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ASX Announcement
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2020 Annual General Meeting – Chairman’s Address and CEO Presentation
MELBOURNE Australia, 25 November 2020: ‘Buy now. Pay smarter.’ company, Openpay Group Ltd (ASX: OPY)
(Openpay or the Company) attaches the following documents to be presented at its 2020 AGM being held today:
•
•
•

Chair’s address
CEO’s presentation script
CEO’s presentation slides

The results of the AGM will be communicated to the ASX shortly after the conclusion of the AGM.
Authorised by
Michael Eidel
CEO and Managing Director
Openpay Group Ltd

For further information, please contact:
Investors

Media

Ed Bunting
Company Secretary
Mobile: +61 401 555 333
investors@openpay.com.au

Jane Lowe
IR Department
Mobile: +61 411 117 774
jane.lowe@irdepartment.com.au

About Openpay - see more at openpay.com.au
Openpay Group Ltd (ASX: OPY) is a well-established player in the fast-growing global market for ‘Buy now pay later’
(BNPL) payment solutions. Openpay partners with merchants to provide BNPL repayment plans to customers instore, in-app and online. Openpay’s BNPL offering allows customers to purchase what they want and need while
spreading repayments over time with no interest costs.
By providing flexible payment solutions to customers, Openpay’s BNPL offering also facilitates increased transaction
values and conversion rates for merchants at checkout.
Openpay provides services to Customers and Merchants in Australia, United Kingdom and New Zealand.
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Chairman’s Address
Before moving on to the formal items of business, I would like to take a moment to reflect on the past year.
The virtual format of this AGM is testament to the fact that 2020 has been a challenging period for all across the
globe. COVID-19 has meant we have had to adapt to new ways of working and doing business.
I’m proud to say that the Openpay team showed great responsiveness and responsibility when the onset of the
pandemic became evident back in March – we acted quickly to protect our people, customers, business and
shareholders, enacting measures such as hardship support for vulnerable customers and temporarily reducing our
employee expenses by 35%.
While we were initially concerned about impact on business, in fact the pandemic accelerated the adoption of BNPL
across a much higher proportion of consumers who moved to embrace the obvious benefits of transacting online
from home in a highly efficient, safe and convenient way.
We saw this trend across the board, with older adults also becoming increasingly adept adopters of the BNPL
phenomenon, highlighting that it is not simply the domain of millennial consumers.
Equally, for a broad cross-section of merchants, retailers and service providers, COVID-19 has reinforced the need
for their businesses to increasingly embrace e-commerce solutions and to foster a stronger digital presence, if only
to augment their core instore offerings.
Against this backdrop, Openpay’s business has performed very strongly, with impressive growth across a core range
of objective operating metrics, including Active Customers, Active Plans, Active Merchants, Repeat Customers and
Total Transaction Value.
We’ve achieved this strong performance with a clear growth strategy and a highly differentiated offering: we remain
the only BNPL provider with flexible plans for a ‘smart’ budgeting tool in one customer journey, with no interest.
And we are also differentiated from any other BNPL provider by our market leading Gross Revenue Yield and Net
Transaction Margin.
Our business strategy is simple one – we are following a very structured approach to launch, grow and scale our
differentiated Buy Now. Pay Smarter and Openpay for Business products, focused on building a critical mass of
consumers in Retail, continuing to develop our differentiated proposition in verticals and scale at pace and launch
new products. Michael will speak to these points in more detail in his presentation.
In closing, I’d like to sincerely thank Openpay’s senior management and employees for their superb contribution to
Openpay’s achievements this year. They have collectively done a tremendous job in not only preparing for and
successfully delivering our initial public offering, but also in skilfully navigating the business through what has been
an extremely challenging and uncertain Australian and global economy, due to the unprecedented COVID-19
pandemic. On behalf of our entire Board of Directors, I’d like to express our gratitude to Openpay’s loyal customers,
merchants and the many retail and institutional shareholders who continue to place their trust and confidence in
our business. Your support is genuinely appreciated and never taken for granted.
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We look forward to another exciting year ahead, and the opportunity to further entrench Openpay as a global
leader in the fast-growing consumer and enterprise payments sector. Thank you. I will now hand over to Michael
for his presentation.
CEO’s Presentation
Thank you, Patrick, and good morning everyone. Thank you for making the time to attend today’s AGM.
As Patrick said, 2020 has been a difficult year due to the onset of COVID-19 to which Openpay responded swiftly
and responsibly, but it has also been a time of tremendous growth across the BNPL sector and within our business.
Today, I want to provide you with some perspectives on our company with regard to strategy, our levers for growth
and scale, how we are building a sustainable business and creating long-term shareholder value, based on our
mission ‘to change the way people pay, for the better’.
Page 4 Based on our flexible tech platform, Openpay pursues a strongly differentiated approach in BNPL, B2B
and product innovation.
I’d like to commence with a macro view of the Buy now pay later sector. In FY20, there has been an extraordinary
growth dynamic in this new financial sector, with dozens of new providers entering the space worldwide, some
established players catching up in different ways, and lately an unprecedented proliferation of further adjacent
products and customer experiences.
Openpay has greatly contributed to this dynamic, with our differentiated approach as a market-leading technical
platform for payments and digital lending services. Within BNPL, most of our competitors focus on short-term
instalment plans of up to two months. This is a space where we originate less than 10 percent of our overall
transaction volume. We offer the greatest plan flexibility of all providers, up to 24 months and $20,000. And we are
proud to offer a seamless customer experience for our financially savvy and responsible customers across multiple
areas of their lives.
This year we launched a major innovation for the sector: our Openpay for Business B2B SaaS platform with
Woolworths as our inaugural customer. We launched with Woolworths in September and now have hundreds of
Woolworths business customers live on the platform. And we continue to innovate and develop further highly
sought after and value-accretive products which are planned for launch in the next 6 to 12 months
Page 5 Openpay follows a structured approach to launch, grow and scale its differentiated BNPS and Openpay
for Business products
I am delighted to be able to look back and state that we delivered on our growth strategy very successfully in FY20.
Our strategy has three elements: firstly, building a critical mass of customers in Retail, secondly developing a
differentiated proposition in our verticals like Auto, Health and Home, and thirdly, scaling at pace and bringing new
adjacent products to market. In our home market of Australia, we have reached the third phase, after a period of
accelerated growth across our leading operational and financial indicators. In the UK, our first international market,
we will enter phase 2, the launch into Automotive and Healthcare, after unprecedented rapid growth in Retail,
following our June 2019 launch in that market. We are actively exploring further overseas markets that offer strong
product/market fit with our differentiated approach and we expect to update shareholders on these developments
during this financial year.
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Page 6

