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The 2019 financial year was a great one for the company; 

 

• The group delivered a full year revenue result of $101.6m, up 41% year on year, which in the 

context of weak retail and housing markets is an impressive result 

 

• As promised, FY19 was the first full year of profit for the group with an EBITDA result of 

$1.1m. NPAT was helped by the recognition of a deferred tax asset to finish at $3.8m 

 

• The year ended with $13.5m in cash with zero debt, which represents net cash flows of 

+$3.6m for the year 

 

The board is very happy with progress to date and believes the Company is well positioned to take 

advantage of the continuing high growth of the online furniture and homewares market. 

 

I’d like to take this opportunity to acknowledge Mark and his team for their passion and dedication in 

delivering the business plan to date and extend my thanks to my fellow Directors Sue Thomas and 

Conrad Yiu and Company Secretary, Mike Egan for their contribution and stewardship. And on behalf 

of the directors of the Group, I would also like to thank you, our shareholders, for your support. 

 

I’d also like to announce that this morning Mark was appointed a director of the group. Mark’s 

appointment will no doubt be welcomed as a further sign of his commitment to Temple & Webster, 

and on behalf of the other directors, I welcome Mark to the board. I will now hand over to Mark for 

his address.   

 

 

CEO’S Address to AGM 

 

Thank you Stephen and good morning everyone.  

 

As Stephen mentioned, the year was headlined by two incredible milestones. Firstly, our revenue for 

the year crossed into 9 figures, ending at $101.6m, up 41% on the year before. The second, as 

promised, FY19 was our maiden year of profit. 
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This slide shows how we got there. Over the year, we built upon the work completed in the years 

prior. Importantly, our gross margin improved to 44.6% due to smarter pricing, private label growth 

and securing better terms from our suppliers. Our advertising as % of sales also improved due to our 

continued innovation in our digital marketing channels which has led to efficiency improvements. 

What is critical to note, is that you can now see the operating leverage of the business. While our 

fixed costs in absolute terms grew by almost 18% due to investments in future growth initiatives 

such as our trade & commercial team, our mobile app, new categories and our technology team, as 

a percentage of revenue our fixed costs decreased by 15%. It is this operating leverage, combined 

with the group’s healthy 41% revenue growth, which propelled us to our first year of profit. 

 

Our revenue growth has been driven by a record number of active customers which were up 37% year 

on year to 271,000, due to increases in both first time and repeat customers. We also achieved our 

first $1 million revenue day, a great result considering the challenges in the broader retail and housing 

markets. And importantly we have been able to scale our growth while keeping our customer 

acquisition costs steady. 

 

Our hypothesis remains that the shift to online, which is being driven by the older Millennials and 

those that have grown up buying everything online, is independent of broader macroeconomic factors. 

We believe the shift from offline to online will continue regardless of what’s happening 

macroeconomically. Also, our brand positioning is around affordable beauty, and when economic 

conditions get tough, we believe consumers become even more value conscious, and Temple & 

Webster definitely offers good value. 

 

The year as always was a busy one. Some of our key achievements included: 

 

• Increasing our range by 25% to have over 150,000 products for sale. Range expansion 

included entering into the home improvement or DIY category with select product 

additions. We also added resources into our private label division to expand our ranges 

particularly in homewares categories such as art, manchester and rugs. Importantly we 

use the data that we are collecting from the millions of user sessions on our site to inform 

our buying decisions around categories, price points and styles to lower the risk of our 

buying decisions. 

 

• Increasing the number of products we sell has been combined with the development of 

technologies to help our customers find what they are looking for faster. All of our product 

pages now feature AI powered visual search product recommendations; our homepage 

and emails now feature product recommendations which use our immense quantities of 

data along with machine learning to intelligently suggest what products you’re likely to be 

interested in. During the year we also launched a new section on the website which we 

call “room ideas”, leveraging our back catalogue of proprietary images so our customers 

can easily “shop the look” they want to recreate in their homes 
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• We also opened our first “by appointment” showroom in Sydney for our Trade & 

Commercial customers. This space allows our clients to meet their dedicated account 

manager, review designs and product selections, and touch and feel key lines and samples. 

We moved our creative team into a dedicated photographic studio which has space for 

multiple simultaneous room builds, ample storage for props and samples and is probably 

the best equipped dedicated interiors photography studio in Australia.  

 

• Finally, we made countless improvements to our customer experience both onsite and 

offsite. Our net promoter score continues to climb, hitting our target score of 60% due to 

improving the delivery experience, primarily by working more closely with our freight 

carriers, enforcing stricter quality standards across our supplier base and upskilling our 

customer care team. Note that the Net Promoter Score ranges from -100% to +100%, so a 

score of 60 is very good and means that the vast majority of our customers are very happy. 

 

So where to from here?  

