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Company Overview

One-stop shop home store

One-stop shop for JGW' home

OB Synergistic relationship
D:U with the Villar Group

Villar Group

LER S starmall AllHome

[/ Whollyownedsubsidiaryf AllValue
HoldingsCorp. anaffiliate of VillarGroup,

Resilient Record of Growth

Revenue

An/o 0,
CAGR: 38 12,060 12,414 +33.0%

£385%

' ' ( 7,192
75.6% V‘STA LAND sl AllValue 89.11% I"V 6,724
e WS e 4,896 5055 4,854

2017 2018 2019 2020 1H19 1H20 1H21
Amounts in PHP million

the largest homebuildein the Philippines [/{ 55storesin 17 provinces and 34 cities

[/ Access to prime locations 147 cities and

municipalities

[ Benefits fromAllValue Retail Ecosystem

[/ PHP10.0Bn of total valueof residential

projectslaunched as d¥Y2020

and municipalities

[4 291,259 sqm of net sellingspace

allhomecomph @ @ @ allhomeofficial @ AllHomeCorp



Company Overview

./il Fastest growing home improvement OmniChannel Presence New Generation Store Format
retailer in the Philippines ——
[{ AllHome market share grew 46% while the [ Improved user experience through
market leader grew only 12% Progressive Web Application (PWA
AllHome IS 15.9% [ Continuous improvement of
_ . Wilcon NN 11.9% customer experience and _
Citi Hardware Ml 5.9% .
Handyman B 2.2% engagement through marketing
Ace Hardware | 0.4% automationtool N e o
True Value 0.0% ))
Others I-1.4% [ Enhancing customer experience and '
Source: Euromonitor Passport, January 20@date (2015 to 2020 CAGR) Safety th rOUgh Self Cheekut

counters, click & collect counter,

[/ GDP, OF Remittances and New Homes drive curbside pickup and infiniteaisle

Home Improvement Industry

[/ New generation stores with higher

400 1ome \mprovemen 40 [ Launched Person&hopperService . : LS
> emittances ; illions) .
¢ |00 W oo across AllValue Group, hailed by floor to ceiling height, maximizing
52| _ — 203 on-demand service _
3| 100 rierne cop (Prptilion ol1 [ LowerCAPEX requirement of Php160M
IS <inPhp B e . . .
FR I w C|E [ Presence in various third party from Php200M
= 2015 2016 2017 2018 2019 2020 é platforms

Source: https!/psa gov.ph/nationataccounts/base2018/data-series Euromonitor

p ement and Gardenlng Stores Jan 2021 update, Cash Remittances Data
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Strong rebound to pre-pandemic level
GROWTH BASED ON:

Standalone
formats

=
REVENUE GROWTH EBITDA GROWTH
0 6.7B as of 1H2021 0) 1.5B as of 1H2021 @ Near
(0] VS 5.0B as of 1H2019 (0 VS1.1Bas of 1H2019 communities
d 0O
AN

Balanced
category mix of
hard and soft
categories

GP GROWTH NIAT GROWTH

641M as of 1H2021 Increase in in
2.2B as of 1H2021 48 ‘y
4 9 % VS 1.58 as of 1H2019 o VS434Mas of 1H2019 ' house brand
contribution

0 OmniChannel

@ strategies

AllHome

One-stop shop for. #our home allhomecomph @ @ @ alhomeofficial © AllHomeCorp




1H2021 by the numbers

150%

PAIR 30

2

YoY Net s?ales growth to 26.7B Gross Profit Margin YoY EBITDA growth to £1.5B
(33% higher vs prpandemic (39% higher vs prpandemic
levels 1H19) levels 1H19)

-
o j
O i -EU 32% Jjﬂ 66%
YoY NIAT growth to £641M Increase in transaction count 2"d quarter SSSG
(48% higher vs prpandemic (30% SSSG for 1H2021)
levels 1H19)
— E n
- = 0
el pac,171 | BN 10%
TT
Sales per sqm in 1H2021 E-commerce sales contribution
(as of July 2021)

AllHome
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Financial Highlights

[4 Revenue growth [{ Gross profit and margin
y S 27.1% 29.6% 29.9% 31.2% | 29.5% 31.0% 33.1%
. 36.A% ®
CAGR: 30 =
12,060 12,414
+33.0% + 49.3%
s « 48.2%
7,192 =
6,724 2,130 2,227
4,896 5,055 4,854
1,324 1,492 1,503
2017 2018 2019 2020 1H19 1H20 1H21 2017 2018 2019 2020 1H19 1H20 1H21

