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Disclaimer

You must read the following before continuing. The following applies to the confidential information following this page, the oral presentation of such information, the Q&A session and other materials distributed at, or in connection with, the
presentation, and you (each referred to hereafter asa “Recipient”) are therefore advised to read this carefully before reading, accessing or making any other use of these materials. In accessing these materials, each Recipient agrees to maintain
strictest confidentiality regarding such information disclosed and to be bound by the following terms and conditions, including any modifications to them any time each Recipient receives any information from us the Company aresult of such access.
Any failure to comply with these terms and conditions may constitute a violation of applicable securities laws.

This presentation has been prepared by AllHome Corp. (the “Company”) for selected recipients for information purposes only and does not constitute a recommendation regarding any securities of the Company. Information contained in this
document is highly confidential and is being made available and intended solely for the personal reference and information of a Recipient. Neither this document nor any part thereof may be retained by the Recipient nor may any portion thereof by
shared, copied, reproduced or redistributed to any other person inany manner.

The information contained in these materials has not been independently verified, approved or endorsed and is subject to material changes. The information and opinions in this document are of a preliminary nature, subject to change without notice,
its accuracy is not guaranteed and it may not contain all material information concerning the Company. Neither the Company nor any of its affiliates (together with the Company, the “Group”), advisors and representatives make any representation
regarding, and assumes any responsibility or liability whatsoever (in negligence or otherwise) for, the accuracy or completeness of, or any errors or omissions in, any information contained herein nor for any loss howsoever arising from any use of
these materials.

The information contained in this document should be considered in the context of the circumstances prevailing at the time and is subject to change without notice and will not be updated to reflect material developments that may occur after the
date hereof. The statements contained in this document speak only asat the date asof which they are made, and the Company expressly disclaims any obligation or undertaking to supplement, amend or disseminate any updates or revisions to any
statements contained herein to reflect any change in events, conditions or circumstances on which any such statements are based. This presentation may not be all-inclusive and may not contain all the information that a Recipient may consider
material. By preparing this presentation, none of the Company, its management, its advisers nor any of their respective affiliates, shareholders, directors, employees, agents or advisers undertakes any obligation to provide any Recipient with access to
any additional information or to update this presentation or any additional information or to correct any inaccuracies in any such information which may become apparent. None of the Company, any of its advisers nor any of their respective affiliates,
shareholders, directors, employees, agents or advisers makes any express or implied representation or warranty asto the accuracy and completeness of the information contained herein and none of them shall accept any responsibility or liability
(including any third party liability) for any loss or damage, whether or not arising from any error or omission in compiling such information or asaresult of any party’s reliance or use of such information.

Certain statements in these materials constitute “forward-looking statements” and information with respectto the future financial condition, results of operations and certain plans and objects of management of the Company and the Group.
Forward-looking statements may include words or phrases such asthe Company or any of its business components, or its management “believes”, “expects”, “anticipates”, “intends”, “plans”, “foresees”, or other words or phrases of similar import.
Similarly, statements that describe the Company's objectives, plans or goals both for itself and for any of its business components also are forward-looking statements. Such forward-looking statements are made based on management's current
expectations or beliefs aswell asassumptions made by, and information currently available to, management. Neither the Company nor any of its advisers assumes any responsibility to update forward-looking statements or to adapt them to future
events or developments. These forward-looking statements speak only asat the date of this presentation and nothing contained in this presentation is or should be relied upon asa promise or representation asto the future. Thereis no obligation to
update or revise any forward-looking statements, whether asa result of new information, future events or otherwise. These forward-looking statements are based on the Company’s current views concerning future events, and necessarily involve and
are subject to risks, uncertainties and assumptions and other matters beyond the control of the Company. Actual future performance could differ materially from these forward-looking statements, and a Recipient should not place any undue reliance
on these forward-looking statements, which speak only asof the date of these materials. The information in these materials is provided asat the date of this document (unless stated otherwise) and is subject to change without notice. No
representation is being made that such forward-looking statements and information will actually be achieved. The Recipient should carefully consider such forward-looking statements and information (as well asthe information in this presentation
generally) and should not place undue reliance on these forward-looking statements.

Tothe extent available, the industry, market and competitive position data contained in this presentation has come from official or third party sources. Third party industry publications, studies and surveys generally state that the data contained
therein have been obtained from sources believed to be reliable, but that there is no guarantee of the accuracy or completeness of such data. While the Company believes that each of these publications, studies and surveys has been prepared by a
reputable source, the Company has not independently verified the data contained therein. In addition, certain industry, market and competitive position data contained in this presentation come from the Company's own internal research and
estimates based on the knowledge and experience of the Company's management in the market in which the Group operates. While the Company believes that such research and estimates are reasonable and reliable, they, and their underlying
methodology and assumptions, have not been verified by any independent source for accuracy or completeness and are subject to change without notice. Accordingly, undue reliance should not be placed on any of the industry, market or
competitive position data contained in this presentation. No representation or warranty, expressed or implied, is made asto, and no reliance should be placed on, the faimess, accuracy, completeness or correctness of, the information (including
certain data that was obtained from various external data sources, and which have not been verified with independent sources) or otherwise made available or opinions or asto the reasonableness of any assumption contained herein. This
information and materials should not be regarded by Recipients as a substitute for the exercise of their own judgment.



