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Important Disclaimer

This presentation is given on behalf of The Warehouse Group Limited (óthe Groupô).Information in this presentation:

Å Is for general information purposes only, and is not an offer or invitation for subscription, purchase, or 

recommendation of securities in the Group. Readers should take their own independent professional advice in 

respect of their objectives, financial position or needs;

Å Should be read in conjunction with, and is subject to, the Groupôs Annual Report, market releases, and information 

published on The Warehouse Group website (www.thewarehousegroup.co.nz);

Å Includes forward-looking statements about the Group and the environment in which the Group operates, which are 

subject to uncertainties and contingencies outside of the Groupôs control ïthe Groupôs actual results or performance 

may differ materially from these statements;

Å Includes statements relating to past performance, which should not be regarded as a reliable indicator of future 

performance;

Å May contain information from third parties believed to be reliable; however, no representations or warranties are 

made as to the accuracy or completeness of such information; and

Å Has not been subject to audit or review by an independent third party of the assumptions, data, calculations and 

forecasts contained in or referred to in this presentation.

All information in this presentation is current at the date of this presentation, unless otherwise stated. All currency 

amounts are in NZ dollars unless stated otherwise.
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9:00am Welcome Nick Grayston ïChief Executive Officer

9:15am Turnaround Journey Jonathan Oram ïChief Financial Officer

9:45am Ecosystem Vision Nick Grayston ïChief Executive Officer

10:15am Customer Experience Jonathan Waecker ïChief Customer Officer

10:45am MORNING TEA BREAK

11:00am Systems and Digital Initiatives Edwin Gear ïChief Information Officer

Michelle Anderson ïChief Digital Officer

11:30am Core Brands ïThe Warehouse, 

Warehouse Stationery, Noel Leeming

Tim Edwards ïChief Sales Officer

Tania Benyon ïChief Product Officer

12:30pm LUNCH BREAK

1:00pm Torpedo7 Simon West ïCEO Torpedo7

1:30pm TheMarket.com Justus Wilde ïCEO TheMarket.com

2:00pm Investments and Returns Jonathan Oram ïChief Financial Officer

2:30pm Governance Joan Withers ïChair of the Board

2:45pm Open Q&A All
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of today

4

There are no trading updates in these materials, but we do highlight areas 

of potential growth

The Warehouse Groupôs last investor day was November 2017 and 

since then major steps have been made on transforming the business

Today is an opportunity to update investors on the progress that has been 

made and provide a deeper understanding of our current strategy

As an NZX listed company TWG is committed to maximising the benefits 

that a listing can bring. Two objectives to do this are to

Å Deepen and strengthen the share register

Å Return to being a constituent of the NZX50
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Turnaround 

Journey
Jonathan Oram
Chief Financial Officer
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Scale for New Zealand

Improving financial performance

Change ready team

Proximity to New Zealanders

Trusted brands

Digital Investment

Investment case
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Leading New Zealand retail brands in their market segments and emerging marketplace brand, 

TheMarket.com

Unrivalled national store network of 254 stores, supported by distribution centres in the North and 

South Islands giving proximity to deliver goods and services to New Zealanders

$3.2b of sales representing over 10% of non-food retail spend, coming from more than 3.7m loyalty 

members and over 2m+ shopping trips per week

Significant investment in customer facing digital assets and development of TheMarket.com providing 

foundation for the group ecosystem

Last three years demonstrate improving financial metrics and return on capital, which is beginning to 

translate into share price performance

Transformation investment in stores and SSO has prepared teams for continuing change
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FY2017 FY2018 FY2019 FY2020
FY2021 and 

beyond>>>

Phase 1

Phase 2

Phase 3

Phase 4

Phase 5

Phase 6
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RISE

Digital future / Customer experience

COEs / Business 

simplification

Agile ways of 

working

Our multi -phase turnaround journey started 

in FY17 and remains ongoing

EDLP

Systems and processes
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RISE Transformation 

Programme

Systems and processes

Digital future / Customer 

experience

EDLP

COEs / Business 

simplification

Agile ways of working

We have made material progress towards 

becoming a world class retail group

9

Creation of Group centres of excellence and business simplification ïexit of financial services and non-

core brands and commencement of SWAS

Adoption of EDLP in The Warehouse providing value to customers and delivering margin, inventory and 

store productivity improvements

Programme of 282 initiatives across revenue, cost, capital allocation, and operating model delivering 

recurring and one-time benefits and building capability

First global multi-brand retailer to fully adopt agile ways of working in support office operations

Executing programme of core system renewal and associated process changes, extending to in-store 

operating models

Significant investment in the components and customer experience necessary to deliver a Group 

ecosystem
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Our RISE programme delivered value through 282 

initiatives across the business
Our top 10 initiatives delivered significant recurring and one-time benefits to enable further investment

