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Important notice 
and disclaimer
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Acceptance

This presentation has been prepared by Cashrewards Limited (ACN 615 084 654) (Cashrewards). By accepting, accessing or 
reviewing this presentation, you acknowledge and agree to the terms set out in this Important Notice and Disclaimer.

Summary of information

This presentation has been provided to you solely to convey information about Cashrewards and its related entities, and 
their activities, for the half-year period ended 31 December 2020. The information in this presentation is general in nature 
and does not purport to be complete, nor does it contain all the information which a prospective investor may require in 
evaluating a possible investment in Cashrewards. It has been prepared by Cashrewards with due care, but other than as 
required by law, no representation or warranty, express or implied, is provided in relation to the accuracy, fairness or 
completeness of the information. Statements in this presentation are made only as of the date of this presentation, unless 
otherwise stated, and the information in this presentation remains subject to change without notice.

None of Cashrewards, its representatives or advisers is responsible for updating, or undertakes to update, this presentation.
Items depicted in photographs and diagrams are not assets of Cashrewards, unless stated. This presentation should be 
read in conjunction with Cashrewards' Half-Year Financial Report for the period ended 31 December 2020 as well as other 
periodic and continuous disclosure information lodged with the ASX, which are available at www.asx.com.au and the 
Cashrewards' Investor Centre accessible via www.cashrewards.com.au .

Not financial product advice or offer

This presentation is for information purposes only and is not a prospectus, product disclosure statement, pathfinder 
document for the purposes of section 734(9) of the Corporations Act or other disclosure document under Australian law or 
the law of any other jurisdiction. It is not, and should not be considered as, an offer, invitation, solicitation, advice or 
recommendation to buy or sell or to refrain from buying or selling any securities or other investment product or to enter 
into any other transaction in any jurisdiction. It has been prepared without accounting for any person's individual 
objectives, financial or tax situation or any particular needs. Readers should consider the appropriateness of the 
information having regard to their own objectives, financial and tax situation and needs, make their own enquiries and 
investigations regarding all information in this presentation including but not limited to the assumptions, uncertainties 
and contingencies which may affect future operations of Cashrewards and the impact that different future outcomes may 
have on Cashrewards, and seek legal and taxation advice appropriate for their jurisdiction.

Financial data

Investors should note that this presentation contains pro forma historical financial information. The pro forma financial 
information, and the historical information, provided in this presentation is for illustrative purposes only and is not 
represented as being indicative of Cashrewards' views on its future financial condition and/or performance. Investors 
should be aware that certain financial measures included in this presentation are 'non-IFRS financial information' under 
ASIC Regulatory Guide 230: 'Disclosing non-IFRS financial information' and are not recognised under Australian Accounting 
Standards (AAS) and International Financial Reporting Standards (IFRS). The non-IFRS financial information/non-GAAP 
financial measures include EBITDA, net debt and others. Such non-IFRS financial information/non-GAAP financial 
measures do not have a standardised meaning prescribed by AAS or IFRS. Therefore, the non IFRS financial information 
may not be comparable to similarly titled measures presented by other entities and should not be construed as an 
alternative to other financial measures determined in accordance with AAS or IFRS. Although Cashrewards believes these 
non-IFRS financial measures provide useful information to investors in measuring the financial performance and condition 

of its business, investors are cautioned not to place undue reliance on any non-IFRS financial information/non-GAAP 
financial measures included in this presentation. The non-IFRS financial information in this presentation has not been 
audited or reviewed in accordance with AAS. All currency figures in this presentation are in Australian dollars ($ or A$) 
unless stated otherwise.

Effect of rounding

A number of figures, amounts, percentages, estimates, calculations of value and fractions in this presentation are subject to
the effect of rounding. Accordingly, the actual calculation of these figures may differ from the figures set out in this 
presentation.

Past performance

Past performance of Cashrewards, including past share price performance, cannot, and should not, be relied upon as an 
indicator of (and provides no guidance as to) future Cashrewards performance. Nothing contained in this presentation nor 
any information made available to you is, or shall be relied upon as, a promise, representation, warranty or guarantee, 
whether as to the past, present or future.