Disclaimer

It is not the intention to provide, and the Recipient may not rely on these materials as providing, acomplete or comprehensive analysis of the financial or trading position or prospects of the Company and the Group. This document isa summary only
and does not purport to contain all of the information that may be required to evaluate any potential transaction, particularly with respect to the risks and special considerations involved with an investment in the securities of the Company. The
information contained in these materials includes historical information about, and relevant to the assets of, the Company and the Group that should not be regarded asan indication of the future performance or results of such assets.

This document is for information purposes only and does not constitute a prospectus, offering circular or other offering memorandum or form part of an offer, solicitation, recommendation or invitation of any offer, to buy or subscribe for any
securities in any jurisdiction, nor should it or any part of it form the basis of, or be relied in any connection with, any contract or commitment whatsoever or asan inducement to enter into investment activity. No part of it nor the fact of its
presentation shall form the basis of or be relied upon in connection with any investment decision, contract or commitment whatsoever. Any decision to invest in any securities of the Company should be made solely on the basis of information
contained in the final prospectus relating to the securities to be published in due course in relation to any such proposed offering. No reliance may be placed for any purpose whatsoever on the information set forth in this document or on its
completeness.

These materials are not an offer for sale of the securities in the United States. Securities may not be offered or sold in the United States absent registration or an exemption from registration under the U.S. Securities Act of 1933, asamended. The
Company does not intend to register any portion of any proposed offering in the United States or to conduct a public offering of securities in the United States. These materials are not for distribution, directly or indirectly, in or into the United
States. There shall be no sale of any of the Company's securities in any state or jurisdiction in which such offer, solicitation or sale would be unlawful prior to qualification under securities laws of such state or jurisdiction.

This presentation must not be distributed to the press or any media organization. This document is not financial, legal, tax or other product advice.

A REGISTRATION STATEMENT RELATING TO THE COMPANY’S SECURITIES HAS BEEN FILED WITH THE PHILIPPINE SECURITIES AND EXCHANGE COMMISSION, BUT HAS NOT YET BECOME EFFECTIVE. THESE SECURITIES MAY
NOT BE SOLD NOR OFFERS TO BUY THEM BE ACCEPTED PRIOR TO THE TIME THE REGISTRATION STATEMENT IS RENDERED EFFECTIVE. THIS COMMUNICATION SHALL NOT CONSTITUTE AN OFFER TO SELL OR BE
CONSIDERED A SOLICITATION TO BUY.

Byattending the meeting where this presentation is made or by receiving a copy of these materials, the Recipient agrees to be bound by the foregoing limitations and to maintain absolute confidentiality regarding the information disclosed in these
materials.
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Overview of AllHome




Snapshot of All[Home
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D Synergistic relationship with v

the Villar Group

Villar Group'

75.63% 100%

\/ISTA tano  AllValue

88.34%2 65.%

vistamaLL AllHome

s/ Fast store network
growth and strategic
coverage3

27 stores across 20
cities and municipalities
with 215,994 sgm of net

selling space?

Wholly owned subsidiary of
AllValue Holdings Corp., an
affiliate of Villar Group, the
largest homebuilder in the
Philippines

89.11% v/ 3,000+ hectares of raw

land acrossthe country

GOLDEN BRIA
HOLDINGS, INC.

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

v" PHP76bn of total value of
residential projects
launched in 2018

Z Wide offering of soft and
hard products

v 7key productcateq}?ries y
SOFT CATEGORIES SKUs® Revenues?

Furniture 10% 23%
Appliances 3% 26%
Homewares 32% 6%
Linens 9% 3%
HARD CATEGORIES

Hardware 37% 25%
Tiles & sanitary wares 6% 12%
Construction 3% 6%

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 September 30, 2019

3. Data as of September 30, 2019

B Differentiated customer shopping
experience in a retail ecosystem

AllValue Retail ecosystem
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Selected in-house brands
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Pioneering "one-stop shop” home store in the

Philippines

Wide and diversified product and brand offering creating a one-stop shopping experience.

