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Annual Results 





Pro forma 
revenue $61.7m 




Within revised guidance 


of $60-62m


Summary 

Pro forma 
Ebitda ($14.8m) 



Within revised guidance


 loss of $14-15m


Management 
Team 

refreshed 



Strategic plan implemented 

$12.6b  
market 



Only 4.1% migrated online


Fy17 priorities 



• Execute vision of delivering "
beautiful solutions




• Double digit revenue growth




• Push towards profitability




• Set up for future growth horizons


Stronger  
q4 



Results trending in the right direction
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The pro forma balances presented are unaudited non-IFRS measures that, in the opinion of the Directors, are useful in understanding and appraising the Company's performance against the forecasts 
made in the company’s prospectus. Pro forma revenue and EBITDA results include adjustments to the audited statutory profit and loss to include the assumption that Milan Direct and ZIZO were part of 
the group for the full financial years presented and accordingly their earnings are included in all periods shown. See page 14 for a detailed reconciliation between statutory revenue and pro-forma 
revenue and from statutory net profit before tax to pro-forma EBITDA.. 



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


Furniture and homewares online penetration rates by country from CY12 to CY15.
A$12.6 billion addressable market


Source: Euromonitor International Limited; Home Furnishings 
and Homewares System 2016 edition. Sales in 2015 in retail 
value (inc. sales tax), current terms, and is to scale
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Total 
A$12.6b 



The Group runs two market leading websites 

#1 online only retailer in category





Largest range in Australia – 147k products





Database: 1m+ newsletter subscribers





Famous for content and curation





No inventory business model


Specialist online furniture retailer





10 year history





Office and residential sales





Direct sourcing capabilities





Melbourne showroom
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We have recently refreshed our management team 

Mark Coulter

Interim Chief 
Executive Officer

Mark is a co-founder of 
Temple & Webster and has 
been involved as an advisor to 
the Group since its inception, 
commencing the role of 
interim CEO in April 2016."
His previous roles include 
Director of Strategy for News 
Digital Media, and he is "
co-founder of the National 
Online Retailers Association, 
as well as logistics company 
ParcelPoint/Fluent Retail.


Mark Tayler

Interim Chief 

Financial Officer

Mark joined Temple & Webster 
Group as Chief Financial Officer "
in April 2016 with a multitude "
of industry experience including "
eCommerce, retail, wholesale, 
and IT services in both private 
and public enterprise. Most 
recently he held the position of 
CFO at the DealsDirect Group 
where he led programs enabling 
its ASX listing and subsequent 
transformation into Australia’s 
largest listed e-commerce group.


Adam McWhinney

Group Chief Experience 
Officer, T&W 

Co-founder Adam has been with 
the business since its formation 

in July 2011, where he is 
responsible for leading customer 
experience across the group. 
Adam brings to the role more than 
15 years of experience in senior 
digital product development roles 
at News Limited, and was the 
creator of no.1 Australian recipe 
website Taste.com.au. Adam now 
runs the customer service and 
operations teams.


Michael Henriques

Chief Information 
Officer, T&W

Michael joined the Group "
in July 2015 on Temple & 
Webster’s acquisition of "
ZIZO/Wayfair Australia, "
where he previously held "
the roles of Vice President, 
Managing Director and 
Technology & Operations 
Manager. His previous 
experience includes "
several technology roles 

at Wotif.
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We have recently refreshed our management team (cont.) 

Dean Ramler

Executive General 
Manager, MD

Dean is founder and 
executive general manager 
of online furniture retailer 
Milan Direct, which he 
established in 2006 at the 
age of 24. He has deep 
experience in the 
Australian furniture and 
retail industries, which he 
brings to Temple & 
Webster Group since Milan 
Direct’s acquisition in 
December 2015.








