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Executive Summary of the Revised Plan
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One of 
largest online 

retailers in 
category

TPW is well positioned to capture a large share of the online homewares & furniture market
• Number one pureplay online retailer in a large & attractive market
• Great assets to capitalise on including low inventory business models, Temple & Webster brand, 

sophisticated technology platform of ZIZO, large subscriber database and great team

Temple & 
Webster 

repositioned
with largest 

range in 
Australia

Temple & Webster is being positioned as the first place Australians turn to when shopping for their 
homes
• We have taken advantage of Temple & Webster’s known and loved brand, and combined it with 

the sophisticated technology platform and drop-shipping business model of ZIZO
• www.zizo.com.au site has been merged into Temple & Webster (all 130k products run under 

www.templeandwebster.com.au) 
• ZIZO brand retired from May
• Temple & Webster repositioned as having one of the largest ranges in Australia with the most 

inspiring content and best tools to help our customers make their home beautiful
• Milan Direct run separately as an omni-channel retailer focused on furniture (office & residential)

Business set
up for longer 
term success 
with pathway 
to profitability 

accelerated

Business set up for longer term success 
• Cost savings and operational efficiencies enabled immediately

• 20% of headcount costs are being removed from business 
• Logistics & general opex has been reduced by ~20%
• Aim to retain 85% of ZIZO revenue over short term

• Cash burn reduced by $400k per month (by June)
• Targeting active customer and revenue growth with revised plan
• Break even accelerated and within existing cash reserves

http://www.templeandwebster.com.au


TPW’s vision remains to be the first place Australians turn to when shopping for their home



Large addressable market with significant upside
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Australia lags comparable markets 
Furniture and homewares online penetration rates by 
country from CY12 to CY14. 
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A$12.1 billion addressable market
Total Australian retail sales in Homewares & Furniture

Total
A$12.1bn

Online
A$458m

Source: Euromonitor International Limited; Home Furnishings and Homewares System 2015 edition. Sales in 2014 in retail value (inc. sales tax), current terms, and is to scale. Home and Garden system 2015 edition.  
Internet sales as a percentage of the total retail sales value (inc. sales tax) for home furnishings and homewares in Australia, UK and US. Current terms.   

Shipping costs limit 
offshore competition

Unbranded goods reduce 
price comparison

Emotional purchasing 
decision

Plus
Attractive 
Fundamentals



TPW is one of the largest online retailers in the 
category
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www.nickscali.com.au
www.earlysettler.com.au
www.potterybarn.com.au

www.mattblatt.com.au
www.bedsonline.com.au

www.sheridan.com.au
www.bedbathntable.com.au

www.fortywinks.com.au
www.snooze.com.au

www.zanui.com.au
www.domayneonline.com.au

www.zizo.com.au
www.milandirect.com.au

www.adairs.com.au
www.templeandwebster.co…

www.freedom.com.au
www.superamart.com.au

www.fantasticfurniture.com…
www.houzz.com.au

TPW Group
www.harveynorman.com.au

0.0 0.5 1.0 6.0 6.55.5

Online visits for select homewares & furniture retailers
Indexed to TPW Group, March 2016

Source: SimilarWeb. Excludes IKEA, DIY/Hardware players (eg Bunnings, Masters); and marketplace sites (eg ebay, etsy)  

• TPW Group has 3 
sites: 
www.templeandwebst
er.com.au; 
www.milandirect.com.
au; www.zizo.com.au

• The Group is the 
largest pureplay
retailer in the 
homewares & furniture 
segment and its online 
visits are larger than 
all but a few offline 
players (eg Harvey 
Norman)



TPW has strong assets to leverage
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Coco Republic

My house

Temple & Webster

King Living

Sheridan

Nick Scali

Adairs

Super Amart

Freedom

Fanstastic Furniture

Temple & Webster Brand  
Brand Awareness, Feb 2016

27% brand awareness with 
target female demographic

Technology Platform ZIZO Catalogue
Select retailers, indexed pages

0 50,000 100,000 150,000

Pottery Barn

Matt Blatt

Freedom

Kmart

Milan Direct

Zanui

ZIZO

World class technology platform Largest homewares & furniture 
catalogue in Australia

Front end

Supplier Extranet

Internal Administration

Mobile Search

Meta data Super browse

Personalistion Data

PO mgt Dispatch mgt

Supplier 
inventory

Exception 
reporting

Automated 
workflow Supplier ticketing

Order Mgt Product Mgt

Category Mgt Customer care 
workflow

CMS Real time 
data cube

Source: External brand awareness survey, February 2016



FY16 has been a challenging year with marketing 
however now trending in the right direction

