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RECORD GROWTH IN GROSS SALES1 AND ACTIVE CUSTOMERS2: 
Gross Sales and Active Customers up 217% and 205% respectively.
Growth supported by improvement in the conversion rate, higher average order value and repeat transactions.

PRIVATE LABEL RANGE IS RAPIDLY EXPANDING:
Gross Sales of $4.3m and 43% gross margin. 
Negotiated exclusive supply agreements on in-style products.
Geographically diversified our network of factories and partners into Vietnam, Taiwan and Indonesia.

CONTINUING TO INVEST IN TECHNOLOGY AND INNOVATION:
Launch of iOS and Android apps expected in H2 FY21.
Continuous expansion of our product and technology teams.

NEW PARTNERSHIPS TO ACCELERATE OUR SELLER BASE:
Added integrations and/or apps to third party platforms and aggregators.

ASX LISTING FOLLOWING STRONGLY SUPPORTED $40M IPO: 
IPO provides a healthy balance sheet to support our growth strategy.

H1 FY21 Business Update
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MyDeal successfully executed a number of key initiatives in H1 FY21
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1. “Gross Sales” or “Gross Transaction Value” (“GTV”) is a non-IFRS metric that represents the total value of transactions (unaudited) processed by MyDeal, on a cash basis, before deducting refunds, chargebacks, discounts and coupons, but after deducting GST.
2. An Active Customer is a customer that has made a purchase in the last twelve months. 2



H1 FY21 Highlights

H1 FY20 H1 FY21 YoY Growth

Gross Sales $40.0m $126.7m 217%

Revenue $6.1m $21.2m 248%

Active Customers 266,570 813,764 205%

Cash $6.2m $48.1m 681%
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H2 FY21 Outlook
H2 has started strongly with January 2021 Gross Sales (unaudited)
up 190% YoY. MyDeal remains focussed on:

ü Customer acquisition;

ü Expanding its private label range; and

ü Launching its mobile apps for iOS and Android.
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Attractive Business Model
• Flywheel in progress with 

network effects attracting 
both customers and sellers

• Capital-lite model
• Scalable business driven by 

proprietary technology model

Customer Browse &
purchase product MyDeal

Marketplace

Order is 
confirmed Seller

Seller ships 
product

930
Active Sellers1

8.9m
Monthly Website Visits 

(Nov)

6M
Products Listed

Online marketplace specialising in household goods

Strong Gross Sales growth

Who we are at a glance
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1. An Active Seller is a seller that has made a sale on the marketplace in the last three months.
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H1 FY21 Financial Results



Strong Growth Metrics

14.2
%
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1. “Gross Sales per Active Customer” is calculated as Gross Sales for the relevant period divided by the number of Active Customers as at the end of the relevant period.
2. “Adjusted EBITDA” is a non-IFRS measure that means earnings before interest, tax, depreciation and amortisation and IPO Transaction Costs recognised through equity.
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Record Gross Sales
$m H1 FY20 H1 FY21

Gross Sales 40.0 126.7

Net Transaction Value (“NTV”)1 37.9 118.7

Revenue 6.1 21.2

Cost of Sales - (2.3)

Gross Profit 6.1 18.9

Other Income 0.2 0.5

Expenses

Advertising expense (3.3) (13.9)

Wages expense (1.3) (2.0)

Other expenses (1.3) (4.9)

EBITDA 0.3 (1.4)

IPO Transaction Costs2 - 0.4

Adjusted EBITDA 0.3 (1.0)

Record Gross Sales of $126.7m up 217% YoY driven by continued growth in active 
customer base up 205% YoY and increasing orders from repeat customers.

Revenue of $21.2m up 248% YoY. Revenue growth outpacing Gross Sales growth 
driven by the accounting revenue recognition of private label sales versus 
marketplace commission structure and an increase in advertising and fee income. 

Gross Profit of $18.9m up 210% YoY. Changes in seller mix offset by the impact of 
the higher margin private label range resulted in a small decline to overall gross 
profit as a percentage of NTV3 from 16.1% to 15.9%.

Marketing investment increased from 8.7% to 11.7% of NTV to support customer 
acquisition strategy. Launch of iOS and Android apps to strengthen non-paid 
acquisition and repeat purchases.