Susie Sugden

Chief Commercial 

Officer, T&W

Susie is a specialist in digital 
marketing and merchandising 
for online retailers, and leads 
the site merchandising and 
content teams. Before joining 
Temple & Webster, Susie 

spent five years in Indonesia 
where she managed 
businesses including 
Lazada.co.id, Indonesia’s 
biggest e-commerce site 
(acquired by Alibaba in 2016). 
Susie was instrumental in 
getting TPW’s marketing back 
on track in Q4.


Sven Lindell

Chief Marketing 
Officer, T&W

Sven joined Temple & 
Webster Group in July 2016. 
As Chief Marketing Officer, 

he is responsible for the 
group’s marketing strategy. 
Named as one of the Inside 
Retail Top 50 People in 
eCommerce in 2015 and 
2016, Sven previously 
oversaw the digital 
transformation of Bras N 
Things as Chief Digital 
Officer, and held positions at 
Woolworths, Loyalty Works, 
Rebel Group and Microsoft.


Christie 
McGuinness

Human Resources 
Director

A specialist in HR, 
leadership development 
and change management, 
Christie joined Temple & 
Webster in October 2015, 
following 15 years working 
across a variety "
of industries including "
eCommerce, media, "
finance and agriculture.
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Kate Perkins

Head of Buying, 
T&W

Kate joined Temple & 
Webster in September 
2015, and leads the 

Buying team in its 
management of more

 than 700 suppliers.  

Kate brings 20 years 
furniture & homewares 
sourcing experience with 
previous roles including

7 years as Head of Home 
with Freedom, and senior 
buying positions with 

Big W.
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Our focus on improving marketing has grown first time 
customers with cost per first time customer decreasing 

• Initial channel mix 
focused on building 
brand awareness 
impacted first time 
customer acquisition 
rate earlier in year



• Channel mix refined



• New marketing 
team & digital agency



• First time 
customers growing; 
ad cost ratios 
decreasing
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First Time Customers and Cost 
per FT Customer (Quarterly)
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We have completed the first phase of our cost reduction program 

✔ Combined T&W and ZIZO





✔ Marketing ROI improvement





✔ Employment related expenses reduced 





✔ Shipping and fulfillment costs reduced





✔ General OPEX reduction


Monthly cash burn reduced by $400k+


JAN/FEB	
  2016	
  AVERAGE	
  
CASH	
  BURN	
  

MAY/JUNE	
  2016	
  AVERAGE	
  
CASH	
  BURN	
  (FORECAST)	
  

⬇$400k+ 
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The relaunched Temple & Webster site is working 

147k+ 

products

⬆⬆


Site

visits 

⬆⬆⬆


Organic 

search traffic

⬆⬆⬆





Basket 

size

⬆⬆⬆


Conversion 
steady 


Average 

ship time 

⬇⬇⬇





May/June 

year on year 
(templeandwebster.
com.au)



*Google Analytics – 
01 May 2015 to 31 
Jul 2015 Comp 
YOY


Key 

= +/- 5%    ⬆ +/-10%     ⬆⬆ +/-10-30%    ⬆⬆⬆ +/- 30%+
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Both Active Customers and Revenue per Customer grew in Q4 

An Active Customer is a 
customer that has made at 
least one purchase over the 
last 12 month period


Net Revenue per Active Customer
Active Customers
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FY16 KEY FINANCIALS 





































Pro Forma profit and loss 

A$m FY13 FY14 FY15 H1 H2 FY16 

Revenue 29.9 46.1 59.9 32.1 29.5 61.7 

Cost of Sales (17.5) (26.8) (35.2) (19.8) (17.2) (37.0) 

Gross Profit 12.4 19.3 24.7 12.3 12.3 24.6 

Gross Profit % 41.5% 41.9% 41.2% 38.3% 41.7% 39.9% 

Distribution (5.6) (8.6) (11.6) (5.9) (5.3) (11.2) 

Wages (5.7) (7.1) (9.8) (5.5) (6.6) (12.1) 

Advertising & Marketing (4.8) (6.3) (7.1) (6.6) (5.4) (12.0) 

