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OUR VISION

E s t a b l i s h  o u r  b r a n d  p o r t f o l i o  a s  t h e  l e a d i n g  m o d e r n  d e s i g n ,  
d i g i t a l  m e d i a ,  e c o m m e rc e  a n d  t r a d e  i n d u s t r y  g ro u p .

S u p p o r t  t h e  w o r l d ’s  b e s t  i n d e p e n d e n t  b r a n d s ,  e m e r g i n g  
d e s i g n e r s ,  d e s t i n a t i o n s ,  e v e n t s  a n d  p ro d u c t s .

C o n t i n u e  t o  s h a re  e x c e p t i o n a l  c o n t e n t  f ro m  t h e  w o r l d s  o f  a r t ,  
a rc h i t e c t u re ,  i n t e r i o r  d e s i g n ,  f u r n i t u re ,  f a s h i o n ,  a n d  t e c h n o l o g y,  
t h a t  e n g a g e s  o u r  g l o b a l  a u d i e n c e  o f  8  M i l l i o n  f o l l o w e r s .  

I n c re a s e  o u r  s u p p o r t  a n d  v a l u e  t o  t h e  d e s i g n  c o m m u n i t y  t h ro u g h  
a  c o m p re h e n s i v e  o f f e r  o f  c o m m e rc e ,  t r a d e ,  m e d i a ,  m a r k e t i n g  
a n d  d i s t r i b u t i o n  s e r v i c e s .
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A H A L I F E  H O L D I N G S  L I M I T E DCORPORATE  STRUCTURE

• With the acquisit ion of Design Milk, AHL now has four diversi f ied revenue channels: 

o Design Mi lk - eCommerce and Pop-up Reta i l  revenue

o Design Mi lk - Advert is ing, Media and Event  revenue

o Aha - eCommerce revenue

o Kaufmann Mercant i le  - eCommerce revenue

• Addit ional revenue channel planned:

o Launch of  a  new Design Mi lk Trade /  B2B plat form by end of th is f isca l

AHL
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AHL continues to seek growth opportunities through 
acquisition of businesses with: 

\\\ Complimentary l i festyle, revenue or geography

\\\ Revenue range of US$2M to US$10M
\\\ A proven, loyal customer base

Meets our group values of:
\\\ Craftmanship
\\\ Community
\\\ Conscious Living

Benefits from leveraging our core competencies of:
\\\ Large global audience
\\\ Operational shared service structure
\\\ Industry, Trade and B2B expertise

New Channel 
or Brand

Common AHL Group brand values and mission

New Channel 
or Brand

S h a r e d  F u n c t i o n a l  S u p p o r t  S t r u c t u r e

New Channel 
or Brand
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A H A L I F E  H O L D I N G S  L I M I T E DOUR  AUDIENCE

KPI’s Pre-acquisition / Feb 19 Mar - Dec  2019 Mar - Dec  2019 Mar - Dec  2019

Social Media 7.2M *8.0M 95k 55k

Traffic (Sessions) 5.1M p.a *4.5M p.a 490k 273k

Email subscribers 200k 200k (refreshed) 376k 208k

Open Rate 12% 10% 3.4% 3.4%

Click Thru Rate 3% 4% 0.2% 0.2%

eCommerce

Average Order Value n/a US $95 US $253 US $165

Conversion Rate n/a 0.003% 0.4% 0.4%

* We lost 800K followers with closure of Google+ impacting our Sessions. We have since grown all Social Media channels, continuing to do so at approx. +1.3% per month. 
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ü Grew Design Milk audience by +800K 
aggregate followers to 8 million

ü Launched the new Design Milk website 
November 2019

ü Built a diversified revenue stream business. 
Now running 4 revenue platforms

ü Trending toward annual cost savings of   
US $1.3M this fiscal (-60% vs. LY)

ACHIEVEMENTS
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H1 
FY19

H2 
FY19

H1 
FY20

Relocated the business. Kick 
started cost reductions

Reestablish our market position. 
Removed 90% of our vendors

Identified Design Milk as a 
potential acquisition

ü

ü

ü

• Acquired Design Milk with 7.2 million 
followers and ad-revenue, end-Feb 19

• Fully restructured our operating platform. 
Significant cost savings

• Overhauled all commercial terms and 
onboarded first group of new brands 

ü

ü

ü

ü

ü

ü

ü
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A H A L I F E  H O L D I N G S  L I M I T E DDESIGN MILK  - WHAT’s CHANGED ?

