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Important notice
This presentation is given on behalf of Pushpay Holdings Limited (Pushpay). 

NZSX:PPH | ASX:PPH | New Zealand Company Number: 3481675 | ARBN: 613 314 104

Information in this presentation: 

● is for general information purposes only and is not an offer or invitation for subscription, purchase, or recommendation of securities 
in Pushpay;

● should be read in conjunction with, and is subject to, Pushpay’s Interim and Annual Reports, market releases, and information 
published on Pushpay’s website www.pushpay.com;

● includes forward-looking statements about Pushpay and the environment in which Pushpay operates, which are subject to 
uncertainties and contingencies outside of Pushpay’s control—Pushpay’s actual results or performance may differ materially from 
these statements;

● includes statements relating to past performance, which should not be regarded as a reliable indicator of future performance; and
● may contain information from third parties believed to be reliable; however, no representations or warranties are made as to the 

accuracy or completeness of such information.

All information in this presentation is current at the date of this presentation, unless stated otherwise. All currency amounts are in United 
States Dollars (USD) unless stated otherwise. Please refer to the Appendix for definitions of key metrics used in this presentation.

http://www.pushpay.com
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Wifi details 

Network: Bellevue Club 

No password required.
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Bruce Gordon
Chief Executive Officer

Troy Pollock
Chief Ambassador

Brian Byersdorf
Account Executive

Josh Robb
SVP of Product and Engineering

Today’s speakers
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Agenda



CEO 
update
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Company refocus 
Since June, focus has been mostly on...

● Culture
● Marketing and Sales
● Customers
● Acquisitions and partnerships
● Management alignment
● Planning and focus per five key strategies

Exceed 
Frontbook Plan

Exceed Backbook 
Plan

Exceed 
EBITDA Plan

Expand TAM
- Segmentation

Increase 
Employee Passion 
& Engagement
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● Marketing pivot
○ Connection
○ Nurture (Large customers)
○ Educate (Medium customers)

● Sales
○ Leadership
○ Large customer ‘complex’ decisioning

● Customer Success
○ Increased headcount
○ Feature adoption
○ Differentiated

Initial findings and strategies
Tactical

● Competition confusing market
● Industry “consolidation” kicking off? 
● Acquisition and partnerships rekindled
● Product and engineering pivot: 

Including ChMS
● Fall ‘19: People and community

Strategic
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Examples to date:

● Refocused advertising vendors to ‘nurture’ (e.g. quality/quantity)
● Summit 2.0

○ Digital event
○ Regional ‘Thought Leaders’

● Strategic Sales Specialist - Focus on top 200 opportunities
● Catholic go-to-market working group
● Customer Success strategic customer renewals 

‘Repurposing’
Effectiveness review is good business...

Goal remains affordable spend for growth.



10

FY20 guidance reiterated
Guidance for the year ending 31 March 2020:

● Annual operating revenue of between US$122.5 million and US$125.5 million

● Gross margin of over 63%

● EBITDAF of between US$18.5 million and US$20.5 million

● Total Processing Volume of between US$4.8 billion and US$5.0 billion



11

Competition

● Enterprise competition remains “status quo” (current IT)
● Competitor set is stable
● Entrants are ChMS with basic giving
● “Moat” in Giving/Engagement product and processing
● Industry consolidation next “3 years”? 

ChMS, Payment providers and App providers
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Diversity and leadership update

Independent Director

● Chair of Pushpay’s Audit 
and Risk Committee

● Member of Pushpay’s 
Nominations and 
Remuneration Committee

● Chair of Spark NZ
● Director of Auckland Airport

US Director

Julie Crowner
Operations

Molly Matthews
Customer Success

Audrey Cheng
Product

Senior leadershipBoard of Directors 

Amy Cheek
Program Manager

Justine Smyth
Independent Director
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M&A and Partnerships
● Ministry Brands bought those ‘for sale’
● Limited number remain in traditional market
● Remaining providers are strongly mission aligned

○ Not monetarily driven
○ Legacy providers, focused on the impact
○ Wary of losing control
○ Been in market for 30-40 years

● Multi-tiered strategy

Scale / traditional Challengers / emergent

International
● AUS
● UK
● South America
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● Clear vision: “#1 partner to US faith 
sector through strengthening 
connection, community & belonging.”