Key achievements in FY20 and FY21 to date

We succeeded in ticking many important strategic boxes in FY20. We grew in merchants, customers and plans.
Completed our successful UK launch. We secured cash and debt funding to bolster further growth in both markets.
We supported our merchants and customers throughout lockdowns. We launched into B2B. And importantly, we
did the right thing to support our team and investors during challenging times.
We have continued to deliver on our strategy going into FY21, with accelerated growth, based on deals with
enterprise merchants like Kogan, JD Sports and more recently, The Hut Group, and strategic partnerships with
platforms like Pentana, Stacks Sport and Big Commerce. Click Frenzy in early November delivered our three
strongest Australian trading days in history with a combined TTV of $2.6m. We are also well underway with our
process to obtain FCA credit authorisation in the UK, which will allow us to enter the Automotive and Healthcare
verticals and become a differentiated player in the UK market. We have combined funding of $140m, including
$60.8m cash and $78m debt and we have started drawing on our new debt facility from 255. Woolworths business
customers have been onboarded and are transacting on our Openpay for Business platform, and we are seeing
increasing demand from other enterprise retailers for our B2B solution. And we have continued to invest in our
talent to drive business growth and innovation.
Page 7

Strong growth in key metrics into FY21

Across our leading indicators, we have seen continued record growth rates. As of October, Active Plans have
increased by 233% to 1.15m, Active Customers are up 143% to 390k, Active Merchants have increased 34% to 2,346,
all versus pcp. The rate of repeat customers reached a record 78% in Q1 FY21, and the percentage of customers
with multiple congruent plans is getting close to 50%. Our budgeting tool to spread payments for life’s important
purchases is resonating strongly with our customers!
In October, TTV was up 101% to $25.8m and revenue increased 48% to $2m month to date. Once normalised for
an effective interest rate calculation, our percentage growth in comparison with the same period last year would
be 68%. This is a substantial improvement.
Importantly, we have been able to keep our Gross Revenue Yield in Q1 FY21 at a market-leading level of 9.1% and
our Net Transaction Margin at 2.2%, strongly supported by our very low net bad debt rate of 1.6% of TTV. There is
a clear path to profitability as we scale and create operating leverage.
Page 8