High performance culture Introducing a new performance management process in all Noel Leeming stores, with new reporting 

and coaching tools

Aged inventory standards Standardising aging benchmarks to industry standards for all categories in TWL

TWL clothing tables Introducing apparel tables into TWL stores, allowing for increased stock density available at any time

TWL store performance Raising the performance of bottom quartile stores in the TWL network through a new performance 

management methodology

> $5M 
recurring

Supplier payment terms1 Improving working capital through the extension of overseas supplier payment terms

Pricing optimisation process Using data analytics and disciplines to review and optimise our pricing, especially in an EDLP 

environment

COGS negotiation Embedded a new framework and process to negotiate trade supplier terms across all brands

Direct sourcing Lowering cost of goods through driving direct business via sourcing offices in China and India instead 

of local suppliers and agents in New Zealand

Fill and recovery optimisation Improving night fill productivity in TWL stores through new processes, standards, and ways of working

TWL store operating model Operating model changes in TWL to include a review of management layers and wider updating of 

rosters to reflect when staff are needed most

> $1M 
recurring

Initiative Description

2021 Investor Day ï4 May 2021

1. Significant one-time cash flow benefit and ongoing benefit with growth 
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We have arrested the multi-year decline in the decade to 2017 and we are now driving strong returns

ā Increased sales

ā Increased operating margin and profit

ā Increased cash flow conversion

Ă Reduced debt ïnow in positive cash position

Our transformation is delivering

Operating profit and margin (Net Debt)/Cash and Total Liquidity ($million)
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Operating Profit Operating margin
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FY20 Operating Profit has been restated from previous reported results to exclude the $67.5m wage subsidy received in FY20 which has been reclassified as unusual items.

Operating Profit is a non-GAAP financial measure defined in the Groupôs financial statements.
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TURNAROUND

INVEST

GROW

OPTIMISE

Financial performance breakdown
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OPERATING 

PROFIT GROUP

Divisional Operating Profit

$million FY13 FY14 FY15 FY16 FY17 FY18 FY19 FY20(1) FY21 H1

85.2 76.9 79.6 89.4 84.5 71.4 85.1 54.9 122.6

10.3 11.8 12.7 14.3 15.7 10.6 16.7 17.5 17.2

11.0 11.3 6.4 12.1 19.3 31.2 38.1 34.2 33.1

(1.7) 0.1 (2.3) (0.1) (1.6) (4.1) (8.9) (17.7) 5.2

1.5 (4.1) (14.8) (9.2)

111.2 96.7 93.2 111.2 107.8 91.4 112.4 49.3 153.0

1. FY20 Operating Profit for each brand and Group has been restated from FY20 reported results due to the reclassification of the wage subsidy 

received in March 2020 to unusual items and this was repaid in December 2020. Including the wage subsidy, Group Operating Profit was 

previously reported as $116.8 million in FY20.

2. Noel Leeming was acquired in December 2012, therefore FY13 only includes 7 months results.

3. Torpedo7 was acquired in April 2013, therefore FY13 only includes 4 months results, and has been restated to exclude 1-day.

4. TheMarket Operating Profit includes TheMarket and 1-day results from FY18.
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Cash flow generation

Å Improving earnings amplified by working capital benefits

Å Capital expenditure profile has been declining but the intention is for this to increase

Å Dividends have been very stable over the period despite cashflow volatility

Capital Expenditure and Dividends Paid ($million)Operating Cash Flow ($million)
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To improve multi-year comparability, Operating Cash Flow in FY20 and FY21 H1 includes NZIFRS16 lease 

principle repayments.
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$27.9m dividends paid in FY20 relate to the FY19 Final Dividend paid. FY20 Interim dividend was 

cancelled and no FY20 Final dividend was declared due to COVID-19.



Ecosystem 

Vision
Nick Grayston
Chief Executive Officer
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(1) Google/Ipsos, Global Retail Study 2019, total sample n=14,206

(2) Google Internal Data 2021 vs. 2020

(3) Google APAC Online Consumer Research 2018

(4) ñBrexit Hits the High Street, but Ecommerce Proves Resilientò eMarketer, Jul 7, 2019

Customers are demanding convenience more than ever before

CUSTOMERS ARE é 

MORE CURIOUS

58% +118%

purchases prompted 

by something seen 

online 1

growth in mobile 

searches for 

ñwhere to shop/buyò 2

MORE DEMANDING

+450%
ON DEMAND 

EVERYTHING

growth in mobile 

searches with 

ñnear meò 4

Uber, Spotify, 

Netflix, Prime, 

banking, etc. 

