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Indicative offering summary

Issuer A AllHome Corp.

A PHP12.9bn (before greenshoe), or PHP14.9bn (after greenshoe)

Offer Size and Offer Price A PHP115 per share

Offering Structure A 1PO(66.7% primary, 33.3% secondary)
Distribution Format A International offering (Reg S/ 144A) and domestic offering

A Institutional Offer (70%); 787,500,000 Firm Shares

Breakdown of Distribution - - g )
A Trading Participants and Retail Offer (30%); 337,500,000 Firm Shares

Listing Venue / Ticker A Philippine Stock Exchange / PSE: HOME

Sole Global Coordinator ("SGC") A UBs

Joint Bookrunners ("JBRs") A UBS, Credit Suisse and CLSA

Domestic Underwriters A PNBCapital and China Bank Capital

Lock-up A Lock-up for the Management and Company (180 days) and Selling Shareholders (180/365 days)

A Capital expenditures and initial working capital for store expansion

Use of Proceeds
A Debt repayment
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Section 1

Overview of All[Home




Snapshot of AllHome
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Source: Company information, public filings, UBSResearch
Notes:

M Synergistic relationship with the Villar Group

Villar Group?

75.63%

\/ISTA tano  AllValue

100% 89.11%2

GOLDEN BRIA
HOLDINGS, INC.

88.34%2 100%

AllHome

Onestop shop for yfour home

yestarmall

Wide offering of soft
and hardware products

A

V 7 key product categories

V 250,000+ SKUsfor large
mall-based and large free-
standing stores

V 10,000+ SKUsfor small
specialty store

V  Mainly targeting the upper
middle income class

\Y

\%

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 the country

26,000 and 57,000 homes built
and sold in 2018 respectively

PHP76bn of total value of
residential projects launched in
2018

J Fast store network growth
El and strategic coverage

25 stores across 20 cities and
municipalities4

... 45 stores with
lease agreement signed targeting
to openin
2H 2019 and 2020

1. Villar Group represents companies owned and controlled by Spouses Villar, including Fine Properties, Inc., AllValue, Vista Land, and Golden Bria
2. Percentage ownership reflects direct and indirect ownership based on public ownership reports available on The Philippine Stock Exchange, Inc. asof June 30, 2019
3. AlHome is expected to introduce its 4th store format, AllBuilders, before the end of FY2019

4. Number of stores asof June 30,2019

E|/ Multi -format strategy

Large mall-based Large free -standing

AllBuilders 3

Small specialty

E Diversified brand portfolio

Selected in-house brands
So LIVEART
Jiity B
Bumens €ROSSIO =MARKEL
YTEUER BRAUHN

Selected third -party brands
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Key milestones

AllHome has demonstrated rapid growth of store network over the last sixyears since incorporation

Bulacan

Incorporated on
May 29, 2013,
AllHome started
operations with

4 stores (3 mall-
based stores in
Mega Manila,

and 1 store in
Pampanga, Luzon)

4 stores
23,528 sqm?

Opened the
largest mall-
based store to
date in Taguig
City, with net
selling space of
11,943 sgm

5 stores

35,471 sgm?t

Opened its first
free -standing
store, All[Home
Imus in Cavite,
Mega Manilain
September 2015

10 stores

81,209 sgqm?

Opened the
first store in
Visayas

Launched the
first in-house
brand
"Rossio"
offering tiles

<ROSSIO

TILES

15 stores

111,204 sqm?

BRAUHN
JSpitt

Added three
more categories
for in-house
brands i

(a) sanitary wares
"Brauhn",

(b) furniture
"LiveArt" , and
(c) homewares
"Blossoms"

18 stores

140,495 sqm?t

Misamis
Orient al

Opened the first
store inMindanao

Net profit hit
new record high
of PHP511.4m

23 stores

186,665 sqm?t

Planto open
additional 20
stores in the
second half of
2019 with total
estimated net
selling space of
117,024 sgm

Expected launch
of AllBuilders
format in 2019

Ramped up to
18 in-house
brands asof
June 30, 2019

¢

45 stores?
313,351 sqm?2
*25 storeswith

196,327sgmas
of June30,2019

Planto open
additional 25
storesin 2020 (4
in first half and 21
in second half of
the year) with
estimated net
selling space of
146,837 sgm

70 stores?

460,188 sqm?

Notes:
1 Total net selling space (sgm)

2 Estimated store count and estimated net selling space (sqm)



Leveraging on track record, All[Home is primed to

enter next stage of growth

25 stores located in key regions of growth in the Philippines

Existing presence Store expansion

Store count by format

MegaManila

1 13 large mall-based stores Revenue contribution *2

. Largemaltbased 86.0%
3 large free-standing stores
! 3 i" o tg Largdreestanding 11.6% 19
1l 3 small specialty stores Smalbpecialty 2.4%

Luzon (Outside MegaManila)
- |Luzon (Outside MegaManie) |

4& 1 3 large mall-based stores

1 2 large mall-based stores

2016 2017 2018 1H2019°
u Large mall-based u Lar ge free-standing

u Small specialty AlBuilders

Mindanao
W .
1 1 large free-standing store Revenue4 Net income 4
. 0 0
Total stores: 25 3’°’.'-’-" Margin ~ '1.4% 7.1%
o
ad P'Jg?$:114%2mn A7 PHP511mn
— ( mn) o (Uss1omn)
Format Format Format PHP3,431mn v.(g?" .
1 8 4 3 (US$67mn) c
/25 /25 /25
Large Large free- Small
mall-based standing specialty
2016 2018 2016 2018
Net seliing 162,046 33,126 1,155 o
spaces U406 sqm 120 Sqm 190 Sqm Revenue growth and net margin improvement have outperformed selected

