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Z Fast revenue growth
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One-stop shop home store

E Synergistic relationship with the Villar Group

Villar Group? v
75.63% 100% 89.11%2
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Onestop shop for 0w home

Fast store network growth
and strategic coverage

Selected in-house brands
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52 stores across 32
cities and municipalities
with 344,907 sqm of net

selling space3
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Source: Company information, public filings, UBS Research Notes:
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. as of January 31, 2021

3. Number of stores as of Feb. 12, 2021
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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 thecountry

PHP39Bn of total value of residential projects
launchedin 2019

PHP5.0Bn of total value of residential projects
launched as of 9M2020

Diversified brand portfolio

Selected 3rd party brands

SliamiBunp | SAMSUNG @ LG S
30ki CORELLE -
24

fraser

Canadian L| NAX é’%ﬁg.md

_ H GANI marhle Tile




Key Milestones

All[Home has demonstrated rapid growth of store
network over the last seven years since incorporation

AllHome

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

CAVITE

Opened its first
free-standing
store AllHome
Imus in Cavite,
Mega Manila in
September 2015

10 STORES
81,209 sgm

2014 2015

BRAUHN
JSPLE s

Added three
more categories
for in-house
brands - (a)
sanitary wares
“Brauhn”, (b)
furniture
“LiveArt”, and
(c) homewares
“Blossoms”

18 STORES
140,495 sqm

2016 2017

Opened additional 22
stores in 2019 with
total net selling space
of 111,107sgm

October 2019,
AllHome debut in the
stock market

Ramped up to 27
in-house brands as of
December 2019

45 STORES
296,772 sqm

2018 = 2019

Opened:
*AllHome Gensan
on Jan. 30, 2021

*AllHome Cauayan

on February 12, 2021

52 STORES
344,907 sqm

5 STORES
35,471 sqm

Opened a
store in
Taguig City
with net
selling space
of 11.943 sqm

15 STORES
111,204 sqm

Opened the
first store in
Visayas

Launched the
first in-house
brand
“Rossio”
offering tiles

4ROSSIO

23 STORES
186,665 sqm

Opened the
first store in
Mindanao

Net profit hot
new record
high of Php
511.4m

MISAMIS ORIENTAL

50 STORES
331,590 sqm

Opened:

*AllHome Santiago, Isabela on Sept. 17, 2020
+Bullder’s Centre, Evia on Oct. 10, 2020
+AllHome Cabanatuan on Nov. 27, 2020
«AllHome Sta. Maria on Dec. 6, 2020
«AllDigital, Evia on Dec. 10, 2020

Increased in-house brands to 40
as of Jan, 31, 2021

ECQ Initiatives:
E-Commerce launches

«allhomeclick.com

*Shop Online at AllHome Viber Community
«AllHome Builders Shopping Viber Community
+AllHome's Shop from Home via

our personal shopper service
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Active Marketing Presence in Pinterest

Pop up stores




Opened 2 new stores

In Jan / Feb; Total 52 stores

Opened 2 New Stores in 2021 Ki*l MEGA MANILA

¢ 17 large mall-based stores
e 7 large free-standing stores
¢ 15 small specialty stores

v 7 M

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

o
| / Al VISAYAS
Opened the 51st store AllIHomeGeneral Santos £ BigE e baced stofes
on January 30, 2021 :
Sl MINDANAO

e 4 large free-standing stores

Store Expansion = 50

Store count by format 13

23 10 13
B Small Specialty

M Large free-standing H H - -

M Large mall-based

2016 2017 2018 2019 2020 2021
Opened the 52nd store AllHomeCauayan Isabela

f NSA in sqm. | kel 140,495 186,665 296,772 331,590 344,907
on February 12, 2021

As of February 12, 2021




All[Home: the fastest growing home

Improvement retailer in the Philippines

- | f f K 2nXr&Cshare grew 46% (CAGR 2015 to 2020) while the market leader grew only 12%

« Fragmented market, with a large number of small players (mostly traditional hardware) at 81% in 2(
Home has been gaining market share from these players

AllHome has the fastest growth in market share  Brand Share: a fragmented market

Growth in Market Share (CAGR 2022020) 2015 2016 2017 2018 2019 2020
Wilcon Depot 3.7 4.3 5.7 6.3 6.5 6.5
Al\lli/_licl)crzi B 11.9% 459% Ace Hardware 5.2 5.6 5.8 5.8 56 5.3
Citi Hardware [l 5.9% All Home 0.5 15 1.6 2.1 3.2 33
Handyman . 22% Handyman 2.6 3.0 3.1 3.3 3.1 2.9
Ace Hardware | 0.4% Citi Hardware 06 07 07 08 08 08
True Value  0.0% e e e O D e O B Gl W
Others- | | Others 87 84 83 81 80 81|
Total~ — ~ ~ 100.c 100.C 100.C 100.C 100.CT00C

