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Momentum across our fintech business fuels 31% surge

in profits.

Group Revenue (R’000) up 21%

Group PBT (R’000) up 31%

Group Metrics

4427 o
- 3.]1m 90%
] Group customers Transactions
394 53% on LY conducted digitally
=S T
- 393.9¢c 97c
176
2 .JC
. Headline earnings Dividend per
per share up 27.3% shareup 17%
2020 2021 2022 2023 2024 2020 |N202lN 202 2023 2024
Weaver =Retail Weaver m Retail
N .
weaver ‘v Y homechoice
fintech
Fintech focused on digital lending, payments and insurance Omni-channel retailer selling own brand
and revenue optimizing products for merchants homewares with delivery direct to homes
R2.5b R561m R1.9bn & R50mM
57% 20N 92% 43% obn 8%
Revenue Segmental profit Revenue Segmental profit
before tax* before tax*

* Segmental profit before tax is before group costs of R94m




Celebrating 40 years of transformation
and entrepreneurial success. . ]
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Rapid growth among our urban, digitally savvy African customer

presents a major market opportunity.

Group Customers*

3105100

up 53%

Total addressable
market
21.8m

Unsecured

credit
18.9m

Fintech Customers * Retail Customers

2717700 522 800

up 68% up 2%
Outstanding response Back to attracting
to product offering new customers

Notes:

* Fintech customers include active loan and insurance customers and signed up BNPL customers

** Total Addressable Market based on information from Experian

Customer profile

37 yrs 71% R16.3k

Average Female Avg Monthly
Customer Age customers Income

Customer age profile Employment profile

64% of our customers are Our mass market customer
Millennials or GenZ works across all sectors
35% 44%
[+)
29% 31%
18%

14% 1%

5% 9%

18-29 30-39 40-59 60+

Consumer
Finance
Independent
Industry

Public/Health/Edu

w
X

Technology



Weaver ecosystem creates symbiotic benefits
for both customers and merchants.

For Customers For Merchants
digital lending, insurance, payments Delivering customer referrals,
and shopping marketplace conversion and upsell

Inflow
Personal Loans Payments

Embedded
Wallets ) Insurance
Retail ’ epge
Sredit i 2.7m|"|0n 2,800 : Analytics as
S customers merchants o A
Directory ’

* Marketing as

Insurance -, a Service

In-flow

Search and
Discover
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High engagement
on our fintech
platforms

1.2m active
customers up 51%

Ecosystem customers
with 2+ products
up 27%

25m customer

lead referrals to
merchants

50 specific

merchant deals
with 15m customer

impressions a month




Bringing our brand to life as customers explore
our Showrooms.

Immersive shopping experience
enabling customers to “touch
...... and feel” the product
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Orderinstoreusing " Ufepa S
8:;3 égel’fcglffzjlgéforms Offering iy, Located where
e BUYN - | she lives driving
,{( Ll gt _ high footfall
% ir "F' ¥ :
A
‘J i 1 8 1

O :
RN g i Query resolution and

|2 A& /E ' "’ @ payments improving her
Fo customer experience

Driving profitable growth with our proven showroom format

Parcel collection
convenient for her

Customer Improved In-store Customer Choice
acquisition credit risk collections service Collect

66 000 32% 440k 2 000 >30%
High engagement Lower debtors Customer paymentsin  Customer Of all parcels

delivering new costs than store with R210m of queries resolved collected from
customers M 153% other channels cash collected in store showrooms



Al driven transformation will unlock next wave of customer,
product and profit optimization opportunities.

Operational
efficiencies

Enhance
customer
experience

Data driven
insights

50%

Of engineers use
Al-co pilot
accelerating
engineering cycles

<3min

GenAl chat agents
handle 40% of
enquiries improving
our agent/customer
ratio by 32% to 1: 9000

420 ms

Fraud detection and
monitoring of data
patterns in real time
reducing risk

>30%

Software testing
processes augmented
by Al enabling faster
issue resolution

23% up

Machine learning
propensity models
increase new
customer adoption

7mil / mth

Decision science
platforms processing
decisions each month
improving CX

Efficient business
processes increase
profits

plorie] plovi] ploryi 2023

&
Y Weaver digital

Anticipation rather transactionsmix %

than reaction I

improving CX
2020 2021 2022 2023 2024

Right product at the
right price with the
right risk



The profound impact of our digital ecosystem
on our stakeholders.