SEAlisted peersin the periods

N

1 Revenue breakdown is from in-store sales only, which excludes corporate sales

2. For the year ended December 31, 2018

3 Number of stores asof June 30,2019

4 Amounts in Philippine Pesoswere converted to U.S. dollars using the BSPReference Rate asof June 28, 2019 of USDIPHP 51.25
5 Selected listed peers include HomePro (Thailand), Ace Hardware (Indonesia) and Wilcon (Philippines)
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Investment highlights




Key investment highlights

All[Home

One-stop shop for

'our home

Pioneering "one-stop shop" home store benefiting from strong macroeconomic tailwinds in
the Philippines

Strong operational expertise and a scalable business model for future expansion

Differentiated customer shopping experience in a retail ecosystem

Track record of significant growth and profitability

Synergistic collaboration with the Villar Group, the largest homebuilder in the Philippines

Experienced and founder -led management team with extensive knowledge of
homebuilding markets



(1) Pioneering "one-stop shop" home store in the

Philippines

Wide and diversified product and brand offering with over 250,000 SKUscreating a one-stop shopping experience

% % One-stop shop: The only home store in the Philippines
SKU$ Revenues! Selected brands In-house brands with full product  offering

Soft categories
g Total SKUs AllHome |Company A Company B Company C Company D

Siymberiang AMBASSADORBED s 250,000 2| 90,000
. w i _ I I[»g\./\/ S0 \R/ LIVEART na . 200,000 na na
Furniture ot W 10% 23% | o JncE Soft cateqories

L | e Furniture

d e LA GERMANIA
Appliances 7 < 3% 24% . TOSHIBA (] Etectrolux N/A Homewares

sHARP T DAIKIN

- Linens
g, masflex: [ Coloman 6 uees %W Hard categories
Homewares | ol K7L CINE 17 - Ba Hard categories
' CORELLE Tefal JELEMENTS  ©ACF Hardware
Tiles and ‘ ‘ G
sanitary wares
o aw  onadian EIE
material
MODERN Linenssa

AllHome is the fastest growing home improvement and
STANLEY.( BOSCH Yale U gardening store 3in the Philippines over the last 5 years
. = MARKEL

. . Master Locls /;BIACKSDECKER
37%  25% wareuer (MW forg Mewcas

Growth in market share for the top 5 players? (%)

6.3%
Tiles and . GANI manble 1ile © NIRO GRANITE il'ﬁis 0 CASTED
sanitary | TR 6%  13% g e s JTEVER o iU
Y e 0 0 FFE G pINAX T W LustrO
. s B 1 TILES 3.7%
A Standard  COTIC  Redal feen Eisg] <ROSSIO . oo
. 0
. & | t\ Gyproc MATWOOD THTERRAWOOD 2.1%
Construction |k . . . Holcim 9l 1.3%
terial | e 3% 4% I rockwooL - R |
e @xﬂﬁg‘mml__  STEEL, INC. HardieFlex | @ s‘eeﬁ;:ﬁ' E}pﬁgﬁﬁa
Source: Euromonitor, company information and disclosure AllHome Company A Company B Company C ~ Company D

Note:

1. Asof 2018 year-end

2. Forlarge free-standing and large mall-based stores
3. Sub-sector of home and garden specialistretailers

4. Difference between market shares in 2014 and 2018



@ Strong macroeconomic tailwinds for AllHome’s

sectors in the Philippines

...with a large population and the youngest median age in the

Rising home and garden specialist

=g Residential floor area (000 sqm)

I

I
|
Strong real GDP growth... region : retail sales value I
(PHP tn) | (PHP bn) I
) 108 270 33 6 69 97 <« I
gl : ..p"'f’ '

o P 0
WP g | LA 385 I
‘ ©- 24 433 | ) I
o) cpe® 1 "8 cpe® '
Ao ake Y - LS 5 5% I
J : :
17 : I 246 !
1 I |
13 ! | 199 :
1
I
]

1 I |
: | |
: Philippines: Indonesia  Malaysia  Singapore  Thailand Vietnam : |
[ —— | 1

I
2019 Population (mn) = 2018 Median age (years 1 !
2013 2018 2023F o pam) I A =t e I
. . . I . , : !
Increasing consumer expenditure with  Growing consumer appliances industry 1
higher disposable incomes... ...with robust growth in the residential construction sector | retail sales value I
1
(PHP 000s) . I PHP bn) I
al 8% i I ’ '

G k1" 1- / I
VAR aa CAGRY: 202,311 ¢ |
W URe 13- 18 : “\9’&6-“’ 1 I
& R |
cb® ' a8 C® I

N ke ! ¥k
A1 119 152756 160,066 . 84 I
133,784 I |
|
125,429 I 62

83 87767 90201 ora7a 13097 44004 I :

i
13672 1493 15724  17.592 16,301 25,806 I :
e A ' "
2013 2014 2015 2016 2017 2018 : 1
New residential permits I |
=== Residential construction value (PHPmn) I |
2013 2018 2023F | 2014 2018 I
|

Source: Philippine Statistics Authority, Euromonitor International Passport — Economies and Consumers 2019 Edition
Note:
1. Refers to number of new residential permits.




