


Diversified brand portfolio

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 January 31, 2021

3. Number of stores as of Feb. 12, 2021

Fast revenue growth
Fast store network growth  

and strategiccoverage

VillarGroup1

89.11%2100%75.63%
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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

✓ PHP5.0Bn of total value of  residential projects 

launched  as of 9M2020

One-stop shop home store

52 stores across 32 

cities and municipalities 

with 344,907 sqm of net 

selling space3

Overview of AllHome
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Selected 3rd party brandsSelected in-house brands



Key Milestones
AllHome has demonstrated rapid growth of store 

network over the last seven years since incorporation
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Small Specialty

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

• 17 large mall-based stores
• 7 large free-standing stores
• 15 small specialty stores

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

Store Network

• 3 large mall-based stores
• 4 large free-standing stores

• 2 large-mall based stores

• 4 large free-standing stores

39

7

2
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Store count by format

Store Expansion

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

As of February 12, 2021

5250

344,907



AllHome:  the fastest growing home 
improvement retailer in the Philippines

• !ƭƭƘƻƳŜΩǎmarket share grew 46% (CAGR 2015 to 2020) while the market leader grew only 12%

• Fragmented market, with a large number of small players (mostly traditional hardware) at 81% in 2020; 
Home has been gaining market share from these players

-1.4%

0.0%
0.4%
2.2%

5.9%
11.9%

45.9%

Others
True Value

Ace Hardware
Handyman

Citi Hardware
Wilcon

AllHome

Source: Euromonitor Passport, January 
2021 Update

Brand Share: a fragmented market 

2015 2016 2017 2018 2019 2020

Wilcon Depot 3.7 4.3 5.7 6.3 6.5 6.5

Ace Hardware 5.2 5.6 5.8 5.8 5.6 5.3

All Home 0.5 1.5 1.6 2.1 3.2 3.3

Handyman 2.6 3.0 3.1 3.3 3.1 2.9

Citi Hardware 0.6 0.7 0.7 0.8 0.8 0.8

True Value 0.6 0.7 0.7 0.8 0.7 0.6

Others 87 84 83 81 80 81

Total 100.0 100.0 100.0 100.0 100.0100.0

Growth in Market Share (CAGR 2015 –2020)

AllHome has the fastest growth in market share

Source: Euromonitor Passport, January 
2021 Update



GDP & OF Remittances drive 
Home Improvement Industry

Sources: https://psa.gov.ph/national-accounts/base-2018/data-series, Euromonitor Home Improvement and Gardening Stores Jan 2021 update, Cash Remittances Data (BSP), HLURB LTS Statistics
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GDP drives Home Improvement 
Industry…

Home Improvement Market Size (in Php ,000) - Euromonitor
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…as well as OF Remittances, 
New Homes help but not all the time

Home Improvement Market Size (in Php ,000) - Euromonitor

Residential Units for Sale (HLURB LTS Statistics)

OFW Cash Remittances (in USD M) - BSP Data
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AllHome stores are 

strategically selected

Central Luzon (Region III)

Population 12.5mn % High Income to Total PH 7.6%

Employment rate 90.4% % Middle Income to Total PH 13.4%

Average annual

family income
PHP334k % OFWs (2019) to Total PH 13.3%

Areas with AllHome presence 

(as  of Jan 2021)

Employment rate (PSA October 2020 Report): www.psa.gov.ph/content/employment-situation-october-2020
Family Income (PSA 2018 FIES Report page 33): www.psa.gov.ph/sites/default/files/FIES%202018%20Final%20Report.pdf, PIDS Report https://pidswebs.pids.gov.ph/CDN/PUBLICATIONS/pidsdps2022.pdf, OFW Survey 2019

9 Stores

20 Stores

2 Stores

15 Stores

1 Store

1 Store

2 Stores

1 Store

1 Store

Our 52 stores cover the regions where 80% of high/middle 
income Filipinos and OFW families are residing, top areas of 
economic growth.

Southern Luzon (Regions IV-A &V)

Population 25.8mn % High Income to Total PH 20.7%

Employment rate 91.0% % Middle Income to Total PH 22.6%

Average annual

family income
PHP292k % OFWs (2019) to Total PH 24.7%

Western Visayas (Region VI)

Population 8.0mn % High Income to Total PH 7.1%

Employment rate 94.1% % Middle Income to Total PH 6.6%

Average annual

family income
PHP266k % OFWs (2019) to Total PH 9%

Northern Mindanao (Region X)

Population 5.1mn % High Income to Total PH 3.7%

Employment rate 94.4% % Middle Income to Total PH 3.4%

Average annual

family income
PHP250k % OFWs (2019) to Total PH 2.7%

Cagayan Valley (Region II)

Population 3.7mn % High Income to Total PH 2.7%

Employment rate 94.2% % Middle Income to Total PH

3.5

%

Average annual

family income
PHP26

5k
% OFWs (2019) to Total PH 6.2%

National Capital Region

Population 14.0m

n

% High Income to Total PH 24.9

%

Employment rate 87.6% % Middle Income to Total PH 19%

Average annual

family income
PHP46

0k
% OFWs (2019) to Total PH 9.7%

Central Visayas (Region VII)

Population 8.1mn % High Income to Total PH 7.6%

Employment rate 90.1% % Middle Income to Total PH 6.7%

Average annual

family income
PHP308k % OFWs (2019) to Total PH 5.1%

CARAGA (Region XIII)

Population 2.8mn % High Income to Total PH 1.9%

Employment rate 92.4% % Middle Income to Total PH 1.5%

Average annual

family income
PHP243k % OFWs (2019) to Total PH 1.9%

SOCCSKSARGEN (Region XII)