Future performance and forward-looking statements

This presentation contains forward-looking statements, forecasts, estimates, projections, beliefs and opinions (Forward-
Looking Statements). Forward-Looking Statements can be identified by the use of terminology, including, without 
limitation, the terms 'believes', 'estimates', 'anticipates', 'expects', 'projects', 'predicts', 'intends', 'plans', 'propose', 'goals', 
'targets', 'aims', 'outlook', 'guidance', 'forecasts', 'may', 'will', 'would', 'could' or 'should' or, in each case, their negative or other 
variations or comparable terminology. Forward-Looking Statements reflect expectations as at the date of this presentation. 
However, they are not guarantees or predictions of future performance or events or statements of fact. They involve known 
and unknown risks, uncertainties and other factors, many of which are beyond Cashrewards' control, and which may cause 
actual results to differ materially from anticipated results, performance or achievements expressed or implied by the 
Forward-Looking Statements contained in this presentation. Other than as required by law, although they believe there is a 
reasonable basis for the Forward-Looking Statements, neither Cashrewards nor any other person (including any director, 
officer or employee of Cashrewards or any related body corporate) gives any representation, assurance or guarantee 
(express or implied) as to the accuracy or completeness of each Forward-Looking Statement or that the occurrence of any 
event, results, performance or achievement will actually occur. Except as required by applicable laws or regulations, 
Cashrewards does not undertake to publicly update or review any Forward-Looking Statements, whether as a result of new 
information or future events. Past performance cannot be relied on as a guide to future performance.

No representations or warranties

No representation or warranty, expressed or implied, is made as to the fairness, accuracy, completeness or correctness of 
the information, opinions and conclusions contained in this presentation. To the maximum extent permitted by law, none 
of Cashrewards and its related bodies corporate, or their respective directors, employees or agents, nor any other person 
accepts liability for any loss arising from the use of this presentation or its contents or otherwise arising in connection with
it, including, without limitation, any liability from fault or negligence. 

Authorisation

This presentation has been authorised for lodgement to the ASX by the Cashrewards Board of Directors.

http://www.asx.com.au/
http://www.cashrewards.com.au/


Highlights



Brands attract 
members

Members attract 
brands

ATTRACTIVE SCALE 
ECONOMICS

>$2.5BN 
LIFETIME SALES

The Cashrewards ecosystem
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>1600 Brands
turning wasted media spend 

into unrivalled value for brands 
and their customers

>900k Members
save more with zero hassle 
by starting their shopping 
missions with Cashrewards
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Strategic areas of focus

Best-in-class
Platform, 

Technology 
& Process

Grow
Members

Drive Member
Engagement

Deepen 
merchant 

partnerships

MARKETING PRODUCT PLATFORM

Ride shift to
E-commerce

Address cashback 
under-penetration

Capitalise on 
partnerships



Accelerating 
new member 
growth

Increasing
momentum 
in active
members1

Strong 
underlying
growth in 
transactions 
and TTV

Positive trends 
in underlying
frequency2

Revenue in 
growth at both 
underlying and 
reported levels

Strong growth
in engagement 
with digital 
products

+60% in 
underlying 
transactions

+56% in 
underlying TTV

+31%
underlying 
revenue

+10% reported 
revenue despite
COVID impacts

+117,711 
members in Q2, 

up 124% on Q1

+45% active 
members in 
H12021 vs 
H12020

H1 FY21 takeaways
Continuing strong momentum towards scale objectives

30% increase in 
underlying 
frequency

22% in reported 
frequency

+35% increase 
in Web Sessions

+63% increase
in page views

1. Excluding gift cards and travel given COVID-19 impact on the travel category and change to gift card offer reducing TTV but benefiting revenue 
2. Members who joined the Cashrewards ecosystem during H1FY21 are excluding from the calculation to reflect the like-for-like change in frequency trends. This approach ensures members who 
were active for only a fraction of the period are not weighted the same as those who were active throughout the entire period, which if unadjusted may obscure a like-for-like comparison.
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1 Excluding gift cards and travel given COVID-19 impact on the travel category and change to gift card offer reducing TTV but benefiting revenue 
2 New members are members who have joined Cashrewards during the period
3 An active member is a person who has transacted with Cashrewards in the 12 months to the end of the relevant period indicated and who remains a member. Numbers reported are 12 months to December
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H1 FY21 highlights
Strong growth in members and engagement translating to 56% underlying TTV growth