@ Strong operational expertise and a scalable business

model for future expansion

Know-how to efficiently set up and effectively operate an established home store business

Rapid store network growth to 251since 2013

Standardized principles for store design [;] [j 02 A _ _
and layout [y vav Well-trained and experienced staff
A Selling space allocated to each product category A Eachstore is headed by one manager and in-store
A ¢.10-15% of store's gross floor area allocated for supervisors per product category who have awealth
backend warehouse of retail experience

>

A Uniform signage to guide customers Addltlone:I support from concessionaires supply sales
) personne
Vertical display or stacking to maximize air space
) Py \ 9 . P Well-defined KPisfor staff, including sales
A Updated showroom displays and vignettes performance, SSSGand customer traffic
AII H om Universal operational procedures and training on

customer services, inventory monitoring, returns,
One-stop shop for, ¢/our home security and cashhandling

@ Systematic new store opening

IT and warehousing logistics procedures and strategies

A Two distribution centers supporting inventory flow /\ "\ A 4 months from location selection to store opening
A Integrated systems help to keep track of inventory and A Keycriteria in site selection includes
form marketing plans to maintain healthy inventory I demographics

population size
A SAPHana Enterprise Cloud ("HEC") with SAPCustomer income level (monthly PHP70,000+2)
Activity Repository ("CAR") to monitor sales from the local government, infrastructure and support
POS system; and with Enterprise Central Production proximity to residential development
(AECPO) tinventomolavels tarm enhance 1 presenceof other retail developments and competitors
operational efficiency A Discussions and communication with business development
and sales teams

A Store refurbishments are undertaken every 5 years

Source: Company information, Vista Land's website

Note:

1. Asof June 30, 2019

2. According to astudy by Philippine Institute of Development Studies



@ Differentiated customer shopping experience in a

retail ecosystem

AllHome, together with other retail offerings of AllValue and the Villar Group, creates a retail ecosystem that

addresses various needs of the surrounding residential communities

A“Value Retail ecosystem

i,

UnBoy &
. Qoo corree All Day ¢
5 g, PROJECT
el AllD
S ay ¥
ialuts (2 G Superma¥ket
domMpquise & "o
oob e\mpr OV@ ‘s,
& 30 %, *
< >

AllHome

MARKET
LIBERTY

g e
All'ls 7t @
Kinoergity ﬁ%t

Note:
1 As of June 30, 2019

AIIREWARDS Membership program

AllHome AllDay* Allgs AllSports

CoEEPROJECT  ABAMERICAN

A“ Homc Value-added service

Free styling consultations with in-house design
consultants

Delivery and installation services
Customizable furniture

Customer lounges and gift registry services

LRSS

"Ready-for -occupancy" home furnishing packages



@ Unique shopping experience for the home in a
comfortable and convenient setting

Store layout follows standardized principles while the design of each store is tailored to suit and address the needs
of the relevant target market

Improved store
productivity

V Well-organized selling space based
on product categories

V Uniform signage to guide customers
acrossthe floor

Vertical displays or stacking of
products to maximize air space

V Products displayed through mockups
(vignettes) of living spaces



@ Track record of significant growth and profitability

Proven track record of robust store expansion and financial performance

Significant store and net selling space growth

No. of stores Net selling space (sgm)

25 196,327

15 111,204

EBITDA 2 growth in 2016-2018 (% CAGR)

2016 1H2019 2016 1H2019

Top line growth in 2016-2018 (% CAGR)

30.8%
21.1%
4.0%
HomePro Ace Hardware Wilcon All[Home i
(Thailand) (Indonesia) e 1

V Network expansion to drive economics of scale

V Increase support and bargaining power of procurement costs from

huge volumes

Source: Company filings
Note:

1
2
3

50.6%
21.1%
10.7%
HomePro Ace Hardware Wilcon
(Thailand) (Indonesia)

Net margin improvement in 2016-2018 (%change3)

1.9% 1.5%
(0.8%)
HomePro Ace Hardware Wilcon
(Thailand) (Indonesia)

V Active analysis to identify fast and slow moving products to
optimize offering and improve productivity and profitability

V Identify opportunities for in-house brands to drive higher
margins

EBITDAcalculation of HomePro (Thailand), Ace Hardware (Indonesia) and Wilcon based on respective company filings, calculated EBITDAmay not be comparable across jurisdictions and businesses

AllHome EBITDAcalculation based on net profit adjusted for finance cost, tax expense and D&A
Based on absolute % change in net profit margin between 2016 and 2018



@ Synergistic collaboration with the Villar Group, the

largest homebuilder in the Philippines

AllHome has a synergistic relationship with the Villar Group, the largest homebuilder in the country which also
operates a diversified mix of property and retail concepts

Wholly owned subsidiary of the Villar Group? Synergistic relationship with the Villar Group