7

While our customer acquisition 
costs have been trending 
down, our lower customer 

numbers and higher marketing 
costs resulted in a higher cash 
burn. Our strategy is to reduce 

our cash burn
while still delivering active 

customer and revenue growth
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Under our revised plan Temple & Webster will be relaunched
into an open ecommerce site
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BRAND BUSINESS 
MODEL

INSPIRATION RANGE

SALE EVENTS PERMANENT 
CATALOGUE

DATABASE TECH 
PLATFORM

• TPW Group will run 2 brands (Temple 
& Webster as hero brand, Milan Direct 
as specialist furniture brand)

• ZIZO brand will be retired (from May)
• www.templeandwebster.com.au will 

absorb ZIZO’s catalogue of 130k 
products

• Temple & Webster will continue to run 
sale events but no longer under 
members only model

• Site will run on ZIZO platform
• Teams have been merged
• Integration to be completed 1 May

http://www.templeandwebster.com.au


Temple & Webster will continue to differentiate 
through its world-class “shoppable content"
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World-class in-house styling, design & editorial 
capabilities. “Shoppable content” integrated on site 

and through customer communication channels
(blog, email, social, PR, ads)



Temple & Webster will be a broader service to help 
customers make their homes beautiful
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Largest range, curated 
collections, sale events 

(Live) 

In-store design help & 
Click & Collect

(Future)

Tools, filters, search, 
recommendations

(Live)

Trade program for 
interior designers

(Live)
Virtual styling services 

in customer care
(Future)



Organic Search Traffic (SEO) is a key benefit of the 
new strategy 
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Milan Direct

Temple &
Webster

ZIZO

Milan Direct

Temple &
Webster

ZIZO

Milan Direct

Temple &
Webster

ZIZO

÷

NB: Based on March actuals

=

x4

ZIZO does well from 
SEO today
Sessions from organic search, March

Driven by it’s massive 
catalogue
Pages indexed, March

However T&W’s brand 
authority is superior
Sessions per indexed page

Running ZIZO’s catalogue under the www.templeandwebster.com.au
domain is expected to significantly increase SEO traffic 



We will look to Wayfair.com’s impressive growth for a 
leading indicator of marketing efficiency
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• Three broad advertising channels – online; 
TV and print catalogues

• Digital marketing largest spend
• Strict adherence to ROI by channel
• Average cost per customer: ~$64
• We are trialing print catalogue in May

• Wayfair brand awareness in the US is 70%
• Growth in brand awareness correlates to 

trajectory in revenue
• TV is the medium which worked best for 

Wayfair
• Our TVC tests through ZIZO resulted in 

cost per order of ~$6-80 with further upside 
from refining creative & audience

• Temple & Webster has had integrations 
with Living Room

Wayfair.com (US) marketing channels

Wayfair.com (US) brand awareness



Milan Direct will focus on building out a profitable 
omnichannel strategy focused on furniture
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Revenue* Variable & Fixed
Costs

EBITDA

100% 86%

14%

Milan Direct Showroom officially opened in 
Melbourne (2 April)

The showroom is already profitable on a 
contribution basis in its first full trading month

The website is driving 40%+ of the showroom 
visitors

*Estimated from random samples of store visitors. Other includes advertising

41% 52%
Website 
initiated 
store 
traffic*

Walk-in 
foot 
traffic

We see potential for at least 1-2 showrooms 
in each metro area 
# showrooms, Australia

1 10  
17 

50 

70 

Milan
Direct

Matt Blatt Dare
Gallery

Super A
Mart

Fantastic
Furniture

Other*

7%



Folding ZIZO into Temple & Webster has allowed us 
to accelerate our cost efficiency program
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JAN/FEB 2016
AVERAGE PAYROLL

COSTS

MAY/JUNE 2016
AVERAGE PAYROLL
COSTS (FORECAST)

-20.2%

Total headcount costs have been 
reduced by removing duplication 
Total payroll costs, Jan/Feb actual compared to 
May/June forecast

2015 3RD PARTY
WAREHOUSE COSTS

2015 3RD PARTY
WAREHOUSE COSTS AT
NEW RATES (WITH SAME

VOLUME DISPERSION)

-26.7%

We have consolidated our 
warehouses into single vendor
Total 3rd party warehouse costs at 2015 volume 
dispersion (with and without new contracted rates)

Shipping vendor 
consolidation 

(~10% saving)

Property Consolidation
(20% saving)

Other cost 
initiatives in 
progress

General Opex
(20-30%+ saving)