\\\ Launched Design Milk in November with only 40 brands and 5 lead categories – Jewelry, Home, Dining, Off ice and Pets

\\\ Recently added 200+ more brands across 8 categories incl.  Tech, Bags + Accessories. A new Wellness category launches in Feb

\\\ We have establ ished several unique or exclusive brand partnerships, such as Bang & Olufsen sound systems and accessories,  

Uniform Standard, a new London based footwear brand, and Qwstion, an award-winning Swiss Luggage + Accessory brand

\\\ This month we launched international shipping and introduced Klarna payments (spl i t-pay), further expanding our customer services

\\\ Our new Trade/B2B platform wil l  launch this quarter, introducing a curated assortment of furniture, l ighting, customized products 
and other design services to our large professional, design industry community

\\\ We are focused on growing our conversion rate through compel l ing and relevant content, brand partnerships and expanded services.

Ensuring we avoid high customer acquisit ion costs in the process
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A H A L I F E  H O L D I N G S  L I M I T E DAHA and KM  - WHAT’s CHANGED ?

\\\ Having audited and removed 90% of the old, inappropriate brands on site. We recently began adding new, complementary brands.

Since December we’ve grown from 20 brands to over 80 today, with a target of 300+ per website

\\\ Reengineering our vendor-portfol io is essential  to def ining and reestabl ishing our brand values and market posit ion 

\\\ We are in the process of rebui lding both websites and their related editorial  blogs. Through high-qual i ty, l i festyle content we 
can engage our audience and reduce customer acquisit ion costs

\\\ We have renewed al l  our vendor commercial terms, moving to a more rel iable, healthier commission and shipping cost structure

\\\ As we grow our vendor-portfol io we are increasing our marketing and communications, growing the sales without the high acquisit ion 

costs of the past

\\\ Through our shared service structure we wi l l  rol lout AHA and Kaufmann Mercanti le pop-up retai l  locations, and generate addit ional 

aff i l iate revenue from complimentary 3rd party services or brands
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\\\ Rebrand holding company to Design Milk by end 2020

\\\ Continue positive steps toward a sustainable, profitable business within 12 months

\\\ Maintain high margin advertising revenue. Increase +20% in FY 2020

\\\ Expand the number of pop-up retail events we hold in the US and internationally

\\\ Launch Design Milk Trade by end of this fiscal 

\\\ Redesign the Kaufmann Mercanti le and AHA websites

\\\ Grow the number of vendors / brands. Launched with 40 brands, today we have 240

\\\ Continue to increase DM audience conversion rate. November = 0.003%. December = 0.008%
Above 0.023% moves us to breakeven ( industry standard is 1% to 3%*)

*Source: www.smartinsights.com - a November 2019 study of 1.3 billion unique shopping sessions across 159 unique retail and consumer brand websites 

http://www.smartinsights.com/
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12Source: www.smartinsights.com - a November 2019 study of 1.3 billion unique shopping sessions across 159 unique retail and consumer brand websites 
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Conversion Rate by Channel

• Conversion rates are higher 
where customers have higher 
intent, i.e. they are searching for 

specific products

• Social conversion has grown over 
the last few years. Results 

improve with segmentation and 
targeted marketing

http://www.smartinsights.com/
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13Source: www.smartinsights.com - a November 2019 study of 1.3 billion unique shopping sessions across 159 unique retail and consumer brand websites 

• This view of the conversion process shows 
the industry ratio of total sessions through 
to transactions

• Conversion of the audience to page views 
(driving customers to a specific 
page/category/product) results in higher 
transaction rates than broader website 

traffic driving exercises

100%

43.8%

14.5%

3.3%

Total Sessions

Sessions with Product Page View

Sessions with Add-to-Cart

Sessions with Transaction

CONVERSION - INDUSTRY METRICS

http://www.smartinsights.com/
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14Source: www.smartinsights.com - a November 2019 study of 1.3 billion unique shopping sessions across 159 unique retail and consumer brand websites 

Conversion Rate by Channel

• Shoppers are increasingly 
using smartphones to 
purchase, although typically 
mobile commerce conversion 
is less than half that of 
desktop. This varies by 
category of product

• Smartphones are popular for 
browsing, and although 
mobile shopping experiences 
have improved the 
importance of desktop and 
its abil ity to research or view 
products in detail is a key 
conversion tool

CONVERSION - INDUSTRY METRICS

http://www.smartinsights.com/
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\\\ We reengineered our operations + platform. The eff ic iencies are trending toward an annual cost reduction of -60% in FY19 vs. LY

\\\ Since acquir ing Design Milk we have successful ly bui l t and launched 3 new eCommerce websites 