Villar Group?
I

/ Villar Group's property and housing business

_\

GOLDEN BRIA
75.63%3 100% 89.11%:3 ISTA LAND HOLDINGS, INC.
L}/éSta Landl& Golden Bria
SCapes, InC. AllValue Holdings, Inc. .
(Market Cap*: Holdings Corp. (Market Cap: \/ISTAMALL * Stoer"
US$1.8bn) US$5.3bn)
88.34%* 100% BR'Ich‘MNY ISTA RESIDENCES \:i‘\VQWNfQU\
AVistaland A Vista Land Company A Vista Land Company
Starmalls, Inc. AllHome
(Market Cap*: U -
et ) (Camella  73communimies Y.
100%
- A"Dam"a”s' / Selected Villar Group's retail concepts 4\
100% AllHome
Farnlly One-stop shop for 4our home
Shoppers e
Unlimited, Inc. COFFEE
100% PROJECT
L AllDay Retail All Day (S v
Concepts, Inc. Supermarket cAIIDsay
100% s
CMStar 3 ND k.. ® 9
| AliSports All%ys mosy  Kincer'ir
Inc.

Source: Company information, Vista Land's website and public filings

Notes:

1.  AllHome is wholly-owned by AllValue Holdings Corp., which is Villar Gr o uhmwldirey company for its retail business

\_

/

2. Villar Group represents companies owned and controlled by Spouses Villar, including Fine Properties, Inc., AllValue, Vista Land, and Golden Bria
3. Percentage ownership reflects direct and indirect ownership based on public ownership reports available on The Philippine Stock Exchange, Inc. asof June 30, 2019
4. Market cap of Vista Land, Golden Bria and Starmalls are based on The Philippine Stock Exchange, Inc. as of August 9, 2019, which were converted to U.S. dollars using the BSPReference Rate as of June 28, 2019 of USD/PHP 51.25



@ Collaboration with the Villar Group to strategically

and sustainably expand AllHome's network

Villar Group, Vista Land and Golden Bria have proprietary knowledge and real estate industry experience to position
All[Home for strategic and sustainable growth

e e, Er————,————_———— . pm e e e e e e e e e e ——m ——— - = - -0
\ r
Creating demand for renovations and furnishing \\ \/[STA LAND G0 | HoLbings, iNc /' Knowledge of customers
new homes _ o \ / f  Thehousing market is closely tied to demand for
1 Vlrlll?rGroup isthe largest homebuilder in the \ / home improvement products
Philippines

1 Deep understanding of target customer
demographics (such asage, household size, income
level, education etc.)

1  Fulffilling the strong and growing demand for
new homes and apartments in the Philippines

Strategic relationship with Recipe for

contractors to set up new stores successful Formulation of optimal product offerings
1  Store opening schedule is set in parallel mAS!IHQ,me and packages

with the development of residential and
commercial projects of Villar Group

1 Extensive knowledge of new homes and
customers allows AllHome to customize
products and offer targeted packages

retailer operation

Ability to deploy capital efficiently
9 Customization based on homeowners'

Reliable long-term partner contractor with U
budget and specifications

'AAAA' Philippine Contractors Accreditation

: - / .
Board (PCAB) License / | Fit-out package ranges from PHP25,000 for a
complement in construction ,' and dining room
TP M R et .
7
o o e y

@and availability for new store opening and strategic location selection
1 Villar Group currently has raw land of over 3,000 hectares across thecountry

1 AllHome can strategically select new store locations with high retail traffic and
convenient locations



@ Experienced and founder-led management team

with extensive knowledge of homebuilding markets

Unparalleled insights into the Philippines’s homebuilding markets and strong operational expertise

Board of Directors

Manuel B. Villar, Jr.
Chairman

Founder of Villar Group, Vista Land and
AllHome

Chairman of the Board of Vista Land &
Lifescapes Inc, Starmalls, Inc and Golden
Bria Holdings, Inc

Years in homebuilding industry:
42 (since 1977)

Vice Chairman

Camille A. Villar

" President of AllValue

B Director of Vista Land & Lifescapes Inc,

Golden Bria Holdings, Inc and Starmalls,

Inc

" President of AllHome Corp. until May 2019,
Brittany Corp. from 2010 to 2013

®  Years in homebuilding industry: 11

Management Team

Manuel Paolo A. Villar

Director

President and CEO of Vista Land &
Lifescapes

President of Starmalls, Inc

CEO and Chairman of St. Augustine Gold
and Copper

Chairman of TVI Resources Development
Philippines, Inc

Years in homebuilding industry: 18

Benjamarie Therese N. Serrano

President

President of the other
subsidiaries of AllValue

President of Starmalls, Inc
from 2017 to 2019

Years in homebuilding
industry: 28

Frances Rosalie T. Coloma

CFO

Director of Vista Land and
Lifescapes and Golden Bria
Holdings, Inc

CFO and CIO of Golden Bria
Holdings, Inc from 2016 to
2019

Years in homebuilding
industry: 17

Mary Lee S. Sadiasa
CcoOo

Managing Director of
Camella Homes — North
Luzon from 2015 to 2017

Managing Director of Crown
Asia Properties from 2012
to 2014

Division Head of Brittany
Corp. from
2005 to 2011

Years in homebuilding
industry: 31

Robirose M. Abbot
Investor Relations Head

® CFO of Raemulan Lands,
Inc. from 2015 to 2019, Ubix
Corp. from 2014 to 2015,
and Philippine Realty &
Holdings Corp. from 2011 to
2014

