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Overview of All[Home

Synergistic relationship with
the Villar Group

Track record of growth

Unigue one-stop
shop home store

AII Home Villar Group* R 36.4%
One-stop shop farJaurhume CAG . * 33,0%
12,060 12,414 /
? * 38-5%
° . ' 6,724
) \/lSTA LAND N AllValue ﬁSEBFrTGEW 4,896 5,055 4,854
Linen : i
Yestarmall erry] AllHome
MPM‘UWM!
Homewares
2017 2018 2019 2020 1H19 1H20 1H21
Wholly owned subsidiary of AllValue . i
Appliances % Holdings Corp., an affiliate of Villar Amounts in PHP milijon
Group, the largest homebuilder in
the Philippines
Hardware

e oy O G

Source: Company information, public filings, UBSResearch Notes:

Construction

S
M)

1. Villar Group represents companies owned and controlled by Spouses Villar, including Fine Properties, Inc., AllValue, Vista Land, and GoldenBria
2. Percentage ownership reflects direct and indirect ownership based on public ownership reports available on The Philippine Stock Exchange, Inc. asof May 31,2021

3. Number of storesasof August 31, 2021

allhome.com.ph

3,000+ hectares of raw land across
thecountry

PHP39Bn of total value of
residential projects launched in 2019

Tiles &
Sanitary /P}(fa\ PHP10.0Bn of total value of
Wares SR residential projects launched as of

FY2020

0 © @ allhomeofficial @ AllHomeCorp

55 stores across 34 cities and

municipalities with 291,259 sgm of
net selling space?
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Fastest growing home improvement retailer in the Philippines

Market Share Growth: AllHome growing fastest Brand Share: A fragmented market

Growth in Market Share (CAGR 2015 — 2020) 2015 2016 2017 2018 2019 2020

AllHome N 45.9%
Wilcon N 11.9%
Citi Hardware B 5.9%
Handyman M 2.2%

Wilcon Depot 3.7 4.3 5.7 6.3 6.5 6.5

Ace Hardware 5.2 5.6 5.8 5.8 5.6 5.3
All Home

Handyman

Citi Hardware 0.6 0.7 0.7 0.8 0.8 0.8
Ace Hardware | 0.4% True Value 06 07 07 08 07 06
True Value  0.0% Others 87 84 83 81 80 81
Others I -1.4% Total 100 100 100 100 100 100
Source: Euromonitor Passport, January 2021 Update Source: Euromonitor Passport, January 2021 Update
AllHome’s market share grew 46% (CAGR 2015 to The market is fragmented, with 81% comprised of
2020) while the market leader grew only 12%. numerous small players (mostly traditional hardware).
AllHome has been gaining market share from these
players.

AllHome
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1H 2021 by the NUMBERS

YoY Net sales growth to £6.78 l Increase in transaction count
(33% higher vs pre-pandemic levels 1H19)
nd
‘ Gross Profit Margin I 2o Ll ierie
(30% SSSG for 1H2021)
YoY EBITDA growth to £1.5B o R
I (39% higher vs pre-pandemic levels 1H19) l ales persqm in
YoY NIAT growth to £641M E-commerce sales contribution
(48% higher vs pre-pandemic levels 1H19) I (as of June 2021)
Target store by 2026
I (Opened 5 stores as of end July 2021 )
AllHome
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allhome.com.ph

E Revenue growth

Financial Highlights

CAGR: 36.4%
12,060 12,414

7,192
4,896

2017 2018 2019 2020

+33.0%
5%
3870

6,724
5,055 4,854

1H19 1H20 1H21

EBITDA and margin

6.7% 13.3% 21.7% 21.7%
Exc PFRS 16 impact: 16.2%

Margin m

2,620

2,694

954
327

2017 2018 2019 2020

21.7% 20.9% 22.7%

+50 22y

1,527
1,098 1017

1H19 1H20 1H21

[4 Gross profit and margin

‘W 27.1%  29.6% 29.9% 31.2%

2017 2018 2019 2020

29.5% 31.0% 33.1%

+ 49.3%

, A8.2%
2,227
1,492 1,503

1H19 1H20 1H21

M Net profit and margin

2.3% 7.1% 8.7% 8.0%
Exc PFRS 16 impact: 9.1%

1,050

988

Margin

511

113

2017 2018 2019 2020

Amounts in PHP million

0 © @ allhomeofficial @ AllHomeCorp

86% 57% 9.5%

Y 6%
641

434
276

1H19 1H20 1H21
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Quarter on Quarter Performance

