked their way up. One of those 
very few industries, I believe where, you know, education is important, of course, but it's not the 
ultimate outcome having that background and that history and that pedigree puts you in good stead to 
run a company, a retail company. So I'm all credit to you. That's an amazing start and amazing time 
where you're at now. So what, when you think about retail, you said you were studying, this is a really 
common story here of retail leaders. Not really deciding to make it their career, but the fall fell into it 
actually. So what were you studying? 

Anthony Heraghty: So I was doing a, a bachelor of business and was a spent the first part of my career as 
a marketing professional. So I have a very eclectic background. So, you know, worked in retail was at 
university, left university and actually went into advertising of all things and actually had quite a good 
career in advertising. Did some interesting things like the big ad for Carlton Draft and Talking Boonies 
and all this type of stuff. And whilst that was great, what I learnt by having a career around 
understanding customers and consumers is pretty late in the piece. Actually it can be a bit slow, you 



know, those that have the relationship with the customer own the commercial outcome, you know, you 
get enormous leverage. And what attracted me later in my career to sort of get into retail more formally 
was just that acknowledgement that that's where the action was, who had the customer, had the prize 
and, you know, an advertising agency or even a company that manufactures things like, you know 
Carlton United , who I worked for for a long while. You know, they don't own the customer as the 
person that's actually selling the product to the punter in the shop. They're the person that owns the 
customer. And that's what really attracted me to the industry. You know, it's a real, you know, it's 
become a more sophisticated business, but just simply understanding their needs and delivering it to it. 
That's the game. And you can only do that if you actually are doing that face to face. Yeah, definitely. 

Paul Zahra: So, so you, you clearly, your parents running a small business, has it had an influence on you 
as a, as a young person in being attracted to the industry and you've had this very eclectic background, 
including having the marketing component in your early career, how do you think that's helped you in 
your current role, having that sort of inner understanding of the marketing function? 

Anthony Heraghty: Yeah, I think like what's bashed into you and marketing, and as long as you attend 
the lectures, it does get bashed into it. And later on in I think in your working career is if you don't 
understand what's going in the customer's head, you go, you're not going to be successful for long. And 
you learn how to do that pretty formaly with research, et cetera, et cetera. And I sort of find when you 
get into a retail environment too often, you can get, forget about what's happening, where the work is 
done on the shop floor or on the web or on the website or wherever it is. And I think it's just that 
fixation with customer behavior that sets you up for a good career in retail. You know, if you can figure 
that out, you can figure anything out, everything sort of cascades from there, you know, and the 
problem with customers is that they, you know, they want everything. And our job as retailers is to find 
a business model actually gives them everything. And once you've figured out that they want everything 
plus a little bit more, and you've got to figure that out as well. And the minute you lose sight of that as 
the primary goal, I think that's where the rot starts to set in and you start to start to shift off it. So the 
bigness of, for me was just customer first, second, third, and fourth, and having that kind of formal 
training in how to read research and you know, how to get into quantum and all that type of stuff. So it 
gives you a bit of a kick along as well. 

Paul Zahra: Evidence-Based sort of decision-making what the customer actually wants. So fantastic. And 
I guess a lot has changed in the industry since now. And then, and when you sort of think about your 
history and your time in retail, what do you think some of the biggest transformations have been? 

Anthony Heraghty: Yeah, well, this is why I am so fascinated and have such a passion for this industry. It 
is just a change of thought. I mean, nothing is constant. And you know, we're arguably, I mean, I sort of 
smear when we talk about, you know, the state of retail in our company. I said before, and I think it's 
right, this is we're living through the biggest change in 2000 years. You know, where you've got, you 
know, individually, we've always had a one-on-one relationship with the customer one on many, but to 
have one-on-one the ends of times once at a time. I mean, that is a huge transformation. And, you 
know, the introduction of things like, you know, customer data analytics, you know, the birth of online, 
the fact that customers are sweeping in and out of channels you know, multiple in multiple ways at 
multiple times, you know, adds a real complexity and real depth, well beyond just simply product price 
and convenience. And I think the biggest change is that if you did those three things pretty well, you 
know, product, price, convenience, you're going to be successful now, that's no surety, you know, 
you've got a whole bunch of other to-do list add to that in order to be successful. And I think that's 
super exciting, you know, it's, you know, cause when you've got change and broken play and kind of 



confusion, that's where, you know, you find huge opportunity. And I think there's a lot of opportunity 
out there for really good retailers today. 

