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2020 At A Glance

ÅContinued improvement in quarterly performance after the 
lockdown; full year sales up 3%

ÅTook advantage of the AllValueRetail Ecosystem, espduring 
the community quarantines

ÅInitiated digital innovation to complement the brick and 
mortar store format via social media communities, online 
marketplaces and own e-commerce site (allhome.com.ph)

ÅBalanced category mix mitigated the slow down of sales of 
hard categories

ÅLaunched 5 stores post ECQ; added 2 more in Jan and Feb 
2021



113 

511 

1,050 
988 

304 
400 

2017 2018 2019 2020 4Q19 4Q20

327 

954 

2,620 2,694 

768 911 

2017 2018 2019 2020 4Q2019 4Q2020

1,324 

2,130 

3,608 
3,928 

1,175 
1,321 

2017 2018 2019 2020 4Q19 4Q20

4,896 

7,192 

12,060 12,414 

3,877 4,089 

2017 2018 2019 2020 4Q19 4Q20

ExcPFRS 16 impact: 16.2% ExcPFRS 16 impact: 9.1%

Financial Highlights

Amounts in PHP million

Revenue growth
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Net profit and margin

2.3% 7.1% 8.7% 8.0%6.7% 13.3% 21.7% 21.7%

27.1% 29.6% 29.9% 31.2% 30.3% 32.3%

19.8% 22.3% 7.8% 9.8%
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Revenue growth Gross profit and margin

EBITDA and margin Net profit and margin

Amounts in PHP million

31.8%31.7% 32.3%31.8%

22.1%21.7% 22.3% 9.0%0.4% 9.8%

Improving Quarterly Performance

Post-ECQ



Same store sales growth Average transaction size (PHP)No. of transactions (ó000)

Operational Highlights

2,049 

2,547 

3,157 
3,343 

2017 2018 2019 2020

2,265 
2,537 

3,442 
3,600 

2017 2018 2019 2020

31.7%

16.3%

41.7%

3.5%
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Source: Company Information

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 (ñSSSGò)reported in 2018 includes same store sales of older stores which were opened prior to December 31, 2015 (theñpre-2016 storesò),which registered SSSGof 12.9%.



Operational Highlights

SOFT 

CATEGORIES

Revenue Contribution

2019 2020

Furniture 24% 20%

Appliances 26% 31%

Homewares 5% 8%

Linens 3% 3%

TOTAL 58% 62%

HARD 

CATEGORIES

Revenue Contribution

2019 2020

Hardware 25% 25%

Tiles & 

sanitary wares
11% 9%

Construction 6% 4%

TOTAL 42% 38%

Wide offering of soft and hard products

7 key product categories

Quarterly sales mix of the categories; 

soft categories dominate in 2020

58.0% 58.0%

64.0% 62.0%

Soft Categories

42.0% 42.0%
36.0% 38.0%

Hard Categories

58.0%

62.0%

58.0%

66.0%

61.0%
63.0%

2019 2020 1Q20 2Q20 3Q20 4Q20

42.0%

38.0%

42.0%

34.0%

39.0%
37.0%

2019 2020 1Q20 2Q20 3Q20 4Q20



Working Capital
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Days Days Days

- Inventory turnover increased 
due to inventory build-up for 
store openings in the 4th quarter 
of 2020 and 1st quarter of 2021, 
in addition to our expanded in-
house brands.

- Trade receivables days 
decreased due to the tightened 
collection of corporate sales.

- Increase in trade payables 
turnover as the company is in 
line with the standard terms of 
suppliers.

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, December 31, 2019 and December 31, 2020)

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, December 31, 2019 and December 31, 2020)

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, December 31, 2019 and December 31, 2020)



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
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Large free-standing

Large mall-based
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Opened 2 new stores 

in Jan / Feb; Total 52 stores

Opened the 51st store  AllHomeGeneral Santos
on January 30, 2021

Opened 2 New Stores in 2021

ω мт ƭŀǊƎŜ Ƴŀƭƭ-based stores
ω т ƭŀǊƎŜ ŦǊŜŜ-standing stores
ω мр ǎƳŀƭƭ ǎǇŜŎƛŀƭǘȅ ǎǘƻǊŜǎ

Opened the 52nd store  AllHomeCauayan, Isabela
on February 12, 2021

Store Network

ω о ƭŀǊƎŜ Ƴŀƭƭ-based stores
ω п ƭŀǊƎŜ ŦǊŜŜ-standing stores

ω н ƭŀǊƎŜ-mall based stores

ω п ƭŀǊƎŜ ŦǊŜŜ-standing stores
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Store count by format

Store Expansion

11,204 140,495 186,665 296,772 331,590NSA in sqm.

As of March 15, 2021

5250

344,907



Key Growth Strategies

Synergies with Villar Group provide strategic and sustainable growth for AllHome

Å AllHome stores vis -à-vis Vista 

Landõs presence:

Å 15 out of 49 provinces and 

Å 32 out of 147 cities and 

municipalities 

Å Collaborating with the Villar 

Group unlocks the synergy of the 

company in terms of: 

Å captive target customers; 

Å store locations; and 

Å execution capabilities
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4.7%
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Key Growth Strategies 

In-house brands expansion

Revenue contribution 
of in-house brands

2019 Q1 2021

40
In-house 
brands

27
inhouse
brands

Window Grill

Wood Flooring

Faucet & Sink

3d Brick 
Wall

Construction Flooring & Tiles DIY Other in-house brands

2018 2019 2020

5.7%

7.3%

4.7%



Key Growth StrategiesKey Growth Strategies

CUSTOMER BASE EXPANSION THROUGH B2B

A discount card exclusively for:

ω5ŜǎƛƎƴŜǊǎ
ω9ƴƎƛƴŜŜǊǎ

ω!ǊŎƘƛǘŜŎǘǎ
ω.ǳƛƭŘŜǊǎ
ω/ƻƴǘǊŀŎǘƻǊǎ

Growth in members in a short period of time

4,294
Members

as of 
March 15, 2021

E-COMMERCE INITIATIVES

Personal Shopper

!ƭƭIƻƳŜΩǎShop From Home via 
our personal shopper service. 

A community created to service 
end users. It has generated 7,438 
members at the height of ECQ. 

To date, it has 13,302 members.

A platform that addresses the 
needs of contractors and 

builders. Started during the ECQ 
and generated 2,413 members.

AllHomeapp