E Revenue growth

A%
» 10 3,132

2Q 2020

1,489

2Q 2020 2Q 2021
[4{ EBITDA and margin
® 21.7% 23.4%
s

6. X%
A2 732
x
323

2Q 2021

allhomecomph @ © @ allhomeofficial
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[/ Gross profit and margin
® 31.7% 34.6%
s
9.1%
/1’083
472
2Q 2020 2Q 2021
M Net profit and margin
® 0.4% 9.5%
s

2Q 2020

2Q 2021

AllHome
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allhome.com.ph

Income Statement

IN PHP MILLIONS 20Q2021 2Q2020 % 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%

0 © @ alhomeofficial @ AlHomeCorp
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Financial Position

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%

Note:

1 Annualized ROA using six-month period as of June 30, 2021 - 5.3%
2. Annualized ROE using six-month period as of June 30, 2021-9.1%

AllHome
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Operational Highlights

Same store sales growth No. of transactions (‘000) Average transaction size (PHP)
1= == 7 - 1 - - T 1
I I 3.600 I ' 3 600I
41.7% I I 3,442 2°°0 . saayl 224 I
l 3,157 I
| | | ’ |
31.7% , ' ' I ' I
1% 30.4% 2,537 | 2,547 I
| | | ’ |
2,265 I :
I [ [ 2,049 .
[ l I
l l 1,803, l ,
16.3% l I "4 362 I
| I I , | '
3.5% | I I l I l
| I I | | '
2017 2018 2019 2020 1H21 I :
| | 2017 2018 2019 2020 | 1H20 1H21 I 2017 2018 2019 2020 | 1H20 1H21 I
-8.2% | | |
-— e e o ol -— e e o ol

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 SSSGof 12.9%.

AllHome
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Working Capital

Inventory turnover Trade receivables turnover Trade payables turnover
Days Days Days
42
248 258 39 50 >3
38
171
151 32
132
18
20
5 i

2017 2018 2019 2020 1H21 2017 2018 2019 2020 1H21 2017 2018 2019 2020 1H21

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

- Trade receivables days - Within the 30-60 credit term with
maintained at single digit due to suppliers

improved collection of corporate

- Includes Advances for importation
sales.

in relation to increase in outright
buys and expansion of in-house
brands

- Initial stocks of new stores

Notes:

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 yearended December 31, 2017, December 31, 2018, December 31, 2019 and December 31, 2020)

allhomecomph @ @ @ alhomeofficial @ AlHomeCorp
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Our balanced category mix adapts to changing customer needs

Wide offering of soft and hard products
7 key product categories

SOFT Revenue Contribution
CATEGORIES

Furniture 20% 19%
Appliances 30% 29%
Homewares 7% 7%
Linens 3% 3%
TOTAL 60% 57%

allhome.com.ph

HARD Revenue Contribution
CATEGORIES
Hardware 27% 26%
Tiles &

: 9% 11%
sanitary wares
Construction 4% 5%
TOTAL

40% 43%

0 © @ allhomeofficial @ AllHomeCorp

Quarterly sales mix of the categories;
soft categories dominate until 2Q 2021

Soft Categories

0,
62% ee% 63%
b 61%

58% 58% 57% 58%

2019 2020{1Q20 2Q20 3Q20 4Q20 1Q21 2Q21

Hard Categories

42% 42% o 43% 42%
38% 39% 37%

I 34%

2019 2020| 1Q20 2Q20 3Q20 4Q20,1Q21 2Q21

AllHome

One-stop shop fori]w home




Continued expansion program

Store Network

LYl MEGA MANILA

¢ 17 large mall-based stores
¢ 7 large free-standing stores
¢ 16 small specialty stores

