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H1 FY22: ANOTHER RECORD HALF FOR MYDEAL
Execution of key initiatives driving record results
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>6M 
Products Listed

6.5m
Average Monthly 
Website Visits

WHO WE ARE AT A GLANCE

Online marketplace and retailer specialising in home and lifestyle goods

Customer Browse &
purchase 
product

MyDeal
Marketplace

Order is 
confirmed

3rd Party 
Seller or MYD

Seller ships 
product

1,345
Active Sellers1

Attractive Business Model

•

•

•

Competitive Advantage

•

•

•
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40.0

126.7

152.6

63.4

91.3

117.4

APPROACHING SCALE

With more than 10 years of proven track record, MyDeal expects to deliver:
• Gross Sales guidance of $270m in FY22
• $500m Gross Sales and positive EBITDA by FY25
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H1 FY22 FINANCIAL HIGHLIGHTS

H1 FY21 H1 FY22 YoY Growth
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0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

12.0%

$15.9m
Gross Sales
(H1 FY21: $4.3m)

1,925
Products

31.4%
Gross Margins
(Target: 30-40%1)

IN-STOCK: PRIVATE LABEL + 3RD PARTY BRANDS

•

•

•

In-stock showing strong momentum growing 267% YoY In-stock
H1 FY22 
Metrics

1. Long term Private Label Target Margin 45%, 3rd Party Brands Target Margin 25%
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H1 FY22
Financial 
Results
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Gross Sales $m

Revenue $m

Active Customers

Advertising % of Gross Sales (excl ATL)2

Gross Profit $m

Gross Sales per Active Customer $m1

Up 
18.4%

Up 
20.4%

Up 
8.3%

Up 
55.1%

Up 
19.9%

Down 
2.1%pts

STRONG GROWTH IN ALL KEY METRICS

40.0 

126.7 

152.6 

H1FY20 H1FY21 H1FY22

266,570 

813,764 

963,882 

H1FY20 H1FY21 H1FY22

6.1 

18.9 

22.7

H1FY20 H1FY21 H1FY22

6.1 

21.2 

32.9 

H1FY20 H1FY21 H1FY22

216 

234 

253 

 216  234  253

8.3%

11.0%

8.9%

H1FY20 H1FY21 H1FY22
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RECORD TOP LINE, INVESTMENT FOR SUSTAINABLE 
GROWTH 

$m H1 FY21 H1 FY22 Commentary
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$m 30 Jun 2021 31 Dec 2021

H1 Net Cash Flow Movement $m

STRONG BALANCE SHEET TO SUPPORT GROWTH 
STRATEGY

Commentary
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H1 FY22 
Operational 
Update
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Drive seamless 
user experience

Grow active 
customer base

Expand low cost product range

Increase repeat 
purchases

Growth through 
reinvestment

OPERATIONAL EXECUTION OF THE FLYWHEEL

LEVERAGE PROPRIETARY 
TECHNOLOGY

•

•

CUSTOMER 
ACQUISITION

ACTIVE SELLERS 
AND PRIVATE LABEL

•

•

CUSTOMER LOYALTY

SCALE
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 100,000

 200,000

 300,000

 400,000
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 900,000

 1,000,000

H1 FY19 H2 FY19 H1 FY20 H2 FY20 H1 FY21 H2 FY21 H1 FY22

+18.5%

963,882
Active Customers

as at 31 December 2021

2.3m
Products Shipped LTM

$147excl. GST

Avg. Order Value

1.7m
Transactions LTM

CONTINUED GROWTH IN ACTIVE CUSTOMERS
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PROVEN CUSTOMER ACQUISITION

LTM ROI in MarketingUnique Visits and Conversion Rate1

13

3 2

New customers continue to be profitable on first purchase

•

•

•

Unique Visits

Conversion Rate Unique

Conversion Rate Trend

38.5

17.6

22.1

0.0

5.0

10.0

15.0

20.0

25.0

30.0

35.0

40.0

45.0

GP per Customer New Customer Acquisition Cost

CAC inc brand investment

CAC ex brand investment
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1. Average Orders per Customer is calculated by taking the total number of transactions in FY21 divided by total active customers in FY21 

12

7.3% pts

Returning Customers Average orders per customer

60.1% of transactions were from returning customers, with average orders per customer of 1.7x

INCREASING CUSTOMER LOYALTY

Satisfied customers

1.20x

1.30x

1.40x

1.50x

1.60x

1.70x

CY2017 CY2019 CY2019 CY2020 CY2021
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Our proprietary technology has allowed us to rapidly increase our seller base and product range.

Number of Unique Monthly Sellers Number of Monthly Products Shipped LTM

14

MARKETPLACE METRICS

2.3m
Products Shipped

Turn-key integrations with many 
major ecommerce platforms 

and channel partners
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MOBILE APPS

Monthly app performance since June 20211

Rapid growth in app downloads is driving an increasing percentage of sales through app

413k
Apps Installed1

16%
of total Sales2

1. Data based on 4 week periods. As at 22 February 2022

2. Weekly app Gross Sales as a percentage of total Gross Sales as at 22 February 2022

F
or

 p
er

so
na

l u
se

 o
nl

y



MOBILE APPS

App users offer higher ROI through lower CAC and more frequent 
purchasing

App 
conversion 

opportunity

Significant opportunity to convert mobile and web traffic to app visits

Desktop

27.8%

Mobile 56.5%

Tablet 4.1%

App 11.6%

Other

72.2%
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Strategy 
& Outlook
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Total Addressable Market (TAM)
Australian Household Goods1,2

Online Sales Penetration for 
Furniture and Homewares3

INDUSTRY OVERVIEW

•

US: 21.7%

US: 34.3%

AUS: 8.1%
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We make life more affordable for all Australians by offering the best value on the biggest range of home and 
lifestyle products.

ASPIRATION AND STRATEGY

•

•

Build the biggest 
and best range of 
home and lifestyle 
products

Invest in 
customer 
loyalty

Make MyDeal
famous

•

•

•

•

•

Become the 
marketplace of 
choice for all 
stakeholders

•

•

•

•
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GROWTH INITIATIVES

Promote Native App

Expand Private Label

Leverage proprietary 
marketplace technology

Personalisation & Data

Brand & Marketing

3rd Party Brands

Loyalty Program

Onboard New Sellers

B2B Sales
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4

POSITIVE OUTLOOK FOR FY22 AND BEYOND
Gross Sales for FYTD to 22 February 2022 are up ~24%

For FY22 MyDeal expects:

• Gross Sales of ~$270m – which is a growth rate of 24% YoY
• Revenue of ~$64m (~69% growth YoY with H2 at ~86% growth)
• H1 FY22 gross margin expected to be maintained for the full year

MyDeal is targeting $500m Gross Sales and positive EBITDA by FY25
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MyDeal is strongest in products that are 
traditionally found in the home.

Top sub-categories include:

Furniture

27%

Home & Garden

26%
Appliances

8%

Sports & Outdoors

6%

Electronics

7%

Baby, Kids & Toys

6%

Tools & Equipment

6%

Misc. Home

14%

APP 1: KEY CATEGORIES ON THE MARKETPLACE
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APP 2: SEGMENT RESULTS

Reportable Segment 31 December 2021

$m Marketplace In-Stock Unallocated Consolidated

Reportable Segment 31 December 2020

$m Marketplace In-Stock Unallocated Consolidated
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DISCLAIMER
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Thank 
You.
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