% 9% One-stop shop: The only home store in thePhilippines
SKUs' Revenues' Selected brands In-house brands with full product offering
Soft categories
g Total SKUs AllHome | Company A Company B Company C Company D
. ,2 -
; st J 2000017 0000y g
Furniture e 10% 23% A, . Kﬂéﬁw . sontt Soft categories ’
. et o Furniture
3 SAMSUNG @LG PHILIPS Appliances
Appliances 1 g 3%  26% E>  Quemwn N gectolux N/A ‘ 0 ‘ C. Q
‘ o TOSHIBA Homewares
; ' sSHARP 7 DAIKIN
2 Linens
Vg oleman © SRR % ) l .
— “"‘*“‘“”"'“ e Hard categories
Homewares | T 32% 6% —— B BA -
— CORELLE Tefal JELEMENTS  $7ACE Hardware
Tiles and ‘ ‘ G
; == sanitary wares
0% a0  anadian [REE T Construction
material
MODERN Linens=a

37%  25%

STANLEY. () BoscH Yale
Master Loclc /BINCKSDECKER O = MARKEL

AllHome is the fastest growing home improvement and
gardening store3in the Philippines over the last 5 years

Tiles and |
sanitary |[IETRES. e T 12%

GANI manble vile © NIRD GRANITE ’ EAETED
alaplanc. [ KENT FLOORS iris Y TEUER

N e BRAUHN
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material

3% 6%
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Source: Euromonitor, company information and disclosure
Note:

1. Asof September 30, 2019

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

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

6.3%

3.7%

2.8%
2.1%

1.3%

AllHome Company A Company B Company C  Company D



Synergistic collaboration with the Villar Group, the

largest homebuilder in the Philippines

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

Rk O S S S -e
\ r
Creating demand for renovations and furnishing \\ \/[STA LAND | 9% |Hoiois inc. ,' Knowledge of customers
new homes . o \ / e  Thehousing market is closely tied to demand for
. \F{;I]I'?r Group isthe largest homebuilder in the \ / home improvement products
ilippines

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

o 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
e Store opening schedule is set in parallel mAJIH%me and packages
with the development of residential and retailer operation e Extensive knowledge of new homes and

customers allows AllHome to customize
products and offer targeted packages

commercial projects of Villar Group

e Ability to deploy capital efficiently
e  Customization based on homeowners'

¢ Reliablelong-term partner contractor with ASEU
budget and specifications

'AAAA' Philippine Contractors Accreditation

Board (PCAB) License' ,l e Fit-out package ranges from PHP25,000 for a
o Strategic accessto over 25,000 manpower / basic living room to PHP150,000 for living
complement in construction ,I and dining room
- ——-——-————"—"—"—"———————-=-=-=-"" . S e e e e e e e e mm— === = -
’
O e e e /

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

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



Differentiated customer shopping experience ina

retail ecosystem

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

addresses various needs of the surrounding residential communities

A“Vﬂlue Retail ecosystem
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Note:
1 As of December 31,2019

AlIREWARDS Membership program

Alliome AliDay* Allgs AllSports
Qfflos 5% % Gcomemonc AMIRICN

A“ Homc Value-added service

Free styling consultations with in-house design
consultants

Delivery and installation services
Customizable furniture

Customer lounges and gift registryservices

BEEN

"Ready-for-occupancy” home furnishing packages



Store Network

27 stores located in key regions of growth in the Philippines
Existing presence’ Store expansion'

Mega Manila

Store count by format

e 15 large mall-based stores 27
e 3 large free-standing stores 25
e 3 small specialty stores 23 E) 3
4
> KB B
tsi .
"’ uzon (Outside Mega Manila) 3
4& e 3 large mall-based stores 3
% - 20
16
12
e 2 large mall-based stores
1 2016 2017 2018 1H2019 9M2019
Mindanao M Large mall-based M Large free-standing M Small Specialty
' e 1 large free-standing store
NSA (in sqm) as of September 30, 2019
Total stores: 27 .
Store Format NSA (in sgm.)
o Forh me\ Large mall-based 181,713
20/27 4/27 3/27 Large free-standing 33,126
Large Large free- Small :
mall-based standing specialty Smau SpeC]alty 1 ) 1 55
TOTAL 215,994

Note:
1 Number of stores as of September 30, 2019
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Section 2

Financial and Operational Highlights
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Financial Results: Income Statement

For the nine months ended For the years ended December 31
2019 2018 % Change 2018 2017 2016
Revenues 8,183 4,770 71.6% 7,192 4,896 3,431
Cost of Goods Sold 5,750 3,370 70.6% 5,062 3,572 2,503
Gross Profit 2,433 1,400 73.8% 2,130 1,324 928
Gross Profit Margin 29.7% 29.3% 29.6% 27.1% 27.1%
Other Operating Expenses 1,303 1,137 14.5% 1,546 1,182 861
EBITDA 1,851 496 273.2% 954 327 222
EBITDA Margin 22.6% 10.4% 13.3% 6.7% 6.5%
Other Income
Finance Costs 318 44 614.3% 1,647 663 1,653
Other Income 253 110 131.1% 210 62 25
Profit Before Tax 1,065 328 225.3% 730 161 66
Tax Expense 321 98 225.9% 219 48 19
Net Income 746 230 225.0% 511 113 47
Net Margin 9.1% 4.8% 7.1% 2.3% 1.4%
ﬁgltgge Company information

