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Rapidly growing eCommerce Group


Shoply corporate overview


Attractive growth in online shopping market


Strong customer proposition – premium brands at great prices 


Established track record and approaching economies of scale


Dual growth strategy – organic and M&A
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ASX Code: SHP


Ordinary Shares
 547m


Listed options (SHPOA, 3.5¢, 31/7/15)
 60.0m


Unlisted options 
 12.6m


Market cap (@ 1.5 cents)
 $8.2m


Cash (31 March 2015)
 $2.6m


Directors & Senior Management


Simon Crean – Chief Executive Officer


Andrew Plympton – Chairman


Sophie Karzis – Non-Executive Director


Mark Goulopoulos – Non-Executive Director


Domenic Carosa – Non-Executive Director


Matt Dickinson – Non-Executive Director


Graeme Lay – Chief Financial Officer


Vaughan Clark – Chief Operating Officer


Vision: To become a leading ASX-listed online shopping company, via organic growth 
and consolidation across targeted market segments. 


Corporate snapshot


Shareholding breakdown


*As of June 16, 2015
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Australian online shopping market


$13.6b
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!  The average Australian spent around $600 
online last year


!  Australian online sales are predicted to be 
$22b in 2015


!  Growth is around twice the rate of the retail 
sector overall


!  12.6% compound annual growth rate for  
online is supported by more than just the 
price advantage


Source: Frost & Sullivan & Price Waterhouse Coopers (PWC) Joint Research
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Online shopping growth drivers

!  Consumers seeking convenience and value for money


!  Increasing level of sophistication and comfort amongst 
consumers


!  Continued growth in consumers using mobile devices to 
browse and purchase products


!  The entry of more online retailers and proliferation of group 
buying sites


!  Product and service expansion by current online retailers 
and traditional bricks & mortar retailers improving their 
offerings
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Premium brands at great prices…all online 
Compelling customer proposition


!  Shoply offers only leading consumer brands 

!  brands bring customers to the site 


!  brands already have a high level of customer trust


!  fosters strong supplier relationships


!  reduced risk to Shoply’s brand and balance sheet for any product faults


!  Trust acquired through established online brands and Australian ownership


!  Hybrid inventory model for lower prices and convenience


Pure online retailer, positioned to capitalise on ecommerce growth fundamentals 
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Shoply: where we are…


1 IBISWorld Online Shopping in Australia October 2013


Homewares & 

Domestic 


Appliances

$2.27BN


Computers & 

Electronic 

Goods

$2.03BN


18.3%
 16.4%


Currently operating in these segments :  $4.3BN – 35%1
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!  Strong position in complementary markets


!  Relevant customer databases for effective cross-selling 


!  Capacity to grow


$18m FY 2015 forecast revenue


3.7m annual visits


330k active customers


182k email list


106 supplier partners
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Strong revenue growth 
10 times revenue on FY14 driven by organic and acquisitive growth


Online Shopping Sales ($m)


3.5


4.9


4.2


5.4


Q1 2015
 Q2 2015
 Q3 2015
 Q4 Forcast


!  Key focus over last 12 months:


!  building online presence through 
acquisitions


!  integrating the new businesses


!  removing duplication to lower costs


!  building a scalable platform to allow 
future growth


!  Opportunities for further growth:


!  further acquisition opportunities


!  additional scale benefits


!  increase marketing to build brand 
awareness and organic growth
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Moves Shoply closer to profitability 
Targeting ~$30m revenue through organic & acquisitive growth to achieve economies of scale


Organic growth


!  Increasing traffic and reaching new customers through new 
marketing channels 


!  Optimising conversion rate through A/B testing


!  Expanding into new product categories


!  Leveraging synergies from eStore acquisition


FY 2014

$1.7M


FY 2015

≈$18M


≈$30M


Acquisitive growth


!  Continuing to increase depth in kitchenware and office 
technology segments 


!  Continuing to pursue acquisitions in other attractive online 
retail categories
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The material in this presentation has been prepared by Shoply Limited ACN 085 545 973 (Shoply) and is general background information about Shoply’s activities 
current at the date of this presentation. The information is given in summary form and does not purport to be complete. Information in this presentation, including 
forecast financial information should not be considered as advice or a recommendation to investors or potential investors and does not take into account 
investment objectives, financial situation or needs of any particular investor. These should be considered, with or without professional advice when deciding if an 
investment is appropriate. Persons needing advice should consult their stockbroker, solicitor, accountant or other independent financial advisor.  
 
The release, publication or distribution of this presentation in certain jurisdictions may be restricted by law and therefore persons in such jurisdictions into which 
this presentation is released, published or distributed should inform themselves about and observe such restrictions. 
 
This presentation does not constitute, or form part of, an offer to sell or the solicitation of an offer to subscribe for or buy any securities, nor the solicitation of any 
vote or approval in any jurisdiction, nor shall there be any sale, issue or transfer of the securities referred to in this presentation in any jurisdiction in contravention 
of applicable law. 
 
Certain statements made in this presentation are forward-looking statements. These forward-looking statements are not historical facts but rather are based on 
Shoply’s current expectations, estimates and projections about the industry in which Shoply operates, and beliefs and assumptions. Words such as "anticipates”, 
"expects”, "intends,", "plans”, "believes”, "seeks”, "estimates”, “targets”, and similar expressions are intended to identify forward-looking statements. These 
statements are not guarantees of future performance and are subject to known and unknown risks, uncertainties and other factors, some of which are beyond the 
control of Shoply, are difficult to predict and could cause actual results to differ materially from those expressed or forecasted in the forward- looking statements. 
Shoply cautions investors and potential investors not to place undue reliance on these forward-looking statements, which reflect the view of Shoply only as of the 
date of this presentation. The forwardlooking statements made in this presentation relate only to events as Shoply the date on which the statements are made. 
Shoply will not undertake any obligation to release publicly any revisions or updates to these forward-looking statements to reflect events, circumstances or 
unanticipated events occurring after the date of this presentation except as required by law or by any appropriate regulatory authority. 


Disclaimer
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Investor Presentation  
June 2015
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