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Forward-Looking Statements
2

The information presented herein may contain forward-looking statements. Such forward-looking statements include all statements other than statements of

historical fact, including forecasts of trends. You should not place undue reliance on any forward-looking statements, which speak only as of the date they

were made. We undertake no obligation to update any forward-looking statements as a result of any new information, future developments, or otherwise.

Forward-looking statements are inherently difficult to predict. Accordingly, actual results could differ materially for a variety of reasons, including, but not

limited to, the effects of the novel coronavirus (COVID-19) on market volatility, the world economy, government regulation, and our supply chain, including

supply and demand for the products and services we offer and the ability of our third-party partners and carriers to provide products and services without

interruption. Actual results could also differ materially for reasons, including, but not limited to initiatives to improve or maintain the performance of our

business, adverse tax, regulatory or legal developments, competition, and any inability to maintain profitability, continue to generate positive cash flow from

operations, raise capital, or borrow funds on acceptable terms, difficulties we may have with our infrastructure, our fulfillment partners or our payment

processors, including cyber-attacks or data breaches affecting us or any of them, and difficulties we may experience with increasing or maintaining our

search engine optimization results or converting web traffic to sales. Other risks and uncertainties include, among others, the inherent risks associated with

the businesses that Medici Ventures and tZERO are pursuing, including the effect of COVID-19 on capital markets, trading volatility, investor confidence and

willingness to invest in blockchain technologies, whether tZEROôsinitiatives with Box Digital Markets, LLC and tZERO Markets, LLC will be able to achieve

their objectives and the timing for doing such, and the regulatory, technical, operational and other obstacles tZERO faces in each of its initiatives. More

information about factors that could potentially affect our financial results are included in our Form 10-K for the year ended December 31, 2019, which was

filed with the Securities and Exchange Commission on March 13, 2020, in our Form 10-Q for the quarter ended March 31, 2020, which was filed with

Securities and Exchange Commission on May 7, 2020, and in our subsequent filings with the Securities and Exchange Commission. The Form 10-K, Form

10-Q, and our subsequent filings with the Securities and Exchange Commission identify important factors that could cause our actual results to differ

materially from those contained in or contemplated by our projections, estimates, and other forward-looking statements.



Agenda

1. CEO Remarks

2. Financial Results

3. Business Updates

a. Overstock Retail

b. tZERO

c. Medici Ventures

4. Summary and Q&A
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Addition to our Board of Directors

ÁAppointed June 2020

ÁStrong addition to our Board
ςCo-founder and managing partner of Invictus Growth Partners, 

a private equity firm based in San Francisco that invests in and 
advises automation-enabled tech companies

ς25 years of experience in technology, strategy and corporate 
development, general management, and investor relations

ςPreviously with Verifone, Lycos, Sungevity, and Credit Suisse
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William Nettles
Independent Director

Board of Directors



General Services Administration (GSA) Award
5

ÁOverstock Retail awarded GSA contract:
ςCommercial platform for five initial government agenciesô micro purchases (<$10K)

ςOverstock Retail was selected as one of three contracted vendors

ςThree-year, proof-of-concept pilot

ςEarly August estimated go-live

ÁOverall opportunity:
ςInitial micro purchases TAM represents $6B in annual spend

ςLeverages our partner model, supply chain, and technology infrastructure

ςAbility to expand B2B offerings 



COVID-19 Update

ÁOverstock Retail model optimally positioned
ςQ2 retail sales +100% YoY

ςOur core home furnishings products are increasingly in demand

ςOnline-only platform remains accessible

ςOur drop-ship model is well suited to current environment

ÁWe continue to operate well
ςEfficiently working ñremote-firstò

ςOpportunity to attract technology and analytics talent in the market

ÁChallenges faced are showing marked improvement
ςCustomer care, fulfillment, and inventory levels starting to recover
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Corporate Update

ÁFiled S-3
ςReflects regaining WKSI status and re-establishes shelf

ÁFiled ATM prospectus supplement
ςHave not used ATM in 2020

ÁDistribution of digital dividend ïOSTKO 
ςWorth open market price and pays annual cash dividend

ÁWon Delaware Supreme Court appeal
ςReversal of $8.6M judgment against Overstock

ÁNo regulatory updates
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Financial Results



Overstock Corporate Structure
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Overstock.com, Inc.