[

EBITDA and margin Net profit and margin

6.7% 13.3% 21.7% 21.7% 21.7% 20.9% 22.7%
Exc PFRS 16 impab$.2%

0%

CAGR: 106.0% /
% ,600
2620 2,694 %‘/7 1,050 et
+ 90 2%

2.3% 7.1% 8.7% 8.0% 8.6% 5.7% 9.5%
Exc PFRS 16 impa&it%

Margin m

Margin

caor A

988

641
1,527 511
954 1,098 1,017 434

113

276

327

2017 2018 2019 2020 1H19 1H20 1H21 2017 2018 2019 2020 1H19 1H20 1H21

Amounts in PHP million

AllHome
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Financial Highlights

[4 Revenue growth

x '\\0-4%

3,132

1,489

2Q 2020 2Q 2021
[41 EBITDA and margin
5 21.7% 23.4%
=

Kb
L AL 732
323
2Q 2020 2Q 2021

AllHome

One-stop shop for Jaw' home

[¥{ Gross profit and margin
c
2 31.7% 34.6%
=
9.T%
A2 1,083
472
2Q 2020 2Q 2021
[/ Net profit and margin
s 0.4% 9.5%
=
b 297
Q-
X 63
5
2Q 2020 2Q 2021

allhome.com.ph

0 © @ allhomeofficial
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Income Statement

IN PHP MILLIONS 20Q2021 20Q2020 % Change 1H2021 1H2020 % Change
Revenues 3,132 1,489 110.4% 6,724 4,854 38.5%
Cost of Goods Sold 2,049 1,017 101.5% 4,497 3,351 34.2%
Gross Profit 1,083 472 129.7% 2,227 1,503 48.2%
Gross Profit Margin 34.6% 31.7% 33.1% 31.0%

Other Income 78 66 19.4% 149 172 -13.3%
Operating Expenses 701 436 60.6% 1,374 1,105 24.4%
Operating Profit 461 101 356.9% 1,002 570 75.8%
Operating Profit Margin 14.7% 6.8% 14.9% 11.7%

Profit Before Tax 363 8 4,622.4% 822 394 108.9%
Tax Expense 66 2 28.4% 181 118 53.6%
Net Income 297 5 5,360.7% 641 276 132.5%
Net Margin 9.5% 0.4% 9.5% 5.7%

AllHome
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Financial Position

Note:

IN PHP MILLIONS June 30, 2021 December 31, 2020
Current Assets 9,657 8,993
Noncurrent Assets 14,712 12,782

Total Assets 24,369 21,775
Current Liabilities 4,288 3,855
Noncurrent Liabilities 6,069 4,549
Total Liabilities 10,357 8,404
Capital Stock 3,750 3,750
Additional Paid-in Capital 7,209 7,209
Retained Earnings 3,053 2,421
Total Equity 14,012 13,371
Current ratio 2.25 2.33
Quick ratio 0.51 0.60
Debt to equity ratio 0.74 0.63
Return on asset 2.6% 4.5%
Return on equity 4.6% 7.4%

1 Annualized ROA using six-month period as of June 30, 2021 1 5.3%
2. Annualized ROE using six-month period as of June 30, 2021 19.1%

AllHome

alhomecomph @ ® @ allhomeofficial
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Operational Highlights

Same store sales growth No. of transact i on Aver{gétlsaclion size (PHP)
e p— ——e_————— ——e_—————
| 1 I I ' |
I
. : I 344 3600 : | : 3564 3.600 |
41.7% | | . | | Jie, 8348 | :
| ' |
|
31.7% : ' I I |
| 30.4% | 2,537 | 2,547 |
| I 2265 | I : I
I | 2,049 |
: I : 1,803 | : I
16.3% : I 1362 I , |
I I I I
: | I | I
3.5% | : | | ' I
| | |
I I
| ' | |
2017 2018 2019 2020 I 1H21 | I I | I
I | 2017 2018 2019 2020 I 1H20 1H21 | 2017 2018 2019 2020 I1H20 1H21 |
| |
|-8.2% | | | I :
|
| I I

AllHome
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Working Capital

Inventory turnover

Days

248 258

171
151
132

2017 2018 2019 2020 1H21

- Increase in outright buys and
expansion of ifhouse brands to
increase GP margin

- Initial stocks of new stores

Notes:

Trade receivables turnover

Days

42
39

18

+ B

2017 2018 2019 2020 1H21

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

Trade payables turnover
Days

53
50

38

32

20

2017 2018 2019 2020 1H21

- Within the 3660 credit term with
suppliers

- Includes Advances for importatio
In relation to increase in outright
buys and expansion of-imouse
brands

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 daysisequal 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)

AllHome

One-stop shop for Jaw' home
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Sustainable expansion strategy

(J\.A.A) Stores by Footprint expansion opportunity
l 100 ] 2026 focos Norte ‘ a Future store expansion:

La Union

Benguet

A Focused expansion MICR+ and Tier 1 cities Pangasinan _Quezon 100
A Immediate pipelines: Mandaluyong Caloocan, LaBinas e 56-58
DasmarinasBulacan Muntinlupa, GMA TreceMartires, Albay 15 ]
Cebu, Davao sorsoeen -
] : . . Western samar 2016 2021(F) 2026 (F)
A Increased ability to open new stores with lower CAPEX : Leyte
. Cavite B e ebu
requirement te
Palawan /jé’ Surigao del Norte 55 existing stores as of 1H2021.:
Aklan Bohol
[ioio | / Agusan del sur 41 /A LUZON BALANCE
Negros Oriental -~ T
Guimaras Bukidnon c 17 | dasedestoresa |l |« 3 | abagee storea |
Compostela Valley « 8large freestanding stores « 4 | astagdéing dtores

Misamis Occidental

Davao del Norte e 16 small specialty stores
Zamboanga Peninsula Davao del Sur

Zamboanga del Sur Nl 2 North Cotabato 3 VlSAYAS 4 MIN DANAO

LTt

Existing large stores New Generation Stores N, i bagod stores A R —
[4 9,00610,000 NSA (isqm) [4 7,0008,000 NSA (iagm) Quista Land presence 1 | adtagdng storee e
[4 Php200 milliorcapex [4 Phpi60million capex [4 Currently in17 out of 49 provinces and34 out of 147 cities and municipalities owned by Vista Land
[4 250,000 SKUs [ 250,000 SKUs

[¥ The home improvement market is fragmented, wth%ocomprisedof numerous smalplayers
(mostly traditional hardware). AllHonteas been gaining market share from these players.
(EuromonitorPassport, January 2021 update)

(maximizing vertical
display)

AllHome
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Continuous margin expansion

Increase in In-house brand contribution

42 13% 20%

In-house brands Sales contribution Target sales
26 out of 42 are hard categories As of 2Q21, up from 7% of contribution
prior year By 2023
In-house brand strategy:

ESeIected based on top SKUs Z Technical proficiency training of products

E Building brand awareness z Incentives to sales personnel

E Use of power aisle displays M Spanning all categories

Construction Hardware Flooring Soft Category New Inhouse brand
and Tiles Brands in 1H2021:
2 f: 23 : FINE
STAML  BRICKART I'UMINUXU ,4HOLZ flgs‘er . garett
i .
Sl LaMiBUILD Sl o = VIA
ané]ﬂ”g . H[Um[lrll] CERAMICA
FLUXS . '

amber

o oo Do D>

Strategic inventory buys

Increased outright buys for tegelling and fastnoving
SKUs

Periodic review of slownoving and fastmoving

products

Regular negotiation with suppliers for improved margins
Dynamic offering through consistent introduction of
new items

Strategic pricing

GPmalrgin/r

37% 1111

Target GP margin

2019 2020 2Q21  Target

© AllHomeCorp
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Operational efficiency initiatives

Inventory Management

A Agility in calibration of merchandise as indicated by
market demand

A Efficient product assortment process

A Maintain sufficient inventory level

Optimized Store Size

A Allotting larger store space as designated fulfillment
/ logistics area in response to increasing e
commerce sales

A Bigger store warehouse minimizedpexfor
additional DC space requirement

A Rightsizing of selling area and increased store
warehouse will result to savings on utilities,
manpower cost and DC rent

A Maximizing store inventory capacity via vertical
display efficiency resulting to smaller required
selling space footprint

AllHome

2018 2019 2020 2021
NSA(in sgm) 186,665 296,772 331,590 291,259
Ave NSA of Lardgtore 9,276 9,160 9,279 7,289

allhome.com.ph

0 © @ alhomeofficial

© AllHomeCorp

One-stop shop for Jaw" home



Revolutionizing customer experience

=)

Social
Messages

QO
)
Dynamic

Content Sendacl Existing customers

e

Power up your
customer support
with Zendesk

Help desk software trusted by over
160,000 businesses

Campaigns

Marketing
Automation Tool

Site Search

Automation

& airbnb -° OpenfTable: @ SQUARESPACE Uber st slack

B shopify

S Search
‘ﬁ

Marketing
Landing

Pages

Customer support software for any business, any size

Calendar

Use oflatest cutting edge marketing tool
that can drive up quality leads, conversion
and marketing ROI in general.

