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Disclaimer

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:

l 	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

l 	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.

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).



AHALIFE (ASX:AHL) HIGHLIGHTS
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• Deployment of capital & two asset acquisitions has created a combined base of 
130,000 customers and over 1.1M registered users and closed FY16 with US$7.4m 
Booked Sales

• FY16 Data-driven testing across multiple marketing channels (online & offline) 
has led to an optimised marketing strategy for FY17

• Average Order Value (AOV) improvement 

• Leveraging business growth for:

o Significant product margin improvement

o Material cost reductions in operating costs and overheads

• Acquisition of Bezar and Kaufmann Mercantile

• Chris Colfer joined AHA Board 



OUTLOOK
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Revenue  

Offers  

Product Costs 

Gross Margin  

Variable Costs 

Marketing Spend 

Fixed Cost  

EBITDA 

Higher conversion, retention & AOV Increase - higher value customer mix 

Reduction in promotional spend - outside key seasons

Increased product margin - stricter on-boarding criteria for brands 

Resulting improvement in GM

Freight cost reduction - leveraging AHA business size for price benefit 

Higher ROI, greater % of unpaid revenue - ceasing unprofitable channels 

Operating efficiency & automation - leveraging proprietary technology 

Break even at lower revenue threshold

FY16-17 strategies will transition the P&L based on the following key areas of focus 



APP HIGHLIGHTS


4 

• New multiple-item basket functionality
• App AOV doubled
• App installs and revenue increasing each month 



RAPID GROWTH IN NEW USER ACQUISITION

Market expectations of 1 million users by Dec 2016 was surpassed in July 2016
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Registered Users 

IPO Capital
Raising

FY16
FY15

AHA fiscal year end June 30th 



OUR SITE
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• New homepage launched in April - infinite scroll and personalized curation of products

• New delivery mechanism will drive discovery shopping and increase engagement

• Continuous Improvements being rolled out for user interface and functionality



KAUFMANN ACQUISITION - JULY 2016 
Growth Acceleration Strategy 

13 

• A complementary US online retailer, which sources globally but holds inventory in the U.S.

• Bolt-on of additional 270,000 users with a predominantly male audience.

• More mature business having been in operation for 5 years and with stronger organic revenue
channels

• Maintain brand as store front within AHAlife.com

• Acquisition of user base plus website revenues

• 100% scrip based transaction to the value of US$140K

• AOV of US$150, Product Margin 50%+

• On-boarding process more simple and efficient following the Bezar transition. Website retained
in the near-term.



BEZAR ACQUISITION - FEBRUARY 2016 
Growth Acceleration Strategy
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• A complementary US online design marketplace, which connects niche designers directly to
buyers via the same drop-ship model as AHA.

• Cements AHAlife as the clear leader in the international marketplace for luxury items &
designer products

• 30% immediate increase in registered users - 150,000 new users, 500 new brands
• Acquisition of all Bezar assets and supplier relationships
• 100% scrip based transaction to the value of US$200K
• AOV of US$150, Product Margin 50%+
• After 8 weeks, base run rate of $500K p.a. additional booked sales for calendar year 2016

before applying AHA technology and strategies



+113%

AHALIFE DELIVERS CONTINUED MOMENTUM


Users 
Sales 
Brands


GROWTH

on LY

GROWTH

on LY


+52%

GROWTH

on LY 
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+300%



+23%
+49%

+75%

+145%

QUARTERLY BOOKED SALES
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For the calendar years 2014 - 2016

• Growth is accelerating each quarter

US$1.6M

2 0 1 6

$4.0M



Jan-Mar
 
Apr-Jun
 
Jul-Sep
 Oct-Dec

2 0 1 5
20 14

US$1.7M

$0.7M


$1.0M

$1.1M




BOOKED SALES PER CALENDAR QUARTER 
Calendar Years 2013 - 2016
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Progress towards Profitability
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 Targeting break even at a lower revenue hurdle:
• Minimum spend threshold for free shipping introduced
• Leveraging recent business growth for better shipping rates and better product margins
• Strategic focus for higher AOV through brand on-boarding criteria and optimising

marketing channels
• Operational efficiencies & automation for overhead reduction

(EBITDA Loss US$M) 
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Full Year FY16 Financial Results

NOTES:

• 1 "Booked Sales" is defined 
as orders placed during the 
period, inclusive of shipping 
revenue

• 2  "Gross Revenue" is 
defined as orders shipped 
during the period, inclusive 
of shipping revenue.

• 3 FY16 began the 
deployment of capital 
raised in July 2015 on 
multiple paid marketing 
and customer acquisition 
channels

• FY16 Annual Report includes 
US$6m non-cash deemed 
acquisition costs & $1.1m 
non-cash Share Based 
Payment 
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