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Agenda

Product & Innovation
(Brad Lindenberg and Adam Ezra, Co-CEOs US)

Growth
(Larry Diamond, Co-founder & Global CEO 
and Tommy Mermelshtayn, CSO)

Performance 
(Peter Gray, Co-founder & Global COO)

2

Q&A

CEO Address
(Larry Diamond, Co-founder & Global CEO)
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Mission
To be the first payment choice, 
everywhere and every day. 

Purpose
Create a world where people can 
live fearlessly today, knowing they’re 
in control of tomorrow.

Promise
A more financially fearless world.
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Larry talking - better different (our competitive adv)

Importance of long duration lending and customer fees to 
revenue model

Underwrite risk at customer level not transaction level

Go on journey with emerging consumers as they mature

Option to disrupt the credit card as part of start up. 

Product

We have a unique set of competitive advantages 
that enable us to win

4

Flexible 
Solutions

Business 
Model

Risk 
Management

Global 
Reach
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We have successfully landed in our priority regions with plans to scale quickly

We are a truly global player

UK

UAE /KSA

Czechia / Poland

Philippines

Mexico

ANZCore markets

Recent Additions

Planned expansion

Asia

South Africa
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US

Canada

UK

Europe
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Asia

Hamish Moline

Tasneen Padiath

We are global leaders in BNPL with local 
expertise in every market

Larry Diamond

Peter Gray

Global

Ziyaad Ahmed

We adopt a “Coalition of Founders” approach to expansion, under a common brand and technology platform

Adam Ezra

Brad Lindenberg

US

Anuscha Iqbal

Paul Behrmann

Middle East 
& Africa

Todd Wackrow

NZMexico

Carlos MagañaAnthony Drury

UK
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Michal Smida

Europe

Renata Salata
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Total transaction volume ($AUDb)

FY16

0.1 0.2 0.3
1.1

FY21

2.1

5.8

We continue to 
deliver significant 
growth...

7Note: 1 Compound annual TTV growth rate from FY16-FY21

+157% CAGR
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8

10

5

0

15

2018 2019 2020 2021

Z1P Share Price ($AUD)

...creating 
material value 
for Zip 
shareholders
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Product & 
Innovation
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Our flywheel ecosystem
We bring customers & merchants together for fair and valued payment experiences 

For consumers: 
a digital wallet 

For merchants: 
a single solution

Consumers

Spend & Earn

Budget & Learn

Save & Invest

Banking 

Payments

Analytics & Insights

Growth Solutions

Merchants Demand Generation
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Illustrative 17
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Illustrative 19
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Illustrative 20
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Illustrative 22
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Illustrative 23
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Illustrative 26
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Illustrative 27
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Illustrative 31
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Illustrative 32
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Illustrative 33
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Illustrative 36
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AU

AU

Total Merchants (‘000)

FY16

2.0 4.4
10.5

16.2

FY21

24.5

51.3

We continue to 
scale with world 
leading brands

Note: 1 Compound annual TTV growth rate from FY16-FY21

+90% CAGR
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Growth

38
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We are set to outperform 

39

Why Zip wins
● Global footprint 
● Local expertise
● Portable platform
● Credit experience
● Tailored product suite

Global tailwinds
● Installment growth
● eCommerce expansion
● Credit card decline
● Digital wallet penetration
● Payments infrastructure

Installments

eCommerce

Debit > Credit 

Digital wallets

Payments tech

Tailwinds for growth Why Zip wins

Global footprint 

Local teams

Scalable tech

Credit expertise

Product suite
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Three key levers 
for growth

Global expansion

Consumers

40

Merchants
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Presence in key regions to 
enable long term 
growth... 

Example region: Europe

New revenue streams, 
profitability and growth 
in enterprise value....

Example region: ANZ

Scaling from regional 
points of presence....

Example region: North America

We methodically invest for long term 
growth and scale

Near term Mid term Long term

A global proposition that helps merchants grow and provides customers everywhere 
access to fair and transparent payment products

1. 2. 3.

41
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Invest > Monitor > Scale

               

We enter selected markets in ways that help us win   

Mexico

UK

               

Minority
Investments

Greenfield 
Expansions Acquisitions

42

Canada

Land > Expand
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Core markets

Recent Additions

Planned expansion

We have successfully landed in our priority regions with plans to scale quickly

Our footprint provides the platform to expand into 
the world’s largest markets

43

UK

UAE /KSA

Czechia / Poland

Philippines

Mexico

ANZ

AsiaUS

Canada

UK

Europe

South Africa
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   Vertical flexibility

Product suite

Customer engagement

Deep customer connections through 
targeted deals, offers and rewards

Revenue model

Products and pricing that allow us to 
play across any vertical 

Market leading (4.9 stars) providing 
seamless, omnichannel experiences

Flexible payment options with a 
differentiated product pipeline

44

The US is our 
highest priority...