Selling and Admin Expenses (2.3) (3.0) (3.9) (1.9) (2.2) (4.1) 

EBITDA (6.0) (5.8) (7.8) (7.5) (7.2) (14.8) 

Gross Profit % 41.6% 41.8% 41.2% 38.4% 41.7% 39.9% 

Contribution Margin % 22.8% 23.2% 21.7% 20.1% 23.7% 21.7% 

% of Revenue 

Cost of Sales 58.4% 58.2% 58.8% 61.6% 58.3% 60.0% 

Distribution 18.8% 18.6% 19.4% 18.3% 18.0% 18.2% 

Wages 19.2% 15.4% 16.4% 17.1% 22.4% 19.6% 

Advertising & Marketing 15.9% 13.7% 11.9% 20.4% 18.3% 19.4% 

Selling and Admin Expenses 7.6% 6.6% 6.5% 5.9% 7.5% 6.6% 

EBITDA (20.0%) (12.5%) (12.9%) (23.3%) (24.4%) (24.0%) 

Key observations

• Revenue up 3.0% for the year. 

Double digit growth rates realised post

integration of ZIZO/TPW (April 2016)



• Gross profit % up 8.8% in H2 as a 
result of mix and strategic pricing point

increases



• Significant improvements in marketing 
ROI in H2 with marketing spend as a %

of revenue down 10%.



• Annualised benefits of employment 
restructuring activities will be realised

in FY17



The pro forma balances presented are unaudited 
non-IFRS measures that, in the opinion of the 
Directors, are useful in understanding and 
appraising the Company's performance against the 
forecasts made in the company’s prospectus. Pro 
forma revenue and EBITDA results include 
adjustments to the audited statutory profit and loss 
to include the assumption that Milan Direct and 
ZIZO were part of the group for the full financial 
years presented and accordingly their earnings are 
included in all periods shown.
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Reconciliation of Statutory Results to Pro Forma Results 

© 2016 Temple & Webster Group 

Commercial in confidence


Pg 14




FY16 Pro Forma Results



• Include revenue reflecting 12 months 
revenue for Temple & Webster, Milan 
Direct and ZIZO



• Exclude all costs associated with the 
Milan Direct and ZIZO acquisitions, 
depreciation, interest, amortisation and 
costs associated with the IPO



FY16 Statutory Results



• Include revenue for:

     • Temple & Webster from 1 July 2015

     • ZIZO from 31 July 2015

     • Milan Direct from 4 December 2015



• Include all costs associated with the 
Milan Direct and ZIZO acquisitions, 
depreciation, interest, amortisation and 
costs associated with the IPO


EBITDA is a non-IFRS measure


Revenue Reconciliation


A$m FY16 

Statutory revenue 50.8 

Milan Direct revenue pre acquisition 10.0 

ZIZO revenue pre acquisition 0.9 

Pro Forma revenue 61.7 

EBITDA Reconciliation 

A$m FY16 

Statutory net loss before tax (44.9) 

Net loss of acquired businesses pre acquisition  (1.1) 

Impairment of intangible assets (non cash) 19.4  

Costs associated with IPO and business combinations 6.9  

Finance cost (FV of option relating to convertible notes) 4.6  

Interest, depreciation and amortisation  0.3  

Pro Forma EBTIDA (14.8) 



Statutory balance sheet 

Key observations

• Strong balance sheet with +$18m 

cash and zero debt



• Cash generation significantly up in Q4 due 
to improved trading and the implementation 
of cash management strategies



• Inventory reflects Milan Direct's low 
inventory model



• Goodwill and intangibles reflect the value 

of the Milan Direct acquisition



• Conservative impairment position taken 

at year end on Milan Direct and ZIZO 
acquisitions



• Low PPE balance reflects the group's 

asset light online business model



• Deferred payment consideration reflects

 the final payment for the ZIZO acquisition 
(paid in Q1)
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A$m 30-Jun-16 

