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Chairman’s Address to AGM
Good morning everyone.

While the financial year ended June 30 was a year that many Australians will remember as one of great
change and disruption, | was quite sure that as the year was drawing to a close, most of us thought that
lockdowns were a thing of the past. How wrong could we have been.

| think what we have learned over the last three months is that we all need to be flexible and be able to
adapt to new ways of working and living and that online economic, social, entertainment and
communication platforms are helping us to facilitate the changes necessary.

The team at Temple & Webster has worked hard to be well positioned to service the changing needs of
customers. Both for the newly migrating online shoppers, and for the regulars, who are shopping to
make their homes more functional for our changing living and working routines.

Key highlights for the year ended June 30 include:

e Very strong year on year growth with revenue growing to $326.3m which was up 85% on the
prior year.

e Record EBITDA which was up 141% on the prior year to $20.5m

e NPAT of $14.0m, which on a normalised basis! (excluding deferred tax adjustments) was up
165% and;

e Asaresult of a successful capital raise and our record profit, we ended the year with $97.5m in
cash and we remain debt free.

Whilst the Directors are happy with the year and the progress made against our plans, it is worth noting
that we are still at the start of our journey, albeit accelerated by the impacts of lockdowns. We operate
in the ~$16b? furniture & homewares market, however less than 10%?2 of that market has moved online.
This is well behind other international markets such as the US, which is up to 25%? online penetration
and showing no signs of slowing down. This structural shift towards online will be supported by
millennials as they enter their core furniture & homewares buying years.

In addition to our core market, we also operate in the commercial furniture & homewares space and the
home improvement market. These markets significantly increase our total addressable market to more

1 Normalised NPAT is calculated as NPAT adjusted for any benefits received from the recognition and utilisation of historical tax losses.
2 Source: Euromonitor International Limited; Home Furnishings and Homewares System 2020 edition. ABS Retail Sales data, TPW estimates.
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than $30b. This market size, coupled with our online market position and the consumer trends we are
experiencing are the reasons why the Board believes that Temple & Webster will be a high growth
business for many years to come.

During the second half of the year, we reaffirmed our commitment to a re-investment strategy to
ensure that we are building the go-to-brand in our category for the next generation of shopper.
Investments will be made in areas such as marketing, technology, data and logistics as well as in other
key areas in the business. As a result, we have guided the market to expect an EBITDA level of 2-4% in
the short to mid-term to allow us the flexibility to make these investments. We believe that by making
these investments now, the Group will be positioned to expand its market leadership position and the
benefits from scale will naturally follow.

During the year, Belinda Rowe was appointed as a Non-executive Director of the Company. Belinda is an
experienced marketing professional and successful business executive who will help us to achieve our
goal of becoming the first place Australians turn to when shopping for their homes and we welcome
Belinda to the team.

On behalf of the Board, | would like to thank our CEO Mark Coulter, our CFO Mark Tayler and the
broader management team for their achievements in a busy and challenging operating environment,
made even more challenging by moving in and out of the office during lockdown periods. While it’s
great to see sales and customers grow so fast, it has resulted in a relentless year for the team, and we
thank them for their passion and dedication.

I'd also like to take this opportunity to extend my thanks to my fellow Directors Sue Thomas, Conrad Yiu,
Belinda Rowe and our Company Secretary, Mike Egan for their contribution and stewardship. And finally
on behalf of the Board, | would also like to thank you, our shareholders for your continued support.

I will now hand over to Mark for his address.

CEO’s Address to the AGM
Thank you Stephen and good morning fellow shareholders.

Before taking you through some of the highlights of the year, | would like to acknowledge the incredibly
difficult period that we’ve collectively lived through over the last couple of years.

While COVID has certainly presented challenges to our business, our goal has been to keep delivering a
great experience to our customers, and hopefully have them enjoy their homes, even just a little bit
more.

As Stephen said, once again, Temple & Webster has delivered a record set of results. Our growth was
across all major categories, geographies, channels and demographics. Our market is massive and subject
to accelerating tailwinds, and we are well positioned to capitalise on our online market leadership.
Importantly, we were a high growth business before COVID, growing 30-50%, and while the lockdowns
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have no doubt accelerated the underlying shift to online shopping, we remain bullish about our long
term growth for many years to come.

