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http://www.asx.com.au/


We exist to enable pets to live 
their lives to the fullest.

Being the most trusted and 
convenient brand to rely on for all  

pet-related needs.
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Dinner Bowl launched Q1 2021

Toys and Treats – Waggly acquisition Q4 
2021

Insurance launched Q3 2021, acquired Pet 
Chemist April 2022

Curated Ecommerce – Launched in Q2 
FY22 with Sash acquisition 
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FY22 Operating revenue grew 251% to $10.0 million, with marketplace revenue increasing 57% to 

$3.7 million due to the relaxation of COVID19 travel restrictions.  Our e-Commerce and 

subscription revenues grew by 1222% to $6.3 million, an increase of $5.8 million versus FY21. This 

is as a result of the full year contribution from the Waggly acquisition, the acquisition of Sash Beds 

and the contribution of the Pet Chemist acquisition from 1 April 2022. In addition, we saw organic 

growth from these acquisitions well above their performance pre-acquisition which is a reflection 

of our cross-selling efforts and marketing excellence. 

Gross margin increased by $2.8 million to $5.0 million in FY22 a 128% improvement versus FY22. 

The change in the Group’s gross margin in FY22 is due to a greater contribution of the e-

commerce and subscription segment versus the prior year. At a segment level we have seen 

improving margins across FY22 and expect to see further margin improvements in FY23 from 

operational initiatives, direct sourcing, and increased scale.

Group Operating EBITDA loss for FY22 was $8.2 million, an increase of $3.5 million from FY21. The 

increase relates to the following factors:

• Segment Operating EBITDA loss was $3.9 million an increase of $1.7 million from FY21. 

This is due to higher marketing costs across both segments as we continued to invest in 

customer acquisition due to the strong return on investments and customer acquisition 

costs trending lower. Employee costs were $2.5 million higher with the integration of the 

Waggly, Sash and Pet Chemist acquisitions as well as the build out of the segment product, 

technology and marketing teams. Other segment opex costs increased $0.9 million due to 

higher technology platform running costs such as messaging and hosting as well as 

additional property costs from the expansion of our warehousing facilities to support 

growth.

• Central and corporate costs increased $1.8 million largely due to higher employment costs 

from the build out of the central management team post the company’s IPO in March 

2022, as well as public company costs.
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Our pet services marketplace delivered 57% operating revenue growth to $3.7 million in FY22. The first 

half of FY22 was a challenging period with the impact of the Omnicron variant. After the relaxation of 

restrictions during Q2 FY22, the marketplace performance has accelerated, regularly exceeding monthly 

GMV benchmarks. 

Across our key marketplace drivers, we have seen a strong rebound in booking activity and average 

booking values. 

• Total bookings increased 20% versus FY21. Year over Year booking growth is impacted by changes in 

customer booking behavior in FY21 due to international border closures. During FY21 customers 

made shorter bookings due to the COVID 19 market uncertainty. This trend reversed in H2 FY22 as 

customers had greater confidence in booking domestic and international travel due to higher 

vaccination rates. Comparing the number of time units’ customers booked in FY22 versus FY21 we see 

a 31% increase year over year.

• The marketplace take rate improved 0.6ppt to 24.7% on a booked basis. 

• Marketplace segment operating EBITDA loss was $0.7 million an improvement of 48% or $0.6 million 

compared to FY21. The marketplace has strong operating leverage as revenue grows the cost base 

increases at a much lower rate. However, during FY22 employment costs increased $0.5 million from, 

the build out of segment product, marketing and technology teams. Other opex costs increased $0.3 

million due to higher platform messaging and hosting costs.

• Marketplace marketing costs decreased $0.1 million versus FY21, with the greater use of our central 

data and analytics team as well improved direct traffic sources such as SEO. We have seen a 30% 

decrease in our performance customer acquisition costs versus FY21. We expect this trend to 

continue as we enter FY23.

• As a result of the bookings, revenue and customer acquisition trends the profitability of the 

marketplace has been improving through FY22. In Q4 FY22 the marketplace segment achieved 

operational EBITDA profitability for the first time achieving $0.1 million
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• Ecommerce & Subscription revenue increased 1222% or $5.8 million in FY22. Most of the 

growth is attributable to full year impact of the Waggly acquisition and contributions from 

acquiring Sash beds in November 21 and Pet Chemist in Q4 FY22. We have seen acceleration 

in performance of these acquisitions once they are fully integrated. 

• Waggly subscribers increased 96% from acquisition, and Sash monthly revenue has 

increased 5 times from acquisition date. With the learnings from these acquisitions, 

we expect to see similar trends following the Pet Chemist integration.

• Gross margin increased $1.5 million in FY22 with gross margin improving to 24%. Our pet food 

business was impacted in the period by rising input costs, sub scale operations and transition 

costs in centralizing our operations in Melbourne. Dinnerbowl is exiting the FY22 with 

stronger gross margins across its product suite. 

• Waggly gross margins were steady throughout the period at 35%, Waggly is exiting FY22 with 

a higher subscription revenue mix and this coupled with a number of sourcing initiatives 

should see margin improvement during FY23.

• Marketing costs were $1.3 million in FY22 due to a full year of investment for Waggly and 

Dinnerbowl (launched during FY21). Several new customer acquisition approaches were 

tested during the year resulting in significantly improving our performance marketing metrics. 

During the second half of FY22 the launch of a new subscriber journey as well as the launch of 

a multi offer strategy for Waggly have resulted in significant increase in new customer 

acquisitions at significantly lower cost of acquisition.

• Employment costs increased $2.0 million in FY22 due to the integration of the teams following 

the acquisition, additional warehouse labour costs from higher orders as well as labour costs 

from the launch of the lightly cooked product for Dinnerbowl.
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with 62% of all Australians now 
owning at least one pet, 48% of which are dog owners and 37% cat owners1.

in spend on pet 
services and pet needs.

and the popularity of gourmet meals 
continues to rise1.

in pet care services and subscription services.

supplementing core business and diversifying revenue 
streams.

at 30th of June, with revenue growth 
and prudent cost management expected to deliver cash flow breakeven and 
profitability
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• $5.6m in cash at 30 June 22, remaining well capitalized with positive quarterly trends in 
operating EBITDA and cash flow 

• Inventory increased $0.7m from Dinnerbowl product expansion, subscriber growth in Waggly 
and the Pet Chemist and Sash acquisitions. 

• Intangibles relate to goodwill and customer contracts on the Waggly acquisition and 
capitalised web development costs across both segments

• Accounts payable increased by $2.8m with $1.2m due to the payable to Sunny Chemist as part 
of the pharmacy supplier agreement. $0.6m for contingent acquisition payments linked to 
ongoing employment services which are largely equity settled

• Other payables include the marketplace sitter liability of $2.4m and $0.3m of contingent 
consideration payments for the Pet Chemist acquisition that are not linked to employment 
services 

• Lease liabilities of $1.5m relate too the application of AASB16 Leases in relation to the 
Melbourne warehouse and kitchen leases.
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