Other Expenses include distribution costs related to private label of $1.2m driven 
by strong promotional support of the new range. These costs will be optimised as a 
percentage of sales as the range gains further traction and scale. Merchant fees 
grew inline with Gross Sales. Fixed costs4 reduced as a % of NTV from 5.8% to 3.1%. 
Further investment in team members planned for H2.

Adjusted EBITDA loss of $1.0 resulting from successful customer acquisition 
strategy and investment in private label range.

Commentary

Key Metrics (%) H1 FY20 H1 FY21

Gross Sales Growth 87.3% 217.2%

Revenue Growth 162.1% 248.3%

Gross Profit Margin (% of NTV) 16.1% 15.9%

Adjusted EBITDA (% of NTV) 0.9% (0.8%)
1 Net Transaction Value (NTV) is Gross Sales or Gross Transaction Value after deducting refunds, chargebacks, discounts and coupons.
2 Represents IPO related costs not recognized through equity.
3 Due to the difference in revenue recognition between private label and marketplace sales, MyDeal believes gross profit (revenue less cost of sales) as a 
percentage of NTV represents a more relevant measure than take rate (revenue as a percentage of NTV) and will report this metric moving forward.
4 Fixed costs includes all costs excluding distribution, marketing, merchant fees, finance costs, tax and IPO transaction costs. 8



Strong cash balance to support our growth strategy

Strong cash position as at 31 December 2020 of $48.1m (no debt) providing 
significant runway for execution of growth strategy
Positive cash from operations driven by negative working capital marketplace 
model, offset by investment in private label inventory ($2.5m).
Q2 cash flow impacted by timing issues with higher portion of sales skewed to 
November and early December expected to reverse in H2.
Capital raise / IPO undertaken in October providing net proceeds of  ~$32.1m

Commentary$m 30 Jun 2020 31 Dec 2020

Cash 16.8 48.1

Receivables 0.7 1.1

Inventories 0.4 2.9

Other current assets 0.8 3.1

Total current assets 18.7 55.2

Intangible assets 0.2 1.0

Plant and equipment 0.1 0.1

Other assets 0.8 0.2

Total assets 19.8 56.6

Payables 13.7 18.1

Provisions 0.2 0.4

Other liabilities 1.6 3.5

Total current liabilities 15.5 22.0

Borrowings 3.1 -

Other provisions & Liabilities 0.2 0.1

Total liabilities 18.8 22.1

Net assets 1.1 34.5

H1 Net Cash Flow Movement $m

Opening 
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Closing 
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Net IPO 
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H1 FY21 Operational Update



Active Customers
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813,764

Active Customers up 205% YoY

Active 
Customers

Increases in new customers and repeat orders are driving a fundamental shift in run rate growth.
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New Customer vs. Returning Customer Orders
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Even with record customer acquisition, 52.7% of transactions
in Q2 FY21 were from returning customers. 1.81

Avg. Orders per 
Customers1 

(up 17% YoY)

1.9M
Products Shipped LTM

$158 incl. GST
Avg. Order Value

Repeat transactions driven by increased 
customer satisfaction

1. Average Orders per Customer is calculated by taking the total number of transactions in CY20 by first time customers acquired in Q3FY20, divided by the number of first time customers acquired in Q3FY20.
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LTM ROI in Marketing

Conversion Rate1 up over 10% YoY
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1. Number of transactions calculated as a percentage of unique visitors.
2. New Customer Acquisition Cost is calculated as the total marketing spend for CY20 x 62.5% (being the estimated percentage of marketing spent on new customer acquisition) divided by 

the number of new customers during CY20.
3. Gross Profit per Customer is calculated as total Gross Profit for CY20 divided by the total number of customers that transacted in CY20.
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Marketplace Metrics
Our proprietary technology has allowed us to rapidly increase our 
seller base and product range.