Source Euromonitor Passport, January Source Euromonitor Passport, January
2021 Update 2021 Update



GDP & OF Remittances drive

Home Improvement Industry

GDP drives Home Improvement ads.wel k. das OF Re

500000 | n d ustr y — 25000| {500,000 New Homes help but not a” the time 50,000

400000 @20000| {400,000 10,000
s <
3 4/\\ %

300000 $15000| 300,000 —ement ndust™ 230,000
> 8 Market Size mmp\'o =
Market Size S S QT Hony No HLURB g
in M Php 2 oL oy data yet =
3 e fof for 2020 g

200000 510000 388 000 220,000

= Home Improvement Market Size (in Php ,000) - Euromonitor
100000 = —Home Improvement Market Size (in Php ,000) - Euromonitor . sa90 | 1300 000 Residential Units for Sale (HLURB LTS Statistics) 10,000
===GDP PH (in billions Php) OFW Cash Remittances (in USD M) - BSP Data
0 0 0 0
205 20462017 2018 2019 2020 2015 2016 2017 2018 2019 2020

Sources: https://psa.gov.ph/national-accounts/base-2018/data-series, Euromonitor Home Improvement and Gardening Stores Jan 2021 update, Cash Remittances Data (BSP), HLURB LTS Statistics



All[Home stores are

strategically selected

Our 52 stores cover the regions where 80% of high/middle ey
income Filipinos and OFW families are residing, top areas of foutr ~ s7m % Hishincome to Total P 27%

2 Stores Employment rate 94.2% % Middle Income to Total PH
| ] 3.5
economic growth. 2 store :

Average annual
familygincome P";FI’(ZG % OFWs (2019) to Total PH  6:2%

Central Luzon (Region lIl)

National Capital Region
Population 12.5mn % High Income to Total PH 7.6% 9 St T
) ores Population 14.0m % High Income to Total PH  24.9
Employment rate  90.4% % Middle Income to Total PH 13.4% —M—— n %
Average annual  oioaan o OFWs (2019) to Total PH ~ 133% 15 Stores Employment rate 87.6% % Middle Income to Total PH 19%

family income
Average annual
family income PHP‘(‘)ﬁ % OFWs (2019) to Total PH g 79,

Southern Luzon (Regions IV-A &V) 20 Stores —i" 1 Store Central Visayas (Region VII)
. . = - IR
Population 25.8mn % High Income to Total PH 20.7% Population 81imn % High Income to Total PH 76%
0, 0y i 0
Employment ralte 91.0% % Middle Income to Total PH 22.6% Employment rate 90.1% % Middle Income to Total PH  6.7%
Average annua o %
family income S % OFWs (2019) to Total PH g Average annual o oang o OFWs (2019) to Total PH 5%
) family income
Western Visayas (Region VI) \ e CARAGA (Region XII)
Population 8.0mn % High Income to Total PH 7.1% 3 R B SR X High Income to Total PH e
Employment rate = 94.1% % Middle Income to Total PH 6.6% 1 Store imployment ralte fE8 8 % Middle Income to Total PHES 8
verage annua
e omer  PHP26 % OFWs (2019) toTotal PH 9% 1 Store family income 249K % OFWs (2019) to Total PH  1.9%
Northern Mindanao (Region X) )
Population 51mn % High Income to Total PH ~ 37% _ 1 Store - SOCCSKSARGEN (Region XII)
- - o
Employment rate ~ 94.4% % Middle Income to Total PH  3.4% 5 Stare hepuiatien SIGTEE % High Income to Total PH  Be &3
Average annual @ Areas with AllHome presence tores Employment rate 93.7% % Middle Income to Total PH 3.3%
PHP250k % OFWs (2019) to Total PH 2.7% (as of Jan 2021)

family income Average annual

o PHP242k % OFWs (2019) to Total PH 57%
family income

Sources: Population (PSA 2021 Mid-Year Projection based on 2015 Population Census): www.psa.gov.ph/content/updated-population-projections-based-results-2015-popcen
Employment rate (PSA October 2020 Report): www.psa.gov.ph/content/employment-situation-october-2020

Family Income (PSA 2018 FIES Report page 33): www.psa.gov.ph/sites/default/files/FIES%202018%20Final%20Report.pdf, PIDS Report https://pidswebs.pids.gov.ph/CDN/PUBLICATIONS/pidsdps2022.pdf, OFW Survey 2019



All[Home targets the ABC communities
which generally surround its Vista Land
locations

AllHome’s reach is larger and goes beyond its |mmed|ate Vista Land communltles
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/ Ayala Land Inc.