Rapid UK momentum continues

In June 2019 we launched our Buy now. Pay smarter. product in the UK, our first international market. We started
with some selected merchants in online Retail, to test and refine our differentiated product in this highly
sophisticated and innovative market. Since then we have successfully signed 50 retailers. In May, we launched with
our first enterprise retailer JD Sports, and in August, The Hut Group, our second mega retailer went live. Across all
our UK merchants, we have secured 337,000 Active Plans and 162,000 Active Customers as of October 2020. We
are making significant progress to obtain an FCA credit authorisation which will make our offer even more flexible,
and we are preparing for launch into our other verticals in the UK in the upcoming periods.
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Page 9

Openpay for Business has gone live in September with Woolworths

It was an incredibly proud moment for our Team to see Openpay for Business, our SaaS platform for account and
invoice management going live with Woolworths in early September. Since then, hundreds of their business
customers have been onboarded onto the platform to enjoy a better customer experience in wholesale purchasing
and paying their invoices in a fully digitised manner. And we have booked our first revenues from this new product.
As a reminder, this is a capital light, Software as a Service product which brings an entirely different kind of revenue
to that from our BNPL business.
Other large retailers have expressed demand for our solution, having seen the great value it can add to their
business and that of their business customers. This has provided us with a significant pipeline to develop over the
next few months, particularly in Australia.
Page 10
Openpay sees continued strong growth in our Verticals, whilst Sports Memberships and Online
Education get traction
Traditionally, Openpay had delivered its differentiated flexible longer-term and higher-value plans in the Retail
vertical and the specialised verticals of Automotive, Healthcare and Home Improvement.
Whilst Retail has seen unprecedented growth since the first lockdown in March, with a strong shift from in-store to
eCommerce - the numerous car dealerships, dental clinics, veterinary practices and stores for larger life-needs have
experienced challenging times in bricks and mortar environments. Nevertheless, Openpay has been able to support
merchants and customers to provide and consume essential products and services, and growth rates have
accelerated lately with the end of lockdown in Victoria.
As promised, we conducted a soft launch into two new Verticals in late FY20 - Sports memberships and Education.
We formally launched in these verticals in early FY21. Whilst Education has delivered good early insights and results,
Sports Memberships has already delivered two major exclusive platform integration partnerships with Stack Sports
and MSL Solutions which both provide Openpay access to thousands of sporting leagues, clubs and franchises in
Australia and the UK, to provide our services where our customers want to use Openpay as a tool to manage their
cash flow smartly for larger, important purchases.
Page 11

Significant wins of enterprise merchants and business platform partnerships for scale

In FY20, Openpay shifted to a very targeted merchant acquisition approach, with a strong focus on large enterprise
merchants with significant volume potential and large customer bases to tap into. Kogan, MyDeal.com.au, JD Sports
and The Hut Group are multi-billion-dollar turnover businesses which have significantly contributed to our top-line,
customer and plan growth. Furthermore, we have been able to secure exclusive strategic partnerships with
specialised software platform providers in eCommerce Retail, like BigCommerce and Salesforce, and in our
specialised Verticals, including Pentana in Auto, MyHealth1st in Healthcare and as I mentioned earlier, MSL
Solutions in Sports memberships. An integration into these platforms opens up a broad universe of merchants as
well as their customers, particularly for our differentiated, higher-margin longer-term plans.
Going forward, we will continue to focus on enterprise and platform partners and complement this focus with
automated sign-up and onboarding of smaller merchants.
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Page 12 Openpay differentiates from any other BNPL provider* by our Gross Revenue Yield and Net Transaction
Margin, even before reaching scale
Openpay’s commitment to our shareholders is to make our business profitable in the mid-term. Profitability starts
with our vision to ‘change the way people pay, for the better’. ‘For the better …’ means creating value for the
merchant and the customer. The value we bring to the table has enabled us to receive fees from both merchants
and customers. We have had a consistent Gross Revenue Yield between 9% and 11% in recent years. In FY20, it was
9.3%, better than any BNPL competitor in Australia. This strong top-line profit contribution provides us with an
excellent opportunity to create operating leverage through scale and reduce our cost base in areas such as funding,
payment processing and third-party services.
Our net transaction margin is the second highest in the sector despite our comparably low TTV. We will retain a
strong focus on this metric which has been positively influenced by our efforts to reduce credit and fraud risk. This
has led to a record low net bad debt rate of 1.6% in Q1 FY21.
Page 13

