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Introduction
& Overview



•

•

•

•

•

Group Trading Performance

1. Excludes significant items and impairment on discontinued operation 2. Excludes Doman Home Loans (DHL) which has been classified as a discontinued operation. 
3. Includes Domain Home Loans (DHL) results, 



Segment Results

1. Excludes significant items and impairment on discontinued operation 



Creating a Property Marketplace to inspire confidence 
in life’s property decisions



1. Controllable yield refers to price plus depth on new ‘for sale’ listings only, reflects like-for-like performance, and does not include the impact of geographic market mix or revenue deferral 2. Social Boost All is a new tier offered to Platinum All customers        
3. Domain Group’s print and digital audience reaches more than 1 in 3 Australians aged 25 to 64 Source: Roy Morgan Apr 22 – Mar 23  Domain Group Print Average Issue Readership (AIR) (Domain NSW/Vic + Allhomes + Review + Prestige) & Domain Group 
Digital, last 4 weeks

Delivering to our Marketplace Strategy



Progressing our Marketplace Strategy to achieve scale



Domain is using AI to drive unique and proprietary capabilities
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Delivering successful results from FY23 Foundational Investment
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Commitment to delivering sustainable value to all our stakeholders
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•
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ESG Initiatives



Domain’s revenue drivers

Residential

Media, 
Developers & 
Commercial

Agent 
Solutions

Domain
Insight

Consumer
Solutions

Print



Residential



Resilient controllable yield performance

*Like-for-like depth revenue is adjusted for extra week in FY19 and impact of revenue deferral arising from new depth contract duration in FY20



Continued micro market strategic progress despite 
difficult market environment

1. Revenue per listing is for new ‘for sale’ listings only and does not include the impact of revenue deferral
 

Volume %            Revenue per listing % ch



Residential product and commercial innovation

•

•

•

•



Continued Strong Growth in National Depth Penetration



Delivering quality, engaged audiences

Source: 1. Nielsen Digital Content Ratings, Monthly Tagged, July 2022 to June 2023, Domain Media (incl. Domain, Allhomes & Commercial Real Estate), P2+, Digital C/M, Test, Unique Audience 2. Nielsen Digital Content Ratings, Monthly Tagged, July 2022 to 
June 2023,  July 2021 to June 2022, Domain Media (incl. Domain, Allhomes & Commercial Real Estate), P2+, Digital C/M, Text, Domain, Unique Audience 3. Internal data, sale and residential new listings, excluding New devs and ACT, July 2022 to June 2023 
average compared to July 2021 to June 2022 average 4. Roy Morgan, Survey period January 2020 to Dec 2020 and January 2022 - December 2022, Domain Group Print + Digital & REA Digital, last 4 weeks



New Audience Measurement Metric

•

•

•

Source: 1. Nielsen Digital Content Ratings, Monthly Tagged, April 2023 to June 2023, April 2022 to June 2022, Domain Media (incl Domain, Allhomes & 
Commercial Real Estate), P2+, Digital C/M, Text, Unique Audience 2. Nielsen Digital Content Ratings, Monthly Tagged, April 2023 to June 2023, April 2022 to 
June 2022, Realestate.com.au, P2+, Digital C/M, Text, Unique Audience 5. Ipsos iris Online Audience Measurement Service April to June 2023 average, Age 
14+, PC/laptop/smartphone/tablet, Text only, Domain Group (Domain Brand Group, Allhomes, CRE) & Realestate.com.au, Audience 3. Indexed to 100



Media, 
Developers
& Commercial



Mixed performance across three verticals

• Continued challenging market environment reflecting 
increased interest rates and high construction costs

• Market conditions have resulted in declines in new 
projects and deferrals of existing projects

• Reduced buyer activity has led to increases in listing 
duration, providing some offset to lower new project 
volumes

• Following a solid Q1, the broader digital advertising 
market softened into Q2 and beyond, reflecting 
macroeconomic uncertainty

• Media delivered stable revenue in H1, however saw 
a downturn in H2 in line with the broader market

• Solid year-on-year revenue growth of 6% despite 
weak market backdrop, with lease listings modestly 
higher

• New pricing model introduced in January 2023 
supported stronger H2 performance

• Ongoing success in new depth contract adoption 
with depth penetration reaching a new record



Agent
Solutions



Resilient Subscription Performance

• Solid subscription trends, with user growth 
supported by product development and rollout of 
new Comparative Market Analysis (CMA) tool

• Lower listings volumes in key NSW and Victorian 
markets impacted on transactions (title 
searches)

• Increasing momentum in H2 revenue 
benefiting from new customer acquisition, 
increased product uptake and new 
revenue streams