BUIIE

Moldex Realty

‘."‘(,
Ayala ¢
Land *

\ /St Frances

" Reatty i

Filinyest

Daanghari Cavite site Sta. Rosa, Laguna site
11% of 5knp o pffom Vista Land 1% of 5knp o pffom Vista Land

communities communities

Other developers present: Ayal#ilinvest StFelisseRealty Other developers present:
Ayala, EtonMegaworld, Moldex Realty, Cathay Land,

Source: Internal Data, Google Maps Profriends St Frances Realty



Retail Ecosystem

Bk My 2 All Day ¢

Supermarket
— EST. 201 <]
WAKEJP

C AFE

All'lss

524,715

Earn points Points can be used as
cardholders for purchases payment at any
‘as of Dec. 31, 2020 at AllHome AllValue store
o .. -
el Kinver'
AllHome S A N
One-stop shop for g/6ur home n_".
5
GASTROVILLE 2 A“ Home
~p
Value-added
VISTA service
S CTNEMAS Freestyling consultations with Delivery and installation
in-house design consultants services
COFFEE
PROJECT

AllSports

A DISCOUNT STORE

Customizable furniture

Customer lounges and

“Redolyccupancy”
gift registry

h o m
furnishing packages



2020 saw a change in consumer behavior
with lockdown restrictions; AllHome
responded with e-commerce initiatives

-Opened 21 pop-up stores besicde AllDay supermarkets
-Sold essential products (le., sanitation and cleaning
materials, food storage, cookwares, cooling appliances,
hardware)

Consumer demand
persisted as shortened

Launched four (4) E<Commerce platforms

store hours became a
challenge; selling efforts

: Shop Online
were poured online. -

at AllHome

A commumty created
0 service end users it
has gerwrated 74358
MRMENTs M IFe Peighe
o ECC. To date, & has
14197 mumbers

While consumer mobility
was restricted,

ABC1 target consumers
claim that spending for

online shopprg
phatform

Choose.Chat.Checkout

Alome's Shop From
HMOMe Vi o persong
SHOPDe Sarvice

A platform that aodresses
the needs of contractons
ardd buliders. Sarted during
the ECQ and osrmrated
1413 mambaers

Active marketing
presence thru

home improvement grew or
stayed the same during the
lockdown period as more
people stayed at home.

AllHome catalog

&

Established online B AllHome implemented
and touch-free work-from-home
artangements for its

payment systams
Personne

K@ ¥ .2, OYoulube

AMNMed 1Of CUSTOMATS 100KING 1O Make
various home improvements duning
the quarantine penod

implemonted cost

~CULting Measures

SRealzod cost savings dus 10 eduction of Uit
and communications expense by 63% and other
cperating overhead by 62% In Q2 vs Q1 2020

“Negotiated for reduced rent based on strasght %
of sales

Rationalized outside services by 50%




All[Home’s one-stop-shop concept is

aligned with latest consumer trends

1 £ £ 1 2iveB@p@roduct mix draw
customers to visit stores frequentiytrend
Aa (26FNRa aagAaTi

Home automation products and
generational shift of Millennials seen to
drive longterm Home Improvement
growth.

There is also a growing interest for Smart

Home Appliances particularly in smart
security systems and lightiggnostly seen
from the 3040s age segment.

AllHomerecently launched new specialty
store concep#fliDigitako own the digital

and smart appliance space in the market.

CRAVING
COMNVENIENCE

FROM ALWAYS-AVAILABLE TO
PRE-PLANNED EXPERIENCES

Consumers are Craving Convenience of the pre-pandemic world,
longing for the ease taken for granted before daily habits were upended.

Businesses are under pressure to rapidly adapt their operations to
develop a resilient customer experience while maintaining convenience.
Companies must preserve the swift and seamless shopping journey
across all channels.

Source: 2021 Euromonitor Consumer Trends




All[Home is proactive in helping

Filipinos through various causes

» AllHome joined government and other private
companies in signing a deal to procure Covid-
19 vaccines for employees and pledges
vaccine donation for public

» In partnership with key suppliers, AllHome
donated tablets to public school teachers in
aid of DepEd'’s shift to distance learning.

» Helps boost local livelihood through its Likha
livelihood program which assist local
communities and promote the use eco-friendly
raw materials

« Supports green initiatives through availability
of bikes and e-bikes across its stores




Financial Highlights

Revenues Amounts in PHP million Gross profit and margin Amounts in PHP million
S 27.1% 29.6% 29.9% 29.7% 31.3%
12,060 g 3,608
, A '7% ‘\°I° , iy | -\%
/ o 65 /7
8,183 8,325 s 2,607
2,130 2,433
1,324
2017 2018 2019 9M19 9M20 2017 2018 2019 9M19 9M20
EBITDA and margin Amounts in PHP million Net profit and margin Amounts in PHP million
6.7% 13.3% 21.7% 22.6% 21.4% 2.3% 7.1% 8.7% 9.1% 7.1%