Priorities/strategic plan for FY21 and beyond

Our growth strategy is built on three pillars: local market growth, international expansion and the enrichment of
our platform for high-value, consumer-friendly products and innovation.
In our local market, we will continue to scale in retail, further penetrate the space of high-margin specialised
verticals and excel in allowing our customers to get the best from Openpay, providing them with more
opportunities to use Openpay across many important areas of life.
Our vision is to become a leading global provider of payment and digital lending services across B2C and B2B. We
will further grow our Retail business in the UK and enter Healthcare and Automotive. We are currently also
investigating market opportunities across the European Union for a selective entrance in FY22/23.
On platform extension, we will seek to enter new promising verticals, improve the merchant experience and our
chance to win merchants through more platform partnerships and integrations. We will delight our customers with
continual improvements to our product. In B2B whilst we continue to generate revenues from our Openpay for
Business agreement with Woolworths and develop a strong pipeline, there is a broader opportunity into a business
BNPL product which we are exploring.
To conclude, we have been extremely happy with our strategic delivery and strong operational performance, both
in FY20 and in FY21 year to date. We have made significant progress in creating a great business and company, very
much in line with our vision ‘to change the way people pay, for the better’ and with the pillars of our growth
strategy.
On behalf of our Board and Management, I would like to extend a big “thank you!” to our shareholders who
supported us in the lead up to, through and since our IPO. I’d also like to thank the team and Board who have
worked tirelessly through the most unusual and challenging of environments.
We remain focused on creating long-term, sustainable shareholder value in this exciting emerging financial sector
of payments and digital lending.
Thank you!
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Disclaimer

This presentation (Presentation) has been
prepared by Openpay Group Limited (ACN
637 148 200) (Company). Any references to
“Openpay” or “Group” in this Presentation
refer to the Company and its controlled
entities.
The information in this Presentation contains
summary information about Openpay and
its activities as at 25 November 2020, is
correct as at the date of this Presentation
and is of a general nature and does not
purport to be complete. It should be read in
conjunction with the Company’s other
periodic and continuous disclosure
announcements lodged with ASX. This
Presentation has been prepared without
taking into account the objectives, financial
situation or needs of individuals and is
provided expressly on the basis that you will
carry out your own independent inquiries
into the matters contained in this
Presentation and make your own
independent decisions about the affairs,
financial position or prospects of Openpay.

This Presentation is for information purposes
only and is not a financial product or
investment advice or a recommendation to
acquire Company shares. The information in
this Presentation has been prepared by the
Company in good faith and with due care,
but the Company does not make any
representation or warranty, express or
implied, as to the fairness, accuracy,
correctness or completeness of the
information, opinions or conclusions
contained in this Presentation. The
information in this Presentation is subject to
change without notice and, subject to any
obligations under applicable law, the
Company does not undertake any obligation
to update any information contained in this
Presentation, including any errors or
omission, or otherwise arising in connection
with it.
This Presentation includes a number of nonIFRS measures, including EBITDA. These
non-IFRS measures are used by
management to measure the performance
of the business. These measures have not
been subject to audit review.

This Presentation contains certain “forwardlooking statements”. Forward-looking
statements can generally be identified by
the use of words such as “may”, “will”,
“expect”, “intend”, “plan”, “estimate”,
“anticipate”, “believe”, “continue”,
“objectives”, “outlook”, “guidance” and
similar expressions. Indications of plans,
strategies and objectives or management,
sales and financial performance are also
forward-looking statements. These
statements are based on an assessment of
present economic and operating conditions,
and on a number of assumptions regarding
future events and actions that, as at the date
of this Presentation, are expected to take
place. While due care and attention has
been used in preparing any forward-looking
statements, any such statements, opinions
and estimates in this Presentation, are based
on assumptions and contingencies subject to
change without notice, as are statements
about market and industry trends,
projections, guidance and estimates.