\\\ Our audience has grown signif icantly since acquisit ion (+800K to 8 mil l ion fol lowers)

\\\ We continue to share high qual i ty editorial  content and add new vendors, helping to increase conversion and grow our repeat-
customer visits at a much lower acquisit ion cost

\\\ We wi l l  grow our high-margin advertising revenue. Our goal is to double advertising revenue in FY21

\\\ Added to our growing eCommerce and Ad-Revenue we wi l l  del iver addit ional growth through new revenue channels: 
\ \ \ New media services ( in addit ion to the video production, editorial  and other services we offer today)

\ \ \ New aff i l iate partnerships, and addit ional pop-up retai l  events

\\\ We wi l l  launch our Trade/B2B platform this year – dedicated to our interior design, architect and industry professional audience. 

Expanding our product assortment and services into furniture, large-unit orders, or custom projects that we don’t currently retai l
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Rob Mancini – Chief Executive Officer 
• Appointed CEO in July 2018
• Extensive global luxury goods background across 

all disciplines of the retail industry, including at 
brands such as Ralph Lauren, Victoria’s Secret, 
Alfred Dunhill and Richemont

Mike Hill – Chairman
• 20+ years Private Equity and Advisory 

experience in Australia and the UK
• Previously Operational Partner at Ironbridge 

Private Equity
• Currently Chairman of Janison Education 

rhipe, Director of Acrow Formwork and 
Construction Services

Chris Colfer – Director 
• 20+ years experience in luxury goods, 

branded goods and e-commerce
• Served as a Board Member of Net-A-

Porter, and LYST
• Currently sits on the Board of several 

consumer goods companies, including 
Woolworths Holdings Group, Nude by 
Nature and Grown Alchemist

Mike Everett – Director 
• 25+ years capital markets and advisor 

experience
• Established leading independent capital 

markets advisory firm, Reunion Capital in 
2013

• Previously Managing Director of Equity 
Capital Markets at Goldman Sachs

Arnaud Massenet – Director
• Joined Board following capital raising 

completed in September 2017
• Founding partner of Net-A-Porter and 

an active Board member for 10 years
• Previously an Investment Banker with 

Morgan Stanley and Lehmann Brothers 

Jaime Derringer – Chief Creative Officer
• Appointed Chief Creative Office upon acquisition of 

Design Milk in February 2019
• 18 years experience in the design and media industries
• A leading authority within the modern design community



C o n t a c t :
I R @ a h a l i f e . c o m
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This presentation has been prepared by AHAlife Holdings Limited. Each recipient of this presentation is deemed to have agreed to accept the qualifications, limitations and disclaimers set 
out below.

None of AHAlife Holdings Limited or its subsidiaries or their respective directors, officers, employees, advisers or representatives (Beneficiaries) make any representation or warranty, express 
or implied, as to the accuracy, reliability or completeness of the information contained in this presentation, including any forecast or prospective information. The forward-looking statements 
included in this presentation involve subjective judgment and analysis and are subject to significant uncertainties, risks and contingencies, many of which are outside the control of, and are 
unknown to, the Beneficiaries. Actual future events may vary materially from the forward-looking statements and the assumptions on which those statements are based. Given these 
uncertainties, you are cautioned to not place undue reliance on such forward-looking statements.

This presentation is a general overview only and does not purport to contain all the information that may be required to evaluate an investment in AHAlife Holdings Limited. The information in 
this presentation is provided personally to the recipient as a matter of interest only. It does not amount to an express or implied recommendation with respect to any investment in AHAlife
Holdings Limited nor does it constitute financial product advice.

The recipient, intending investors and respective advisers, should:
• conduct their own independent review, investigations and analysis of AHAlife Holdings Limited (as the case may be) and of the information contained or referred to in this presentation; 

and/or
• seek professional advice as to whether an investment in AHAlife Holdings Limited is appropriate for them, having regard to their personal objectives, risk profile, financial situation and 

needs.

Nothing in this presentation is or is to be taken to be an offer, invitation or other proposal to subscribe for shares in AHAlife Holdings Limited. The shares have not been, and will not be, 
registered under the US Securities Act of 1933 or the securities laws of any state or other jurisdiction of the United States, and may not be offered or sold in the United States except 
pursuant to an exemption from, or in a transaction not subject to, the registration requirements of the US Securities Act and applicable state securities laws. 
Except insofar as liability under any law cannot be excluded, none of the Beneficiaries shall have any responsibility for the information contained in this presentation or in any other way for 
errors or omissions (including responsibility to any persons by reason of negligence).