Economic Growth

Over 2,800 Merchants in our
@7 ecosystem including 1,840 SMEs
enabling retail sales of R1.1bn

3.1 Million Customers Served
126k New Loan Borrowers

@ Financial Inclusion
®

Economic Mobility

Sustainability
@ Improving our employees livelihoods. ’l /

1.3m kg of CO2 saved with solar,
119 HC employees in skills programs;
16 graduating from management courses;

22 CIWOI‘ded bUI’SGrieS Gnd > 70% internql in water With new energy pumps'

promotions
\
/2
Job Creation Social Development

{} ﬁj} Over 41600 children and
ﬁf 3175 educators provided with

g@ 16 new retail stores opened in
(/& 2024 creating 124 jobs. 22 more
ECD support in the WC.

stores expected in 2025.

equivalent to planting 38k trees. 91%
waste recycling rate and 13% reduction

Always championing
our female customer

PayJustNow

PayJustNow is the best thing that has
ever happened to me and my family.
Thanks to a friend who introduced me
toit, | am now able to provide for my
children and spread the payments.
Applying for the increase in facility was
also a breeze and was approved within
2 days.

@ Thuli

Finchoice

I’'m single mother of 3. Finchoice has
helped me put my children through
school. They have always been there
in my difficult time. The app is user
friendly, payouts do not take long. No
lengthy paperwork. Excellent

customer service.

ei Sibongile
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Outstanding customer growth from compelling products de5|gned
for her, delivering a track record of profitable growth.

Group Revenue (R'm) Group Operating profit (R'm) Group Profit before tax (R’'m)

4427 @ @ e
820 ]
3275 3432 6 SHe —
619 356 394
482 | ] - [ ]
263 N 176
270 182

- —
2020 2021 202 2023 2024 2020 "™ 202 2023 2024 2020 BBOBM 202 2023 2024
Weaver =Retail Weaver mRetall Weaver = Retail
Group Customers (‘000) Group Cash Collections (R’'m) Earning per share (Cents)

CAGR 12,149 CAGR
36% 26%
] 305
3,105
8,560 313
] Lo 289
2,034 5,822

1466 D e 160 160

905 1,019 - - -
R

2020 2021 2022 2023 2024 2020 2021 2022 2023 2024 20208 202ty 20220 g 20231 1202¢

Weaver mRetail Weaver = Retail



Excellent Fintech growth with
resurging Retail business.

Strong revenue growth enabled with Fintech
+ Fintech revenue up 34% with digital loans disbursements and
payments accelerating
« Strategic growth in fee income now 26% of revenue (LY: 22%)
* Retail sales momentum with successful showroom strategy

Gross profit margin improved 270bps
+ Effective merchandise management and supply chain
optimization delivering efficiencies

Debtor costs driven by growing fintech
* Impacted by fintech debtor write-offs from higher risk new
business with portfolio now rebalanced
* Retail credit risk shown consistent improvement

Trading expenses growth well managed
» Fintech delivers scale benefits from digital business operations
* Retail cost growth < 3% as business transforms

Profit before tax up 31%
+ Successful profit conversion with margin improving to 12%
+ Interest up 35% due to increased funding for fintech and higher
interest rates

R2.4 million

Revenue per
employee up 16.5%

Revenue

Lending income

Fee income

Retail sales

Gross profit margin

Debtor costs

Trading expenses

Other income, gains and losses

Operating profit

Operating profit margin

Net interest expense

Profit before tax

Taxation

Profit after tax

Loans Revenue (R'm)

RIZEL))

ployZ}
Rm

4 427

1968

1130

1329

45.7%

(1,474)

2023 %
Rm change
3672 20.6%
1630 20.7%
815 38.7%
1227 8.3%
43.0% 2.7%
(1,092) 31.0%
(1,290) 14.3%
28 (321%)

619 32.5%
16.9% 1.6%
(225) 34.7%
394 31.2%
(67) 58.2%
327 25.7%

Payments Revenue (R’'m)

Retail Revenue (R’'m)

2,072

1,636

116

FY23 FY24 Fy23

257

FY24

Up

>100%

1,789

FY22

1,909

FY23

11



Weaver quality credit book with appropriate coverage levels.