Strong underlying1 momentumAccelerating growth in 
new and active members

NEW
MEMBERS2

Reported transactions and revenue growth despite COVID-19 impact on travel

140K 170K

H1 FY20 H1 FY21

UP
22%

UNDERLYING 
ACTIVE 
MEMBERS3

160K
231K

H1 FY20 H1 FY21

UP
45%

UNDERLYING
TRANSACTIONS

REPORTED
TRANSACTIONS

1.07m

1.71m

H1 FY20 H1 FY21

UP
60%

1.4m
1.96m

H1 FY20 H1 FY21

UP
40%

UNDERLYING
TTV

REPORTED
TTV

$118.6m
$184.8m

H1 FY20 H1 FY21

UP
56%

$361.5m
$325.1m

H1 FY20 H1 FY21

UNDERLYING
REVENUE

REPORTED
REVENUE

$7.6m
$9.9m

H1 FY20 H1 FY21

UP
31%

$9.7m $10.7m

H1 FY20 H1 FY21

UP
10%

DOWN
10%



Business
model



>1600 Brands
turning wasted media 
spend into unrivalled 
value for brands and 

their customers

>900k Members
save more with 
zero hassle by 
starting their 
shopping 
missions with 
Cashrewards Brands attract 

members
Members attract 

brands

ATTRACTIVE SCALE 
ECONOMICS

>$2.5BN 
LIFETIME SALES

The Cashrewards 
ecosystem
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3. Search
Browse through thousands 
of retailers online or via the app, 
search for brands and offers, be 
notified of savings via Cashrewards 
Assistant browser extension

4. Shop
Purchase online (through the 
brands’ customer journey) or 
in-store & get cashback while 
still accessing sales & discounts, 
earning points and paying any way

5. Earn
Purchase tracks to  the Member’s 
digital Cashrewards wallet

6. Reward
The Member can withdraw 

cashback to their bank or 
PayPal account

2. Link
Link payment card to 
receive discounts in-store

1. Join
Signing up to Cashrewards 
is quick, simple and free

10

How it works



Performance marketing - Omnichannel

In-store

Unique in-store 
payment-card linked 
offer. Location-
technologies built-in to 
APP highlight proximate 
stores and offers.

Mobile and On-line

Demand generation for 
merchants through special 
offers and content on Web, 
App, Social, browser extension 
and EDM.

Data & InsightsMedia Extensions

Partner integrations

Attractive partner
product

Enable innovators to leverage 
Cashrewards unique omni-
channel platform to deliver 
rewards and drive loyalty

Our first partner integration was 
deployed during H1FY2021, with 
a strong pipeline of partnership 
opportunities.

Rich digital media

Rich digital media inventory 
allows brands to amplify their 
brand campaigns, content and 
promotions to highly engaged 
and high value addressable 
audiences.

Unique Data sets

Our broad data set reveals 
customer purchase habits, 
preferences and spend levels 
across brands, verticals and 
categories, enabling us to 
provide unique insights and 
optimisation for merchants.
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The Cashrewards
platform

Incrementality and pure performance delivering 
some of lowest CPAs and highest ROAS in market



Strategic
priorities



Best-in-class
Platform, Technology 

& Process

Gearing-up for scale

Flexible and open 
technology

Compelling partner
products

Grow
Members

Grow awareness

Increase acquisition

Strengthen brand

Drive Member
Engagement

Grow Actives

Increase purchase 
frequency

Deepen 
merchant 

partnerships

Drive tier-one

Strategic 
partnerships

Grow merchant 
value proposition

Address cashback 
under-penetration

Ride shift to
E-commerce

MARKETING PRODUCT PLATFORM

Step-change 
personalisation

Lead on member and 
merchant experience

Increased 
co-promotion

Capitalise on 
partnerships

Investing 
for scale
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Priorities