Population 5.0mn % High Income to Total PH 2.9%

Employment rate 93.7% % Middle Income to Total PH 3.3%

Average annual

family income
PHP242k % OFWs (2019) to Total PH 5.7%

Sources: Population  (PSA 2021 Mid-Year Projection based on 2015 Population Census): www.psa.gov.ph/content/updated-population-projections-based-results-2015-popcen



AllHome’s reach is larger and goes beyond its immediate Vista Land communities

Source: Internal Data, Google Maps

Daanghari, Cavite site
11% of 5km pop’nfrom Vista Land 
communities
Other developers present: Ayala, Filinvest, St FelisseRealty

Sta. Rosa, Laguna site
1% of 5km pop’nfrom Vista Land 

communities
Other developers present:

Ayala, Eton, Megaworld, Moldex Realty, Cathay Land, 
Profriends, St Frances Realty

Vista Land 
communities

AllHome targets the ABC communities 
which generally surround its Vista Land 
locations



Retail Ecosystem

AllHome is part of a retail ecosystem that allows customers one-stop shop for their needs. 

524,715
cardholders

as of Dec. 31, 2020

Earn points 
for purchases 

at AllHome

Points can be used as 
payment at any 
AllValue store

Membership Program

Value-added 
service

Free-styling consultations with 
in-house design consultants

Delivery and installation 
services

Customizable furniture Customer lounges and 
gift registry

“Ready-for-occupancy” home 
furnishing packages



2020 saw a change in consumer behavior 
with lockdown restrictions; AllHome
responded with e-commerce initiatives

Consumer demand 
persisted as shortened 
store hours became a 
challenge; selling efforts 
were poured online.

While consumer mobility 
was restricted, 
ABC1 target consumers 
claim that spending for 
home improvement grew or 
stayed the same during the 
lockdown period as more 
people stayed at home.



AllHome’s one-stop-shop concept is 
aligned with latest consumer trends

Source: 2021 Euromonitor Consumer Trends

• !ƭƭIƻƳŜΩǎdiverse product mix draw 
customers to visit stores frequently ςtrend 
ƛǎ ǘƻǿŀǊŘǎ άǎǿƛŦǘ ŀƴŘ ǎŜŀƳƭŜǎǎέ ǎƘƻǇǇƛƴƎ

• Home automation products and 
generational shift of Millennials seen to 
drive long-term Home Improvement 
growth.

• There is also a growing interest for Smart 
Home Appliances particularly in smart 
security systems and lighting ςmostly seen 
from the 30-40s age segment.

• AllHomerecently launched new specialty 
store concept AllDigitalto own the digital 
and smart appliance space in the market.



AllHome is proactive in helping 

Filipinos through various causes

• AllHome joined government and other private 

companies in signing a deal to procure Covid-

19 vaccines  for employees and pledges 

vaccine donation for public

• In partnership with key suppliers, AllHome

donated tablets to public school teachers in          

aid of DepEd’s shift to distance learning.

• Helps boost local livelihood through its Likha

livelihood program which assist local 

communities and promote the use eco-friendly 

raw materials

• Supports green initiatives through availability 

of bikes and e-bikes across its stores
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Net profit and margin

Revenues

EBITDA and margin

Gross profit and margin

M
ar

gi
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% 29.7% 31.3%

6.7% 13.3% 21.7% 22.6% 21.4% 2.3% 7.1% 8.7% 9.1% 7.1%

M
ar
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n

M
ar
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n



1,489 

3,471 

2Q 2020 3Q 2020

Revenues

3Q 2020 is more than double 2Q 2020

Amounts in PHP million

472 

1,104 

2Q 2020 3Q 2020

31.8%

Gross profit and margin Amounts in PHP million

M
ar

gi
n

323 

766 

2Q 2020 3Q 2020

22.1%

EBITDA and margin Amounts in PHP million

M
ar

gi
n 21.7%

5 

312 

2Q 2020 3Q 2020

9.0%

Net profit and margin Amounts in PHP million

M
ar
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n 0.4%

31.7%



Same store sales growth

2,049 

2,547 

3,157 

2,390 2,301 

2017 2018 2019 9M19 9M20

2,265 
2,537 

3,442 
3,068 

3,500 
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31.7%

16.3%

41.7%

32.3%

0.3%

2017 2018 2019 9M19 9M20

Average transaction size (PHP)No. of transactions (‘000)

Operational Highlights

-33.5%

13.3%

2Q19 vs 2Q20 3Q19 vs 3Q20

366

939

2Q20 3Q20

4,072
3,626

2Q20 3Q20



Working Capital

50 

20 

32 

55 

2017 2018 2019 9M20

Inventory turnover Trade receivables turnover Trade payables turnover

39 
42 

18 

5 

2017 2018 2019 9M20

132 
151 

171 

266 

2017 2018 2019 9M20

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

- Inventory turnover increased as 
a result of the product offerings 
in preparation for holiday sales 
and store openings.

- 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.



Key Growth Strategies

CUSTOMER BASE EXPANSION THROUGH B2B

A discount card exclusively for:

•Designers
•Engineers

•Architects
•Builders
•Contractors

Growth in members in a short period of time

2,297
Members

as of 
Feb. 17, 2021

E-COMMERCE INITIATIVES

Personal Shopper

AllHome’s Shop 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.

AllHome app



Increase margins through continuing 
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 9M20

5.7%

6.8%

4.7%



Key Growth Strategies

Synergies with Villar Group provide strategic and sustainable growth for AllHome

• AllHome stores vis-à-vis Vista 

Land’s presence:

• 15 out of 49 provinces and 

• 32 out of 147 cities and 

municipalities 

• Collaborating with the Villar 

Group unlocks the synergy of the 

company in terms of: 

• captive target customers; 

• store locations; and 

• execution capabilities



Q&A




