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Diversified brand portfolio

Selected in-house brands

Selected third-party brands

Source: Company information, public filings, UBS Research  Notes:

1. Villar Group represents companies owned and controlled by Spouses Villar, including Fine Properties, Inc., AllValue, Vista Land, and GoldenBria

2. Percentage ownership reflects direct and indirect ownership based on public ownership reports available on The Philippine Stock Exchange, Inc. as of June 30, 2020

3. Number of stores as of Sept 17, 2020

Fast revenues growth
Wide offering of soft  

and hardware products

✓ 7 key productcategories

✓ 250,000+ SKUs for large

mall-based and large free-

standing stores

✓ 10,000+ SKUs for small  

specialty store

Fast store network growth  

and strategiccoverage

VillarGroup1

89.11%267.74%75.63%

88.34%2 100%

Synergistic relationship with the Villar Group

✓ Wholly owned subsidiary of  AllValue 

Holdings Corp., an affiliate  of Villar 

Group, the largest  homebuilder in 

the Philippines

✓ 3,000+ hectares of raw land  

across thecountry

✓ PHP39Bn of total value of  

residential projects launched in  

2019

Multi-format strategy

Large mall-based Largefree-standing

Small specialty

One-stop shop

home store

46 stores across 28 

cities and municipalities 

with 308,530 sqm of net 

selling space3

SNAPSHOT OF 

ALLHOME
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STORE

NETWORK

Store Format NSA (in sqm.)

Large mall-based 203,254

Large free-standing 97,836

Small specialty 7,440

TOTAL 308,530

Store count by format

Store expansion

Net selling area in sqm.

NSA 
in sqm.

As of: Sept. 17, 2020

111,204 140,495 186,665 296,772 308,530





AllHome, together with other retail offerings of AllValue and the Villar Group, creates a retail ecosystemthat  

addresses various needs of the surrounding residential communities

RETAIL ECOSYSTEM Membership program

Value-added service

Free styling consultations with in-house design

consultants

Delivery and installation services

Customizable furniture

Customer lounges and gift registryservices

"Ready-for-occupancy" home furnishing

packages

RETAIL 

ECOSYSTEM

1 As of: August 31, 2020
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Net profit and margin

Revenues

EBITDA and margin

Gross profit and margin

M
ar
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n

Exc PFRS 16 impact: 17.0% Exc PFRS 16 impact: 10.1%

FINANCIAL  

HIGHLIGHTS
Amounts in PHP million Amounts in PHP million

Amounts in PHP million Amounts in PHP million

27.1% 29.6% 29.9% 29.5% 31.0%

6.7% 13.3% 21.7% 21.7% 20.9% 2.3% 7.1% 8.7% 8.6% 5.7%
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OPERATIONAL

HIGHLIGHTS

Same store sales growth

2,049 

2,547 

3,157 

1,568 
1,362 

2017 2018 2019 1H19 1H20

2,265 
2,537 

3,442 

2,874 

3,564 

2017 2018 2019 1H19 1H20

31.7%

16.3%

41.7%

26.5%

-8.2%

2017 2018 2019 1H19 1H20

Average transaction size (PHP)

Note:

1 Same store sales growth refers to the comparisons of net sales between two periods generated by the relevant stores. The stores that are included in the comparisons are those that have been in operation for at least 24 months preceding

the beginning of the reporting period and for the entirety of the two periods of comparison. The comparison for each store takes into account net sales by that store during the same period it was in operation in both the reporting

period and the period of comparison. The net sales of all the relevant stores in the relevant period are then aggregated and compared. Revenuesgenerated by the relevant stores exclude corporate sales

2. Same store sales growth (“SSSG”) reported in 2018 includes same store sales of older stores which were opened prior to December 31, 2015 (the “pre-2016 stores”), which registered SSSGof 12.9%.

No. of transactions (‘000)



OPERATIONAL

HIGHLIGHTS

SOFT 

CATEGORIES

Revenue

Contribution

2Q20 1Q20

Furniture 16% 22%

Appliances 40% 26%

Homewares 7% 7%

Linens 3% 3%

HARD 

CATEGORIES

Revenue

Contribution

2Q20 1Q20

Hardware 28% 25%

Tiles & 

sanitary wares
4% 11%

Construction 2% 6%

Wide offering of soft and hard products

Diversified brand portfolio

Selected in-house brandsSelected third-party brands

✓ 7 key product categories

In house brands 

continuous expansion

32 in-house brands as 

of June 30, 2020

Revenue contribution 

of in-housebrands

4.7%

5.7%
6.0%

2018 2019 1H20



WORKING

CAPITAL

50 

20 

32 

79 

2017 2018 2019 1H20

Inventory turnover Trade receivables turnover Trade payables turnover

39 
42 

18 

5 

2017 2018 2019 1H20

132 
151 

171 

299 

2017 2018 2019 1H20

Notes:

1. Inventory turnover days is equal to the average opening and closing inventory divided by cost of goods sold and multiplied by 365 days (for the year ended December 31, 2017, December 31, 2018 and December 31, 2019)

2. Trade receivables turnover days is equal to the average opening and closing trade receivables divided by revenues and multiplied by 365 days (for the year ended December  31, 2017, December 31,2018 and December 31, 2019)

3. Trade payables turnover days is equal to the average opening and closing trade payables divided by cost of goods sold and multiplied by 365 days (for the year ended  December 31, 2017, December 31, 2018 and December 31, 2019)

Days Days Days