Developmenbf an integrated
customer supportenter

AllHome

One-stop shop for ¢0ur home allhome.com.ph

Enhancing Customer
Experience and Safety

[4 Self Checkout Counter
[ Click & Collect Counter
[4 Curbside Pickip

[4 Infinite Aisle

8 sroreconan

AllHome

PWA

Progressive Web Application
Offline mode
Noinstallation or manual updategquired
Appstore independent

0O © @ allhomeofficial

© AllHomeCorp




Ramping up digital presence and capabilily e —

OmniChannel Presence

A Allhome.com.ph

A Builders Centr&/iberCommunity

A Shop online at AllHom¥ibercommunity
A YoutubeChannel

A AllHomeVirtual Store

A SHOP4U
/ﬁ%&@? 9 Social Media Marketplaces
i Platforms
A Allday.com.ph
A Facebook A Lazada
A LinkedIn A Shopee
A Instagram A Paymayavall
A Twitter
A Pinterest
A YouTube
A Tiktok

One-stop shop for Jaw" home

Same day delivery
of AllHome

Active Participations
through Zoom. Sponsor for
Home Buddies Anniversary

Zoom Party

Downloadable
Christmas ecatalog

Shop4u-a personal
shopper service

BUilding
zZ Stories

AllHome
ey rhu.luua‘oarlulu

Buildinglife stories campaignaims to

further increase brand awareness anc

improve brand equity in the mind of ouf
target market. This is a campaign that

we are running online and offline.

. Lazada

One of the top
sellers inLazada

allhome.com.ph

0 © @ alhomeofficial

Engagement with Leading
On-Demand Delivery Providers

AllHome has taken an active
approach in joining on demand
delivery providers lik&rabMart
Metromart Pandamarand
PickarooComing soon ofslifeand
BeautyMnl.

Groo
Mart

W) METROMART

B, pands I

PICK-A-ROO
CROCIRY -[000-SHO%

.‘é’.vg

hf.;d BeautyMnl.

GlLife

© AllHomeCorp



Capturing the strong growth of e-commerce

allhome.com.ph garnered the highest total web traffic from June to
August 2021 besting the websites of Wilcon and Our Home of SM
Web Traffic — Total Jun-Aug 2021 - in thousands (Semrush)

AllHome N 343

Ecommerce sales contribution

10%

Above industry average

Wilcon I 303 allhome.com.ph had the highest average Alexa ranking from
June to August 2021 vs. the websites of Wilcon and Our Home
of SM
Our Home by SM I 109
Average Alexa Global Ranking (in
thousands)
allhome.com.ph had the most SKUs to offer compared to _ Our Home by
Wilcon and SM across categories AllHome Wilcon SM
Online Comparative SKU count — end Aug 2021 . l
19,532 243
9,486 397
’ 6,113; 708 6,812
1,9732,066 ' 648 2,933 131 581 3,244 692
- - - —_— —_— L Alexa rank is a measure of website popularity. It ranks millions of websites in order of
: . . popularity, with an Alexa Rank of 1 being the most popular. Alexa Rank reveals how a website is
Furniture Hardware and DIY  Appliances and Digital TOTAL SKUs doing relative to all other sites, which makes it a gri€Btfor benchmarkingand competitive

m AllHome m Wilcon m SM analysis.

AllHome
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B2B Expansion

AllHome OWORLDBEX

One-stop shop for an ime

o THE PREMIER CONSTRUCTION ii=
Customer base expansion through SHOW IS BACK!

Builder’s Loyalty Card

Join us in Worldbex's 25th Anniversary.