Retail



Q2 2020 Financial Results: Overstock.com, Inc.
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$782.5 Million
+109% vs. Q2ô19 

Revenue

$179.9 Million
+143% vs. Q2ô19 

Gross Profit

4.4%
-413bps vs. Q2ô19 

G&A % of Revenue1

$318.6 Million
+$177.3M vs. Q1ô20

Ending CashAdjusted EBITDA2

$41.8 Million
+$54.9M / +418% vs. Q2ô19 

Diluted EPS

$0.84
+$1.53 vs. Q2ô19

1 Excludes $7.3M in favorable special items in Q2 2020.
2 Adjusted EBITDA is a non-GAAP financial measure.

See Reconciliation in Appendix



Q2 2020 Financial Results: Overstock Retail
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$767.0 Million
+109% vs. Q2ô19 

Revenue

23.2%
+347bps vs. Q2ô19 

Gross Margin

$53.0 Million
+$51.4M vs. Q2ô19

Adjusted EBITDA2OpEx as % of Revenue1

17.2%
-496bps vs. Q2ô19 

Dynamics

Á Business model scaled

ς >200% new customer 
growth YoY

Á Gross margin expanded

ς Structural improvements 
coupled with one-time 
favorability

Á Created operating leverage

ς Scalability inherent in pure 
play e-commerce model

Á Delivered profitability

ς Consistent margin profile 
with current sales trends 

1 Excludes $7.3M in favorable special items in Q2 2020.
2 Adjusted EBITDA is a non-GAAP financial measure.

See Reconciliation in Appendix



Retail Revenue: +109% YoY
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Dynamics

Á Revenue of $767M

ς +$400M YoY

ς +109% YoY

Á New customer growth 
>200% YoY



Retail Gross Margin: +347bps YoY
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Dynamics

Á Gross margin of 23.2%

ς +347bps YoY

Á Gross margin impacted by 
operational efficiencies and 
one-time items 

ς Customer care understaffed 
as organization adjusted to 
sales growth

ς SLA-related fulfillment 
charges to protect 
customer experience

ς Reduced discounting 
influenced by inventory 
levels 
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Retail OpEx as % of Revenue: -496bps YoY
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Dynamics

Á OpEx1 +$51M (or +62%) YoY 
vs. net revenue growth of 
109%

Á OpEx as % of revenue1

declined 496bps YoY

17.2%1

1 Excluding $7.3M in favorable special items in Q2 2020, Retail operating expense was $132M, or 17.2% of revenue (-496bps YOY); 

including these items, reported Retail operating expense was $125M, or 16.3% of revenue.



Retail Adjusted EBITDA: +$51M YoY
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See Reconciliation in Appendix

Dynamics

Á Retail Adj EBITDA of $53M

ς +$51M YoY

Á Adj EBITDA margin of 6.9%

ς +650bps YoY

Á Record revenue 

Á Gross profit impacted by
one-time items
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Business Updates
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Retail



Top U.S. Home Furnishings Online Brands1,2

(ranked by online revenue)

1. Amazon

2. Wayfair

3. Walmart

4. Target

5. rstock

Top 5 Brand in a Growing Market
18

1 Source: Statista 2019 publication of Jumpshot 2018 online furniture sales.
2 Source: Overstock market sizing of public and third-party data with category definition including mattresses, outdoor furniture & décor, small appliances & electronics, furniture storage & organization 

products, kitchen & bath products, decorative lighting & lamps, and home accessories & décor items.
3 Source: Combined data from eMarketer, NRF, and NPD.
4 Estimate based on combined data from NPD US eCommerce estimates and Signifyd Weekly Global Home Goods eCommerce estimates; and Overstock internal sales data.
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Dream Homes for All: 

The space of óSmart Valueô

where quality & style costs less

Our Unique Market Position
19

Home Goods Expertise

Department Store Generalist

Style & InspirationPrice

Source: Based on LRW/Overstock Annual Brand Tracker, 2019.



Q2 '19 Q3 '19 Q4 '19 Q1 '20 Q2 '20

New Customers

Gaining New, Loyal Customers
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Á+205% YoY new customers growth; mirroring our target customer segments

Á+16% YoY in new customer repeat purchase rate

Q2 '19 Q3 '19 Q4 '19 Q1 '20 Q2 '20

28-day New Customer Repeat Purchase Rate



Strong Foundation of Core Competencies
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ÁImproved Customer Self Service

ÁPersonalized Email Program

ÁUnique Club O Loyalty Program

ÁGrowing Machine Learning 

ÁAchieving SEO Gains

ÁDynamic Technology Stack

ÁDistinct Drop-Ship Model

ÁEfficient Distribution Network

ÁMeaningful Assortment of ~8M Products

ÁRecent GSA Award

49M
monthly visits1

20 years of
technology

scalable
model

We know our customers, what 

they want, and how to reach them

We have built efficient and 

innovative technology

Our business model is highly 

scalable

1 Average unique visits over the last 12 months ending June 30, 2020.



Focused Retail Strategy
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dream homes for allaspiration & positioning

financial goals

target customers

brand pillars

constitutional principles

sustainable, profitable growth

making beautiful & comfortable homes accessible by helping customers
easily & confidently find just what they want for less