Debtors costs (R'm) Fintech gross book (R’'m) Stage 2 and 3 loans cover (%)
5785
701
4254 68.9
64.3
1044 3290
760
594
41.4%
41.1%:V o 20.6% 20.1% 20.8% 17.0%
40.3% 15.4% —

/\15‘5%

Dec-22 Dec-23 Dec-24 Dec-22 Dec-23 Dec-24 Dec-22 Dec-23 Dec-24

Dec-22 Dec-23 Dec-24 == Debtors cost % of revenue Stage 1 Stage 2 Stage3 = Credit loss ratio Dec-22 Dec-23 Dec-24 == Debtors provision %

» Operational challenges with implementation of new collections dialler and some higher risk acquisition business
written in H2 FY23, resulted in increased write-offs impacting debtor costs in FY24

« Actively shifted disbursement mix with focus on proven existing customers, improving book mix (Stage 1 mix
proportion increasing to 78%)

« Book distribution driven reduction in ECL ratio to 15.5% (in line with FY22) with increasing coverage ratio to 70%
+ Credit loss ratio stable and reflects revised treatment of debt review books as required by IFRS 9



Strategic credit actions delivered book quality with
metrics improving.

Debtor costs (R'm) Retail gross book (R’'m) Stage 2 and 3 cover (%)
2033
67.2
323%
1616 1617
65.7
476 R 23.9%
18.2%
386
332
Dec-22 Dec-23 Dec-24 Dec-22 Dec-23 Dec-24 Fy 22 Fy 23
B Debtorscost == Debtors cost % of revenue Stage 1 Stage2 ™ Stage3 = Creditloss ratio = Debtors provision %

Strategic credit tightening in 2023 maintained into 2024 with improvements evident

Bad debt write-offs have reduced with credit strategy and this is shown in the adjusted debtor cost/revenue
metric dropping from 18.6% to 18.2%.

Improved collections performance and higher Stage 1 book mix results in reduction in ECL coverage ratio to 25.4%
Stage 2 and 3 cover increased to 67.0% (FY23: 65.7%)

Rehabilitation
product moved
in-house
impacting 2024
debtor ratios



Investing in the fintech ecosystem building new products
and winning market share in lending and payments.

Weaver Fintech Net trade and loan books (R’m)
Disbursements lending and Collections match

payments (R’'m) disbursements (R'm) Sk
4670
6 870

6 366
FY23 FY24 FY23 FY24
Lending  Payments Lending - Payments FY23 FY24
B Retail Weaver

Summary of Group cashflow 2024 2023 | % change
Operating cash flows 912 686 32.9% Fintech o) rowth
Weaver Fintech loans (1340) (730) 83.5% R1.3bn for working capital and R58m
Retail trade receivables (40) 228 < (100) in technology products.
Other working capital 112 72 55.5% ROE increasing from 14.0% to 15.8%
Cash used in operations (356) 256 < (100)
Capex (126) (99) 27.3% .
Tax, Interest and Dividends (588) (449) 36.3% Fundlng e R4°Obn
Net financing flows 1030 361 >100 R1.2bn of available facilities.
Net cash flow (40) 69 <(100) Upsized facilities by R750m - 60%
Net debt* 2784 1692 64.5% over-subscribed.
Net debt : equity* 72% 46%

* Net debt only includes Commercial Term loan, Overdrafts and cash
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Weaver Fintech has maintained a CAGR >30% for
5 years, setting the standard for excellence.

Fee Revenue (R'm)

Revenue (R’'m)
2,524
1886
1445
1104
835
2020 2021 2022 2023 2024
Cash Collections (R’'m)
10 532
6 870
5141
3614
2560
2020 2021 2022 2023 2024

36.1
333 338 9
31.8 315
637
481
348
265
2020 2021 2022 2023 2024
Fee revenue % of total
Profit before tax (R’'m)
222
240 30 226
20.0 561
426
335
270
165
2020 2021 2022 2023 2024

PBT margin




We are her favourite digital financial services provider.