While there will be some revenue loss in the short 
term, our cash burn is reduced by ~$400k per month

Affiliates

Other

Display

EBAY

Paid Search

Email

Shopping Comparison

Natural Search

Aim to migrate 85%+ of the revenue 
from ZIZO to T&W within 3 months
ZIZO Revenue acquisition by channel

Plus Upside:
- SEO from better T&W domain 

(T&W domain 4x better)
- Email uplift from better T&W 

email marketing (2-3x better)
- Better conversion on T&W 

ebay store (30% better today)

ZIZO Revenue
(pre May 1)

Estimated  3 month revenue migration to 
www.templeandwebster.com.au

JAN/FEB 2016
AVERAGE CASH BURN

MAY/JUNE 2016
AVERAGE CASH BURN

(FORECAST)

-$400k

Monthly cash burn will be 
reduced by ~$400k by June



This plan accelerates the roadmap to 
EBITDA positive

 Securing funding 
through a pre-IPO 
capital raise and IPO on 
the ASX

 Become leading player 
in the space by winning 
market share -
acquisitions of Wayfair 
and Milan Direct

 Establish the foundation 
of the Temple & Webster 
Group

 Extend market leading 
position

 Accelerate revenue 
growth through market 
share and bringing 
forward a number of 
top line and bottom 
line initiatives

 Successfully integrate 
platforms and enjoy 
operating leverage 
across all platforms

 Open first Milan Direct 
showroom in 
Melbourne

 Demonstrate 
accelerated profitability 
via platform 
enhancements, further 
group integration and 
offline offering

 Enhance technology 
and product offerings 

 Complete Temple & 
Webster showroom in 
Sydney.

2016 2017 20182015

Reach EBITDA positive while still continuing to invest to win the category

Secure future working 
capital

Capture operating leverage
Execute offline strategy

Content driven focus across 
the platform

Growth in new markets

16

Target breakeven 
window



Summary
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Temple & Webster & ZIZO merged

Retire ZIZO brand, focus on building Temple & Webster into a household name

20-30% of HR and Opex costs removed from business

Milan Direct focused on omni-channel strategy as furniture retailer

ZIZO’s full catalogue of 130k products run under www.templeandwebster.com.au

Monthly cash burn reduced 
by ~$400k in short term

Target active customer &
revenue growth

Accelerate breakeven and 
within existing cash 

reserves



This presentation (Document) has been prepared by Temple & Webster Group Limited  ACN 608 595 660 (T&W Group or the Company).This Document is a presentation to provide 
background information on the Company and its subsidiaries and is not an offer or invitation or recommendation to subscribe for securities or financial product advice by the Company or 
any other person.  

The Company has prepared this Document based on information available to it to date.  Certain information in this Document is based on independent third party research. No 
representation or warranty, express or implied, is made as to the fairness, accuracy, completeness or correctness of the information, opinions and conclusions contained in this Document.  
To the maximum extent permitted by law, neither the Company, its directors, officers, employees, advisers or agents, nor any other person accepts any liability, including, without limitation, 
any liability arising from fault, negligence or omission on the part of any person, for any loss or damage arising from the use of this Document or its contents or otherwise arising in 
connection with it.

This information has been prepared by the Company without taking account of any person's objectives, financial situation or needs and because of that, you should, before acting on any 
information, consider the appropriateness of the information having regard to your own objectives, financial situation and needs.

This document contains certain “forward-looking statements”. All statements, other than statements of historical fact, that address activities, events or developments that the Company 
believes, expects or anticipates will or may occur in the future are forward-looking statements. Forward-looking statements are often, but not always, identified by the use of words such as 
“seek”, “anticipate”, event or result “may”, “will”, “can”, “should”, “could”, or “might” occur or be achieved and other similar expressions. These forward-looking statements reflect the current 
internal projections, expectations or beliefs of the Company based on information currently available to the Company. 

Forward-looking statements are, by their nature, subject to a number of risks and uncertainties and are based on a number of estimates and assumptions that are subject to change (and in 
many cases outside of the control of the Company and its Directors) which may cause the actual results of the Company to differ materially from those discussed in the forward-looking 
statements.  There can be no assurance as to the accuracy or likelihood of fulfilment of any forward looking statements events or results.  You are cautioned not to place undue reliance on 
forward-looking statements.  Additionally past performance is not a reliable indication of future performance.  The Company expressly disclaims any obligation to update or revise any such 
forward-looking statements.

Al references to dollars are to Australian dollars unless otherwise stated.

This document may not be reproduced or published, in whole or in part, for any purpose without the prior written consent of T&W Group.
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Disclaimer
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