Forward-looking statements are not
guarantees of future performance and
involve known and unknown risks,
uncertainties and other factors, many of
which are outside the control of Openpay.
These forward-looking statements are
subject to various risk factors that could
cause Openpay’s actual results to differ
materially from the results expressed or
anticipated in these statements. Readers
are cautioned not to place undue reliance
on forward-looking statements, which are
current only as at the date of this
Presentation.
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We’re on a mission:

To change the way people pay,
for the better.
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Based on our flexible tech platform, Openpay pursues a strongly
differentiated approach in BNPL, B2B and product innovation.
Loyalty, Big Data, Marketplace, Digital Wallet
B2B Openpay for Business
‘000s

ATV ($)

BNPL

High-value, long-term plans.
Opportunity to compete as
a ‘budgeting tool’.

‘00s

integrated, seamless
customer journey

‘0s

Low-value, short term plans
used as convenient source of credit.
≤2
12

3–6
Plan length (months)

≥
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Openpay follows a structured approach to launch, grow and scale
its differentiated BNPS and Openpay for Business products.
Growth strategy approach overview
How?

1

3

Build a critical mass of customers in
Retail

Develop differentiated proposition
(longer term, higher value) in verticals

Scale at pace and launch new
products

■ Target big-brand enterprise
merchants and eCommerce
platforms

■ Strengthen differentiation/USP as a
‘budgeting tool’ and target finance
savvy customers in higher value
verticals

■ Identify and partner with
‘aggregator platforms’ in the target
verticals for access to portfolio of
high-quality merchants

■ Pursue strategic partnerships

■ Develop and launch new B2B
product Openpay for Business and
innovate further

■ Demonstrate best-in-class
customer experience and flexible
plans for merchants to reinforce
value proposition
Lifecycle
Openpay
markets:

2

Selected markets
(in progress)

UK

AU
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Key achievements in FY20 and FY21 to date.
Some of the ways we delivered on our growth strategy.

Local market growth
FY20

■ Strong growth in Australia

across all industry verticals

■ Record transactional and
financial results

Successful UK launch
■ Strong and rapid growth
■ Signing and launching of
enterprise merchant JD
Sports

Well funded
■ IPO and ASX Listing – Dec
2019

■ UK debt facility of £25m
secured

■ Launch of Openpay for

Business – capital light,
SaaS-based product

■ Signing of three-year

■ Institutional placement

deal with Woolworths
Group (Woolworths)

raises $33.8m at 50%
premium to IPO

FY21
TO DATE

Launch into B2B

Strong people focus
■ Strengthened Board and
Management teams

■ Supported merchants,

customers and team
members during COVID-19

■ Record growth in leading
indicators

■ Accelerated growth with JD
Sports and The Hut Group

■ First drawing from 255
debt facility in AU

■ Successful go-live with
Woolworths

■ Back at full strength from
July

■ Click Frenzy with best
trading days ever

■ Progressed preparation to
obtain FCA credit
authorisation and launch
into Auto and Health

■ Strong overall cash and
debt funding position for
growth

■ Strong pipeline for
further B2B merchant
agreements

■ Significant investment in
talent in Tech/Product,
Marketing and Sales
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Strong growth in key metrics into FY21.

FY20 highlights:
233%*

143%*

34%*

101%*

47.9%**

390k

1,149k

2,346
319k

2,162

$18.0m

$192.8m

824k
1,420

133k
250k

896

82k

$11.0m
$97.3m

$93.8m

$8.2m
$6.8m

$60.5m

120k
FY18 FY19 FY20 OCT
FY21

FY18 FY19 FY20 OCT
FY21

FY18 FY19 FY20 OCT
FY21

FY18 FY19 FY20 FY21
YTD

FY18 FY19 FY20 FY21
YTD

Number of
Active Plans

Number of
Active Customers

Number of
Active Merchants

Total
Transaction Value

Revenue

*Percentage change on pcp. **Pcp growth rate would be 68% once normalising for effective interest rate calculation.