Our job is to give our customers a great experience, to get them to continue shopping online and more
relevantly, keep shopping with us. The great news is that orders from repeat customers continues to
grow significantly, with orders from repeat customers overtaking orders from first time customers
during Q4 of FY21. This higher repeat rate partially led to a 12% increase in annual revenue per active
customer which is now over $425, which is very healthy for a large ecommerce business.

Unfortunately, the consequence of another record period has led to third-party logistics network issues
which I’'m sure many of you have been reading about it in the press. We have been working tirelessly to
add customer care resources, adding new logistics providers and working with our current partners on
smoothing scaling issues, and using technology to improve the customer experience — however the
unfortunate reality is that scaling this quickly is hard work.

While our Net Promoter Score dropped below our target levels, it is worth reminding ourselves that
even at our lowest point, our NPS is still very good for a retailer, and means by far, most customers are
rating us a 9 or 10 out of 10.

While we are constantly innovating our product and service offering, it’s worth calling out some of the
notable milestones for the year:

e Our owned inventory program or ‘Private Label’ has been a strategic focus for the business and
it’s great to see it’s share of revenue grow from 19% to 26%. This was done by increasing our
buying and merchandise planning teams, diversifying our factories outside of China, adding
multiple warehouses (including Sydney), investing in data and analytics to improve forecasting
accuracy, and expanding our quality and compliance team.

e We now have apps in both app stores, with early feedback tremendously positive. We now have
thousands of reviews, and both our iOS and Android apps are rated 4.8 stars (out of 5). The app
customer is a more engaged customer with higher conversion and repeat rates.

e During the year, we launched an artificial intelligence (‘Al’) interior design service. The Al-
powered service is another feature unique to Temple & Webster, again designed to make
shopping online easier. It is in partnership with an Israeli start-up, in which we have made a
second round of investment after a successful pilot of the service. We love this service as it
exposes our huge range of beautiful products across our many categories in an inspirational way
that helps customers visualize products, giving them even more confidence to shop with us. We
will continue to look proactively at the market for innovative technology, products and services
as that has been a core part of our entrepreneurial DNA.

e After a difficult end to the previous financial year, it was great to see our business customers
come back in full force during FY21 with our Trade & Commercial division growing 110% year on
year. Again, it’s worth noting that these are great customers — with high repeat activity and large
order sizes.
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e This year we also made significant progress on our commitment to make the world more
beautiful from an environmental and social point of view. We have engaged external
sustainability consultants and begun the work at identifying and capturing carbon reduction
opportunities. We kicked off multiple new responsible sourcing initiatives and submitted our
first Modern Slavery Statement. We have continued to support our charity partner, Women’s
Community Shelters, an organisation that provides community-based emergency
accommodation and support for vulnerable women and children. We have also begun our
journey to progressing the goals of reconciliation, with the commencement of a Reconciliation
Action Plan.

e And of course, the key task of the year was recruiting, onboarding and training 180 new
Tempsters across Sydney and Manila to handle the huge increase in orders from Australians
turning to online shopping during these extraordinary times.

Where to from here

We have a simple and consistent strategy. We want to have the biggest and best range — having
everything you need for the home. Importantly, the “best” bit of this means we won't list everything.
We want to be seen as a place for quality, at an affordable price; we want to be a source of inspiration
and the place customers go to when they want to make their home more beautiful; and we want to
create a seamless customer experience when shopping, including our customer’s delivery experience to
their home.

With scale comes benefits such as being able to forge closer relationships with our suppliers; obtaining
better terms and exclusive product ranges; making bigger investments in areas like technology and data;
and expanding our logistics capabilities. In effect, the bigger we become, the better and stronger our
customer proposition becomes, which is the flywheel effect. This is in turn will lead to an increase in our
market share.

We believe that now is the time to invest and scale our online market leadership. This is the period
where customers are choosing their trusted brands and we want to be that brand.

Trading Update

The year has started strongly with year on year® growth of 56% (for period July 1 to Oct 15th). We
expect full year EBITDA to be within the stated 2-4% range, however it is anticipated that H1 EBITDA will
be higher than this level.