1. 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 asrent
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
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Financial Results: Balance Sheet

For the years ended December 31

Sept 30, 2019 2018 2017 2016
Cash 257 298 400 476
Receivables 189 1,196 591 470
Inventories 4,755 2,691 1,494 1,087
Property and Equipment 9,359 2,969 1,922 1,166
Others 1,126 1,060 773 466
Total Assets 15,707 8,215 5,180 3,665
Account Payables 1,412 380 482 702
Loans 5,478 4,315 2,900 1,450
Lease Liability 4,379
Others 261 842 773 820
Total Liabilities 11,531 5,537 3,673 2,270
Capital Stock 3,000 2,000 1,340 1,340
Retained Earnings 1,175 679 167 55
Total Equity 4,175 2,679 1,507 1,395

Source: Company information
Notes:

1.

Effective January 1, 2019, AllHome adopted PARS16 (Leases) resulting in changes in the accounting of lease transactions. Priorto 2019, lease payments in respect of the store and warehouse facilities were treated asrent

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
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Working capital

Inventory turnover? Trade receivables turnover2 Trade payables turnovers3
Days Days Days
177 39 42 50
151
27
132 20 20
2017 2018 9M2019 2017 2018 9M 2019 2017 2018 9M 2019
* Increase in inventory turnover days asa + Decrease in trade receivables turnover + Trade payable days start to normalize
result of increase in product offerings, daysin 9M 2019 due to improved Target normal trade payable turnover
additional stores and ramp-up of collection of corporate sales and more days is at 30.
existing stores robust credit policies.
Notes:

1. 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 nine months ended September 30, 2019) and 365 days (for the year ended December 31,

2017 and December 31, 2018)
2. Trade receivables turnover days is equal to the average opening and closing trade receivables divided by revenues and multiplied by 180 days (for the nine months ended September 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 nine months ended September 30, 2019) and 365 days (for the year ended December 14

31, 2017 and December 31, 2018)

3.



Operating Highlights

AllHome has grown significantly over the past fouryears

Same-store sales growth (SSSG)1 Average transaction size

No. of transactions (‘000)
Number of stores (PHP)
3,069
31.7% 32.3%
540 2,547
o4 2,390
2,285
2,049
16.3%
2017 2018 9M2019 2017 2018 9M2019 2017 2018 9M2019

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 (“SSSG”) reported in 2018 includes same store sales of older stores which were opened prior to December 31, 2015 (the “pre-2016 stores”), which registered SSSG of 12.9%. Pre-2016 stores SSSG for the six months 15
ended September 30, 2019 is currently at 32.3%.



New AllBuilders format launched
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Growth Strategies
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Growth strategies

Store space (sqm)

Further expand store
w Over 450,000

network
9M2019 2020

Revenue contribution of in-housebrands

6 Continue to expand
offering of in-house _y 100-20.0%

b ran d p rOd u Cts 5.7% l

9M 2019 2020 and beyond

Continue to enhance o New initiatives and differentiated value-
shopping experience adding services to customer

o Store and customer service upgrade

o Online/ e-commerce development

v Improve customer loyalty and satisfaction

v' Adapt to customers' evolving tastes and preferences for
products and services

v Reach broader audience and cater to consumers in digital era
v" Retain existing and acquire new customers
v Gain market share in home improvement sector

Continue to invest in v Enhance customer loyalty and acquire more customers

technology and supply v Further improve store productivity

chain solutions v' Efficiently manage inventory to improve cash flows

v" Ensure sufficient capacity to support store expansionplan

18



Continue to expand offering of in-house brand

products

AllHome has 25 in house brands with a revenue contribution of 5.7%!

2016 2017 2018 1H2019 9M2019
Soft categories
iy = i
Furniture - ' (e J LIVERRT OOO \R/ \df.j}} 4
TR SPACE KREATIV URBAN .57
N/A
¥ EJeLements el 4
Dfessom SPACE poens

HOME THREADS 1

= MRARKEL |£| PESSll TOUGHNOTCH 4
Tiles and E« : o LUSTRO
PR GROSSIO \ YTEUER &
wares  FogF BRAURN == o HTEY o “Wudland 8
. 7z |
Construction ez 22k, = Finestra S e
material = kE(r<n<<|'g mlilTIIERI;;WOOD @ 2zugs 4
TOTAL 1 3 9 5 7

Note:
1 Data as of September 30, 2019
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Thank you.

20