Number of Unique Monthly Sellers
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Bedroom Furniture

Manchester

Living Room Furniture

Kitchen Appliances

Mattresses

Outdoor Furniture

Dining Furniture

Animals & Pets

Key Categories on the Marketplace
MyDeal is strongest in products that are traditionally found in the home

Top sub-categories include:

Online household goods represent a A$6bn market in Australia1

Furniture, 27%

Home & Garden, 
27%Sports & 

Outdoors, 8%

Appliances, 7%

Baby, Kids & Toys, 
7%

Electronics, 7%

Tools AND 
Equipment, 6%

Misc. Home, 11%
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Strategy & Outlook



Online retail was estimated 
to be 12.6% of total retail 

trade in CY201

Online household goods 
market in Australia 

expected to increase 48% 
from 2019 to 20243

Australian online retail 
sales +59% in CY202

Industry Overview
• Significant growth is expected in Australia over the next 5 years due to improvements in 

technology and millennials entering the core demographic age
• Online penetration rates in Australia for Furniture & Homeware sales are in their infancy 

compared to the UK and USA

Total Addressable Market (TAM)
Australian Household Goods1,2

Online Sales Penetration for 
Furniture and Homewares3

1. NAB Online Retail Sales Index, December 2020 
2. ABS: 8501.0 - Retail Trade, Australia, December 2020
3. Euromonitor International – Retailing in Australia, 2020 edition 

(July 2020) 

TAM
Australian 
Household 

Goods 
$55.2 billion

1. ABS 8501.0 - Retail Trade, Australia, June 2020 (TAM – Australian Household Goods)
2. Euromonitor International – Retailing in Australia, 2020 edition (July 2020) (TAM – Online Household Goods)
3. Euromonitor International – Home and Garden in Australia, 2020 edition (April 2020) 
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Our vision is to make life more affordable for all Australians by offering price leadership 
on the largest range of household goods such as furniture and homewares.

Our strategy is underpinned by the utilisation of technology and data
(including AI and machine learning) on a scalable and automated platform.

Aspiration and Strategy

ü Brand identity: everything
for your home and value

ü AI & data driven marketing

ü Customer acquisition and 
conversion rate optimisation

ü Brand marketing

Brand &
Marketing

Loyalty & 
Retention

Private 
Label

ü Personalisation and
customer lifecycle marketing

ü Mobile-first approach

ü Loyalty program

ü Deliver great customer 
experiences

ü Higher margins on key 
product lines

ü Offer competitive pricing

ü Leverage proprietary data 
to identify product and 
pricing gaps
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Growth Initiatives

Launch Native App
Launch iOS and Android apps 
that will improve the mobile 
shopping experience, reduce 
marketing costs and increase 
customer retention.

Expand Private Label
Recruit buyers and 
operational staff to expand 
the product range.

Personalisation & Data
Improve discovery by 
recommending relevant 
products, categories, brands 
and sellers at scale using real 
time 1-to-1 AI technology.

Brand
Define the look, feel and key 
demographic of the brand, 
and brand marketing to 
increase awareness. 

Loyalty Program
Launch loyalty rewards 
program that incentivises 
customers to make repeat 
purchases.

Onboard New Sellers
Attract and onboard new 
sellers to grow product 
range. 
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Mobile Apps

Website Visits by Device1

1. Google Analytics

MyDeal believes it can capitalise on its mobile traffic by launching its Mobile Apps.

MyDeal is on track to launch its iOS and Android Apps in H2 FY21.

20
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# of products 
237

Private Label

$4.3m
Gross Sales in H1

237
Products

43%
Gross Margins in H1

MyDeal aims to leverage proprietary marketplace data to offer 
quality private label products at competitive prices whilst enjoying 
higher gross margins (target 35-40%).

ü On track to more than double product range in H2 FY21

ü Negotiated exclusivity with suppliers on certain in-style products

ü Geographically diversified our network of factories and partners into 
Vietnam, Taiwan and Indonesia.
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MyDeal Accolades

#6
AFR Fast 100, 2017

#16
Deloitte Fast 50, 2017

Online Retailer of the Year
Optus MyBusiness Awards, 2017

Sean – Entrepreneur Award
Optus MyBusiness Awards, 2017

#7
Smart 50, 2017

Finalist
AFR’s Aspire Awards, 2016

Braintree Top 50 E-commerce 
Platforms, 2016

#13
BRW Fast 100, 2016

Best Bootstrapped Initiative
ORIAS, 2017
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Disclaimer
This presentation has been prepared by MyDeal.com.au Limited ACN 640 108 130 (MyDeal or the Company) and is dated 23 February 2021. 