 

Our estimated market share for both our Australian B2C and B2B divisions is less than 0.5%, so we 

have a lot of growth ahead of us if we can continue to execute our disruptive proposition.  

 

Our plan to extend our market leadership of the B2C online furniture & homewares market has not 

changed: 

 

• Firstly, we will continue to add depth and breadth to our product categories, including 

expanding our private label offering which we see as a big opportunity to not only add 

exclusive ranges but also improve our margins  

 

• We will continue to leverage our scale, working with our suppliers on better terms but also  

 

obtaining exclusivity on new product ranges  

 

• However as big as we are, only ~30% of Australians have even heard of Temple & 

Webster, so we will continue to build our brand awareness using both digital and non- 

 

digital channels with the aim of becoming a nationally recognised brand over the next 5 

years 

 

• Next up on innovating our offer is launching our mobile app and getting real world 

feedback. We will be expanding our personalisation efforts across all customer touch  
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points and are getting ready for the augmented/virtual reality trend which we see as 

becoming increasingly important for our sector over the next few years 

 

• We continue to run our own delivery pilot and are working with our freight partners on 

what an improved service offering looks like for our Temple & Webster customers.  

 

• And lastly, we continue to add customer advice touch points across our customer care 

channels  

 

B2B / Trade & Commercial 

 

Our B2B division, which we call Trade & Commercial, also had a strong finish to the year. While the 

NSW and Federal elections did not help trading during the half, Q4 recovered some of the general 

weakness we saw in Q3. The net result was revenue growth of 38% year on year. We remain bullish on 

this division as an alternative growth channel to the main game in B2C. 

 

Our plan for the B2B division includes: 

 

• The addition of exclusive trade only ranges 

 

• The expansion of our inbound sales team (both onshore & offshore) 

 

• The addition of business development managers with category and/or geographic 

specialisation for outbound sales 

 

• Continuing the pilot of our Sydney by appointment showroom 

 

 

• Further rolling out our turnkey solution for our clients including delivery consolidation, 

install and assembly, rubbish removal and styling 

 

• And lastly, we also see an opportunity to increase the brand awareness of our B2B offering 

through dedicated trade marketing activities 

 

Trading Update 

 

In terms of outlook, FY20 has started strongly with YTD trading (to Oct 15) up 45% year on year and 

contribution margins within our target ranges. Having said that, we do remain watchful of broader 
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retail and housing market conditions. 

 

Given the nascent stage of the online furniture and homewares market and the positive structural 

changes, we remain committed to our strategy of investing now to ensure Temple & Webster is the 

brand for the next generation of furniture and homewares buyers. We want Temple & Webster to be 

the first place Australians turn to when shopping for their homes and work spaces. As such our 

strategy is to pursue high growth while remaining profitable. 

 

Team 

 

Finally, thank you to the Tempster team, some of whom are here today. While it has been a big 3 

years, you have set the business up for an incredibly exciting future, one that will continue to deliver 

high growth for many years to come. I would also like to thank the board for their counsel and 

stewardship, and I look forward to continuing our work together as a fellow director. 

 

 
‐ ends ‐ 

 
 

Melissa Shawyer, PR Group 
M: +61 (0) 412 066 048 
melissa@prgroup.com.au 

 

About the Temple & Webster Group 

Temple & Webster is Australia’s leading online retailer of furniture and homeware.  

  

Temple & Webster has over 150,000 products on sale from hundreds of suppliers. The business runs an 

innovative drop-shipping model, where products are sent directly to customers by suppliers, enabling a larger 

product range, faster delivery times and reducing the need to hold inventory.  

 

The drop ship range is complemented by a private label range which is sourced directly by Temple & Webster 

from overseas suppliers.  

 

The Temple & Webster Group is headquartered in Sydney, Australia and is listed on the Australian Securities 

Exchange under the code TPW. 

mailto:melissa@prgroup.com.au
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Summary

FY18 RevenueFY19 Revenue

$72.2m$101.6m

FY18 EBITDAFY19 EBITDA

($0.7m)$1.1m

• Temple & Webster is the 
online market leader in 
furniture & homewares

• Large addressable market, 
of which only 4-5% moved 
online

• Business is now trading 
profitably with strong 
top-line growth and a 
debt free balance sheet

Jun-19 Cash

$13.5m

Page 3

Jun-18 Cash

9.9m

41% Growth YoY

Both FY18 and FY19 numbers take into consideration the new revenue recognition accounting standard AASB15 Sources: Euromonitor International Limited; Home Furnishings and Homewares System 2018 edition.
IBISWorld Industry Report OD4176 Online Household Furniture Sales in Australia.
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Mark Coulter
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Operating leverage delivered the Group’s first full 
year of profit

FY17 - FY19 numbers take into consideration the new revenue recognition accounting standard AASB15.