3 Revenue based on checkout revenue which is pre accounting adjustments (deferred revenue, refund provision)
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We continue to experience strong tailwinds, including the ongoing adoption of online shopping due to
structural and demographic shifts and an acceleration of these trends due to COVID-19. A buoyant
housing market and a reduction in travel spend are also supporting the growth of our sector.

While the end of lockdowns will no doubt have the world return to a more “normal” distribution of
discretionary spend, we would remind our shareholders that there is still significant growth ahead for
Temple & Webster as we continue our march up the online adoption curve. Temple & Webster is a long-
term growth story and periods of above and below average growth are to be expected.

Finally, many of you will be wondering about the global supply chain challenges currently facing
Australia. Once again, the inherent flexibility and diversity of Temple & Webster’s business model and
supplier base is proving fruitful. We source from over 100 factories through our private label division
and our drop ship suppliers are sourcing from thousands of factories, meaning we can adapt to the
changing supply chain environment quickly. Our inventory weeks of cover levels for our best sellers
(both drop shippers and private label) are at a similar position or better than this time last year. While
we will no doubt see individual products move in and out of stock, we expect to see customers
substitute into other similar products as we witnessed last year.

Thank you to the Tempster team
I'd like to say a big thank you to the team. The last couple of years have been relentless. However, you
have managed to deliver an amazing set of results, to an overwhelmingly happy customer base, and

mostly from your home. While it has been a difficult and stressful period, you have set the business up
for decades of growth and success.

Mark Coulter

Chief Executive Officer

- ends -

This announcement has been authorised by the board of directors.

Melissa Shawyer, PR Group
M: +61 (0) 412 066 048
melissa@prgroup.com.au
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About the Temple & Webster Group
Temple & Webster is Australia’s leading online retailer of furniture and homewares.
Temple & Webster has over 200,000 products on sale from hundreds of suppliers. The business runs an innovative

drop-shipping model whereby products are sent directly to customers by suppliers, enabling faster delivery times
and reducing the need to hold inventory, allowing for a larger product range.

The drop ship range is complemented by a private label range which is sourced directly by Temple & Webster from
overseas suppliers.

Temple & Webster’s registered office and principal place of business is Unit 1a, 1-7 Unwins Bridge Road, St Peters,
Sydney, Australia and is listed on the Australian Securities Exchange under the code TPW.
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FY21 Summary

FY21 Revenue

$326.3m

85% growth vs pcp

FY21 EBITDA

$20.5m

141% growth vs pcp

Jun-21Cash

$97.5m

Sources: Euromonitor International Limited; Home Fumishings and Homewares System
2020 edition. IBISWorld Online Home Furnishing Sales in Australia Industry Report and Online
Hous=hold Furniture Sales in Australia Industry Report

Jun-20 cash balance excludes proceeds from $40m placement which took place in Jul-20

FY20 Revenue

$176.3m

FY20 EBITDA

$8.5m

Jun-20 Cash

$38.1m

Temple & Welbster is the leading pure
play online retailer for furniture &
homewares in Australia

Large addressable market with
accelerating online adoption

Business is profitable with strong top-line
growth, capital light and a debt free
balance sheet

Saaa



Temple & Webster is a long-term growth story

We operate in a large ~$16b market (excludes

B2B and home improvement).... ...of which less than 10% of which has moved online

2020 B2C Fumiture & Homewares Market, Australia Only
Hypothetical adoption curve for online penetrationin the Furniture & Homewares market @ aus @us

Total
~$16b

Online market penetration

Optimise
Bank scale benefits

In addition to the B2C Furniture & Homewares market, we have second (B2B furniture) and third (Home improvement) growth horizons
which significantly increase the $16b TAM shown above. We will be accelerating our investment into these horizons over the coming years.

Source: Erromonitor Interational Limited; Home Furnishings and Homewares System 2020 ediition. ABS Retail Sales data, TPW estimates.
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FY21 Business Update

Strong growth across the year

+ Revenue up 85% for the year, EBITDA up 141% to $20.5m

e Q4 revenue up 26% pcp (which is comparing to Q4 FY20 which in turn grew
~130% over Q4FY19)

» Strong growth across all categories, geographies, channels & demographics

» Scale is increasing operating leverage, enabling significant reinvestment

Launched iOS & Android Apps ; ;
+ Launch of Android & iOS Apps , i
»  4.8-star rating from +5k reviews to date It R
* App is leading to higher levels of engagement and repeat purchasing €\> .

