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REVENUE GROSS MARGIN EBITDA
$33.4M $14.2M ($4.9M)

4 1% 4 °5% 4 35%
(on a continuing basis) (on a continuing basis) improvement

CASH $12.6B KEY H1
$12.3M MARKET ACTIONS

Strong balance sheet Only 4.1% Vv Integration of Milan Direct
with no debt migrated online «/ Customer aquisition cost reduced
v/ EBITDA loss improvement

Continuing business basis excludes results for the Milan Direct UK business which was wound up during H1 FY17.

EBITDA is a non-IFRS measures that, in the opinion of the Directors, is useful in understanding and appraising the Company’s performance. Revenue, Margin and EBITDA comparisons are
performed on a pro forma basis which include the assumption that the Milan Direct and Zizo businesses were part of the group for the entire half year 2015 but exclude all costs associated with the
acquisition and restructuring of Milan Direct and Zizo, depreciation, amortisation, interest and any costs associated with the Group’s IPO.



We operate in a $12.6 billion dollar market,
with only ~4% migrated online

A$12.6 billion addressable market

Total
A$12.6b

Online
A$516m

Source: Euromonitor International Limited; Home Furnishings
& Homewares System 2016 edition. Sales in 2015 in retall
value (inc. sales tax), current terms, and is to scale

Furniture and homewares online penetration rates
by country from CY12 to CY15.

15.0%

12.0%

9.0%

6.0%

450 38% 41%
3.0% 28%°°7

0.0%

Australia us
B CcY12 [ CY13 . CY14 M cY15

Source: Euromonitor International Limited; Home and Garden system 2016 edition. Internet sales
as a percentage of the total retail sales value (inc. sales tax) for home furnishings and homewares in
Australia, UK and US. Current terms.




Key competencies and assets

» #1 online retailer in category * World-class tech platform

» Largest range in Australia:  Direct sourcing capabilities
140k+ products
* Melbourne showroom
* Database: Im+ newsletter
subscribers * Trade & commercial division

* Best content & curation e 50% furniture / 50% homewares

* Low inventory business model




Key initiatives and metrics for H1 FY17

Milan Direct We've mo | Launch of
integration moved! — =2 Temple &
into Temple i roc Wocometo e - pounoos ) Webster

& Webster Style School

FIND OUT MORE

16% 33%

Conversion . Average Order 0 19%
Value grew by 19% _

rate improved )
by 16%? ' . due to strategic i

o -10% shift in our mix

towards furniture

Q3FY16 Q4FY16 Q1FY17 Q2FY17 Q3FY16 Q4FY16 Q1FY17 Q2FY17

vs vs vs vs (Q2 FY17 & Q2 FY16)
Q3FY15 Q4FY15 Q1FY16 Q2FY16

B B Q1FY16 Q2FY16 Q3FY16 Q4FY16 Q1FY17 Q2FY17
. 44% 0
Gross margin =« EBITDA 11000 [
. 40% -
up 6 basis o (pre-abnormals) S

(Q2 FY17 & Q2 FY16)

Vs Vs VS VS
Q3FY15 Q4FY15 Q1FY16 Q2FY16

int 3% improved by 3000
poINts 2% 50% 4,000
. ~ 0
(Q2FY17 & Q2FY16)  °* 5,000
QIFY16  Q2FY16  Q3FY16  Q4FY16  QIFY17  Q2FY17 (Q2 FY17 & Q2 FY16)

EBITDA is a non-IFRS measures that, in the opinion of the Directors, is useful in understanding and appraising the Company’s performance. Revenue, Margin and EBITDA comparisons are performed on a pro forma basis which include the assumption that the
Milan Direct and Zizo businesses were part of the group for the entire half year 2015 but exclude all costs associated with the acquisition and restructuring of Milan Direct and Zizo, depreciation, amortisation, interest and any costs associated with the Group’s IPO. 6



Data driven acquisition has significantly increased first time
customers while reducing the cost per first time customer