Revenue 100% 100% 100%

Gross Margin 42.7% 44.1% 44.6%

Delivered Margin (after all 

distribution costs)
27.6% 31.0% 30.1%

Customer Service Staff & 

Merchant Fees
4.7% 3.3% 3.3%

Advertising Costs 12.6% 11.3% 10.9%

Contribution Margin 10.3% 16.4% 15.9%

Fixed Costs (ex share based 

payments)
20.6% 16.4% 13.8%

Adjusted EBITDA (10.2%) 0.0% 2.1%

FY18 FY17 FY19

• Better terms; more private label

• Increased digital efficiency

• Operating leverage (costs increased 
~18% in absolute terms due to 
investment)



Page 6Page 6

NB. Active customers are the number of unique customers who have transacted in the last twelve months (LTM). All numbers are Temple & Webster only and exclude Milan Direct. 

↑13%

Active customers up 37% year on year

Active Customers Repeat and First Time Orders
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Demographic and structural changes will 
drive strong market growth for years to come

Millennials are entering our 
core demographic

Hypothetical distribution of homewares 
and furniture spend by age

Structural changes 
in our favour

• Faster internet and mobile speeds
eg. NBN, 5G

• New market entrants accelerating 
online shopping take-up 
eg. Amazon

• New technologies improving 
experience and conversion 
eg. augmented reality

• Offline exits/store closures

1 2

Millennials 
Age 23 - 38

35 65
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FY19 Key 
launches: 
We continue 
to innovate 
our offering

Added ”Shop the Look” 
functionality with 500+ 
proprietary images

Increased range by 25%, to 
150k products

Added personalisation across 
desktop, mobile and email

Begun to invest in DIY/ home 
improvement category

Expanded private 
label range into 
homewares
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Product Recommendations
Using AI and machine learning

Room Ideas / Shop the Look
Leveraging back catalogue of proprietary imagery

FY19 Key launches: Site functionality
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By appointment 
showroom
Personal service 
with dedicated 
account manager 
for our Trade & 
Commercial 
customers; touch & 
feel key product 
lines; view samples 
& swatches; review 
designs and 
product selections

New 
photographic 
studio
Dedicated 
photographic 
studio; multiple 
room sets; 
warehouse 
storage for new 
products and 
props

FY19 Key launches: Showroom & Studio
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It’s all about the customer

Net Promoter Score 
(score range: -100% to 100%)
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Best pureplay finalist 2019
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Our plan to grow our leadership in the online B2C
furniture and homewares market

Add depth and 
breadth across our core 

categories (including 
DIY); expand private 

label offering

Leverage scale to 
obtain cost advantage 
and exclusivity on new 

product ranges

Increase brand 
awareness from 31% to 
+80% through digital 

and non-digital 
channels

Innovate our offering: 
mobile app, 

personalisation, 
augmented reality

Continue pilot of 
our own delivery van 

network to solve 
bulky delivery

Add design help for all 
customers 
(chat, voice, 

online, in-store)

Brand awareness survey conducted by independent marketing agency 



Page 13Page 13

B2B Sales 

Repeat and First Time Orders
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First Time Trade & Commercial Customer
Orders
Repeat Trade & Commercial Customer Orders

$’000s.

Our Trade and Commercial (B2B) division grew 38% year on year

Our B2B Customer Proposition
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Sales/revenue is pre deferred revenue and refund accounting adjustments
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Our plan to grow our market share of the B2B
furniture and homewares market

Add Trade & 
Commercial exclusive 

product ranges

Add inbound sales staff 
(onshore & offshore); 

and outbound 
business development 

managers

Continue pilot of 
Sydney by 

appointment 
showroom

Continue to improve 
fulfillment model 

(consolidation; white 
glove service)

Innovate offering 
leveraging B2C tech 
(augmented reality; 

personalisation)

Grow brand awareness 
through trade 

marketing activities
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Trading update & outlook

FY20 has started strongly with YTD trading (to Oct 15) 
up 45% year on year and contribution margins 
within our target ranges.

The company remains committed to a high growth 
strategy to take advantage of the structural shift 
towards online.

TPW will be reinvesting short term operating 
leverage into growth initiatives as outlined, while 
remaining profitable.

This reinvestment strategy supports Temple & 
Webster’s stated goal of becoming the first place 
Australians turn to when shopping for their homes 
and work spaces.

Page 15
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Questions
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Resolutions 
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Meeting Closed
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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 nor does it 
constitute the giving of financial product advice by the Company or any other person.   The information in this Document is selective and may not be complete or 
accurate for your particular purposes.

The Company has prepared this Document based on information available to it to date and the Company is not obliged to update this Document.  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, nor 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. We suggest that you 
consult a financial adviser prior to making any investment decision.

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 does not intend, and expressly disclaims any obligation, to update or revise any forward-looking statements.

The information in this Document is only intended for Australian residents. The purpose of this Document is to provide information only. 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.

Disclaimer
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