MORE IMPATIENT

+120%

growth in mobile 

searches for same-

day shipping 2

consumers look for 

info online as they 

shop in stores 3

79%
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ALIGNED TO THIS NEW WORLD

Think customer
Whakaarohia te kaiutu

We put the customer first in 

everything we do

Own it
Kia ngaio

We walk the talk and make 

things happen

Do good
Kia oha

We are one team, standing 

up for our people, our planet 

and our communities

Helping Kiwis live better every day

To build New Zealandôs most sustainable, convenient and customer-first company

Build a customer 
ecosystem

Define the future 
experience

Excel in retail 
fundamentals

Customer-first service and 
product offering

Ethical and Sustainable 
performance

Customer-first offering 
powered by data

Frictionless on-demand 
shopping experience

162021 Investor Day ï4 May 2021
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ĄThey better leverage assets and investments (footprint, systems, data, inventory)

ĄThey create stronger customer relationships (high engagement, low churn, etc)

ĄThey create new platforms for business growth

2021 Investor Day ï4 May 2021

Strong physical footprint

+ Whole Foods, GO

Mobile app-based loyalty

#1 app + Prime + Walmart Pay + payments + payments, rewards + points

Highly personalised

(offers / range / services) 400+ million listings + Supplier Advertising + Supplier Advertising + Supplier Advertising

Convenient fulfilment 

Pickup + fast delivery Pickup + fast delivery Pickup + fast delivery Pickup + fast delivery Pickup + fast delivery

Partnership extensions

Payments, Health, 

Logistics, Shopify, etc. 

Fintech, QSR UberEats partnership SWAS partnerships

(CVS, Ulta Beauty)

SWAS partnerships

(shops in Kohlôs)

Category & segment expansion

Marketplace, Content,  

Pharmacy, Grocery, 

Private Label

Marketplace, 

Pharmacy, Grocery, 

Private Label

Coffee Pharmacy, Grocery, 

Private Label

Services

1.Target USA



CUSTOMER -LED 
ECOSYSTEMS WITH NINE KEY AREAS IN COMMON

eCommerce & Marketplace
range via 1st & 3rd party products & services

Fulfilment
shipping and Click&Collect

Health & Wellness
typically pharmacy, vision and health

Customer Loyalty
data-driven programs that hold it all together

Services (Home & Personal) 
helping customers in their daily lives

Food, Travel, & Entertainment
value-added benefits to increase time spent

Advertising
turn traffic into supplier funding and revenue

Financial & Payment Services
payment options, cards and schemes

Stores
physical retail and pickup points

182021 Investor Day ï4 May 2021
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A CUSTOMER -CENTRIC 

Our unique combination of local assets, global 

partnerships, and a strong financial position means we 

can grow our business and expand our capabilities to 

deliver solutions for customers

ÅWe have a vision of what we want our ecosystem to become 

ÅWe are on the journey now, with foundational elements being deployed

Å Some customer-facing experiences beginning to come online FY21 / FY22  
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Customer 

Experience

Jonathan Waecker
Chief Customer Officer
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OUR ECOSYSTEM

Customers will choose us first, as long as shopping with 

us is easier than shopping with anyone else

KIWIS START WITH US

more convenient

more range / options

more customised

more predictive

more ways to save money

more sustainable

2021 Investor Day ï4 May 2021
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Agile, unified (cross-brand), and 

change-able people platform

Unified platforms across the Group

ÅeCommerce

ÅData (customer, product, and store)

ÅProduct sourcing and development

ÅMarketing and customer acquisition infrastructure

ÅLogistics 

ÅTechnologies

ÅTWG Business

Unified customer view

1st party data

WEõRE STARTING EVERYTHING 

BY FOCUSING ON OUR CUSTOMERS
WRAPPING OUR CUSTOMER EXPERIENCES 

AROUND THREE UNIFIED ENABLERS

2021 Investor Day ï4 May 2021
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SHOPPING

Physical Stores

ÅOur stores are convenient and located 

throughout New Zealand

ÅContinue prioritising Click&Collect growth 

(more convenient + more profitable)

ÅContinue successful SWAS program

eCommerce (1st party retail)

ÅOur sites and mobile apps are among the top 

retail sites and apps in New Zealand

Å+50.3% growth in online sales in H1 FY21 

(+85% for Noel Leeming, +75% for The 

Warehouse)

ÅGrowing investments in mobile apps

Marketplace (3rd party retail)

ÅRange is a critical enabler for customers to 

choose us first

ÅHelps take our Group range from ~ 120k 1st-

party SKUs to 5,000 brands and 3m active 

SKUs (1st and 3rd party)

WEôRE FOCUSED ON MAKING OUR SHOPPING EXPERIENCES EASY AND SEAMLESS.