* Cost per first time First Time Customers and Cost per FT Customer (Quarterly)
customer decreased

by 33% (Q2FY17,
Q2FY16), while first s - s12000
time customers

continue to grow

45,000

- $100.00
40,000 -

e A focus on
performance based 25,000
digital marketing
channels and supplier
consolidation has
driven marketing
efficiencies

- $80.00

- $60.00

First Time Customers
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- $40.00
¢ Expanded lead g
generation marketing
programme through
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¢ [nvestment in data
partn erShipS h as e First Time Customer — ==B==Cost Per First Time Customer
helped reach new

customer segments



Active customer numbers continue to rise, with revenue per
customer remaining at record highs even after consolidating
our websiites

Active Customers Net Revenue per Active Customers
200,000 -
3x Websites ZIZOo MD 3x Websites ZIZO MD
T&W; ZIZO/Wayfair; Milan Direct integration integration T&W; ZIZO/Wayfair; Milan Direct integration integration
| I I | [ 1T I 1

190,000 - $340.00 -
$320.00

180,000 -
$300.00 -

170,000 -
$280.00 -
$260.00 -

160,000 -
$240.00

150,000 -
$220.00

140,000 - T T $200.00 - T T T T T )
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An Active Customer is a customer that has made at least one purchase over the last 12 month period






Pro forma profit and loss

Continuing Business
ASm FY14 FY15 FY16 HIFY16 HIFY17 HIFY16 HIFY17
Revenue 46.1 59.9 61.7 321 34.0 30.0 334
Cost of Sales (26.8) (35.2) (37.0) (12.8) 9.7) (18.6) (19.2)
Gross Margin 19.3 24.7 24.6 12.3 14.3 1.4 14.2
Gross Margin % 41.9% 41.2% 39.9% 38.3% 41.9% 37.9% 42.6%
Distribution (8.6) (11.6) (11.2) (5.9) (5.4)
Wages 7.0 (9.8) 12.1) (5.5) (6.9)
Advertising & Marketing (6.3) a0 (12.0) (6.6) .7
Selling and Admin Expenses (3.0) (3.9) 41 (1.9) @mn Key observations
EBITDA G8 7.8 (14.8 (7.5 (4.9 * Double digit revenue growth of +11% (on a

continuing business basis)
Delivered Margin %

@fterdsmbitanicost 23.2% 21.7% 21.7% 20.1% 26.2% e Gross profit up +25% (on a continuing business
basis) as a result of leveraging the Milan Direct

Cost Base private label and a review of pricing points across
Cost of Sales 58.2% 58.8% 60.0% 61.6% 58.1% the entire Temple & Webster range
Distribution 18.6% 19.4% 18.2% 18.3% 15.9% « Employment costs are higher YoY due o new
Wages 15.4% 16.4% 19.6% 17.1% 20.3% hires and management LTI program. Employment
Advertising & Marketing 13.7% 1.9% 19.4% 20.4% 14.0% costs will decrease in H2 as a result of the Milan

: . Direct integration.
Selling and Admin Expenses 6.6% 6.5% 6.6% 5.9% 6.3%
EBITDA (12.5%) (12.9%) (24.0%) (23.3%) (14.4%) e Distribution costs as a % of revenue have

decreased by ¢.13% as a result of renegotiating
shipping rates and reducing inventory levels

e Significant improvement in marketing efficiency
year on year as a result of focussing spend on
higher ROI digital channels (14.0% vs 20.4%)
Continuing business basis excludes results for the Milan Direct UK business which was wound up during H1 FY17. EBITDA is a non-IFRS measures that, in the opinion
of the Directors, is useful in understanding and appraising the Company’s performance. Revenue, Margin and EBITDA comparisons are performed on a pro forma e As a result, EBITDA has improved by 35% year

basis which include the assumption that the Milan Direct and Zizo businesses were part of the group for all historical periods but exclude all costs associated with the

acquisition and restructuring of Milan Direct and Zizo, depreciation, amortisation, interest and any costs associated with the Group’s IPO. on year
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Statutory balance sheet