…we have 
the tools to win

1.6%: BNPL 2020 

$5.2tn US retail market¹

Non-BNPL

Partnerships

Open + integrated network

4.5%: BNPL 2024 

Note: 1. US Census, 2019. 2. Worldpay global payments report, 2021.

BNPL share of e-commerce spend2
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AUS
1.1%

NZ
0.4%

UK
<0.1%

US
0.1%

Cana
da

<0.1%

SA
<0.1%

Current market share

Note: 1 Market share based on total retail per Euromonitor Passport and Zip FY21 TTV excluding Zip Business

FY21 TTV $5.8b 

2025 Sensitivity
@ +0.5% - 1% Market Share

AUSTRALIA~1.0%

NEW ZEALAND~0.4%

UNITED STATES

UNITED KINGDOM

CANADA

SOUTH AFRICA<0.1%

<0.1%

<0.1%

~0.1%

~$80b~$40b

Executing our plan will deliver material growth
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Performance
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Investing in Zip
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Growth business

Long term focus

Scalable unit economics
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Total Transaction Volume 
($AUDb)

Year

FY16 FY21

Total Revenue 
($AUDm)

Total Customers 
(m)

Year

FY16 FY21

48

Year

FY16 FY21

Note: 1 Compound annual growth rate from FY16-FY21

+193% CAGR+163% CAGR+157% CAGR

We are a growth business

0.740.0 0.30.30.20.1 0.117.03.2 84.2 161.0 403.21.1 2.1 5.8 1.3 2.1 7.3
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Unit economics overview

Revenue

Customer Instalment, account and late fees

Merchant Merchant service fees, transaction fees

Network Interchange, affiliate fees

Cash Cost of Sales

Cost of funds Interest costs

Bad debts Fraud and losses

Processing costs Credit checks, repayment processing fees 

Cash Transaction Margin >2%  

We create margin from 
every transaction

49

Revenue Cash Cost of Sales Cash Transaction 
Margin
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We focus on key levers to drive transaction 
volume

Total Customers
% Monthly 

Transacting Users 
(MTU)

Transactions 
per MTU

Total Transaction 
Volume (TTV)

Merchants and  
products to drive 

acquisition

More places to 
shop and ways 

to pay

Innovation to 
drive usage

Deeper engagement 
drives top-line 

growth

50

Acquisition Engagement Frequency Volume
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Interest rate on loans
(Weighted average interest rate %)

Repayment velocity 
(average months to recycle book)

Jan 2020 Jun 2021

5.1

4.7

3.5

4.24.34.4

3.8
4.0

3.8
4.0 3.9

6.3

Increased capital recycling and reduced interest 
rates are driving down interest costs

9.6

5.2
4.7

3.7 3.7

FY16 FY21

6.5

5.9

6.3

8.2
7.9

6.8
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High repeat 
usage rates and 
investment in 
our decisioning 
capability 
support ongoing 
management of 
losses 

Net Bad Debts Written Off2,3

(as a % of TTV)

85%

Returning Customer Contribution1

(as a % of TTV)

52

FY21Jan 2020 June 2021

70

80

90

FY20

Note: 1. Includes Australia and US, 2. Zip Group, 3. Net bad debts represents imapired receivables written 
off during the year, net of any recoveries.

Repeat 
customers

1.33% 1.28%
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Deepening engagement and healthy margin creates 
higher customer lifetime value

53

Annual transactions, top 20% ANZ customers1 Cumulative revenue per ANZ customer2

Year 1

Time since joining

Year 2 Year 4

C
um

ul
at

iv
e 

Re
ve

nu
e 

($
AU

D
)

Tr
an

sa
ct

io
ns

Note: 1. Cohorts are based on 12 month active customers, transactions are on a rolling 12 month basis, 2. Based 
on cumulative revenue per ANZ customer by annual cohort (FY18 to FY21), 3. Values in AUD.

300

250

200

150

100

50

Year 3

26x 30x
38x

53x

FY18 FY21

FY21FY20FY19FY18

FY19 FY20

Annual cohort

# 
Tr

an
sa

ct
io

ns
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.a
.
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Drive profitability

At scale, strong unit economics converts to 
profitability

54

Cash Gross Profit

+7x

Cash Opex

+3x

Cash GP Cash 
Opex

Cash 
EBTDA

$8.4m

Cash EBTDA ($m):

Scale the networkMaintain healthy margins

FY18- 
FY21:

AU 
FY21:

Note: 1. AU only, values in AUD
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Add slide for Larry close  - does this come before or 
after the Q&A? 

5 highlights about why we win

Exec summary - to the moon! 

