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Q12021 At A Glance

AContinued improvement in quarterly performance; first
guarter sales up 7% and net income up 27%

ARegistered GP, EBITDA and Net income margin improvems
by over 125 bps

ALaunched 4 stores as of May 15, 2021

ADigital innovationcontinues tocomplement the brick and
mortar storeformat; grewbx in sales value

ABalanced category menabled us to take advantage of the
pent-up demand for hard categories; to maximize synerg
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largest home builder




Financial Highlights

B Revenue growth

Z Gross profit and margin
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Operational Highlights

Same store sales growth No. of tr ans ac tAvemge sranfaddidnige)PHP)
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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. Revenues generated by the relevant stores exclude corporate sales

2. Same store sales growth ( i S S $efodted in 2018 includes same store sales of older stores which were opened prior to December 31, 2015 (the fi p 2046 s t o r whsch registered SSSGof 12.9%.



Operational Highlights

ZWide offering of soft and hard products

7 key product categories

SOFT Revenue Contribution
CATEGORIES

1Q20 1Q21
Furniture 22% 20%
Appliances 26% 27%
Homewares 7% 7%
Linens 3% 3%
TOTAL 58% 57%
HARD Revenue Contribution
CATEGORIES

1Q20 1Q21
Hardware 26% 27%
Tiles & 11% 11%
sanitary wares
Construction 5% 5%
TOTAL 42% 43%

v, Quarterly sales mix of the categories;

soft categories dominate until Q121
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Working Capital

Inventory turnover

Trade receivables turnover

Trade payables turnover

Days
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- Inventory turnoverdecreased
as a result of reduction in
inventory buildup for store
openings as more stores were
opened in Q1 2021.

Notes:
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- Trade receivables days
maintained at single digit due to
improved collection of corporate
sales.

Days
50
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- Decreasen trade payables
turnover as the company is in
line with the standard terms of
suppliers.

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)



Opened 4 new stores from

Jan to May; total 54 stores

Opened 4 New Stores in 2021 Z) MEGA MANILA
t thasEIStorast f

W MT
w T f I-skhBAdSg sfokeB S
w16 small specialty stores
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w4 large freestanding stores

Opened the51ststore Opened thes2ndstore ( O
AllHome General Santos AllHome Cauayan, Isabela / I VISAYAS

on January 30, 2021 on February 12, 2021
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i Store Expansion 45 ol =
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Opened thes3rd store Opened theb4th store Store count by format 13
AllHome Bacolod Everyday Quick Fix by 23 10 13
on April 17, 2021 AllHome, Camella East m Small Specialty 18 E.
(Bacoor, Cavite) 29 29
on May 1, 2021 m Large free-standing
mLarge mall-based 5016 2017 2018 2019 2020 2021

As ofMay 15, 2021



E-COMMERCE INITIATIVES

Personal Shoppe

S
i

Choose.Chat.Checkout

I £ £ 1 SNop Brém
Home via our personal

All Homeapp shopper service.
Shop Online AllHome
at AllHome Eliders
cﬁ;‘?ﬂiw oty

A community created to A platform that addresses
service end users. It has

generated 7,438

members at the height of

ECQ. To date, it has
14,457 members.

the needs of contractors
and builders. Started
during the ECQ and
generated 2,348
members.

Marketplace:

P Lozada
ﬁ Shopee

[«]

PayMayaMall

Ondemand delivery
app service

GraoMart

@ METROMART
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< AllHome Corp
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AllHome
SUBSCRIBED
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Online
sales
value

grew by

5X

New web address,

Same shopping

experlence

.. B3 YouTube

LaunchedAllHome
Inspiration. To date,
£ 1 2rouSubaé
channel has 2.07K
subscribers

CUSTOMER BASE EXPANSION
THROUGH B2B

A discount card exclusively for:
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Growth in
members

by
122%

from Dec

Members

as of April 30, 2021




Key Growth Strategies

In-house brands expansion

O Revenue contribution

of in-house brands
11.4%

7.3% 2019
5.7%
4.7%
I I I In- hou
brands

2018 2019 2020 O12%

Ql 2021

In- house
brands

Construction Flooring & Tiles DIY Other inhouse brands
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Key Growth Strategies

Synergies with Villar Group provide strategic and sustainable growth for All[Home

[# AllHome stores vis -a-vis Vista
Landos
A 16 out of 49 provinces and
A 33 out of 147 cities and
municipalities

[%{ Collaborating with the Villar
Group unlocks the synergy of the
company in terms of:

A captive target customers;
A store locations; and
A execution capabilities

DI S5-C 1 Coe

llocos Norte
llocos Sur
La Union
Benguet
Pangasinan
Tarlac
Zambales
Pampanga
Bulacan
Bataan

Metro Manila

Cavite
Batangas
Palawan
Aklan
Capiz

Negros Oriental

Guimaras

Negros Occidental
Misamis Occidental
Zamboanga Peninsula

Zamboanga del Sur

‘1

Q:\lista Land presence

AllHome's presence

Cagayan

Isabela

Nueva Vizcaya

Quezon

Camarines Sur

Camarines Norte
Albay

Sorsogon
Western Samar
Leyte

Cebu

Masbate
Surigao del Norte
Bohol

Agusan del Norte

Agusan del Sur

Misamis Oriental

Bukidnon
Compostela Valley
Davao del Norte
Davao del Sur

North Cotabato

South Cotabato



Q&A

AllHome

e-stop shop fo Jow‘hm




AllHome

e-stop shop fo Joul’hm