Paul Zahra: I've always thought that you know very much around the, the historic nature of retail is very 
much about having high emotional intelligence because it was such an absence of data. Now it's become 
much more of a science as much more, more about that intellectual property that actually allows you to 
make decisions. And I guess if you can harness both you, you're doing a great job. So it's a really 
interesting way to say that we've talked lots about data in the past, but you know, it's been t a message 
directory upwards as, as more and more companies are collecting information and getting to know their 
customers a lot more. So it's very powerful. 

Anthony Heraghty: Oh, it's so good. And I think that's a really valid point because, you know, if you, if 
you're just running gut-feel without data, I think you're gonna find yourself up the Creek. And if you're 
running just data with no gut-feel, you equally gonna find yourself up the Creek, because at the end of 
the day, you know, customers are human creatures with emotions, they don't react completely 
rationally. We know that. And so having that two is entirely, entirely correct. And that's why we're big 
believers in, you know, omni-channel like Omni or, you know, it's not just this digital data game equally. 
It's not just a touchy-feely store. It's both in equal measure, executed brilliantly. And I think the 
extremes of both arguments are sort of dangerous. 

Paul Zahra: Absolutely. Look, I'd like to sort of shift slightly and just talk a bit about leadership. So when 
you think about often the CEO's roles is we like to try to demystify on the podcast, I'm going to ask you a 
question really around what does a normal day look like for you and when do you get up and what's on 
your agenda? What's successful in, you know, what does success look like for you when you think about 
a day given what you have to deal with to get through each day? 

Anthony Heraghty: Yes, we might demystify it too much because it's the answer. Look it's I mean, the 
great thing is that every day is as you would expect completely different. And that brings, like, if you're 
up for that, if you're up for the radical nature of everyday being a bit of a basket case, some days that 
can be lots of fun if you're not up for it, I think it would scare the bejesus out of your frankly. But I mean, 
I quite like it being different and dynamic, but yeah, I start early, so, I'm up very early you know, five ish 
either taking someone to rowing training thankfully it's winter now. So I'm not doing that, which I'm 
very pleased or I, you know, we've got two dogs and I can go for a long walk and that for me is good 
thinking time. So it just sort of sets priority for the day. You know, get a bit up to speed with the news of 
the day courtesy of said podcast or ABC radio. And then, you know, after we, you know, either physically 
or mentally working from home, get to work, I have quite a regimented start and, you know, first thing 
versus, you know, you actually check out websites, make sure, you know, and check competitive 
websites and what's going on in the world. I love reading out. We get we do NPS feedback, net promoter 
scores and our customers right. The betas, lots of the betas with very poor punctuation, but I forgive 
them for that. And I read that every morning, again, just the school, just what's going on in my role as 
always preread for something. And that's either done the night before or done in the morning, 
depending on the complexity of the pre-read because we get to some pretty interesting stuff. There's 
review of all the financial results overnight, which is more of a, you know, I think that's more of a 
psychological thing than any contractual cause nothing really happens in a day. And then you realistically 
a day is going to be punctuated by what run things quite mechanically actually. So you, we have a 
burrito group, we have the executive team in COVID. We started meeting daily for a very short period of 
time just to check in where are we at issue today? We've not turn that meeting off because we found it 
to be more effective. And it meant that we weren't having these super long meetings, just droning on, 



we were knocking things over quickly. And so that's the morning and then, you know, between, you 
know, catch up with team members, external stuff, lawyers, you name it, all sorts of stuff that can pop 
up during the day and then the evening, evening is preread. So it's lots and lots of reading you know, for 
brands and lots of moving parts, there's inevitably a chunk of stuff that needs to be consumed. So the 
preparation for the next day, and then usually you tend algebra homework at the end. 

Paul Zahra: Well, it's interesting cause I actually it's usually that you say that part of your morning 
routines that you to check the website, I guess that's a sort of a big change in the new digital world, 
whether it's becomes the window to the store. So you're checking that given that sway, most of the 
eyeballs happen out of hours and as the people start their day. So that's an interesting pick up that's 
part of your routine. You clearly, you're in this sort of a world of very outdoor active sport. What 
exercise do you do? 