ARE WHERE IT ALL STARTS

2021 Investor Day ï4 May 2021
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LOYALTY

ÅNearly 4 million unique customer records across 

our existing loyalty programmes 1

ÅLaunched TheMarket Club paid membership 

($5.99/month or $59.00/year) with free shipping 

($45+)

ÅSuccessfully piloting app-first loyalty programme

in The Warehouse

ÅPartnership with FlyBuys (Noel Leeming, Torpedo7)

ÅOpportunity to integrate and simplify

(1) TWG Internal Data 2021, aggregated and de-duped across 9 data sources. Over 10M total records (not unique)

BRING IT ALL TOGETHER, IN STORES AND ONLINE
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SUPPLIER ADVERTISING INFRASTRUCTURE

WILL TURN OUR STORE AND DIGITAL 

TRAFFIC INTO INCREMENTAL REVENUE

2021 Investor Day ï4 May 2021

Expand dedicated media centres to 

better service and capture supplier 

funding
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CUSTOMER FULFILMENT AND OUR LOGISTICS

ÅScaled one-hour click & collect at Noel 

Leeming

ÅEstablished same-day click & collect at 

The Warehouse

ÅLaunched Fulfilment by Market (FBM)

ÅNationwide Click&Collect and MarketPoint

locations

ÅStrategic partnership with NZ Post

ÅOpportunity to leverage our footprint for last-

mile pickup

ÅOpportunity to invest in fulfilment capacity 

and capability

WE GET OUR GOODS AND SERVICES TO OUR CUSTOMERS, 

WHEN AND WHERE THEY WANT

2021 Investor Day ï4 May 2021
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OUR SERVICES HELP CUSTOMERS 

AND BUSINESSES IN THEIR DAILY LIVES

Å Installation 

ÅWarranties and Protection Plans

ÅConsultation Services

ÅPrint & Copy Centres

ÅExpanded use of AI, chat bots, and digital 

humans to drive improved personalisation

and to better solve customer problems, while 

increasing team member engagement and 

effectiveness

ÅOpportunity to expand services across the 

Group

ÅOpportunity to personalise services for 

customers
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OUR PAYMENT OPTIONS HELP CUSTOMERS 

PAY QUICKLY AND EASILY

ÅLaunched Purple Visa interest-free into 

The Warehouse and Warehouse Stationery

ÅExpanding our financing solutions, 

products, and partnerships

WITH MORE WAYS TO MAKE THEIR BUDGETS WORK FOR THEM

2021 Investor Day ï4 May 2021
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Products Planet People

Reduce

Drive cost benefits by using 

our resources more 

efficiently

Enhance

Drive growth benefits 

through better practices 

and appealing to customer 

perception drivers

Comply

The current and future 

regulatory environment

Community Initiatives

Å eg Period Poverty

Community Fundraising 

Å eg Salvation Army, Plunket, Womenôs 

Refuge

NZ upcoming Mandatory Product 

Stewardship Schemes

Plastic Bag Free

CLC (Climate Leaders Coalition)

Voluntary Emissions Market

Leadership 

Å eg Family Violence not OK, White 

Ribbon, Free Access to Period products 

for all employees,é 

Efficiency in transportation, packaging 

and delivery of products

Å eg reduction in product packaging, 

plastic packaging and shipping 

materials, EV delivery trucks

Sustainable Packaging

TWG Operational Waste Reduction

Active Emissions Reduction Program

Å eg Energy efficiency, EV Light Fleet

Carbon Neutral since 2018

Ethical Sourcing

Sustainable Products & Materials

Å eg certified materials, sustainable 

alternatives, Certified palm oil, Better 

Cotton Initiative, FSC and others

Circular Economy & End-of-Life 

Recycling for Customers

Å eg Soft Plastic Recycling at TWL, 

polystyrene, eWaste at NLG, ink & toner 

cartridges at WS, new programs with 

partner brands and MfE

Embed change in behaviours into the 

business

Å eg. Create owners mindset in regards to 

sustainability

Future of Work, reducing team member 

risk against future changes in workplace

Å eg. upskilling, working w/ automation

An Integrated Reporting and evolving Environment & Social Governance (ESG) Model

IS A GROWING REQUIREMENT 

FOR OUR CUSTOMERS
OUR ASPIRATION IS TO BECOME NEW ZEALANDõS MOST SUSTAINABLE RETAILER

3 AREAS OF FOCUS

T
A

R
G

E
T

S



Edwin Gear
Chief Information Officer

Systems & 

Digital Initiatives

Michelle Anderson
Chief Digital Officer
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