Margin
Margin

Exc PFRS 16 impact: 17.0% Exc PFRS 16 impact: 10.1%

o 2,620 {) L5 2 1,050 -21.25
. A®D: R 746\>
pS™ 1,851 1,783 <
954

511 588

327 113

2017 2018 2019 IM19 9M20 2017 2018 2019 IM19 9M20



30Q 2020 is more than double 2Q 2020

Revenues Amounts in PHP milion ~ Gross profit and margin Amounts in PHP milion
® 31.7% 31.8%
’ 3,471 s 1,104
P Ao
V y
1,489 472
2Q 2020 3Q 2020 2Q 2020 3Q 2020

EBITDA and margin Amounts in PHP million Net proﬂt and margin Amounts in PHP million

21.7% 22.1%

0.4% 9.0%
312

Margin
Margin

766
o,o
19
323
5

2Q 2020 3Q 2020 2Q 2020 3Q 2020



Operational Highlights

Same store sales growth No. of transactions (‘000) Average transaction size (PHP)

= = == == - — = = 1 bl e |
I I : I I I
I | | 3,442 | 3,500 |

M : 3,157 | l | 3,068
2,547 I |
31.7% 132.3% I 2,049 12,390 2301 | 2,265 2,537 : :
l I : I ' |
16.3% l l | I I l
I I | I : |
| 0.3% I : : ' |
| e 2017 2018 2019 ~9M19 9M20 | 2017 2018 2019 I9M19 9M20 |
2017 2018 2019 | 9M19  9M20 | I I ! .

939
4,072
3,626
13.3%
3Q19 vs 3Q20

2Q20 3Q20

2Q20 3Q20

-33.5%



Working Capital

Inventory turnover

Trade receivables turnover

Trade payables turnover

Days 266

171
151
132

2017 2018 2019 9M20

- Inventory turnover increased as
a result of the product offerings
in preparation for holiday sales
and store openings.

Notes:

Days 42
39
18
5
2017 2018 2019 9M20

- Trade receivables days
decreased due to the tightened
collection of corporate sales.

Days 55
50
32
20
2017 2018 2019 9M20

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

1. Inventory turnover days is equal to the average opening and closing inventory divided by cost of goods sold and multiplied by 365 days (for the year ended December 31, 2017, December 31, 2018 and December 31, 2019)
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 and December 31, 2019)
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 and December 31, 2019)



Key Growth Strategies

CUSTOMER BASE EXPANSION THROUGH B2B ECOMMERCE INITIATIVES

: _ Personal Shopper
A discount card exclusively for:

S e |
——fi i
eArchitects eDesigners =
*Builders *Engineers Choose.Chat.Checkout
eLontr r
Contractors All[Home’s Shop From Home via
AllHome app our personal shopper service.
Growth in members in a short period of time
Shop Online AllHome
at All[Home Builders
_ Centre
2 2 9 7 A community created to service A platform that addresses the
) end users. It has generated 7,438 needs of contractors and
members at the height of ECQ. builders. Started during the ECQ
M e m be rS To date, it has 13,302 members. and generated 2,413 members.

as of

Feb. 17, 2021 d 2%

-,Ev
ale!

- R | st
e R e
s el <

A PIECE OF PLANT

SELLING




Increase margins through continuing

INn-house brands expansion

5.7%
4.7% I
2018 2019

Construction

BRICKART

SlLamiBUILD

Revenue contribution
O of in-house brands

6.8%
2019
~ =7
Z
inhouse
brands
9M20

Flooring & Tiles

Q1 2021

40

In-house
brands

FINE
4HOLZ

CERAMICHE

DIY

LUMINUX.
FLUX®

Stuw

Other in-house brands
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Key Growth Strategies

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

[/ AllHome stores vis-a-vis Vista
Land’s presence:
* 15 out of 49 provinces and
* 32 out of 147 cities and
municipalities

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

« captive target customers;
« store locations; and
» execution capabilities

Cagayan
llocos Norte Nueva Vizcaya
llocos Sur
La Union m
Benguet
Pangasinan Quezon
Tarlac
Zambales Camarines Norte
Pampanga Albay
Bulacan Sorsogon

Western Samar

Leyte
Cavite
Batangas Masbate
Palawan Surigao del Norte
Aklan Bohol
Capiz Agusan del Norte

Agusan del Sur

Misamis Oriental

Bukidnon

Negros Oriental
Guimaras
Negros Occidental Compostela Valley

Misamis Occidental

— Davao del Norte

Zamboanga Peninsula o " Davao del Sur
Zamboanga del Sur W - North Cotabato

South Cotabato

AllHome's presence

"(;, Vista Land presence



Q&A

AllHome

e-stop shop fo Jow‘hm




AllHome

e-stop shop fo Joul’hm