Rapidly growing fintech High levels of engagement from
New customers adoption (‘000) customer base (‘000) returning loan customers

2717 82%  81% 82% 84%  85%

334
30.6 30.3
2741
940
220
449 18.8
218
55
2020 2021 2022 2023 2024 FY 20 FY 21 FY 22 FY 23 FY 24 2020 2021 2022 2023 2024
PayJustNow Finchoice PayJustNow  Customer overdlap =« Finchoice Average disbursement Existing customer
value per existing voluntary retention
customer (R’000) rate
Google Net promoter
rating score

2.7 million IF finchoice 4.6 74.0
P PaylustUow. 4.7 80.1

customers

Note: PayJustNow customer base based on signed up customers for BNPL




Our digital ecosystem drives cross-sell, enhancing customer

lifetime value and profitability.

Credit backed (
wallet

/
Personal (6,
Accident (=
; ®

Engagement
Data, Airtime, @ Services
ol A 303m Customer
‘\ Interactions*

Search @

* Based on searches, store directory impressions,
deals and emails in 2024

** Product to be launched

e .- - -—-——

------- .
= _virtual card** p
= N ([ [ 27dm
Vs customers
® M
@/ '{f}“ Personal loan
Lending i
R6.3bn up 31% \
Disbursements [~~~
\ S ¢ Wallet
@’ top-up
.o\ financiqy AN
o.\q\’co S e, b@é\ S
i =1 PayStretch
o @‘7 ayStretc|
I - 3 \
o Digital < Q: ]
s Ecosystem 3 == '
»
° D) BNPL
% N Payments %,)
&‘o& 909’ R3.9bn up 157% !
20 Gross Merchandise J
Soupuls Value !

-

| 1 ’Shop =

—————— S

4

4
7
'd

o -

Refund Wallet

/

4
ﬁ QR Payments

/

2,800

merchants

18



Multiple products growing fast reflecting power of the

ecosystem and trust in brands.

Multiple products per active customer - (‘000)

ARPU* based on number of products (R)

R12 137

0

Ecosystem

R11119

R8 533

drives
increase

R1048

7
55
¢ 103
2+ prod:lcts 3
up 27% o
85
31 644
70
23 413
— 15— 59
48 246
89 130
2020 2021 2022 2023 2024
1product 2 product 3 product =4 +products

Based on average annual product # per customer

Power of the Weaver ecosystem

// \\
Drives
m velocity =
= )
c.; and o
G profit /&
R &
4’} Be\

1product 2 products 3 products 4 products

* ARPU (average annual revenue per active user)

Ecosystem customers driven by cross-sell

2.3X

Dec 23 Dec 24

Note: Cross sell numbers include loans, insurance, BNPL and paystretch

Get up to R6000 with




Invested and delivered significant growth in lending and

payments business taking market share.

Fintech revenue expansion up 34%

Digital loans business delivers 29% higher income with existing
customer engagement and product progression delivering total
disbursements up 31%.

Fee income up R274m (43%), now contributing 36% of revenue mix
(LY: 34% mix)

Payments products growing exponentially with fees of R259m (up
>100% from R116m)

Digital insurance growth continues with GWP up 23% to R182m.
Debtor costs impacted by higher write-offs

Challenges with new collections dialler implementation and some
higher risk acquisition business in FY23 increased write-offs

Pivot to existing business with book quickly rebalanced

Digital operations improve costs metrics
Fintech able to scale through use of data, tech and Al
Costs/revenue reducing by 1.1% to 25.3%

Profit before tax up 32%
Margin maintained at 22.2%

R5.0 million

Revenue per
employee up 35.1%

Revenue

Finance and other income

Fee income

Other gains / (losses)

Debtor costs

(1044)

Trading expenses

(640)

Operating profit

840

Interest expense

(279)

Profit before tax

561

Digital Loans
Disbursed (R’bn)

/'

FY23 FY24

Gross Merchandise
Value (R’bn)

/'

FY23 FY24

DEC
2023 %
Rm change
1886 33.8
1249 291
637 43.0

©)
(760) 374
(499) 28.2
622 35.0
(196) 423
426 317

Insurance - net written

premium (R'm)

/'

FY23



Best in class credit metrics with increased market share.