A$m 31-Dec-16
Assets

Cash & Cash Equivalents 12.3
Inventories 2.2
Other current assets 0.5
Intangibles, (inc. goodwill) 7.2
PPE 0.3
Total Assets 23.5
Liabilities

Trade and other payables 8.5
Employee accruals and provisions 1.9
Deferred revenue 1.9
Total Liabilities 12.3
Net Assets 1.2
Equity

Share Capital 76.6
Reserves 0.4
Retained earnings (65.8)
Total Equity 1n.2

Key Observations

e Strong balance sheet position
with $12.3m cash and zero debt

e [nventory levels have reduced
as a result of better, data-driven
buying decisions including a
reduction of aged inventory levels

¢ | ow PPE balance reflects the
group’s asset light online business
model

¢ Deferred revenue (cash received
for orders awaiting shipment)

has reduced from 6.5% of sales
(H1FY16) to 5.6% of sales
(H1FY17) as a result of reducing
delivery lead times to customers
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1. Execute vision to deliver beautiful solutions
for our customers’ homes and work spaces

T [ O

Expand range, focus on Shoppable content eg. Tech innovations Virtual styling advice in Improved last mile
catalogue improvement, styled shoots, complete eg. AR, new mobile site customer care, live-chat delivery experience
continue to focus on rooms, video

furniture

Get $10 OFF* your first order with Temple & Webster. Click herel

Departments «~+  Rooms + Collections  Sale Search over 130,000 products

.= SPRING REFRESH

Art, cushions, lighting & accent tables. \\/

SHOP NOW

Search over 130,000 products n

Add the finishing touches to your
kitchen with barstools & pendants.

. ISLAND
5 LIFE
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Example: T&W Style School launched December 2016

e Market first

e |nteractive online
education in partnership
with the respected
Sydney Design School

e First course: Styling
Your Living Space

e More course units
launching in April

¢ | everages Temple
& Webster talent and
content

¢ Aligns with our vision to
deliver beautiful solutions
to our customers

STYLE SCHOOL

Thep W rmowies 8 Acowt O

COURSE #1

Styling Your Living Space

WHAT YOUW'LL LEARN

YOUR EDUCATION TEAM

15



e
2. Reach profitability in CY18

Temple & Webster economics and path to profitability

Temple & Webster Temple & Webster
H1 FY17 (annualised) Short-Mid Term Target Comment/Actions
Revenue 100% 100%
Gross margins continue to increase with Q2 tracking in line with our short-mid
term targets. Key actions include reviewing pricing architecture, continued
Gross Margin 41.9% 42-44% reduction of discounting/promotions; better COGS
Delivered margin takes into consideration all warehousing/distribution costs,
Delivered Margin (after Q2 tracked close to this target. Key actions include continue to lower our
distribution costs) 26.2% 27-29% shipping and fulfillment rates and rate of recovery.
Customer Service & A key focus for H2 is to reduce our customer service and merchant fees to
Merchant Fees 5.0% 2-4% bridge the gap between actual resutls and short-mid term targets
ROl on marketing spend continues to improve, current trajectory suggests we
Marketing 14.0% 9-10% are well advanced to meet our short-mid term targets
Contribution Margin 7.2% 13-18%
Fixed Costs (people, Milan Direct integration and other optional improvements will continue to
property, tech, other) $14.7m $12-13m reduce our fixed cost base

Implies revenue
run-rate required to
reach profitability
of $70-$90m

16



3. Set up business for future growth

New Categories
(eg Gifting)

Trade Program

Continue to explore
omnichannel retail
with Melbourne pop
up showroom (to be
rebranded Temple &
Webster)

Invest in data
capabilities
(eg Tealium)

New geographies
(eg New Zealand)

¢ \We have begun to
invest in our Trade &
Commercial program
which is showing
strong month on
month growth

e Focused on SMEs
and trade customers

e Key differentiators:
design and styling
service; dedicated
customer support;
trade discount
across the catalogue

e Example project:
Corporate boxes
for Sydney Cricket
Ground and Sydney
Football Stadium




Outlook

e

e January was a strong start to
the year with revenue, gross profit
and EBITDA showing similar year-
on-year growth rates as H.