Increasing return on 
ad-spend



Best-in-class
Platform, Technology 

& Process

Gearing-up for scale

Flexible and open 
technology

Compelling partner
products

Grow
Members

Grow awareness

Increase acquisition

Strengthen brand

Drive Member
Engagement

Grow Actives

Increase purchase 
frequency

Deepen 
merchant 

partnerships

Drive tier-one

Strategic 
partnerships

Grow merchant 
value proposition

Address cashback 
under-penetration

Ride shift to
E-commerce

MARKETING PRODUCT PLATFORM

Step-change 
personalisation

Lead on member and 
merchant experience

Increased 
co-promotion

Capitalise on 
partnerships

Investing 
for scale
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Priorities

Increasing return on 
ad-spend



Indicative only, seasonality removed MARKETING PRODUCT TECHNOLOGY

RELATIVE 
EMPHASIS 

H1FH21 H2FH21 H1FY22 H2FY22

Investment emphasis transitions to product focus 
to accelerate engagement and scale
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Results

Grow members

KEY POINTS 

• FY2021 goal of 1m+ members will be 
exceeded

• 124% quarter-on-quarter new member 
growth driven by Q2FY21 initiatives with 
117,711 new members added vs 52,573 in 
Q1FY21

• New member growth accelerating due to 
significant multi-touchpoint awareness 
campaign in market across TV, print, 
digital, social and PR

• Cashrewards superfans driving over 54% of 
new active members through referral 
program at low CPA 

TOTAL
MEMBERS

NEW
MEMBERS

Grow 
Members

692K

923K

H1FY20 H1FY21

UP
33%

140K

170K

H1FY20 H1FY21

UP
22%
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Influencer program harnessing genuine 
passion of Cashrewards adorers to build 
brand awareness and conversion

Integrated media partnerships leveraging 
editorial credibility to drive broader 
consideration of Cashrewards

New above-the-line creative launched 
during peak Q2FY21 shopping period 
showcasing brand partnerships and 
delivering strong reach and consideration

Click here to view the Cashrewards TVC
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Grow members

Key initiatives

Grow 
Members

https://youtu.be/l7LBLZiV4Ts


Best-in-class
Platform, Technology 

& Process

Gearing-up for scale

Flexible and open 
technology

Compelling partner
products

Grow
Members

Grow awareness

Increase acquisition

Strengthen brand

Drive Member
Engagement

Grow Actives

Increase purchase 
frequency

Deepen 
merchant 

partnerships

Drive tier-one

Strategic 
partnerships

Grow merchant 
value proposition

Address cashback 
under-penetration

Ride shift to
E-commerce

MARKETING PRODUCT PLATFORM

Step-change 
personalisation

Lead on member and 
merchant experience

Increased 
co-promotion

Capitalise on 
partnerships

Investing 
for scale
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Priorities

Increasing return on 
ad-spend



Product innovation

• Enhanced personalisation capability

• Right member, right offer, right 
moment

• Continually improving web and App 
experiences, including member 
education experience to drive both 
conversion and retention

• New on-boarding journey deployed to 
further enhance conversion

Agile approach to product and technology facilitating a significant 
increase in app and web capability updates compared to prior periods.    19

Drive member 
engagement Drive

Member
Engagement



Gift cards.

• Refreshed visual experience across product suite 
standardising design language across email, web, 
app and notifier.

• Simpler, cleaner visual language is making it easier 
to trust and engage with the brand and elevates 
key points of difference between Cashrewards and 
its competitors. 

• New Cashrewards Gift Card Marketplace launched 
in Q2FY21 showcasing leading retail brands 
including Myer, Harvey Norman and Kogan.

• Cashrewards’ prior giftcard offer delivered strong 
TTVs but low margins.

• The new proposition helped Cashrewards deliver 
a 13% increase in H1FY21 reported revenue from gift 
cards vs pcp, despite an 11% reduction in gift card 
TTV.

• Our In-store offer launched earlier in the year 
remains in growth despite continued COVID-19 
measures impacting physical retail.

• Very strong response to October 2020 launch of 
Liquorland in-store activation, supported by 
significant ATL, digital and social media campaign.

• Vintage Cellars and First Choice Liquor expected to 
launch in February 2021.