Anthony Heraghty: Yeah, as I said, I'm a good walker. And I'm a a really poor mountain biker. So I'm a 
green run and maybe a little bit of blue runs if I get goaded into it. And I'm a professional driver of 
children to sport. 

Paul Zahra: Well, we'll take that on. That is that I think, look, I began to understand a little bit, did dumb 
leadership come naturally to you and did you always have ambitions to be CEO and to get to the top? 

Anthony Heraghty: Yeah. look I've got to be careful here. Cause a lot of people are going to call me out 
for making ropy misleading. Look, I think we have a family trait of telling people what to do. So perhaps 
it was always innate to sort of get into getting into this type of thing. I was lucky early in my career when 
I was at CB, I was given the opportunity for a little while to run the brewery. You know, for a couple of 
months, we're in the middle of a project and I said, look, just pretend you're running the brewery, et 
cetera, et cetera, a great boss at the time. And being the MD of something that had manufacturing, 
supply chain, sales, marketing, you know, the whole enchilada, it was just thoroughly exciting. And I 
think it was got hooked from that point on. 

Paul Zahra: And what have you learned about yourself since being in a leadership position, do you think? 

Anthony Heraghty: I think one of the tricky things of being in a leadership position is people will do what 
you say. And that can be very dangerous because it assumes that you actually are right. And I think the 
most powerful thing a leader can do is actually listen and act on advice as opposed to sprouting it. And, 
you know, cause you, I think we have a perception that leadership is all about having all the answers and 
telling people what to do. I think sometimes it's more powerful to do the opposite and that's, I think 
that's that you learn that the hard way that you know, you may be the most senior person that 
remember that doesn't make it the smartest. Usually on the other end of the spectrum. 

Paul Zahra: Well, it's particularly, I think if you think about the last year that we've all had, and the fact 
it's been a very unusual year and this is our navigating the post COVID world, what were some of the 
lessons learned during that period? Do you think? And how did the super HR group adapt? 

Anthony Heraghty: uYeah, I have these sort of flashbacks to this time last year, which was all happening 
sort of middle of April ish. So we were right in the middle of it. I think the thing I'd kind of liked to be 
ahead of things. So like the sort of thing that I've got a bit of an idea of what's coming around the corner 
and you can kind of prepare yourself for it. Cause then you've got to prepare an organization for it. The 



thing that COVID taught me, it's just how quickly things can go south and you really have to use your  
imagination to start building scenarios out, to brace yourself for the worst case and then work 
backwards from there. Now that's just the staffing. That's how I like to sort of think about problems as 
sort of bottomed out scaffold back from there and you know, just the speed, the need for speed and the 
need to be unequivocal, you know, like we, we made a decision early that we weren't going to shut 
stores and we didn't, we didn't shut a store and this, we were forced to do it. And we did that because 
we sort of felt that for our team, we sort of got a belief now joint that, you know, if you have a 
motivated team, you've got a motivated customer. And so their team's important to us. And so sort of 
made a call early and we were just by being unequivocal, it just took that worry out of the business for 
those team members we ought to get to work. And that put us in a great position when the tide came 
in. So yeah, probably that was it two, two lessons, the three, imagine the worst you know, use your 
roommate like really, you know, think carefully about that. Don't muck about like, you know, we had to 
move fast and be unequivocal just, and that was just, I think the tricky thing though, is that was great in 
a crisis when you're out of a crisis those traits can actually be, you know, can work, work against you. So 
but it was I wouldn't have said it at the time, but in retrospect I think it was one of the most exciting, 
fascinating, challenging and almost entertaining periods of my career. I recognized unbelievably 
stimulating. 

Paul Zahra: Well, it's almost, I mean, I guess the pandemic is devastating and we didn't want, we don't 
want to wish that upon anybody again, around the world, but there are a lot of good things have come 
out of it. I guess it's in fact, the, you know, we've seen an acceleration of trends through the pandemic in 
terms of digital innovation. We've seen about a decades worth of transformation happened in the space 
of 10 months is particularly in small business where small businesses had to reinvent themselves selves 
and particularly pivot very quickly to an online, an omni-channel environment. How has your business 
transforming to meet the changing needs of consumers? 