Lending business market share up 44% to 6.5% ' \ Consistent credit metrics (R’'m)
6.5 \ |
5.8 A 17.7% 19.4% 20.6% 20.1% 20.8%
50 a9 2z | ] 21 .3 B
42 : ‘ ; |
34 34 36 37 37 36 36 months 5785
29
19 2 21 23 4 254
0.9 1 1.2 12 13 13 14 14 14 17 e OVerloge term ’ . 3290
: loan book g | 5470
Q121 Q221 Q321 Q421 Q122 Q222 Q322 Q422 Q123 Q223 Q323 Q423 Q124 Q224 Q324 HAY
Unsecured loan books Unsecured disbursements 43 7 d ays
! . °
Source: National Credit Regulator and company data - ' Ove ro g e te rm v . 2020 2021 2022 2023 2024
B N P L boo k . ‘ Gross book Debtor cost % of Av book

Portfolio quality across market based on % Weaver has consistently maintained

balance with no arrears ; 85% pay A short term books*

f & “ 0-3 months
>76% e ra te ' ‘ 17.0% 19.0%
N o ) - U p to dote ) 3-12 months o
70 A)-73 A) i poye rs ‘. : 27.0% 28.0%
—_— 60%-68% w
Finchoice -cyears 29.0% 21.0%
top quartile <50%
performer 2.3 years
FY 23 FY 24

Quartie 1 Quartile 2 Quartile 3 Quartie 4

*Book age distribution from origination

.

Source: Comparative Experian analysis of top 12 unsecured lenders Q4 2024




I~ finchoice

Risk improved with active portfolio management.

+ Significant acquisition drive in H2 23 with higher than anticipated increase in risk

» Poor execution on implementation of new collections dialler in H1 24 adversely impacted
collections — corrective action taken with efficiencies and yield improvements

FY FY
+ Overall improvement in risk metrics in FY24 through driving product progression resulting in 2023 2024
extension to better performing existing customers with disbursements mix at 86.6% (LY: 85.9%)
» Implemented new behavioural scorecard for existing customers and a bespoke bureau
scorecard for new customers improving risk segmentation
. Wl = S - Applications 76.5% 77.5%
+ Collaboration with PayJustNow on fraud identification and detection with specific focus on accepted 2 27
suspicious device identifications
Vintages maintained within narrow tolerance band Disbursed 12.5 12.7
. . . . ave loan term Months Months
25 0% Financial Services Vintages — Total
' 120+ days in arrears and written off Al
20.0% ;3;333 Average

R balances R8 021 R9 496

202193
15.0% 202194
2022q1
2022q2

20223

10.0% 202204
20234 .
20232 Active account 79.9%
202393 J7
5.0% 202304 holders able
2024q to borrow

202402
202403

00%

Months since disbursement



I PayJustUow.
BNPL improved capital at risk whilst growing GMV 157%.

Risk reduces with
increase in repeat
FY FY customer
+ Use of Al fraud tools for real time monitoring and selfie 2023 2024 transactions (%)

verification on first orders reducing risk

+ Application scorecard and limit strategy redeveloped with
improved profitability outcomes

+ Effective management of credit limits using behavioural

scorecard Applicati
ications o o
+ Strategic increases to good paying repeat customers qﬁcpepted 63.4% 69.0%
+ Collections scorecard developed to optimise early-stage

» Risk improvement as business matures with high level of
repeat customers

Sl R3311 R4 203

credit limit
BNPL vintages reflect tight risk management

et R1430 R1449

7.00%
6.00%
5.00%
4.00%
3.00% == Active

2.00% 7 utilisation 47.5% 47.9%
1.00% Z

0.00%

T+30 T+60 T+90 T+120 T+150 T+180




I~ finchoice

Supporting her cashless j Journey

Disbursements (R’'m) consistent growth up 31% o A drlvm A g
I erF:gagemegn t e High velocity of credit backed wallet
; y : Average monthly wallet transactions (‘000)

6360 ) 255k 2
, 0 App customers Y 5

o G growing 46% v " o 11m

generating R1.3bn ¥ 7 Annual

1 75 transactions

revenue

-

. -<«‘.‘!"'\ ol

o up 18%

4 : 56
| 9.5 x ' p
>90 ( Utilisation in 60 days ’
1915 compares with :
8.5x on mobi .
460 i FY20 FY21 FY22 FY23 FY24
2020 2021 2022 2023 2024 Av App loan
App Mobi Kwikserve  mDigital Sales Assistants X. V\{IthdrO-\.NCIl .Wlth 5 ]
- . high utilisation Mobi money Withdrawals since QR payments growing
wallet customers  inception 47% across 600k points
growing 16.8% of presence

Time to originate digital loan

1 minute 5 minutes

for existing customers for new customers

24



B~ finchoice

Embedded insurance drives momentum in the
ecosystem with growing digital engagement.