20

Drive member
engagement

Product innovation

Drive
Member

Engagement



(All data underlying and vs pcp) 
21

Drive member
engagement

• Black Friday the biggest single trading day in 
Cashrewards’ history with +83% unique shopping 
members (USMs) and +54% transactions vs Black Friday 
FY20

• Across the four-day Cyber Weekend, USMs rose 63% and 
transactions 44% driving 53% TTV growth

• Fashion, beauty, children and homewares categories 
performed particularly strongly

Key digital sales

Drive
Member

Engagement



Results

MEMBERS ACTIVE DURING HALF

KEY POINTS 

• +38% underlying1

active members
H1FY21 vs H1FY20

• +49% in underlying 
H1FY21 active members -
a significant 
improvement on the 31% 
growth posted in H2FY20 
reflecting increasing 
positive momentum 
behind the Cashrewards’ 
ecosystem

• 60% underlying 
transaction growth 
driven by new member 
growth, re-activations 
and increased 
engagement from actives

• 40% growth in reported 
transactions despite 
COVID-19 impacts

161K
179K

197K

246K

H2FY19 H1FY20 H2FY20 H1FY21

ACTIVE MEMBERS

TRANSACTIONS

TRUSTPILOT
RATING 4.9

PRODUCT REVIEW
RATING 4.3
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Drive member
engagement

+161% iOS engagement
(increase in user sessions H1FY21 
vs pcp, App Store)

+76% Android engagement
(increase in screen views H1FY21
vs pcp, Firebase/Play Store)

FREQUENCY2

+35% in Web Sessions
+63% in page views

Underlying

INCREASED PRODUCT PENETRATION STRONG PRODUCT RATINGS

Reported

135K
201K

H1FY21 H1FY20

UP
49%

152K
213K

H1FY21 H1FY20

UP
40%

Underlying Reported

1.07m
1.71m

H1FY21 H1FY20

UP
60%

1.4m
1.96m

H1FY21 H1FY20

UP
40%

Underlying Reported

7.95
10.35

H1FY21 H1FY20

UP
30%

9.18
11.19

H1FY21 H1FY20

UP
22%

Drive
Member

Engagement

1. Excluding gift cards and travel given COVID-19 impact on the travel category and change to gift card offer reducing TTV but benefiting revenue
2. Members who joined the Cashrewards ecosystem during H1FY21 are excluding from the calculation to reflect the like-for-like change in frequency trends. This approach ensures members 
who were active for only a fraction of the period are not weighted the same as those who were active throughout the entire period, which if unadjusted may obscure a like-for-like comparison.



Results
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H1FY20 H1FY21

In-store

Gift Cards

Travel

On-line

REPORTED
RESULT

CHANGE IN REPORTED
NET REVENUE COMPOSITION 

UNDERLYING 
RESULT

$118.6m

$184.8m

H1FY20 H1FY21

$7.6m
$9.9m

H1FY20 H1FY21
TTV REVENUE

UP
56% UP

31%

TTV REVENUE

$361.5m
$325.6m

H1FY20 H1FY21

$9.7m
$10.7m

H1FY20 H1FY21

down
10%

UP
10%

KEY POINTS 

• Very strong underlying growth in Transactions and 
TTV

• Eight of the ten largest categories in the 
Cashrewards eco-system ex-travel delivered strong 
TTV growth

• Reported  revenue growth at 10% despite impact of 
COVID-19 on travel and change in gift card offer 
model which drove a 10% reduction in TTV

• Travel contribution to net revenue reduced from 20% 
in 1H20 to 5% in 1H21

UNDERLYING 
AVERAGE 
COMMISSION 
EX-TRAVEL & GC

6.5%
H120

5.9%
H121

Average 
commissions 
compressed slightly 
due primarily to 
category trends 
which were affected 
significantly by 
COVID-19.

While volumes 
remained depressed, 
our travel partners 
offered higher levels of 
commission in an 
attempt to stimulate 
demand and gain 
market share. 