/A LUZON BALANCE

¢ 3 large mall-based stores
¢ 4 large free-standing stores

P visaras

Opened 5 New Stores in 2021

Opened the 51st store Opened the 52nd store Opened the 53rd store ~T based st
AllHome General Santos AllHome Cauayan, Isabela AllHome Bacolod arge-mall based stores
onlJanuary 30, 2021 on February 12, 2021

e 1 large free-standing store

.3 MINDANAO

e 4 large free-standing stores

on April 17, 2021

‘ 55
Store Network 45 50
16
Store count by format 13
_— 23 19 17
Opened the 54th store Everyday Quick Fix Opened the 55th store m Small Specialty 15 18

by All[Home, Camella East (Bacoor, Cavite) AllHome Sto. Tomas, Batangas :

on May 1, 2021 on June 10, 2021 m Large free-standing 16 e e

Wlarge mall-based 5916 2017 2018 2019 2020 2021

AllHome

One-stop shop foUW home

As of August 31, 2021
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Operational efficiency initiatives

Allotting larger store space as designated

fulfilment/logistics area in response to increasing

e-commerce sales

Bigger store warehouse minimizes capex for
additional DC space requirement

Right-sizing of selling area and increased store
warehouse will result to savings on utilities,
manpower cost and DC rent

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

allhomecomph @ ® @ allhomeofficial @ AllHomeCorp

2018 2019 2020 2021

NSA (in sgqm) 1)86,665 296,772 331,590 291,259
Ave NSA of Large Store 9,276 9,160 9,279 7,289

AllHome

One-stop shop far Jaw* home




Ramping up digital capability

& allhome.com.ph

ome Official Store - Online Shoppin... X
m.ph Options >

X Romeco s
4 Mail

Messages Facebook

Engagement with Leading
On-Demand Delivery Providers

Design your way
of living with us!

All[Home has taken an active approach in
joining on demand delivery providers like
GrabMart, Metromart and Pickaroo.

Progressive Web Application

- Offline mode

- Noinstallation or manual updates required
- App store independent

® 2% B 8§ @

I

PICK-A-ROO

OROGLRY - FGOD - SHOPS

Do

Enhancing Customer
OmniChannel Presence Experience and Safety

Marketplaces Social Media Platforms v’ Self Checkout Counter

v' Allhome.com.ph .
P v’ Click & Collect Counter

v’ Builders Centre Viber Community v" Allday.com.ph v’ Facebook v Pinterest

v’ Youtube Channel v Lazada v’ LinkedIn v’ YouTube v’ Curbside Pick-up
v' AllHome Virtual Store v’ Shopee v’ Instagram v Tiktok v Infinite Aisle

v/ SHOP4U v’ Paymaya Mall v Twitter

AllHome
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Digital initiatives resulted to growing e-commerce sales

Online Hardware Stores

AllHome in the leader quadrant in June
coming from being a niche player in March

Growth Quadrant
Dec 2020 — June 2021

E-commerce sales contribution

0%

Doubled from previous period

Game Changers
Emerging websites with a
high growth potential

handyman.com.ph &

Established Players
Stable players with
established populanty

Traffic Growth, %

Traffic Volume

Source: Semrush Market Explorer — Philippines —June 2021

AM

Above industry average 1%

allhomecomph @ © @ alhomeofficial
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8%