GWP strong growth with low Steadily building insurance Momentum in digital acquisition of
insurance claims (R’'m) customers up 10% (‘000) insurance policies (proportion %)

30%
26% . 136
21% 19% 22% (07.Yc]
17% 124
108
CAGR 182 95 41%
28% s 36%
72

17

- 20% 2%
67
FY20 Fy21 Fy22 Fy23 FY24 FY20 Fy21 Fy22 Fy23 Fy24 2021 2022 2023 2024
Claims loss % Digital sales assistant Mobi
Personal accident  Up Insurance products significant cross-sell opportunity

product growing o
rapidly in our 210%

1 60/ Weaver Fintech active base have an insurance
(o]
ecosystem

product

30/ Funeral customers have personal accident
O  and take-up increasing quickly

Dec 23 Dec 24



Introduced more payment options at the till delivering
higher spend and conversion.

BNPL offers Pay in My wallet offers top-up PayStretch™ product Growing the Weaver
3 instalments with for multiple purchases with implemented in Q4 to enable ecosystem with
no interest or fees refunds direct to wallet her large item purchase needs payment options.

PAYJUSTNOW * PAYJUSTNOW ® : : PAYJUSTNOW *

Payment: PayStretch

Payment P2/2 .
" ' PayStretch ()

s
Pl B Enjoy bigger purchases and
Hannah Lavery Instore Watershed . smaller payments
Purchase up 1o R16,000 over 12 months,
otal Purchase R900.00
@ -

Wallet

Total Purchase

Choose Your Payment Term:

PayJustNow

Payment Breakdown R300.00

.\ Payment With Card

Get more with PayStretch. PayStrotch
Unlock bigger purchases with PayStret
SVE NEW PaYTHent option

Wallet Top Up




I PayJustUow.

Rapidly scaling payments business winning over
100k new customers each month.

Continuously growing customer base Building loyal customers with payment options
Number of signed up customers (‘000) Cumulative GMV
2415 R4.2bn

51x > R6bn

GMV since

higher users inception

since 2021

47 S @OQQ'{}J{}(\Q > ¥ \)m Q'ﬁ’ ;90'»" m‘**:»" whqf»" s
0005200005200005‘)e0
vEY Dec.24 ¥ X TP W TS S S M ° S
—e— ExistihgUsers ~ .ogeees New Users
Existing customers increasing spend and frequency Market leading payment products
Annual GMYV per distinct user by year of sign up (Rand)
212x R7.0k
15000 90 day Average spend

frequency up returning
from 1.84 customers up 21%

10000

5000 R44 .2 m

GMV written since Q4 launch

'''''

0
Yr1 Yr 2 Yr3 Yr 4 Yr5 Yr 6

2019 2020 2021 2022 2023 2024



I PayJustUow. L(.
Our payment products deliver sizeable value to merchants.

Our Merchant retention validates our value Driving high conversion to Merchants

from multiple touchpoints

Gross Merchandise Value (Rand)

3924 667

2024 Cohort

Total customer interactions

higher GMV 2023 Cohort 3 O 3 m
since 2021 Customers engaging on deals, search,
campaign and transactional emails
1526 596
.
731826 p v
1273 31374 200442 Drives ' ( : \
2020 Conort 24.7m lead referrals .‘
2019 2020 2021 2022 2023 2024 to merchants \
Merchants >2 800 across 10 000 \
points of presence \

*
Gal‘ks CaRRoL BoYeS co"z“ CORICRAFT

dermalogica GUESS’ LA‘COSTE @ LecreuseT  NESPRESSO.

newbalance POLO % Prinq'e II®  supereALIsT.COM
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Unique retail business which continues to innovate <&
and transform delivering profitable growth.