Anthony Heraghty: Yeah, it's funny. We are always of the mind that we would get to you know, sort of, 
we thought about the business terms of we need to be able to manage a 20 to 30% penetration of 
online, you know, and that's a different model for us, as you know, you start to impact how you think 
about store networks and the like, so we were kind of there and this accelerated that I think what it 
proved to us is how quickly we could move on things, how we could make better decisions when we 
were very clear about goals and gave us confidence for us, it was reaffirming because it gave us 
confidence. We were on the right track. So it was like we ran water through our system. We didn't 
spring the leak. Oh, well, that's working. And you know, maybe we were kind of more right about this 
than wrong. We weren't right about everything. And what was really pleasing is where we did spring a 
leak and think when things went wrong, how quickly and how focused everyone was on, you know, 
remediating learning, no one getting angry skit on, fix it, next thing, get on, fix it, next thing. And the 
cooperational confidence it created for the business. I think just can't be overstated because if you can 
just be like the song, right. You can make it here. You can make it anywhere. I couldn't do it. You can do 
it under these circumstances. Well, under normal circumstances, no excuse. So you, I think, you know, it 
was, it was look, it was an incredibly challenging times, but you know, some great, like you always get 
some silver linings and there is some, some good ones here. And I think for Australian retail, you know, 
we've proved over this period that we can, you know, rock it with the best of them. 

Paul Zahra: Absolutely. Absolutely. You've you clearly have thought through a lot of what, you know, 
what the good things have come out of the pandemic and you've got a very busy day in, when you think 
about your own agenda as a what keeps you awake at night? Do you get much late for start? Is it 



something that, do you rest well, do you get four hours, five hours, eight hours, tell us about your sleep 
and what keeps you up. 

Anthony Heraghty: I'm blessed. I've slept like a rock. There can be some sort of like, like in Queensland 
we have these wonderful thunderstorms, which sort of sound like the end of the world and none of 
them will ever wake me. And II sort of arguably get sort of the 7, 6, 7, 8 hours a night. The only thing 
that ever keeps me up is when I have something unsettled, like where you're like, there's always things 
that worry you, but you go, well, I've kind of got a remedy to that, the best I can, and we'll just work it 
through. It's where something's unsettled, which is pretty lucky. It's pretty rare. It's rare. Like I think with 
these jobs, you've got to compartmentalize and, you know, if you can change it, we'll then go to town on 
worrying about it and focus mine, if you can't well, you know, it is what it is. And even in the middle of 
the, kind of the, the fun and games last year you know, it is a little bit of, well worry about stuff I can't 
change, denies me the ability to focus on the stuff I can. So, you know, just put your intellectual 
horsepower into that. And then the rest of it will be what it will be, which was not a great answer, but it 
was the answer for 

Paul Zahra: Sure. Yeah. No, good advice. Good advice. If you were to think about your retail career over 
again, is there anything you would do differently? 

Anthony Heraghty: Yeah, I always think that sort did a little bit of work on you know, Toyota of all places 
and they sort of, you know, the mantra is you go where the work is done. And I've always early in my 
career would always love to spend more time on the shop floor, more time in a DC, you know, like just, 
you cannot look like if you're listening to this and that's where you're at. Don't think about that time has 
been a waste. You know, the lessons you learn from, you know, seeing stock arrive on the back dock or 
the process in which tickets something or something like they unbelievable insights that will assist you 
later in your career. And I was, you know, cause I just had a different career path. I sort of robbed of that 
real grounding in some of those real, real basics and you know, going where the work is done is 
everything. And that's where you really learn how to make a business swing. And you know, I'd sort of 
say that would be, yeah, that would be the, the gap if I could go back and redo it, that would, that would 
be, that would absolutely be it. 

Paul Zahra: If you could give your younger self some advice, what would it be? 

Anthony Heraghty: Oh, I think, I think simplistically, it would be the harder you work, the luckier you get, 
you know, like you know, strangely, if you, if you pounded the door long enough, someone's going to 
open it. If I need to tell to shut up, but at least they'll open it. And you know, like for me it's, you know, 
you've been given two ears and one mouth and use it accordingly. Like, you've got to stay, I suppose, 
there's the pandemic. And also the digital disruption we've go through I think has really taught us that 
we constantly have to learn. And the minute you close your mind to learning you miss a trend and you 
miss something quite big. And so I think keeping the view that realistically, you know, nothing. So just 
keep at it. I think it's a good perspective. Don't be too quick to call yourself an expert. And 

Paul Zahra: On that note, Anthony, what a great spot to finish up. Thank you so much for joining me 
today. 

 