REPORTED  
AVERAGE 
COMMISSION

5.3%
H120

5.7%
H121

Drive member
engagement Drive

Member
Engagement



Best-in-class
Platform, Technology 

& Process

Gearing-up for scale

Flexible and open 
technology

Compelling partner
products

Grow
Members

Grow awareness

Increase acquisition

Strengthen brand

Drive Member
Engagement

Grow Actives

Increase purchase 
frequency

Deepen 
merchant 

partnerships

Drive tier-one

Strategic 
partnerships

Grow merchant 
value proposition

Address cashback 
under-penetration

Ride shift to
E-commerce

MARKETING PRODUCT PLATFORM

Step-change 
personalisation

Lead on member and 
merchant experience

Increased 
co-promotion

Capitalise on 
partnerships

Investing 
for scale
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Priorities

Increasing return on 
ad-spend



• Significant growth in merchants active in the Cashrewards’ 
ecosystem

• Cashrewards is implementing a range of initiatives to further 
deepen its relationships with larger and high potential ‘power 
merchants,’ which offer the greatest potential for strategic 
partnership

1625
H1FY21 ACTIVE
MERCHANTS

25

Deepen brand partnerships

Results Key points

Deepen
Merchant

Partnerships

A selection of brands that joined 
the platform during the half



Deepen brand partnerships

Significantly increased co-promotion
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Deepen
Merchant

Partnerships



Best-in-class
Platform, Technology 

& Process

Gearing-up for scale

Flexible and open 
technology

Compelling partner
products

Grow
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Strengthen brand
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Engagement

Grow Actives

Increase purchase 
frequency

Deepen 
merchant 

partnerships

Drive tier-one
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Address cashback 
under-penetration

Ride shift to
E-commerce

MARKETING PRODUCT PLATFORM

Step-change 
personalisation

Lead on member and 
merchant experience

Increased 
co-promotion

Capitalise on 
partnerships

Investing 
for scale
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Priorities

Increasing return on 
ad-spend



Partner integrations

• Launch of MoneyMe Perks ‘Powered 
by Cashrewards’ enabling its Freestyle Virtual 
Mastercard customers to earn ‘credit back’ on
purchases via Cashrewards.

• As previously disclosed, Cashrewards is in ongoing 
discussions with one of its major shareholders, 
ANZ Bank, on some exciting product development

Steve Cuda
Chief Product and
Marketing Officer

David Norris
Chief Technology

Officer

• One of Australia’s 
most successful 
digital, loyalty and
e-comm product 
executives

• Ex-GM - Digital, 
Media and Data at 
Woolies X

• Ex-CTO Attaché

• Record of leading 
high-performing 
technology 
teams in agile 
environments

• Strong financial 
services background

Optimise 
foundations

Priority 
enhancements

Accelerated 
feature roll-out

Progress on strategic technology agenda

• Strategic technology investment roll-out 
commenced since receipt of IPO funding, initially 
focussed on optimising foundations for maximum 
agility/flexibility upon which a future accelerated 
feature roll-out will be built

• Simultaneously the products and technology teams 
have commenced an acerated program of priority 
product enhancements

28

Best-in-class platform, 
technology & process Platform, 

Technology
& Process

Technology roadmap Platform

Talent & Engagement
Key hires in product, marketing and technology



Financial 
results



Key points 

• Reported revenue up 10% despite the impact of COVID-19 on travel, traditionally Cashrewards’ 
largest category, which was down 73% in 1H21

• Uplift in marketing expenses as Cashrewards invests for member growth and consequential 
future revenues.

• Increase in salaries and wages due to addition of key talent across critical leadership roles and 
added functional depth. Net 22 roles added during the half.

• The reported result is consistent with Cashrewards’ focus on investment 
to drive scale and one-time IPO costs.
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P&L

H1FY21
Loss after tax (14.0)
Add Back:
Finance Costs (Net fair value loss on warrants) 0.4 
Finance Costs (interest) 0.3 
IPO Expenses 1.4 
Depreciation & Amortisation 0.6 
Income tax 0.2 
Adjusted EBITDA (11.1)

A$M H1FY21 H1FY20

Revenue 10.7 9.7 

Costs of sales (8.8) (6.7)

Gross profit 1.9 3.1 

Marketing (5.4) (2.1)

Salaries and wages (6.2) (2.8)