A

¥
Customer satisfaction remains a key focus

<« Net Promoter Score back to 65%+ after dip post November peak
« Improvements in quality, range and service

«  Working with logistics partners on scaling during peak periods

iy

Accelerated tech investment

e Further investment in Al interior design start up

* Launched augmented reality

* Expanded tech and product team (onshore & offshore)

Android app launched 1July 2021.



Temple & Webster Private Label

Private label share (% of total sales)
19%

‘6%

FY20 FY2]

TEMPLE&WEBSTER

C OLLECTI ON

Private label is providing strategic benefits such as a
diversification of supply (less dependency on drop-ship
network), improved margins, stock assurance and speed of
dispatch.

Key Initiatives during FY21

* Expanded Buying and Merchandise Planning teams for
range development and inventory forecasting

« Step up investment in private label inventory of $15m in
FY21

* 5 warehouses now in place across VIC & NSW, with multiple
3PL providers, which will enable further scaling and
diversification of providers

» Geographical diversification of factories into Indonesia, India
and Europe; 15 factories added in FY21 across 5 countries

* Testing machine learning forecasting software for inventory
planning

* Expanded Quality & Compliance team

Page 7



We have now launched both iOS and Android apps

* iOS app launched in H1 FY21

Largest range - st Shop & save
: of furniture . ' on beautiful curations
* Android app launched Jul-21 ‘ & homewares

« Customer feedback has been
extremely positive:
* +5000 reviews
* Rating: 4.8 out of 5

« App is leading to higher levels of Au;t;al:a’s
engagement and repeat online retailer

purchasing for the home!

* Mobile (mobile web & app) now
accounts for the majority of
orders (ex Trade & Commercial)

Ratings & Reviews

* 3k ek
dekkok -
*kk ®
ok
[ ] * 0

out of 5 4134 Ratings

Apple app store

Review and rating as of August 2021
Page 8



We have increased our investment in an Al Interior Design start up

« Al (Artificial Intelligence) Interior Design service, .

suggesting products to match a customer’s
selected item

* Next version: 3D generated life-like room

* Drives conversion rate and average order values .

Complete the ook Use our interactive mood board to create your perfect look.

@ @ @
) ———

o @D Dowered by f@NOVal

Exposes Temple & Webster's huge range of
furniture & homewares

Developed by an Israel based technology start up,
TPW has exclusive rights in Australia/NZ

We increased our investment and % stake to
accelerate the company’'s growth in July 2021

Your look (15 items

Duck Egg Linen Cushion
$79.00

‘ SEE SIMILAR

ADD TO CART

Davidson Linen-Blend
Cushion

$44.95

!—[

‘ SEE SIMILAR

ADD TO CART

Leonora Entertainment Unit
$349.00

|

‘ SEE SIMILAR | ADD TO CART

ADD ALL [TEMS TO CART
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Our Trade and Commercial (B2B) division grew110%

0 T&C has rebounded quickly with revenue up 110%

>

M service model improvements, such as extra care
<4 resources and specialised sector-based sales
teams, have led to high repeat customer rates

S$000s.

$8,000

$6,000
$4000 . e I
s2000 e
o LW i | I
'ﬁ
"9

8,000

7,000

6,000

5,000

4,000

3,000

2,000

1,000 /
0

d & @ QRO OO 90000 MDD D
N GGG GRGRRR
&,&&&@&&@é d‘@d«‘\&é\&é‘&é‘@é g RN

g &

First Time Orders

Repeat Orders

Revenue based on checkout revenue which is pre accounting adjustments (deferred revenue, refund provision)

Residential property development sector
and regional hospitality remain key areas
of focus:

e Successful launch of new service model
for the residential property development
market including advertising, selling
incentive packages, display home design
& installation services

*  Expanded installation & fit-out
capabilities

* Launch of bespoke made to order range
of commmercial products for hospitality &
residential markets