Value Merchants Growth
Unit 

EconomicsCustomers

55
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Q&A
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Thank you.
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The information contained in this presentation has been prepared by Zip Co Limited ACN 139 546 428 (Company). 

This presentation contains summary information about the current activities of the Company and its subsidiaries as at 
the date of this presentation. The information in this presentation is of a general nature and does not purport to be 
complete or to provide all information that an investor should consider when making an investment decision. It should 
be read in conjunction with the Company’s other periodic and continuous disclosure announcements lodged with the 
Australian Securities Exchange. Certain market and industry data used in connection with this presentation has been 
obtained from research, surveys or studies conducted by third parties, including industry or general publications. 
Neither the Company nor its representatives have independently verified any such data provided by third parties. 

This presentation is not an offer, invitation, solicitation or other recommendation with respect to the subscription for, 
purchase or sale of any securities in the Company. This presentation has been made available for information purposes 
only and does not constitute a prospectus, short form prospectus, profile statement, offer information statement or 
other offering document under Australian law or any other law. This presentation is not subject to the disclosure 
requirements affecting disclosure documents under Chapter 6D of the Corporations Act 2001 (Cth) and does contain all 
the information which would be required in such a disclosure document or prospectus. 

This presentation is not a financial product nor investment advice nor a recommendation to acquire shares and has 
been prepared without taking into account the objectives, financial situation or needs of individuals. Before making an 
investment decision, prospective investors should consider the appropriateness of the information having regard to 
their own objectives, financial situation and needs and seek legal and taxation advice appropriate to their jurisdiction. 
The Company is not licensed to provide, and this presentation does not constitute the provision of, financial product 
advice in respect of the Company’s shares. 

The Company does not have a significant operating history on which to base an evaluation of its business and 
prospects. Therefore, the information contained in this presentation is inherently speculative. The information in this 
presentation may be changed, modified or amended at any time by the Company, and is not intended to, and does not, 
constitute representations or warranties of the Company. Neither the Company or any of its directors, officers, agents, 
employees or advisors give any representation or warranty, express or implied, as to the fairness, accuracy, 
completeness or correctness of the information, opinions and conclusions contained in this presentation. Accordingly, 
to the maximum extent permitted by law, none of the Company, its directors, employees or agents, advisers, nor any 
other person accepts any liability whether direct or indirect, express or limited, contractual, tortuous, statutory or 
otherwise, in respect of, the accuracy or completeness of the information or for any of the opinions contained in this 
presentation or for any errors, omissions or misstatements or for any loss, howsoever arising, from the use of this 
presentation.

This presentation may contain certain “forward looking statements”. Forward risks, uncertainties and other factors, 
many of which are outside the control of the Company can cause actual results to differ materially from such 
statements.  The Company makes no undertaking to update or revise such statements. Investors are cautioned that 
any forward-looking statements are not guarantees of future performance and that actual results or developments 
may differ materially from those projected in any forward-looking statements made.

An investment in the Company’s shares is subject to investment and other known and unknown risks, some of which 
are beyond the control of the Company. Such risks and uncertainties include, but are not limited to: the acquisition and 
retention of customers, third party service provider reliance, competition, reliance on key personnel, additional 
requirements for capital, the ability to raise sufficient funds to meet the needs of the Company in the future, potential 
acquisitions, platform disruption, commercialisation, changes in technology, reliance on new products, development 
timeframes, product distribution, insurance, security breaches, maintenance of key business partner relationships, 
management of growth, brand establishment and maintenance, as well as political and operational risks, and 
governmental regulation and change in laws. Additional risks and uncertainties that the Company is unaware of, or that 
it currently considers to be immaterial, may also become important factors that adversely affect the Company’s 
operating and financial performance. 

Usability of the Company’s products depend upon various factors outside the control of the Company including, but 
not limited to: device operating systems, mobile device design and operation and platform provider standards and 
reliance on access to internet. A number of the Company’s products and possible future products contain or will 
contain open source software, and the Company may license some of its software through open source projects, 
which may pose particular risks to its proprietary software and products in a manner that could have a negative effect 
on its business. The Company’s intellectual property rights are valuable, and any inability to protect them could reduce 
the value of its products and brand. The Company’s products may contain programming errors, which could harm its 
brand and operating results. The Company will rely on third party providers and internet search engines (amongst other 
facilities) to direct customers to the Company’s products. 

The Company does not guarantee any particular rate of return or the performance of the Company, nor does it 
guarantee the repayment of capital from the Company or any particular tax treatment. Before investing in the 
Company, you should consider whether this investment is suitable for you. Potential investors should consider publicly 
available information on the Company, carefully consider their personal circumstances and consult their professional 
advisers before making an investment decision. 

This release was approved by the Chief Executive Office on behalf of the Board.

Disclaimer and Important Notices
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