®  General Manager of Earth +
Style Corp. — Business
Resource Unit from 2010 to
2011

®  Years in homebuilding
Industry: 12
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Future strategies

Further expand store
network

No. of stores

Store space (sgm)

1H2019 2020

W 460,188
196327 L
1H2019 2020

Continue to expand
offering of in-house
brand products

Revenue contribution of in-house brands

Gross profit margin

w 10.0-20.0%

meﬂ*‘ ¢.15-25% higher
n‘ﬂa“ 44444444444444444 gross margins

2018 2020 and beyond

Third-party brands In-house brands

Introduce new format

All[Home's edge in builders' and contractors' segment

9 Sourcing ability and scale purchase further support growth and enhance margins

1 Villar Group's 42 years of relationship with builders and contractors

9 Bulk orders and high transaction values by nature of new customers

9 Deep knowledge of contractors and builders' preferences and building specifications

o Continue to enhance
shopping experience

Vv
New initiatives and differentiated value-

adding services to customer
e Store and customer service upgrade \Y

o Online/ e-commerce development v

Improve customer loyalty and satisfaction

V' Adapt to customers' evolving tastes and preferences for

products and services

Reach broader audience and cater to consumers in digital era
Retain existing and acquire new customers

Gain market share in home improvement sector

e Continue to invest in
technology and supply
chain solutions

V' Enhance customer loyalty and acquire more customers
V' Furtherimprove store productivity
V Efficiently manage inventory to improve cash flows

V' Ensure sufficient capacity to support store expansionplan



Further expand the store network acrossthe

Philippines

Robust pipeline for store network expansion Planned stores timetable - Lease agreements for all stores signed
Category Location Region Store format Ezlp;\lce el (s;::lr;:])g sli_;r?zz Co:gr:l eztlon Open
co Group A (2H2019)
| === a
! ! 3 Al Malolos, Bulacan Mega Manila Large mall-based 9,785 P P P
' A2 Dasmarinas, Cavite Mega Manila Large mall-based 9,882 P P P
\ A3 Bacoor, Cavite Mega Manila Large mall-based 11,951 P P
A4 Alabang, Muntinlupa Mega Manila Large mall-based 6405 P P
A5 Silang, Cavite Mega Manila Large free-standing 12,057 P P
A6 Santiago, Isabela Luzon Large free-standing 11,758 P P
A7 Cabanatuan, Nueva Ecia Luzon Large free-standing 12,143 P P
A8 Butuan, Agusan Del Norte Caraga Region Mindanao Large free-standing 11,873 P P
A9 Vibal Dasmarinas, Cavite Mega Manila AliBuilders 7,530 P P
A10 Gapan, Nueva Ecija Luzon AliBuilders 4,410 P P
All San lldefonso, Bulacan Mega Manila AliBuilders 4,410 P P
Al12 Koronadal, South Cotabato Mindanao AliBuilders 4,410 P P
AL3 General Santos City, South Cotabato Mindanao AlBuilders 4410 P P
Al4 Tagum, Davao Del Norte Mindanao AllBuilders 4,410 P P
Al15 San Jose Del Monte, Bulacan Mega Manila Small specialty store 250 P
Al6 Balanga, Bataan Luzon Small specialty store 250 P
A17 Bacoor, Cavite Mega Manila Small specialty store 250 P
A18 Antipolo, Rizal Mega Manila Small specialty store 250 P
A19 Imus, Cavite Mega Manila Small specialty store 250 P
A20 General Trias, Cavite Mega Manila Small specialty store 250 P
Group B (1H2020)
Bl Bacolod, Negros Occidental Visayas Large free-standing 11,677 P P
B2 Sto Tomas, Batangas Luzon Large free-standing 9,899 P P
B3 Bulakan, Bulacan Mega Manila AliBuilders 6,392 P
B4 Cauayan, Isabela Luzon AliBuilders 4,410 P
Group C(2H2020)
C1 Sta Maria, Bulacan Mega Manila Large mall-based 10,723 P P
c2 Davao City, Davao Del Sur Mindanao Large mall-based 10,924 P P
C3 Tacloban, Leyte Visayas Large free-standing 10,960 P
B-------- A8 c4 Mactan, Cebu Visayas Large free-standing 6,550 P
C5 Lipa, Batangas Luzon Large free-standing 10,960 P
C6 Las Pinas City, Metro Manila Mega Manila Large free-standing 6,550 P
c7 Subic, Zambales Luzon Large free-standing 6,550 P
cs8 Sariaya, Quezon Luzon AlBuilders 410 P
Cll 4\ . AL c9 Vigan, llocos Sur Luzon AlBuilders 4410 P
IO | o 291 C10 Solano, Nueva Vizcaya Luzon AlBuilders 4,410 P
h Cl1 Zamboanga City Mindanao AliBuilders 4,410 P
i C12 Toril, Davao Del Norte Mindanao AliBuilders 4,410 P
' +* R ---c---- c2 C13 Tuguegarao, Cagayan Luzon AlBuilders 6,392 P
) ,’ cl4 Sapang Palay, Bulacan Mega Manila AlBuilders as10 P
9 rmmm-- ! C15 Balayan, Batangas Luzon AlBuilders 4,410 P
AL c16 Mactan, Cebu Visayas AlBuilders 410 P
3 Cc17 Las Pinas City, Metro Manila Mega Manila AliBuilders 4,410 P
cis Subic, Zambales Luzon AlBuilders 4410 P
B Group A (2H2019) [} Group B (1H2020) [JJ Group C(2H2020) Residential projects c19 Taguig City, Metro Manila Mega Manila Small specialty store s0 P
) . i Cc20 Sta Rosa, Laguna Mega Manila Small specialty store 250 P
Large mall-based Large free-standing Small specialty AliBuilders c21 Makati, Metro Manila Mega Manila Small specialty store 250 P
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Exceptional growth supported by multiple drivers