● Guidance reiterated
● Company is maturing, as is the market
● Value proposition by segment 
● Leadership role in M&A
● Profitable growth

Vision and Outlook

Targeting over 50% of the medium and large church segments, an opportunity representing 
over $1 billion in annual revenue

Large 
customers

Giving and 
Engagement 

expert

Medium and 
small 

customers
One-stop shop

Value Proposition
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Marketing 
update
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Troy Pollock

Chief Ambassador 

● Industry landscape

● Marketing update

● Results

● Business alignment 

● What’s on the horizon

What we’ll cover today:

That which is celebrated, 

is repeated.”
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Watermark Community 
Church 

Brett Billman, Director of Finance 

● Three campuses in Texas

● Weekly attendance of 15,000+ people

● US$28+ million annual budget

● Started using Pushpay in May 2016 

● 72% giving now collected through digital 

● 90% decrease in the cost associated with 

annual giving statements  

● Loyal brand advocate, contributor and 

influencer at Thought Leaders

Journey with Pushpay: 

“Pushpay has greatly improved the overall giving experience for 

our church body. The interface is easy for donors to navigate 

and the back-end reporting provides my team with everything 

we need for weekly reporting, monthly reconciliations, and 

annual giving statements.”



Website 
refresh

● Messaging
● Imagery
● New page performance:

○ 31% increase in visitors
○ 28% increase in form fills
○ 6% more time on 

homepage 
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● Next steps:
○ Customer stories that 

reflect our base
○ Show diversity across 

denomination, size, region



Pushpay 
University 

● Launched at Summit
● Thought leadership
● Expanded curriculum 
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Leads and 
advertising update

● Increase in Marketing Qualified 
Leads (MQLs)

● Decrease in ad spend
● Improved lead scoring
● Accelerated wins
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Looking to the 
future
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Product 
demo
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Product 
preview
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Fall ‘19 Release

Engagement Donor Development

● Data and insights
● Enriched community view
● Education - Pushpay University
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Questions
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Appendix
26
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Key metric definitions
Annual Revenue Retention Rate – is recurring revenue retained from Customers (for example, in the case of Customers in the faith sector, this is measured by the amount of recurring revenue at the end of the period excluding upsells into the 

existing Customer base, over the amount of recurring revenue from the end of the previous period). 

Annualised Processing Volume – is the annualised four week average payment transaction volume through the Pushpay payment platform, that Pushpay derives revenue from.

Average Revenue Per Customer (ARPC) – is the combination of monthly Subscription Fees and Volume Fees divided by total Customers. Subscription Fees are based on the Customer product holding, which can vary based on the size of the 

Customer and Volume Fees are based on payment transaction volume. For Customers who use Pushpay’s payment solution, Volume Fees are recognised on a gross basis and associated costs payable to issuing banks, processing partners and 

the card brands, such as Visa and MasterCard, are classified as expenses. The in-month average Volume Fee per Customer is used for the Volume Fee component of ARPC. 

Cash and Cash Equivalents – is cash on hand; deposits held at call with financial institutions; and other short‐term, highly liquid investments readily convertible to a known amount of cash and which are subject to an insignificant risk of 

changes in value. 

Customer – is an entity that utilises one or more Pushpay products. Pushpay reports Customers that have entered into an agreement and completed the paperwork necessary to set up their service. Pushpay views Customers with 0-199 

average weekly attendees as small, 200-1,099 average weekly attendees as medium and 1,100 or more average weekly attendees as large. 

Customer Acquisition Cost (CAC) – is sales, marketing and implementation costs divided by the number of new Customers added over a certain period of time. 

Earnings before Interest, Tax, Depreciation, Amortisation and Foreign Currency (gains)/losses (EBITDAF) – is a non-GAAP financial measure calculated by adding back net interest income, depreciation and amortisation, income tax expense 

and net foreign currency gains/losses to net gain/(loss).

Lifetime Value (LTV) – is the gross margin expected from a Customer over the lifetime of that Customer. This is calculated by taking the ARPC multiplied by 12, multiplied by the gross profit percentage, multiplied by the average Customer 

lifetime (the average Customer lifetime is 1 divided by churn, being one minus the Annual Revenue Retention Rate). A 97.5% Annual Revenue Retention Rate is used for the purposes of the calculation. Total LTV is calculated as LTV multiplied by 

total Customers.

Months to Recover CAC – CAC months or months of ARPC to recover CAC is the number of months of revenue required to recover the cost of acquiring each new Customer. 
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Net Profit after Tax (NPAT) – is revenue less third party direct costs, total operating expenses, net foreign exchange gains/losses and taxes.

Operating Revenue – is receipts received from Customers calculated in accordance with IFRS accounting standards.

Staff Headcount – is total number of employees at a specific point in time.

Subscription Fees – is recurring fees based on Customer product holding which can vary based on the size of the Customer (in the case of the faith sector, size is based on average weekly attendance). 

Total Processing Volume – is payment transaction volume through the Pushpay payment platform, that Pushpay derives revenue from within a period.

Total Revenue – is receipts received from Customers and other income calculated in accordance with IFRS accounting standards.

Volume Fees – is variable fee income generated from payment transaction volume (in the case of the faith sector, this is usually a percentage of total donations). 
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