Assets 
Cash & Cash Equivalents 18.4 

Inventories 3.5 

Other current assets 1.2 

Intangibles, (inc. goodwill) 7.3 

PPE 0.2 

Total Assets 30.6 

Liabilities 
Trade and other payables 9.1 

Employee accruals and provisions 1.2 

Deferred revenue 1.9 

Deferred payment consideration 2.0 

Total Liabilities 14.2 
Net Assets 16.4 

Equity 

Share Capital 76.7 

Reserves 0.1 

Retained earnings (60.4) 

Total Equity 16.4 



Strategy & outlook 



1.  
Execute 
vision of 

delivering 
beautiful 
solutions 

2.  
Double  

digit 
revenue 
growth 

3.  
Push 

towards 
profitability 

4.  
Set up  

for future 
growth 
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1.  Execute vision to deliver beautiful solutions  
for our customers’ homes and work spaces 

Expand range, focus on 
catalogue improvement


Shoppable content eg. styled 
shoots, complete rooms, video


Tech innovations 

eg. AR, new mobile site


Virtual styling advice in 
customer care, live-chat


Improved last mile 
delivery experience
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With visits at ~50%, mobile experience is a key focus for innovation 

Augmented reality 
shopping


Explore and shop 
the look
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Snap, find, shop

(to be launched 
later in the year)




2. Double digit revenue growth 

Online market growth
 Take greater share


Focus on 
ecommerce 

basics


	
  
	
  

Traffic acquisition 
SEO; digital 

marketing, brand 
awareness


Conversion 

range, price, 

merchandising, 
product


Basket size 

cross sell, up sell, 

mix, add-ons


Repeats 

delivery experience, 

personalisation, 
engagement


Leverage 
scale as 

competitive 
advantage


Buying/

Sourcing


Logistics/

Last mile


Team/

Bench strength


Tech/

Innovation


+
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3. Push towards profitability 

Well 
capitalised, 
with better 
cash 
management 
procedures


§  Securing funding through a 
pre-IPO capital raise and IPO 
on the ASX


§  Become leading player in the 
space by winning market 
share - acquisitions of Wayfair 
and Milan Direct


§  Establish the foundation of 
the Temple & Webster Group


§  Integrate T&W and ZIZO 
business


§  Complete phase 1 of cost 
reduction


§  Consolidate 3PL 
vendors


§  Renegotiate shipping

§  Reduce payroll




§  Improve marketing efficiency

 


§  Integrate Milan Direct and T&W 
(back end)


§  Continue to drive scale 
benefits, eg. fulfilment, 


	
  
§  Gross margin improvement 

(key account management, 
purchasing power, pricing)


§  Continue to improve marketing 
ROI











CY2015


Secure future working capital
 Capture operating leverage
 Push towards profitability


Achieve 
Breakeven


CY2016
 CY2017
 CY2018
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4. Set up for future growth 

A 
 Showroom rollout 
 B 
 Trade program
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Largest 
range and 
magazine 

quality 
content


Large and 
engaged 
customer 
database


Best 

team and 
talent in 
category


World 

class tech 
platform


Well 
capitalised


Why we will win 

Loved 

and 

respected 
brands


Focus on 
delivering 
beautiful 

solutions for 
customers


Already #1 
and 

capturing 
scale 

benefits
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Q&A 



appendix 



FY16 has been a transformational year for the T&W Group 

30 July 2015

• Acquisition of 
Wayfair Australia


Mid-Sept 2015

• Wayfair Australia 
rebranded and 
relaunched as ZIZO


December 2015

• TPW Group lists

 on the ASX

• Acquisition of 

Milan Direct


October 2011

• Temple & "
Webster is born


Feb/Mar 2016 

• Sydney reorganisation 
and reclocation

• Milan Direct opens 
physical showroom 
(Melbourne)


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

May 2016 

• ZIZO merged 
into T&W

• First phase of 
cost reduction 
complete
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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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