AllHome has grown significantly over the past four years

Store network expansion Customer traffic Revenue growth

Number of stores (PHPmM)
109 114 111 63

2,547
2,049

2016 2017 2018 1H2019 2020 2016 2017 2018 1H 2019

Average transactions = No. of transactions
('000) per store ('000)

Average transaction size Same-store sales growth (SSSG)

(PHP)

o/0
CAGR: 163
31.7%

26.5%

1,909

16.3%2

2016 2017 2018

2016 2017 2018 1H2019 2017 2018 1H 2019

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 $e@arted in 2018 includes same store sales of older stores which were opened prior to December 31, 2015 (the i p 206 s t o r whicl registered SSSG of 12.9%. Pre-2016 stores SSSG for the six months
ended June 30, 2019 is currently at 23.5%. The improvement in the reported SSSGwas primarily due to the calibration of the inventory levels of the of pre-2016 stores



Proven track record of growth and profitability

Revenues Gross profit and margin
(PHPm) (PHPm)
Margin 1 27.1% 27.1% 29.6% 29.0% 29.5%
9%
\N’t\'\'-’?,e,‘/ —7
N Q\l g‘/,/"/
- 5,0551
3,028
2016 2017 2018 1H 2018 1H 2019 2016 2017 2018 1H 2018 1H 2019
EBITDA and margin Net profit and margin
(PHPm) (PHPm)
Margin 6.5% 6.7% 13.3% 8.7% 21.7% Margin  1.4% 2.3% 7.1% 3.6% 8.6%
Excl. PFRS 1®pactl6.7% Excl. PFRS 1®pact9.4%
o/o olo
A0120 ot p 3"
R . .1
(de - \‘1\,\\' .
S 1,098t
_— 954 S0 & g (O T
-l°~{ Excl. PFRS
ExclPFRS 16impact:
222 327 264 16impact: 473
845
2016 2017 2018 1H 2018 1H2019 2016 2017 2018 1H2018  1H2019
Notes:
1.0 = Effective January 1, 2019, AllHome adopted PFRS16 (Leases) resulting in changes in the accounting of lease transactions. Prior to 2019, lease payments in respect of the store and warehouse facilities were treated as rent

expense. Upon adoption of this standard, the present value of future lease payments throughout the expected lease period, including probable lease extensions, are recognized aslease liability and the corresponding right-

of-use asset is recognized in view of the right obtained by the lessee to use the relevant facilities
2. AlHome EBITDAcalculation based on net profit adjusted for finance cost, tax expense and D&A. Finance costs for the years ended December 31, 2016, 2017 and 2018 and for the six months ended June 30, 2018

pertain to interest expense from loans payable only. Finance costs for the six months ended June 30, 2019 pertain to interest expense from lease liability, loans payable and retirement benefit obligation



Working capital

Inventory turnover 1

Trade receivables turnover 2

Trade payables turnover 3

Notes:
1.

2.

3.

Days

177

151
132

2017 2018 1H 2019

A Increase in inventory turnover days asa
result of increase in product offerings
due to increased store network and
ramp-up of existing stores

2017 and December 31, 2018)

Days

31

2017 2018 1H2019

A Decrease in trade receivables turnover
daysin 1H 2019 due to tightened
collection of corporate sales and
accreditation of corporate customers to
prevent and minimize doubtful accounts

Days

50

20 17

2017 2018 1H2019

A Continued decrease in trade payables
turnover days due to advance payments
to suppliers to guarantee supply

Inventory turnover days is equal to the average opening and closing inventory divided by cost of goods sold and multiplied by 180 days (for the six months ended June 30, 2019) and 365 days (for the year ended December 31,

Trade receivables turnover days is equal to the average opening and closing trade receivables divided by revenues and multiplied by 180 days (for the six months ended June 30, 2019) and 365 days (for the year ended December 31,

2017 and December 31, 2018)

Trade payables turnover days is equal to the average opening and closing trade payables divided by cost of goods sold and multiplied by 180 days (for the six months ended June 30, 2019) and 365 days (for the year ended

December 31, 2017 and December 31, 2018)



Use of proceeds and dividend policy

Use of proceeds

A Basedon the offer price of PHP11.50 per offer share Store expansion 0 capital expenditure & working capital (43.4 %)

(In PHPbN)

A 18 new stores in 2H 2019 and 10 new stores in 2020

i Tobe usedin building fit-out, expenses for furniture and fixtures, obtaining
necessary permits and licenses, and professional advisory and labor fees

i Initial working capital includes expenses in connection with initial inventory.