General and administration (1.8) (0.8)

IPO transaction costs (1.4) -

Operating expenses (14.8) (5.7)

Other income 0.5 0.0 

Reported EBITDA (12.4) (2.6)

Depreciation and amortisation (0.6) (0.9)

EBIT (13.0) (3.5)

Finance costs (0.7) (1.0)

Loss before tax (13.7) (4.5)

Income tax benefit/(expense) (0.2) -

Loss after tax (14.0) (4.5)
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Balance sheet

A$M 31-Dec-20 30-Jun-20
Current assets
Cash and cash equivalents 39.5 2.7 
Trade and other receivables 1.8 2.3 
Contract assets 4.2 2.6 
Other assets 0.6 0.0 
Total current assets 46.2 7.6 

Non-current assets
Property, plant and equipment 0.2 0.1 
Intangibles 3.6 3.2 
Deferred tax 0.7 1.0 
Total non-current assets 4.5 4.3 
Total assets 50.7 11.9 

Liabilities
Trade and other payables 9.6 6.9 
Borrowings - 2.3 
Derivative financial instruments - 2.0 
Employee benefits 0.4 0.2 
Provisions 5.9 2.7 
Total liabilities 15.9 14.2 
Net assets/(liabilities) 34.9 (2.3)

Equity
Issued capital 59.8 9.7 
Reserves 3.0 1.9 
Accumulated losses (27.9) (13.8)
Total equity/(deficiency) 34.9 (2.3)

Key points 

• Successful IPO on the ASX on 2 December 2020 supports strong financial position.

• Cash and cash equivalents as at 31 December 2020 of $39.5 million with no debt, post-payment 
of $4.5m in IPO costs 
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Cash flow

A$M 31-Dec-20 31-Dec-19
Cash flows from operating activities
Receipts from customers (inclusive of GST) 9.6 9.2 
Payments to suppliers and employees
(inclusive of GST) (14.1) (5.6)

Payments of member disbursements (4.1) (5.7)
Government grants (COVID-19) 0.5  -
Interest and other finance costs paid (0.3) (0.2)
Income taxes refunded (0.9) -
Net cash used in operating activities (7.5) (2.4)

Cash flows from investing activities
Payments for property, plant and equipment (0.1) (0.0)
Payments for intangibles (1.0) (0.8)

Net cash used in investing activities (1.1) (0.8)

Cash flow from financing activities
Proceeds from issue of shares, net of transaction 
costs 47.6 7.2 

Repayment of borrowings (2.3) (0.8)
Net cash from financing activities 45.3 6.4 

Net increase in cash and cash equivalents 36.8 3.2 
Cash and cash equivalents at the beginning of the 
financial half-year 2.7 1.5 

Cash and cash equivalents at the end of the 
financial half-year 39.5 4.7 

Key points 

• Cashrewards’ operating cashflows are influenced by seasonal and category trends 
which impact the timing of both inflows and outflows. 

• Consequently, whilst an important indicator of financial health, quarterly cashflow 
reports are not an accurate proxy for quarterly trading performance.

• In particular, much of the cashflow from the strong performance in H1FY21 will be 
received in the second half of FY21. 
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Forward 
priorities



• Investment to drive 
brand strength, 
awareness and 
acquisition will 
continue to into H2

• Expanded roster of 
marketing events

• Focus on product priorities underpinning future 
feature roll-out

• High-value partnership opportunities

• Reduce friction in shopping journey

• Initiatives to increase conversion rate

• Optimise technology 
foundations

• Augmenting new 
leadership with 
additional strategic 
hires

• Focus on partner 
product development 34

H2 priorities
Accelerated investment to enhance ecosystem and fuel scale

Best-in-class
Platform, Technology 

& Process

Gearing-up for scale

Flexible and open 
technology

Compelling partner 
products

Grow
Members

Grow awareness

Increase acquisition

Strengthen brand

Drive Member
Engagement

Grow Actives

Increase purchase 
frequency

Deepen 
Merchant 

Partnerships

Drive tier-one

Strategic 
partnerships

Grow merchant 
value proposition

MARKETING PRODUCT PLATFORM



H1 FY21
Thankyou!
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