* Capitalised on regional tourism boom
with accommmodation upgrade packages,
glamping campaigns and design services

* Expansion into childcare market
including outbound sales, marketing
campaign and range additions

Display Home Package

My pases

et wangmeees M2 S

One With Nature Glamping

it concept embraces the raw elements

This Glamping
f the
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Climate change & sustainability

* Engaged external sustainability consultants

* Beginning the work to identify carbon reduction opportunities
* Adding specialist talent to our team

iilegal logging compliance & responsible sourcing
lllegal logging governance and compliance framework in place
Dedicated function to support and educate

* Responsible sourcing initiatives underway

Addressing Modern Slavery

* Inaugural Modern Slavery Statement published

» Ethical and social audit framework established
Supplier action plans in development

Supporting our people & communities

» Additional engagement and support of staff through lockdowns G

* Ongoing support of long-term charity partner, Women's Commu_ij[ty‘v
Shelters 7

«  Committed to the development of a8 Reconciliation Action Plan™
(RAP) '

Modern Slavery statement is available at: https//modemslaveryegisteraovesy SEtIc N temple S Websie


https://modernslaveryregister.gov.au/

Increase brand
awareness from 559

Add depth and
breadth across our core

Expand digital
capabilities: data,

and adjacent oersonalisation, A to +80% through
Getegories; grow private augmented rez'alit;/ digital and non-digital
label division channels

2 1

Add inspirational Focus on exceptional Continue to build out

content & service: customer service and a Trade & Commercial
@ video: 3D: ARNR: great delivery division, competing on
(@ design help experience to drive range, value'and a full-

repeat behaviour servicgoffering 6 'F
i | i~




Scale increases our operating leverage, allowing us to
accelerate investment in future growth and take market share

REINVEST FOR GROWTH STRONG CONSUMER PROPOSITION

Trusted brand, large range of quality products and
great user experience attract customers, grow
conversion and drive customer satisfaction

Use cash flows generated to reinvest in marketing, .\
technology development, product range and overall
customer experience

Leveraging our
leadership position
to realise scale

advantages

BETTER UNIT ECONOMICS REPEAT & FIRST TIME ORDERS

- \. Great initial customer experience builds customer
loyalty and grows share of wallet, delivering revenue
growth

Increased scale provides cost advantages in
product sourcing, logistics and marketing

Page 13



Trading update & outlook

* Theyear has started strongly with year-on y?ar’grovvt "o :
56% (for the period July 1 to Oct 15th). ~

>
+ Although we expect full year EBITDA to lbe within t’h’é‘t ‘,e
2-4% range, it is anticipated H1 EBITDA will be h|ghe|%eta it
level due to the timing of our investments, i

Ve continue to experience the strong tailwind of ongomlg

doption of online shopping due to structural and : _VM
emographic shifts, accelerated by COVID-19. ¥

such, we will be investing into areas of the business to ,‘v
row our online market leadership position with the ultimate - %
goal of becoming the largest retailer (online and offline) for= ‘s
furniture and homewares in our home market. ¥



Page 15




Disclaimer

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 sulbscribe for
securities nor does it constitute the giving of financial product advice by the Company or any other person. The information in this Document is selective and
may not be complete or accurate for your particular purposes.

The Company has prepared this Document based on information available to it to date and the Company is not obliged to update this Document. 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,
aecuracy, completeness or correctness of the information, opinions and conclusions contained in this Document. To the maximum extent permitted by law,
peitherthe Company, nor 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
sheuld, before acting on any information, consider the appropriateness of the information having regard to your own objectives, financial situation and needs.
\A/e suggest that you consult a financial adviser prior to making any investment decision.

Thislocument 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 e achieved
aind,other similar expressions. These forward-looking statements reflect the current internal projections, expectations or beliefs of the Company based on
iAformation currently available to the Company.

Forward-looking statements are, by their nature, subject to a numiber of risks and uncertainties and are based on a number of estimates and assumptions that
afe 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 fulfillment 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 does not intend, and expressly disclaims any obligation, to update or revise any forward-looking
statefnents.

The information in this Document is only intended for Australian residents. The purpose of this Document is to provide information only. All references to dollars
are to Australian dollars unless otherwise stated.

Mhisi€ocument 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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