4.6
Debt repayment (56.6 %)

A Repayment of outstanding debts (Outstanding balance: PHP4.6bnz)

H Capital expenditures and initial working capital for store expansion

Debt repayment

Dividend policy

A AllHome's cash dividend policy: 15%-30% of net income after tax for the preceding fiscal year2, payable in cash, property orshares

A TheBoard to determine the amount, type and date of payment of the dividends to shareholders, based on:

w

g g 9 4

Earnings, cash flow, return on equity and retained earnings

Financial condition atthe end of the year and expected financial performance

Projected capital expenditures and other investment programs

Financing arrangements or current / prospective debt service requirements that restrict on payments of dividends
Other factors asdetermined by the Board

Source: Company information

Notes:

1. Outstanding short-term and long-term financial obligations, obtained to fund capital expenditures, equals to PHP4,649.4m asof June 30, 2019
2. Cashdividend policy has been approved by the Board on July 12, 2019



Thank you.
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All[Home's stores are located in the key

regions of growth within the Philippines

Various flagship infrastructural

projects outside of the National Capital Region are intended to balance the ¢ o u n t econdivsc

development and are devised to help narrowing income gaps, drive job creation, and increase urbanisation amongst the key

regions
Central Luzon (Region )

Population 11.2mn

Employment rate 94.6%

Average annual

o PHP299k
family income

Southern Luzon (Region IV &V)

Population 23.2mn

Employment rate 94.4%

Average annual

Lo PHP240k
family income

Western Visayas (RegionVI)

Population 4.5mn

Employment rate 94.6%

Average annual

Lo PHP226k
family income

Source: Philippine Statistics Authority
Note: Based on latest available data

Areas with AllHome presence (as
of 30 Jun 2019)

National Capital Region

Population 12.9mn

Employment rate 93.6%

Average annual

Lo PHP425k
family income

Central Visayas (Region VII)

Population 6.0mn

Employment rate 94.3%

Average annual

Lo PHP239%
family income

Northern Mindanao (Region X)

*3

Population 4.7mn

Employment rate 94.9%

Average annual

A PHP221k
family income



The Philippines stands out as one of the

most dynamic economies in Southeast Asia

The young and large population of the Philippines is expected to be one of the main pillars of its economic growth asyoung
adults form the base of the workforce

Youngest country in Southeast Asiawith a Robust economic growth is expected to boost
Fastest growing population in Southeast Asia median age of 24.7 in 2018 disposable income per capita going forward
2019-2023 Population growth (% CAGR) 2018 Medianage (years) 2019-2023 Growth in disposable income per capita (% CAGR)
% 1.1% E 28.8 E 8.4%
. Lo €= 209 = I
0% a7 €= 7 7%
E 0.6% E 39.3 E 5.2%
— 0.1% L 433 e 4.0%

Source: Euromonitor International Passport - Economies and Consumers 2019 Edition
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Further expand the store network acrossthe

Philippines

MegaManila

Luzon

Significant_growth _potential

ST SR SR

Attractive demographics suggesting a strong demand for residential
homes in the country

Strong pipeline of Villar Group homes strategically targeting middle
classin the Philippines

Underpenetrated home improvement retailers in the Philippines to
satisfy needs of home upgrade and improvement

New AllHome stores will be opened aggressively to increase market
penetration and capture this significant growth opportunity

B Growpa@H2019) [} GroupB(1H2020) [} Group C(2H2020) Residential projects

Large mall-based Large free-standing Small specialty AllBuilders

Visayas

Mindanao

ne



Continue to expand our offering of in-housebrand

products

Continued expansion and development of in-house brands to further improve profitability and customer satisfaction

In-house brand products

Exclusivity

¥

Allmprove margins

_ , A Optimize product mix Competitive
High quality A Strengthen customer orices
loyalty
Adapts to consumer tastes and preferences
Potential to expand in-house brand offerings
Revenues contribution of Gross profit margin

in-house brands
& €.15-25% higher
gross margin

10-20%

2018 2020 and beyond Third-party brands In-house brands

In-house product development process

o Collect data at point of sale (POS)

1  Collect salesinfo per SKUdata
1  Gather data from AllRewards program users

e Analyze data from multiple sources

9 Identify fast- and slow- moving products
1 Insights into favorable product attributes
1 Understanding of customer demographics

e Source suppliers at trade shows/trade fairs

1 Engage manufacturers for production of in-house products

o Onsite inspection of potential manufacturers

1  Through consolidators examine manufacturing process, production
capability and efficiency, safety standards and production environment

e Negotiate for product specification

I  Customize product design and attributes

o Launch in-house brands

1  Potential for continuous expansion of SKUswithin a brand



Introduce new format to expand our customer base

The AllBuilders new store format is complementary to AllHome and will expand our customer base

Growth in the Philippines residential construction market

2014 62018

292,311 % CAGR

16.9%

187,600

152,756 160,066 164,153

133,784 13.5%

125,429
87,767 90,201 97,174 113,097 110,942
13,672 14,936 15,724 17,592 16 301 25,806
— — — — —
2013 2014 2015 2016 2017 2018

New residential permits
=== Re1sidential construction value (PHPmn)2
=== Residential floor area (000 sqm)