• Transactions (contracts) solid growth from 
broader agent adoption, despite reduced 
market activity

• Solid subscriber trends at Engage, with 
ongoing migration from legacy Campaigntrack
platform to Realhub’s advanced technology 
stack

• Exposure to significant listings declines in 
Sydney and Melbourne markets impacted on 
transaction volumes

• NZ affected by natural disasters in December/ 
January which impacted on property listings

(agents)



Market-leading Product Innovation and Integration
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•

•

•

•



Domain
Insight



• Market-leading data business providing 
land and property valuation, insights and 
analytics services into the Government 
and Financial Institution sectors 

• Platforms, workflow tools and property 
analytics allow Governments and 
Corporates to make more timely and 
accurate decisions regarding land and 
property valuations

• Secured Western Australian Land 
Information Authority contract

• Significant momentum in Automated 
Valuation Model (AVM) financial client 
wins

Providing actionable and customer centric solutions

• Property data platform with extensive 
data, insights and reporting tools

• Multi-decade history of comprehensive 
and accurate property data provided to 
financial institutions, developers, 
government, professional institutions and 
consumers

• Solid subscription revenue performance

• Market conditions and lower listings volumes 
impacted transactions (title searches) 

• Automated and real-time property 
valuation models and in-depth property 
research capability 

• Comprehensive real time property 
information and analytical tools reduce 
costs, streamline processes and 
minimize risk

• Stable valuations contribution

• Strong research revenue growth

(non-agent)



Consumer
Solutions



Domain has a valuable platform to deliver 
Marketplace solutions to Consumers

•

•

•

•



Print



Print delivers incremental exclusive audiences

1. Roy Morgan Premium Brand Award recognises brands that deliver the largest gap between “Super NEOs” (high value consumers of the new economic order (NEO) and the general population, Roy Morgan, Apr 21-Mar 23. n=65,836, NEO IP owned by the The 
Honeywill Trust 2. Roy Morgan, Apr 22 - Mar 23 compared to Apr 21 - Mar 22, Domain Group Print  (Domain NSW/VIC + Allhomes + Review + Prestige) 3. Roy Morgan, Apr 22 - Mar 23, Domain Group Print  (Domain NSW/VIC + Allhomes + Review + Prestige) & 
Realestate.com.au Digital 4. Roy Morgan, Apr 22 - Mar 23, Domain Prestige & Realestate.com.au Digital  5. Roy Morgan, Apr 22 - Mar 23, Domain Group Print + Domain Group Digital, last 7 days



Current Trading
Environment & Outlook

02
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•

•

FY24 Outlook



Group
Financials

03



Reconciliation of Statutory (Reported 4E) 
to Trading Result FY23



Reconciliation of Statutory (Reported 4E) 
to Trading Result FY22



Domain Cost Reconciliation and Structure

1. Zipline share based expenses continued until October 2021



Significant Items



Cash Flow (Statutory)



Debt Facilities



Balance Sheet (Statutory)



Summary and Outlook

-13.8% national listings decline 
-20% in Sydney/Melbourne

Short term volatility

Longer term listings will return 
as in previous cycles

8% controllable yield despite 
disproportionate impact in 
highest yielding markets

Continued strong depth 
uptake and pricing supports 
longer term targets for 12% 
through-the-cycle growth

18% H2 expense decline 
versus H1 reflects cost 

discipline

Balance cost efficiencies 
with investment for future 

growth



Q & A
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Appendices
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1. Non-Controlling Interest*

* Excluding significant items and discontinued operations



2. Group Trading Performance

1. Excludes significant items and impairment on discontinued operation 2. Excludes JobKeeper and Zipline expenses of $8.0 million in FY22. Zipline was Domain’s voluntary employee program implemented during the initial stages of the COVID-19 
pandemic to deliver a 20% reduction in employee cash salary. Refer to Slide 36 for further details. 3. Excludes Doman Home Loans (DHL) which has been classified as a discontinued operation. 4. Includes Domain Home Loans (DHL) trading results



1. Excludes significant items and impairment on discontinued operation  2.Excludes JobKeeper and Zipline expenses of $8.0 million in FY22. Zipline was Domain’s voluntary employee program implemented during the initial stages of the COVID-19 pandemic 
to deliver a 20% reduction in employee cash salary. Refer to Slide 36 for further details.

3. Segment Results



4. FY23 Group Trading Performance by half year

1. Excludes significant items and impairment on discontinued operation 2. Excludes Doman Home Loans (DHL) which has been classified as a discontinued operation. 



5. FY23 Segment Results by half year

1. Excludes significant items and impairment on discontinued operation 
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