Summary Information

The information in this presentation is of a general background nature, is in summary form and does not purport to be complete or to provide all information that an investor should consider when making an investment decision. It should be read in conjunction with the Company’s other 
periodic and continuous disclosure announcements lodged with the Australian Securities Exchange which are available at asx.com.au (ASX code: MYD). The content of this presentation is provided as at the date of this presentation (unless otherwise stated). The information in this 
presentation is subject to change without notice and, subject only to any legal obligation to do so, the Company does not have any obligation to correct or update the contents of this presentation.

No reliance

The information contained in this document is not investment or financial product advice and is not intended to be relied upon as the basis for an investment decision, and is not, and should not be assumed to be, complete. It is provided for information purposes only. Any investment is 
subject to various risks, some of which may be outlined in this document.  All such risks should be carefully considered by prospective investors before they make any investment decision.   You are not entitled to rely on this document and no responsibility is accepted by the Company or any 
of its directors, officers, employees, partners, representatives, shareholders, members, related bodies corporate, agents or advisers (Parties, each a Party) or any other person for any action taken on the basis of the content of this document.

To the maximum extent permitted by law, no Party guarantees or makes any representations or warranties, express or implied, as to, or takes responsibility for, the accuracy or reliability of the information contained in this document or as to any other matter, or takes any responsibility for any 
loss or damage suffered as a result of any inadequacy, incompleteness or inaccuracy in any statement or information in this document including, without limitation, any financial information, any estimate or projections or any other financial information.

Past performance information provided in this document may not be a reliable indication of future performance. No representation is being made that any investment will or is likely to achieve profits or losses similar to those achieved in the past, or that significant losses will be avoided. 
Statements contained in this document that are not historical facts are based on current expectations, estimates, projections, opinions and beliefs of the Company. Such statements involve known and unknown risks, uncertainties and other factors, and undue reliance should not be placed 
thereon.

Forward looking statements

This document contains certain forward looking statements and comments about future events. Forward-looking statements involve known and unknown risks, significant uncertainties, assumptions, contingencies, and other factors, many of which are outside the control of the Company, are 
subject to change without notice, and may involve significant elements of subjective judgement and assumptions as to future events which may or may not be correct, and which may cause the actual results or performance of the Company to be materially different from any results or 
performance expressed or implied by such forward-looking statements. Such forward-looking statements speak only as of the date of this document. Forward looking statements should not be relied on as an indication or guarantee of future performance. No representation, warranty or 
undertaking is made that any projection, forecast, assumption or estimate contained in this document should or will be achieved. The Company does not undertake any obligation to publicly update or revised any forward looking statements whether as a result of new information, future 
events or otherwise except as required by law or the ASX Listing Rules.

Certain economic and market information contained in this document has been obtained from published sources prepared by third parties and has not been verified by the Company and in certain cases has not been updated through to the date of this document.

Miscellaneous

No person, especially those who do not have professional experience in matters relating to investments, must rely on the contents of this document. If you are in any doubt as to the matters contained in this document you should seek independent advice and/or consult your stockbroker, 
bank manager, solicitor, accountant or other financial adviser.

It should be remembered that the price of securities and the income from them can go down as well as up.

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

Non-IFRS financial measures

The Company uses certain measures to manage and report on its business that are not recognised under Australian Accounting Standards or IFRS. These measures are collectively referred to in this presentation as ‘non-IFRS financial measures’ under Regulatory Guide 230 ‘Disclosing 
non-IFRS financial information’ published by ASIC. Management uses these non-IFRS financial measures to evaluate the performance and profitability of the overall business. The principal non-IFRS financial measure that is referred to in this presentation is EBITDA. EBITDA is earnings 
before interest, tax, depreciation and amortisation and significant items. Management uses EBITDA to evaluate the operating performance of the business and each operating segment prior to the impact of significant items, the non-cash impact of depreciation and amortisation and interest 
and tax charges, which are significantly impacted by the historical capital structure and historical capital structure and historical tax position of the Company. Management also use the terms Gross Sales or Gross Transaction Value, which represents the total value (unaudited) of transactions 
processed by MyDeal, on a cash basis, before deducting refunds, chargebacks, discounts and coupons but after deducting GST. 

Although the Company believes that these measures provide useful information about the financial performance of the Company, they should be considered as supplements to the income statement measures that have been presented in accordance with the Australia Accounting Standards 
and not as a replacement for them.

All dollar figures within this document represent Australian Dollars unless otherwise specifically stated.
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Thank You.