 While revenue may yet still be
impacted by the Milan Direct
integration and the continued
focus on improving margins,

the Company expects market
conditions for the second half of
FY17 to remain favourable.

 The Company remains confident B e
in its original plan of reaching %//;R,
profitability during CY18. ¥ /
| TP
N\~
[




Why TPW?

Large Already #1 Biggest Large and
and and range engaged
growing capturing N customer
Market scale Australia database
benefits
Best team Magaa”ztine \Welgle On the
and talent in gonter%/t class teem path to
category sroduced olatform orofitability

IN-house
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2015 & 2016 were transformational years for the T&W Group

Wa alr HOME milandirect.com.au 8 = 2= =

l l l l

October 30 July Mid-Sept December Feb/Mar 2016 May 2016 December
2011 2015 2015 2015 * Sydney * ZIZO merged 2016
e Temple & e Acquisition o Wayfair o TPW Group lists reorganisation and into T&W e Milan Direct
Webster is of Wayfair Australia on the ASX relocation * First phase of integrated into
born Australia rebranded and * Acquisition of * Milan Direct cost reduction T&W

relaunched as Milan Direct opens physical complete

ZI1Z0 showroom

(Melbourne)

“The first place Australians turn to when
shopping for their homes and work spaces”
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Disclaimer

This presentation (Document) has been prepared by Temple & Webster Group Limited ACN 608 595 660 (T&W Group or the Company).
This Document is a presentation to provide background information on the Company and its subsidiaries and is not an offer or invitation or
recommendation to subscribe for securities or financial product advice by the Company or any other person.

The Company has prepared this Document based on information available to it to date. Certain information in this Document is based on
independent third party research. No representation or warranty, express or implied, is made as to the fairness, accuracy, completeness
or correctness of the information, opinions and conclusions contained in this Document. To the maximum extent permitted by law,
neither the Company, its directors, officers, employees, advisers or agents, nor any other person accepts any liability, including, without
limitation, any liability arising from fault, negligence or omission on the part of any person, for any loss or damage arising from the use of
this Document or its contents or otherwise arising in connection with it.

This information has been prepared by the Company without taking account of any person’s objectives, financial situation or needs and
because of that, you should, before acting on any information, consider the appropriateness of the information having regard to your own
objectives, financial situation and needs.

This document contains certain “forward-looking statements”. All statements, other than statements of historical fact, that address
activities, events or developments that the Company believes, expects or anticipates will or may occur in the future are forward-looking
statements. Forward-looking statements are often, but not always, identified by the use of words such as “seek”, “anticipate”, event

or result “may”, “will”, “can”, “should”, “could”, or “might” occur or be achieved and other similar expressions. These forward-looking
statements reflect the current internal projections, expectations or beliefs of the Company based on information currently available to the

Company.

Forward-looking statements are, by their nature, subject to a number of risks and uncertainties and are based on a number of estimates
and assumptions that are subject to change (and in many cases outside of the control of the Company and its Directors) which may
cause the actual results of the Company to differ materially from those discussed in the forward-looking statements. There can be no
assurance as to the accuracy or likelihood of fulfillment of any forward looking statements events or results. You are cautioned not to
place undue reliance on forward-looking statements. Additionally past performance is not a reliable indication of future performance. The
Company expressly disclaims any obligation to update or revise any such forward-looking statements.

All references to dollars are to Australian dollars unless otherwise stated.

This document may not be reproduced or published, in whole or in part, for any purpose without the prior written consent of T&W Group.
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