Retail delivers sales growth of 8.3% zggg o
* Improving customer response to innovative bedding offers Rm change
+ Roll-out of 16 new showrooms driving footfall with good conversion Revenue 1789 6.7%
Finance and other income up modest 2.1% Gl 1227 SRR
+ Curtailment of risk reduced credit books negatively impacting interest Finance and other income e 21%

income partly offset by growth of insurance products Gross profit 528 14.9%
Strong gross margin metrics up 270bps Gross profit margin L 2.7%
 Effective merchandise strategies deliver strong sell through off innovative Debtor costs (332) 16.3%

product combined with tight stock management Trading expenses (730) 29%
+ Smart fulfilment technology and closure of 24 warehouse driving :

reductions in supply chain cost Operating profit 62 22.6%

Interest (35) (25.7%)
Debtor costs managed to 20.2% of revenue (LY: 18.6%)
+ Impacted by inclusion of rehabilitation books now brought in-house RiciEbelorelox 27 SERT
 Improving book quality resulting in lower provision of 25.4% (LY: 29.4%)
Trading expenses growing well below revenue at 2.2% o
. Markgeting efﬁcieﬂcy impgroved with successful campaigns Customer eng,qgement +12% e
» Benefits from cost effective new smaller-format stores steqdlly growing. - 333 37 509
Delivering profit before tax growth up 85% 51 o/ (o)
6 34% B
Growth in Up on cash

Q1 Q2 Q3 Q4

Quarterly retail sales 30

Showroom sales customers



Sales growth driven by vibrant mass market with

great customer response.

Shifting sales to Showrooms
contributing 26% (LY: 18%)

Momentum with Double digit
sales growth in H2 (R’'m)

+15%
uponlLY 26
+2%
uponlLY 2024
Channel
54 mix

725
604

Showrooms (LY 18%)
= Digital (LY 26%)
Digital sales assistants (LY 57%)

H1 H2
=2023  .2024

>15 000

New customers
per month

Customers remain 42%
core to our strategy Growth in new
customers to 181k

Rebuilding quality active A A
customer base (‘000) "y

402

357

FY23 FY24
Credit =Cash ‘ ‘

82%

Of total customers
are active




Our showrooms offer a unique shopping experience
driving significant growth with opportunity to accelerate.

Showroom sales at 26% of mix

225

FY23 FY24

Showroom portfolio

100

Showrooms
targeted by
2027

FY20 FY21 FY22 FY23 FY24 FY25

New showrooms deliver double-digit profit margins

250sgm

Optimal
store size

57%

High bedding mix at
good margins

4x

Higher trading
densities than larger
format stores

47%

Acquisition customer
sales mix at lower
credit risk

22 New

Showrooms to be
opened in FY25

R2.2m

Capex per store with
payback <2 yrs

" y ,“'{' i

1.8.8.8.0.¢

The employees there were very friendly, they
created a conducive environment for shopping

and made the whole process simpler and smooth.
Their passion and service were on an exceptional
level and | would not think twice to do my next
shopping with them over and over again.

/—\\
‘\ a Cazamola

P BN Ee Al

* %k K Kk

Homechoice is the best store to make your
home warm with their colours of your choice
and quality products, go in Homechoice and
see that you will go out very happy even with
the warm service you will receive

* \I Maureen

.l :
= .A\““ S




Best in class gross margins from our differentiated
product offering with technology driven logistics.

Homechoice are the Bedding experts
with an extensive range

44.9%

46.6%

45.1%

43.0%

FY20

FY21 FY22 FY23 FY24

Heritage bedding range significant
product mix at 56%

Homechoice branded product
represents >70% sales

Effective margin management with
aged stock reduced by > 57%

Product innovation driving newness
and high sell through

40 years of local knowledge enables efficient
country wide distribution

603 000

Parcels delivered in
5 day from order
to delivery of
which 40% in rural

locations %

9.5%

Reduction in cost per
parcel with implementation
of Smart Fulfilment

20 000 sgm

Efficient storage, picking
and packing in our Cape
town warehouse

1in3
Parcels delivered

to 45 Homechoice
collection points

\

10.1%

Unclaimed
returns reduced
from 13.2% with
technology




In-house credit expertise delivers quality credit customers. {7

Maintained consistently lower levels of credit risk.

+ Implemented a bespoke application scorecard, allowing for greater flexibility in FY:2023 FY: 2024
credit risk strategies

» Refined existing customer limits and enhanced exposure management. New

+ Strengthened fraud defenses with digital identity verification. Applications 50.1%

* Implemented a risk-based mandatory debit order, leading to continuous accepted

improvements in payment rates
More mature retail vintages now fall within established risk tolerances.

