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Overview

« Temple & Welbster is the leading 750k Active 55% Brand
pure-play online retailer for Customers Awarenhess
furniture & homewares in
Australia

>700 ~500

o Qur mission si@iiEa < tne
world more beautiful one room
atatime

Suppliers Employees

Founder-Led High Customer

« We are profitable, rapidly scaling, i . i
Business Satisfaction

and best positioned to win the
customer as they shift online

All metrics are from Apr-21.




Our core B2C furniture and homewares category is a ~$§16b
market, undergoing a structural shift towards online

Hypothetical adoption curve for online penetration in the Furniture & Homewares market @ aus @ us
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Source: Euromonitor International Limited: Home Furnishings and Homewares System 2019 edition, ABS Retail Sales data, TPW estimates
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Scale increases our operating leverage, allowing us to accelerate
investment in future growth and take market share

REINVEST FOR GROWTH STRONG CONSUMER PROPOSITION

Trusted brand, large range of quality products and
great user experience attract customers, grow
conversion and drive customer satisfaction

Use cash flows generated to reinvest in marketing, .\
technology development, product range and overall
customer experience

Leveraging our
leadership position
to realise scale

advantages

BETTER UNIT ECONOMICS REPEAT & FIRST TIME ORDERS

- \. Great initial customer experience builds customer
loyalty and grows share of wallet, delivering revenue
growth

Increased scale provides cost advantages in
product sourcing, logistics and marketing
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Our B2C Growth strategy

o
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> =
s 9 Biggest and best range in Most inspirational Best delivery experience &
§ § our category content and services customer service
L4
2 &
v Add depth and breadth More video, editorial, Data integrations with
across core & new categories shoppable content logistics partners
" e.g. home improvement Build | Jib £3D
uild largest library o S
x Grow private label (import) models in Australia More op %‘lons eg. cfter
< A hours, white glove delivery
- division
= Add design tools (e.g. 3D/AR, .
o Launch exclusive ranges Al generated interior design Exceptional customer
with drop ship suppliers advice) service and support
Aiming for 80%+ brand awareness, driven by brand building above-the-line investment and digital marketing
2 DATA & PERSONALISATION
g Investment in Data & Analytics capabilities: business intelligence, Al / machine learning, personalisation
g
a
z WORLD-CLASS TECHNOLOGY
8 E-commerce platform; great user experience; mobile apps

ONLINE RETAIL EXPERTISE

Team of digital natives; category expertise; product curation; creative expertise; pricing page 5
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Our Trade & Commercial (B2B) division is an emerging growth horizon
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Revenue growth is based on checkout revenue which is pre accounting adjustments (deferred revenue, refund provision). P 6
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Trading update & outlook

As announced on the 20th April, trading continues to exceed
expectations, despite the fact that prior comparable periods now
include the impact of the COVID-19 lockdowns:

e Q3 FY21 Revenue up 112% vs pcp

e Active customers reached ~750k at the end of Q3

e April 2021 (to the 20th April) revenue up >20% vs pcp,
noting this month is comparing to April 2020 which was
the fastest growing month last year due to the nationwide
lockdowns implemented during March 2020

e COVID-19 cohorts continue to perform better than
historical cohorts

Temple & Webster believes this trading suggests COVID-19 has
permanently accelerated online adoption in the Australian furniture
and homewares market.
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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 sulbscribe 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 e 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 numiber 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.



TEMPLE
WEBSTER