as an indicator that our innovation is meeting target customers' needs

savvy shopper
primary segment secondary segment

reluctant refresher
values Overstock for helping them feel smart about finding a great deal
from a compelling selection of stylish & quality home products

values Overstock for helping them easily
& confidently find just what they want

product
findability

smart
value

easy delivery
+ support

get inspired anywhere,
but easily find it at Overstock quality & style for less

fast, free, & predictable delivery,
plus low-hassle returns & support

world-class SEO engaging email program rewarding Club O Loyalty program 

enablers initiativesǐOKR-driven focus & collaboration

ǐworld-class ML & algorithm innovation

ǐintuitive mobile experience

ǐpartner-sponsored marketing

ǐdiscounting & pricing experience

ǐincrease real-time data



Playing to Our Strengths
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Savvy Shoppers Reluctant Refreshers

ÁHigher propensity to shop at Overstock

ÁDeal driven and low hassle

ÁCombined market spend is 40% of total market2

$120B Market1,2

1 Source: eMarketerïTotal US Retail Sales estimates, 2019. 
2 Source: Overstock customer segmentation research, 2019.

Note: $300B Total Market Size x 40% Customer Segments Market Size = $120B Market.



2020 Initiatives 
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ÁEnhance mobile web experience

ÁRefine machine learning model for 
better site search relevancy

ÁImprove new product content

ÁClarify promotional price messaging

ÁExpand marketing allowance

ÁTransform promotional model

ÁFurther reduce logistics costs

ÁOptimize machine learning delivery 
models

ÁPosition inventory for fastest delivery

ÁImprove customer support
self-service experience

ÁLaunch ñfree shipping on everythingò 
initiative in response to COVID-19

product
findability

smart
value

easy delivery
+ support

product
findability

smart
value

easy delivery
+ support



ÁCustomers shifting to mobile:

ς Mobile purchases 51% of total sales

ς +149% YoY in unique visits in Q2

ς +148% YoY in sales in Q2

25

Note: Sales reflects GMS (gross merchandise sales), calculated as the amount paid by customers for products (and shipping), measured at the time of order, before coupons and discounts, without 
reductions for estimated returns.
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ÁHome furnishings demand increasing 

ÁCustomers are finding what they need

ÁHome furnishings were 92.5% of Q2 sales

26

Note: Sales Mix is shown as a percentage of GMV (gross merchandise volume), is calculated as the amount paid by customers for products (and shipping), measured at the time of order, 
after coupons and discounts, without reductions for estimated returns.
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product
findability

Á18 months of continued keyword ranking 

ςFocusing on relevant, high-volume keywords

ÁOrganic search visits at historical high 

ÁMore customers are finding and buying 
from us than ever before

1 Source: SEMrush for keyword rankings, Adobe Analytics for organic search visits.
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ÁFree shipping is a top purchase 
driver; launched it on all items in 
response to COVID-19

ÁSavvy shoppers drawn to low prices 

ÁOur customers are recognizing us 
for both smart value differentiators

smart
value

1 Source: Bizrate point of sale survey, Q2 2020.
2Source: Overstock Brand Experience research among top competitive retailersô shoppers over last 12 months, June 2020.

smart
value

Home & Garden
Competitors

Overstock

Customer Rating of      
Shipping Charges1

11% 

favorable

Home Furnishings Retailer
Avg.

Overstock

Promotional    
Competitiveness2

6% 

favorable
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ÁDelivery speed and on-time accuracy 
key driver of customer satisfaction

ÁCapacity constraints caused a 
slowdown in shipping

ÁConcerted effort to adjust stated 
delivery times to meet customer 
expectations

Note: % orders delivered on-time or early refers to small parcels only.
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Click to Delivery (business days)

easy delivery
+ support
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ÁContact volume as a percentage of 
orders decreased 37% YoY

ÁContinued tech automation and self-
service enhancements improve 
customer satisfaction and reduce costs

easy delivery
+ support

Q2 '19 Q3 '19 Q4 '19 Q1 '20 Q2 '20

CS Contacts as % of Orders

37% decrease

Q2 '19 Q3 '19 Q4 '19 Q1 '20 Q2 '20

Self Service Cases as % of Total



Well Positioned for Growth ïin 2020 and Beyond

ÁRevenue growth outpacing industry

ςDriven by technology, customer focus, and business model

ÁMaintain normalized gross profit margins 

ÁExpenses growing slower than revenue, driving 

operating leverage

ÁAdjusted EBITDA margins in the mid-single digits

ÁFree cash flow positive

31

dream
homes
for all

Driving sustainable, profitable growth
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Leading the Digital Security Space
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o We accounted for 95% of all security 
token volume1

o Our digital securities represent 81% 
of all security token value2

o Named óBest Blockchain Solution of 
the Yearô by FTF News

1 According to Cointelegraph & Security Token Group, in May 2020.
2 According to STOMarket.com as of July 13, 2020.