+ Early roll rates performed well post-scorecard implementation, improving bad rates Average 17 1 17 3
and maintaining them within risk tolerances Sales Term A °
+ Achieved improved cash collection, higher yields, and a better NPL ratio. Months Months

Average
balances

HomeChoice New To File Vintages excl. Cash

1 OO Dec-%6 Dec-T7
9 Strongly e o .
80 improving L rev2z Active account
i i S jun-; )
o risk metrics Mor2 e holders able to 62.8%
Sep-22 Oct-22
60 - oo 22 borrow
Jan-23 Feb-23
50 Ma-23 Apr-23
May -23 Jun-23
40 Jul-23 Aug-23
Sep-23 Oct-23
30 Nov-23 Dec-23
Jan-24 Feb-24
Mar-24 Apr-24
20 May -24 Juprmu Ave rqge
10 Jul-24 Aug-24
Sep-24 Oct-24 . .
i Cot-24 New limits

1 2 3 4 5 6 7 8 9 10 1 12 13 14 15 16 17 18 19 20 21 22 23 24




Transforming her experience with our multiple \V/
digital channels.

Whatsapp Sales & . . .
service PP Digital contact centre Social commerce Homechoice App
Unique customers O/ number of sales Facebook rating App users equating to
140 with 83% engaged /I\ 43 /O per agent 4.3 /l\ 21 8 42% of customer base
(o) Returning each O/ collections per Google score O/ More sessions from benefit
40 /O month through /l\ 36 /O agent 3.7 /I\ 145 /O of push notifications
Whatsapp

13:44 w Tm 13:44
“he homechovc(eo + Follow
y

“homechoice ° :
ohe homechoice ©
e

G

DID YOU KNOW » » You can check your available
credit on our WhatsApp self-service! J WhatsApp Master every meal with our Domino cast iron
more are . @ With its supernior quality, excelient

retention and snug, heavy lids, you'l. See more

"Hi" 10 072 123 4871 1o get started!.. Seer

Solara

bedding sets

buy 2, get 1
free!




36



Fintech will continue to outpace market as ecosystem and
embedded financial products drive shareholder value.

Weaver is a profitable, fast growing fintech which enjoys strong
customer and merchant demand, with revenue and profit CAGRs
over 30% for past 5 years.

Significant momentum is being gained in the cross-sell of
products across its ecosystem, with velocity from existing
customers demonstrating her trust in the brand.

Focus continues on product innovation, investment in
technology, Al and data to support Weaver’s future growth.
Newly launched PayStretch™ is showing strong customer and
merchant adoption.

Retail is attracting new customers and delivering profitable
growth with Showroom and Digital Chat strategies.

Trading results to 28 February 2025 are strong, in line with
management expectations.

R1.1bn RO.9bn 208 000

R200m

Retail sales
up 7%

Disbursements GMV (payments)
up 30% YTD up 125%

Fintech new
customers up 33%




Disclaimer

This document has been prepared and issued by and is the sole responsibility of the management of HomeChoice
International plc and its subsidiaries (the “Company” or the “Group”). This document does not constitute or form part of any
offer or invitation to sell or issue, or any solicitation of any offer to purchase or subscribe for, any securities of the Company
nor does it constitute a recommendation regarding the securities of the Company.

This presentation may include certain forward-looking statements, beliefs or opinions, including statements with respect to
the Company’s business, financial condition and results of operations. These statements reflect management’s beliefs and
expectations and involve risk and uncertainty because they relate to events and depend on circumstances that will occur in
the future. No representation is made that any of these statements or forecasts will come to pass or that any forecast results
will be achieved.

There are a number of factors that could cause actual results and developments to differ materially from those expressed or
implied by these statements and forecasts. Past performance of the Company cannot be relied on as a guide to future
performance. Forward-looking statements speak only as at the date of this presentation and the Company expressly
disclaims any obligations or undertaking to release any update of, or revisions to, any forward-looking statements in this
presentation. No statement in this presentation is intended to be a profit forecast. As a result, you are cautioned not to place
any undue reliance on such forward-looking statements.

By participating in this presentation or by accepting any copy of the slides presented, you agree to be bound by the foregoing
limitations. No part of these materials may be (i) copied, photocopied or duplicated in any form, by any means, or (ii)
redistributed, in either case without the Company’s prior consent.
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