■ Record Active Plans
up 229%
■ Record Active
Customers, up 141%,
with increased repeat
usage
■ Active Merchants up
52%
■ Total Transaction
Value (TTV) grew to a
record $192.8m in
FY20, up 98%
■ Revenue for FY20 of
$18m, up 64%
■ Continued and
accelerated growth in
FY21 to date
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Rapid UK momentum continues.
Significant growth since June 2019 launch.
UK Retail opportunity alone: ~£390b1
337k
+329%

162k
+223%

109k
187k

34k
44k

H1
H2 OCT
FY20 FY20 FY21

H1
H2 OCT
FY20 FY20 FY21

Number of Active Plans

Number of Active Customers

Major growth in Openpay UK business
from standing start in June 2019
Openpay UK currently trades in online
Retail vertical only
Substantial opportunities exist to move into
other Openpay verticals
Significant growth in Active Plans and
Active Customers
Merchant additions in FY20 included
leading brands: The Watch Hut, Masdings
and JD Sports. Post year end, The Hut Group
Accelerated growth rates with JD Sports live
and The Hut Group launched in November
Strong progress regarding FCA credit
authorisation and Automotive and
Healthcare launch preparation

1. United Kingdom Office of National Statistics:
Retail Sales, Great Britain, July 2019.

8

2020 AGM

Openpay for Business has gone live in September with Woolworths.

Openpay for Business is a unique SaaS-based capital light, low
risk, transactional product.

A platform that unlocks the growth potential of business and
trade accounts: allows companies to manage trade accounts
end-to-end, including applications, credit checks, approvals
and account management in the one system.

Clearly differentiates Openpay from all other BNPL players
and financial services providers.

Major market opportunity across enterprise segment

1st wave of Woolworths business accounts are now trading instore
and online through Openpay for Business. On track for all trade
accounts to transition into the platform in Q3 FY21.
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Openpay sees continued strong growth in our Verticals,
whilst Sports Memberships and Online Education get traction.
Automotive1

Healthcare1

Home improvement2

Retail

Avg Plan Length: 5.3 months
ATV: $782
Customer Growth: +59%
Plan Growth: +92%

Avg Plan Length: 5.6 months
ATV: $949
Customer Growth: +83%
Plan Growth: +127%

Avg Plan Length: 14.3 months
ATV: $3,919
Customer Growth: +21%
Plan Growth: +20%

Avg Plan Length: 3.5 months
ATV: $201
Customer Growth: +175%
Plan Growth: +260%

Memberships & Education3
Exclusive partnerships
solidifying our launch

AU / NZ / UK Footprint
10,000 Accessible Sports Clubs

300 Accessible Golf Clubs
150,000 Club Members

Avg Plan Length: 4 months
ATV: $1,500

1 Figures are for FY20. Growth rates are FY20 vs FY19. 2 Certain merchants reclassified into Retail, leading to an adjusted lower growth percentage than historical trends. 3 Figures are expectations based on current and prospective merchants.
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Significant wins of enterprise merchants and business platform partnerships for scale.
Major Enterprise
Merchants

JD Sports

AU & UK
9 Brands
AU
3 Brands

Managed
Software Platforms

AU

AU

AU & UK
200 Brands
Globally
AU
6 Brands

The Just Group

AU
7 Brands

Online eCommerce
Platforms

Automotive

Healthcare

Native Integration
5,000 Brands in AU & UK

Healthcare
AU
Memberships
AU
Memberships

Certified Integration
Operating in all markets
globally including the UK
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Openpay differentiates from any other BNPL provider* by our Gross
Revenue Yield and Net Transaction Margin, even before reaching scale.
Gross Revenue Yield

Net Transaction Margin

FY20**

TTV ($)

11.1bn

9.3

7.6

5.8

5.7
4.5

2.3

2.6
2.1bn

1.5

1
336m

Afterpay

Zip

2.5

2.3

Sezzle

0
Laybuy

299m

193m

159m
Splitit

Openpay

*Flexigroup, Latitude Pay not considered pure-play BNPL providers. **Sezzle, Splitit FY19 (31 Dec 2019)
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Priorities/strategic plan for FY21 and beyond.
What we are seeking to achieve!

A strong local market

A global vision

Platform enrichment

■ Signed platform partnerships to be
integrated and go live, driving utilisation at
scale

■ Launch into Automotive and Healthcare
verticals in the UK based on strategic
partnerships

■ Generate revenue from B2B Openpay for
Business and sign further merchant
agreements

■ Accelerated growth of Active Merchants
with automation and self-service
delivered

■ Obtain FCA credit authorisation (late
FY21/FY22)

■ Drive utilisation in Memberships and
Education and enable further vertical
launches

■ Drive new and repeat customers
growth with personalised marketing
based on Braze platform

■ Explore further overseas markets with
a strong product/market fit

■ Deliver on platform investments and
innovate into adjacent products, e.g. digital
wallet and marketplace
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Contact:
Michael Eidel
Managing Director and CEO
investors@openpay.com.au
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