| 4%

Online Furniture Stores
AllHome a gamechanger in June coming

from being a niche player in March
TOP 10

=

Growth Quadrant
Dec 2020 — June 2021

Online Appliance Stores
AllHome a gamechanger in June coming

from being a niche player in March
TOP 10

-

Growth Quadrant
Dec 2020 — June 2021

Game Changers

Game Changers
Emerging websites with a

B & @ robinsonsapplianc

= =

‘g‘ ourhome.ph @ ‘g s T

<] a

€ fumituresoucephils.com = Established Players

g g Stable piayers with
Established Plavers established popularity

nce.com
mandauefoam.ph @ abenson.com @

Stable players with
-established poputarnify

ns.ph

Traffic Volume Traffic Volume

4%

® Furniture
Appliances

® Homewares
Sales per

H Linens
Category

m Hardware
m Tiles & Sanitary Wares
m Construction Materials

AllHome

One-stop shop far JM home




B2B Expansion

LOYALTY CARD _

Customer base expansion through B2B

SHOPPI

Members - TOtaI GrOWth in g i
Spend quarterly sales by
+ P194M 102%

from 4Q2020 6 ; 451

top shop fo Jourh me

o Members
empers g as of July 31, 2021 ~af
@I Average Basket Size - . g"K’IE-REs
w :;10 : 6 10 “ : . !:7 MARCH1-31,2021 \
Growth in

members by U0 .
A loyalty card exclusively for: % VI
oyalty card exclusively fo 181% 60’__/0 ):
-Architects *Designers from Dec 2020 == S
Builders *Engineers
*Contractors

AllHome
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Increasing in-house brands contribution

42 in-house

Hard categories driven by in-house brands

SOFT CATEGORIES

1H21

brands as of
1H 2021

2020

2019

Furniture 9 9
Appliances 2 1 -
Revenue contribution Homewares 3 3 3
of in-house brands )
Linens 2 2 1
5 .
13.1% TOTAL 16 15 10
HARD CATEGORIES
o)
e Hardware
0,
o & ! Tiles & sanitary wares 12 11 8
9 0
Construction 8 8 5
TOTAL 26 25 17
.-+ TOTAL IN-HOUSE 42 40 27
2018 2019 2020 2021

allhomecomph @ @ @ allhomeofficial

© AllHomeCorp

| In-house brands |

Construction
2 iB Sliameuno
STAML BrickarT
Hardware

Sound

LUMINUKLZ  FLUXS

Flooring and Tiles

| 4 4FINE
,{ HOLZ

[m]
. 0Of

Soft Category Brands

VS .
fraser PIXIE DREAMS

amber E
B BEYIND

AllHome
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Solid Expansion Program: NCR+ focus immediate pipeline

Z AllHome stores relative to Vista Land’s presence:
o 17 out of 49 provinces and
o 34 out of 147 cities and municipalities

[{ Collaborating with the Villar Group unlocks the synergies on:
o captive target customers;
o store locations; and
o execution capabilities

[4 Stores by 2026

No. of stores

Current stores 55
2021 stores 6to8

Total stores by 2026 100

Immediate pipelines: Mandaluyong, Caloocan, Las Pinas
Dasmarinas, Bulacan, Muntinlupa
GMA, Trece Martires, Cebu, Davao

[4{ Capex per store: Php160M
New generation large format stores

allhomecomph @ @ @ alhomeofficial @ AlHomeCorp

< ~ Cagayan

llocos Norte i) ¢ A | : Nueva Vizcaya

110C0S SUF---wvmrereroeerermer e : S I I —

La Union ‘ | | prmmms  Rizal |

Benguet oy SRR I

Pangasinan O S ‘ Quezon

e — , R Carerins

Zambales=-ssammmimisams T T ' - N Camarines Norte
| iy
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 1 sl | -

" I - . TR S — e Western Samar
Metro Manila o : e """" Leyte

e PP TN S -

L Mashae
PalaWaN === e 3 ~Surigao del Norte
Aklan e g ‘ ~— Bohol
Capiz ' Agusan del Norte

m - 5 3 Agusan del Sur
Negros Oriental 4 Misamis Oriental
Gulimaras; =T T ‘ Bukidnon
Negros Occidental | Compostela Valley

4
Misamis Occidental-—————— Davao del Norte
Zamboanga Peninsula T
g ”‘, i Davao del Sur
ZamboangadelSur yoem e ‘ North Cotabato

South Cotabato
AllHome’s presence

Q_yista Land presence

AllHome
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Capitalizing on the retail ecosystem