Introduction of AllBuilders format

1 Expansioninto anew AllBuilders format enables more dedicated offerings
and servicesto builders and contractors

1  Provides aone-stop shop solution for afull range of construction related
products

1 Extensive selection of hardware, tiles and sanitary wares and construction
materials

1 Expected average net selling space of ¢.4,410 sgm

Source: Company information, Philippine Statistic Authority
Notes:

1

2

AllHome's edge in builders’ and contractors' segment

9 Villar Group's 42 years of
relationship with builders
and contractors

9 Sourcing ability and
scale purchase further
support growth and
enhance margins

Intr oducing
AllBuilders
format

9 Bulk orders and high 9 Deep knowledge of

transaction values by contractors and builders'
nature of new preferences and building
customers specifications

Develop nationwide presence for AllBuilders

1 Atotal of 19 stores will be developed in 2H2019 and 2020

Planned new stores 0 Q
Q
Mega Manila: 5

Luzon (ex-Mega

Visayas: 1

Mindanao: 5

Q Q
Q
Note:

Location markers based on presence in province

New residential permits are written authorization granted by the LBOto an applicant allowing him to proceed with the construction of a specific project after plans, specifications and other pertinent documents have been found to be in

conformity with the National Building Code (PD 1096)

Construction value is calculable sum of the cost of building, electrical, mechanical, plumbing, and others. The value is derived from the approved building permit and represents the estimated value of the building or structure when

completed



Continue to enhance shopping experience to grow

customer base

Further improvements to our shopping experience will drive stronger store productivity and customer loyalty

e New initiatives and differentiated value-adding services to customer

A Currently offering styling consultations with in-house
design consultants, door-to-door delivery and installation
services

A Personalized customer services to improve brand image
and strengthen customer loyalty

Improve customer loyalty

A Host DIY workshops and events to introduce new > !
and satisfaction

products and share experiences

A Create more co-branding partnerships to offer mutually

beneficial promotions D/ Q\?;s;[n;o t(;l;fé(;rr;enrj

preferences for products
and services

e Store and customer service upgrade

A Update store layout D/ Reach broader audience
A Optimize shelf space a_n(_j cater to consumers in
digital era

A Upgrade store decoration to improve traffic flow

/ Retain existing and acquire

A Training academy for all in-store staff to equip ;
new customers

themselves with skills and knowledge on customer
engagement

D/ Gain market share in home
improvement sector

e Online/ e-commerce development

A Launch own e-commerce platform

A Provide convenience to customers and experience
to be complementary to physical store network

Source: Company information



Store and service upgrade to improve shopping

experience

Upgrades to our store layout and decoration will improve overall shopping experience for our customers

AllHome appliance section AllHome tiles section




Continue to invest in technology and supply chain

solutions

Investment in technology and supply chain enhances customer loyalty and ensures sufficient capacity to support

expanding store network

Investment in technology

Investment in supply chain solution

Collect customer data through AIIREWARDS
loyalty program and integrated POSlinked
SAPsystem

Analyze customer data using
data analytics

Develop unique
understanding of
customers, including

1 Customer
demographics
Shopping frequency
Spending power
Payment methods
Delivery preferences

Optimize product offering,
(OO \ enhance transaction -related
(0O / services and conduct targeted

marketing based on findings

Identify and anticipate
customer needs and
buying patterns

V Enhance customer loyalty and acquire more customers

V Further improve store productivity

1 Tastesand preferences

Properly time
replenishment at
warehouses and
Maintain stores
optimal level
of inventory

\ o Efficient

5 o)
use of
distribution

Work closely with centers
logistics service

providers to scale
capacity

V Efficiently manage inventory to improve cashflows

V Ensure sufficient capacity to support store expansion plan



Nationwide store network and multi -format strategy

All[Home's multi -format proposition caters to a wide range of customer demand and preferences

(Asof June30,2019) Large mall-based Large free -standing Small specialty AllBuilders

Number of stores 18 4 3 na

Total net selling space

162,046 33,126 1,155 na
(sqm)
Average net selling space c. 9,000 c. 8,200 c. 380 C. 4,410 (est)
(sgm)
Store keeping units
¢. 250,000 ¢. 250,000 ¢. 10,000 c. 120,000 (est)

(SKUs)

Home and kitchen appliances, Full product line up with

Product categories Fuzlinpef(_)j uet FUIIIinFiarc-)l(Jj . roc-jrlx:?sndd(ienitt:ta;;]rgenrlgb"e emphasis on construction -
P P P » digit related materials
devices
Lease terms 7-13 years

Source: Company information



Highly efficient marketing tactics

All[Home uses a multi -channel marketing strategy to reach potential customers

Prints and local store

In-store Social Media

marketing
AllHome LINEN SALI
Showroom Flyers =
designideas
and
Inspirations &) L8 331.7K
Followers Likes
Qut-of-home advertisements VS, Wilcon: 4.6K 782K
billboards, lamp post banners Followers Likes
Note:
1 Social media followers asof July 30, 2019
Catalogs
for summer = WIN A Quarter]
. 'UARTER RAFFLE y and
9 CAMELLA
and Christmas HOME annual raffles
AllHome on FBand IG
Newspapers and radio advertisements
Influencers
A Camille Co
In-store A RuffaG
promotions A Rajo Laurel
and seasonal
sales

Store opening activities

- Online channels
Partnering with online
saleschannels for
. Lazada 6 selected products

Shopee




