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Summary – On track for sustainable growth
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2. Operational Performance
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H1 FY15 operational performance highlights
Solid progress against key business drivers1,2

 Deliberate easing in most verticals to align with capacity

 Investment in Energy resulted in 34% lead growth

 Increased focus on longer term brand building in Health & Energy

 Improvement across majority of verticals, particularly Energy

 Home Loans, Money and Broadband re-config proceeding well

 Contact centre leadership reset

 Growth in sales driven by leads and conversion performance

 Health up 7% on prior year, Energy up 77%

 Strong cross-serve growth, particularly across health and energy

 Health in-line with prior year

 Energy RPS up 44%

 Car impacted by contract renegotiation

Leads
(‘000s)

Conversion
(%)

Sales
(‘000s)

Revenue Per 
Sale
($)

1. The definitions of Leads, Conversion, Sales Units and RPS are detailed in the 2014 Annual Financial Report
2. All H1 FY15 metric results above exclude Energy Watch and iSelect Money
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H1 FY15 Segment performance
Health & Car Insurance
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Health revenue in H1 FY15 impacted by lower discount unwind following revaluation of trail commission receivable at 30 June 2014



8

H1 FY15 segment performance
Household Utilities and Financial
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3. Financial Performance
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Financial performance summary
Solid growth across the board

ReportedNormalised1
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Income statement
Solid revenue, EBITDA and NPAT growth

 Higher D&A following prior period I.T. investment

 Revenue up 18%

 Gross profit up 8%

 Margins reflective of deliberate investments

 Overhead growth planned and considered

 Investment in iMoney equity accounted

 Interest income from cash holdings and NIA loan

 Normalised NPAT up 27%

 Shift in revenue mix towards up-front continuing

 EBIT up 10%
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Gross profit bridge
Reinvestment into resourcing and marketing
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Cash flow statement
Strong operating cashflow and cash conversion – investments in M&A

 Strong growth in operating cashflow due to:

• faster growth in ‘upfront’ health policies

• contribution of newer businesses, especially Energy

 Investing cashflow composition:

• ongoing IT related capex

• interest received on NIA loan and cash balance

• NIA advances in line with earned commissions

• acquisition of Energy Watch

• investment in iMoney

 Consistent cash conversion performance
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Balance sheet
Strong balance sheet position

 Cash position remains strong

 Lower receivables in line with seasonality

 Trail asset in line with expectations

 Increase in line with NIA revenue growth

 Lower payables reflective of business seasonality

 Increase in net DTL due to use of carry-forward tax 
losses, and business seasonality

 Investment in iMoney equity accounted

 Includes goodwill from Energy Watch acquisition
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4. Strategic priorities – progress update
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1. Includes Energy Watch

Strategic priorities – progress update
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brand update
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1. Excludes Energy Watch
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partnerships – a supermarket of brands
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1. Includes Energy Watch
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Technology and product developments
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Outlook

•

•

•

•

•

•

•

•

•

•



22

Outlook
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Gross metrics1 - including Money and 

 Deliberate easing in most verticals to align with capacity

 Investment in Energy resulted in 34% lead growth

 Increased focus on longer term brand building in Health & Energy

 Improvement across majority of verticals, particularly Energy

 Home Loans, Money and Broadband re-config proceeding well

 Contact centre leadership reset

 Growth in sales driven by leads and conversion performance

 Health up 7% on prior year, Energy up 77%

 Strong cross-serve growth, particularly across health and energy

 Health in-line with prior year

 Energy RPS up 44%

 Car impacted by contract renegotiation

1. The definitions of Leads, Conversion, Sales Units and RPS are detailed in the 2014 Annual Financial Report
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 Strong focus on our leadership capability in two key areas: contact centre and senior leadership

 12 new leadership appointments since 1 July 2014

 New CFO: Paul McCarthy

 New Operations Director: Shane Abeyratne

People and culture





 Introduction of category structure across the business

 Implementation of a new performance and contribution framework

 Operating rhythms improved: day-to-day management and decision making bodies
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The             story…
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Source: PHIAC, iSelect analysis
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…the             story

Source: Nielsen 2013
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consumer segment profiles
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Source: Deloitte, global investment bank, iSelect research; 2014
1. Assumes 15% Gross Margin

is the most efficient customer acquisition channel



30

delivers benefits beyond acquisition cost efficiency
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Source: Nielsen 2013

Australian consumer use of comparison
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Source: IPSOS Health Care and Insurance Report (2013 Syndicated Survey)
PHI = Private Health Insurance

PHI purchasers are driven by “ease and convenience”
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The           business model
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The           opportunity

1. Indicative calculation that assumes all sales attract a relevant third-party commission
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Vertical channel prioritisation framework
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Trail book progression over time
Cash receipts increasing as a % of trail revenue



37

Trail book valuation
Impacted by three key assumptions


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Stated annual attrition rates based on weighted average attrition rates across policy age bands (i.e. <1 year, 1-2 years, 2-3 years, 3-4 years, 4-5 years, >5 years)
And various policy books for each provider from which iSelect receives commission income.
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NIA loan background
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Important notice and disclaimer