\J
St theni f s B =
5o relations | awomePiscussion: | BEINFORMED

6451 twoghwios RS E
) 4

[4 Loyalty card exclusive for:
a. Architects

b. Builders online activations e
c. Contractors Members . S — BEST PRACTICES I
d. Designers as of July 31, 2021 and partnerships woavan s 0 SRS | AND PITFALLS N
e. Engineers : . _MAN_AGE_MFNT
[/ Growth inmembers by Members-. Members — ;“.‘;‘f
181% from December 2020 Average Basket —
TotalSpend Size
[/ Basket size of members are £194M £10,610 c T
more thandoublethat of
non-members
1% 1%
[4 Growth inquarterly sales by %‘ Presence in various Transform the -1
102% from 4Q2020 8% = Tiles & Sanitary Wares B2B website way you buy Q Looking for paper supplier &
Hardware da) curerient platform Q_ Need shirtny business &
. . m Construction Materials o
[/ Hard categories driven by z:'t‘zsng; = Appliances Q Bulk order: aptop .
loyalty card = Furniture =
= Homewares
= Linens

AllHome
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Capitalizing on retail ecosystem

Seamless shopping experience
between AllHome and AllDay

[# Integratedcustomer shopping
experience between AllHome and AllDay

[/ Synergisticustomer acquisition efforts
via store marketing and loyalty programs

[ Promotescross buying of AlIHome and
AllDay store offerings

AllHome

One-stop shop for Jam‘ home

AIIREWARDS

Membership Program

657,078 cardholders
as of July 31, 2021

f@ﬁ

Earn points for AtRewards Gard Number

Your
0001201506432015

7—," v &
AIIREWARDS

Welcome,
JOHN

You have 237.45 points as of
08/13/2021.

purchasest AIIHome/

Points can be used as
payment at amAllValue

\_ store )

[ Close to 20% of members bought from béttHome
andAllDaySupermarket in 2020

[4 Closeto half ofA |l | H domlretasl sales come from

members

[ Basket size of members are more than double thatlof
non-members

allhome.com.ph

0 © @ alhomeofficial

AllHome is part of a retail
ecosystem that allows customers
one-stop shop for their needs

AllDay+
@a@.ﬁﬁ?y Supern1aa¥ket
waKEDP Allgs
KRinoer
AIIAMERICAN cﬂ.a,
ﬂpmsmowuz \/(v, ! NS[ n:': A
=

COFFEE
PROJECT

A DISCOUNT STORE

AN AllSport
DEAR $ s
JOE

© AllHomeCorp



Our ESG Culture

Three key areas of focus, as aligned with the UN

A" Home Sustainable Development Goals

One-stop shop forJOMI‘ home

-

S A Extensive buys of merchandise from different local suppliers
and economic

growth

.........
‘‘‘‘‘‘‘

/\/ A Job creation and employment opportunities as a result of
‘“| wide retail network across the country

Construction materials, hardware, tiles and sanitary wares that

e serves to meet the structural improvement needs of the
SUSTAINABI L|TY / infrastructure Filipinos
®®® Innovative products for furniture, appliance, homeware, and
|l i nen i ndustry that could hel
simple ways.
SUSEnane Affordable and accessible home improvement materials and
B o E G communities products
Al | Ho @20 Sustainability Report = |
S ﬁlﬂ] Community empowerment through various initiatives

AllHome
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Our ESG Initiatives

In collaboration with Deputy Speaker and PaSasRep. Camille Villar, AllHome together with

its valued suppliers such as Philippine Insulation Co.Pna\VWood Delta Wood Products Corp.,
PolyliteIndustrial Corp.Uratex Midea, Haier, and TCL continue to build life stories as they give e
an upgrade to LaBifiasCity Science High School's ICT rooms. .

——

AllHome
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Our ESG Initiatives

Almost  \/Healthy Program

100% of all AlHomeeligible employees have
been vaccinated T

allhomecomph @ @ @ allhomeofficial © AllHomeCorp
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Outlook / Strategies

Susta:;(:l:l:sli\:)e:work Margin Enhancement Omnichannel Strategy Operational Efficiencies

» 100 storeshy 2026 » 20% inhouse target « www.allhome.com.ph » Optimal inventory
sales contribution by management
« NCR+ and Tier 1 key 2023 » Progressive Web
cities Application « Capexsavings
e 37% target GP
* New generation store » Marketing automation » Opexsavings
format * Increase outright buys tool
of saleable SKUs « Periodic review of
» Synergies with Villar « SHOP4U optimal store size and
Group » Pursue exclusive brand layout
offerings « On-demanddelivery
and third party
 Strategic pricing platforms

AllHome

One-stop shop for. ¢/0kr home allhomecomph @ @ @ allhomeofficial © AllHomeCorp



Q&

All[Home Website
www.allhome.com.ph

O w10

)

[=]

For Corporate
Disclosures

AllHome

One-stop shop for Jaur home

allhome.com.ph
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