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

Close to half of AllHome’s total
retail sales come from members

IO

AIIREWARDS e WARD > .
AllDay ¢ RER o

Goe M Dy Supermarker Membership Program
Allys

wakEdP 657,078 cardholders

as of July 31, 2021

GrOC‘ery

—

ome \mProve,, 'Cfl!f,beff , .
W % citd Suutibe Basket size of members are
AILAMERICAN : L e more than double that of non-
VISTA Earn points for purchases ierore members

CINEMAS

at All[Home

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

q | DGAETI!OVI.LE

Your AllRewards Card Number:

0001201506432015

FINDS

&
6 A DISCOUNT STORE

Points can be used as payment

COFFEE

PROJECT e
AllSports at any AllValue store
DEAR
JOE

Close to 20% of members
bought from both AllHome and
AllDay Supermarket in 2020

AllHome
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VHealthy Program

VHEAL¥HY

#Vinformed #Vimmune

THE VILLAR group launched its
vaccination program called
VHealthy, which covers
educational campaigns on
coronavirus disease 2019
(COVID-19) safety protocols and
the significance of getting
vaccinated against the virus.

allhome.com.ph

Villar Group ramps
up VHealthy
campaign among
employees

[ Posted by Golden Haven on May 27, 2021

[ Business News

oo

Farce about the

ate vaccination amang its

employe their families

magpobek

Orofessar Emeritus, Col

Hello, Kaibigan! We updatad our Privacy Policy
and Terms of Use. Click Accept 1o let us know
you're okay with the updates.

AA & google.com ]
® dailyadvent.com [u]
N Opera News o

BUSINESS MANAGEMENT ANALYSIS

Villar Group ramps up VHealthy

paign among employ

VHEAL#HY
02_VILLAR The webinar is part of Villar Group's

vaceination initiative, VHealthy. which includes conduet of

massive information campaign in gearing up for the
vaccination of its employces. During the webinar, Chairman

Manny Villar assurcd the employees that the vaccines woukl

0 © @ allhomeofficial @ AllHomeCorp

VHEAL#HY

AA & google.com &

@ mb.com.ph [u]

MANILASBULLETIN Q =
033

adidas.com.ph

BUSINESS

Villar Group ramps up vaccine info
campaign

Jamas & Lopeia May 13, 2081

The Villar Group has successfully conducted the first
session of its webinar series that aims to educate its
workloree about the COVID-19 vaceines, and promote
vaccination among its employees and their families.

The webinar is part of Villar Group's vaccination
initiative, VHealthy, which includes conduct of massive
information campaign in gearing up for tha vaccination
of its emplayees.

Ramping up its efforts to overcome the threats of
COVID-18, the Villar Group has ordered vaccines from
Moderna ancl Oxforc-Astra Zeneca for its workforce,

AA & pressreader.com &

= P az=e

A&l

i 5 U

VILLAR GROUP RAMPS UP
VHEALTHY CAMPAIGN:

Jllbome;

|

The Philippine Star
19 May 2021

‘The Villar Group successfully conducted the first
session of its webinar series that aims to educateits
workforce about the COVID-19 vaccines, and pro-
mote vaccination among its employees and their
families. The first webinar installment featured Dr.
Lulu Bravo, professor emeritus, College of Medicine
at the University of the Philippines, Dr. Eric Tayag of
the Department of Health, Villar Group chairman

AllHome

One-stop shop fori]a«r home



Outlook / Strategies

Exparrlls;;)“r;;fkstore Margin Enhancement Omnichannel Strategy Operational Efficiencies

e 100 stores by 2026 e In house brand e www.allhome.com.ph e Optimal inventory level
expansion
e NCR-focused ® Progressive Web e Capex savings
immediate store e Increase outright buys Application
pipeline of saleable SKUs e Opex savings
 SHOP4U
e Tier 1 key cities e Pursue exclusive brand o e e 6
offerings e On-demand delivery optimal store size and
e Synergies with Villar layout
Group e Strategic pricing

e Marketplaces

AllHome
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http://www.allhome.com.ph/

Q&A

All[Home Website For Corporate
www.allhome.com.ph Disclosures

OF w0
T,

[m]
AllHome
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AllHome
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Thank You!
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