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FY26 HIGHLIGHTS

A Record sales performance, strong trading momentum
A Outperformed the kitchenware market by 20%pts

A 13 new stores, eight in new format, taking totalto 78

A Operating profit marginincreased by 110bpst0 5.7%
A Disciplined and self-funded investment for growth

A Continuing to deliver on our strategic objectives
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UK retail stores Revenue

Operating profit margin

New customers

9218k

+24.6% YoY
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Revenue

£85.5m

+23.0% YoY

Gross margin %

67. 5%

+170bps YoY

L12M active customers

1.4m

+24.0% YoY

LFL Revenue

+11.8%

+17.3% 2YLFL

EBITDA

£12.5m

+39.6% YoY




ENHANCING VALUE THROUGH OWN BRAND,

DIRECT TO CONSUMER MODEL

Unbeatable value

our strategy forgrg wih

Direct-sourced own-brand productrange
through well established supplier base

A Offers bettervalue for customers o sOn9 OUNdagy,

A Enables 65%+ gross margins

/79 stores and own website enable
excellent service

A 150,000+ 5-starreviewsreceived %, %4 @M
. %, senice
on Trustpilot ",
A Awardwinning CS team oy
K, 2,\m‘P‘°"

5-starservice

o o cuﬁtomer Prop°sit iOn

ProCook’

Bringing joy
to everyday

Award-winning quality

At every price point, we offer high

quality, thoughtfully designed
products that are built to last

A Which? recommended

We’'re committed to being a
responsible business forthe
benefit of all stakeholders

A B Corp, Real Living Wage and
Great Place to Work™

Aresponsible retailer
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DELIVERING ON OUR STRATEGIC PLAN

1. Accelerate profitable
sales growth

23% revenue growth,
record customer numbers,
improved profitability and
cash generation

4. A force forgood

B Corp recertified with
16% improved B Impact
score. Increased charity
fundraising to newrecord
level

Grow brand
awareness and »
customer Resilient

engagement and
e Scalable

Bestin class
customer
service

Strengthen
our Product
offer

ProCoolc

Becoming the UK’s #1 with cost

kitchenware destination discipline
Expand

our store
network

Reducing our
environmental
footprint

forour
communities

2. Improve operating
efficiency

Improved gross margins,
marketing efficiency and
costleverage driving a
180bpsincreasein
EBITDA margin

3. A great place to work

Highly engaged team,
rankedintop 100 UK
Best Places to Work ™



EXPANDING OUR STORE ESTATE

1w
'I 3 Key element of our 100:100:10 ambition O]

; s 1 25x new
13 new storesinFY26 : 7 stores opened

r since strate
New stores £10m+ mature sales expectation ' . launch =

opened N
>200m centre visitors

8 2Y payback target

£250-300k investment per store
In new format

Financial discipline: 1x closure in H1

FY27 new store pipeline developing

Opened [JJjj] Closed

100:100:10 strategy

H1 FY26 H2 H2 FY26

|- FY25 opened
|- FY26 opened



NEW STORE FORMAT: A SIGNIFICANT STEP FORWARD IN
CUSTOMER AND BRAND EXPERIENCE
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New “kitchen” checkout New knives fixtures New electricals fixtures Increased shelf fill,
and backwall providing provide experiential test showcase range and improves availability and
inspiration and digital zone and improved sales enable product demo’s efficiency and enables

media persqftintensity self-service



STRENGTHENING OUR PRODUCT OFFER

A New product launches accelerating
A Tableware range refresh bringing newness in largest category
A Kitchen tools resourced and relaunched

A Baking and storage ranges extended

A Adding seasonal relevance and stronger promotional campaigns
A Expanded Black Friday campaign (>21% LFL)
A Improved Autumn, Christmas and Spring seasonal ranges

A Strong Summer Sale event (>28% LFL)

A Strengthened commercial discipline and improved terms
A Intake and freight management

A Trading planning, pricing and markdown management




TABLEWARE RANGE REFRESH

3 new ranges of core
dinnerware

Additional seasonallaunches

a
Expanded
accessoriesrange

Increased seasonalrelevance

Extendeac’i'lménd
refreshed textiles

Design-led with more colour

elidl)

Real wood serveware
launch

Ash & Acaciaoptions

New designs
launchedin cutlery

Expandedrange options

Little Kitchen kids
range launch

Siliconchild-saferange




BESTIN CLASS CUSTOMER
SERVICE: RETAIL

Renewed focus to further strengthenretail service
as a key point of difference

A New service and selling modelrolled out
A New incentive programme driving performance
A Focused top 5KPls

A Detailed work onresource scheduling and
contracted hours toimprove service

Retail LFL ATV Retail LFL conversion

A Field-based retail trainers supporting new store 'I : 9 % 'I i 5 %

openings and wider training programme

Increase YoY Increase YoY

A Leadership training for allmanagers




BESTIN CLASS CUSTOMER
SERVICE: ECOMMERCE & CS

CXimprovements delivered both online and through
our customer service operations

A Improving customer experience online
A Personalised product recommendations
A Al-based age verification

A Continued improvementsin CSresponse times
A Increased answer rates EcommAOV CSwaittime

6.9% 42.0%

A Reduced wait times

increase YoY decrease YoY

A CS Team of the Year 2025 Award ,j %PE LE
¥ inRETAIL

Customer Service Team of the Year 2025




GROWING BRAND AWARENESS AND
CUSTOMER ENGAGEMENT

New customers acquired . +24 . 6%

723 692 YOY

+17.1%

5Y CAGR

FY21 FY22 FY23 FY24 FY25 FY26

L12M active customers

o +24.0%

YoY

+20.3%

FY21 FY22 FY23 FY24 FY25 FY26 5Y CAGR




GROWING BRAND AWARENESS AND CUSTOMER

ENGAGEMENT

Expanding our retail estate, >300m centre visitors
from 12 new stores LY and 13 new TY, halo effect
online

Increasing reach through social media; website
traffic from social channels +127% YoY

Focus on email collection rates in store whilst
improving CRM activities to inspire customers to

increase frequency and repeat

208k new customers

In L12M from new store openings

57k new customers

In L12M from social channel growth

+20.3% YoY

Total contactable email database




SOCIAL MEDIA ACCELERATION
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Investment in paid social marketing delivering strong results

A Attributedrevenue +93% YoY

A 7.4% reductioninunderlying Cost Per Acquisition YoY*

A Extendingto testinmore channels

Organic social drivingimproved engagement
A Followers +46% YoY
A Engagementrate +160% YoY

Content strategy moving forward with pace

A New content teamrecruitedin H2

A Expanding use of User Generated Content

* Underlying CPA measured Q1, Q2, Q4 before significant reinvestment during Q3



DOING BUSINESS THE RIGHT WAY FOR OUR COLLEAGUES,
COMMUNITIES AND CUSTOMERS

A Maintained excellent engagement score 77%

A Rank 70 by UK Best Places to Work™

A Enhanced bonus schemes for all colleagues

A Disability Confident Leader

Certified
HOV 20Z23-NO0V 2024

& disability
B confident

LEADER

A Maintained RLW commitment, starting wage

bracketincreased by 50% since 2020

A B Corpre-certification with 16%
increase in BIlmpact score

A £60kraised for Magic breakfast
A £49%9kraised for Life’s a Beach

A Reduced CO, emissions per£im
revenue by 22% YoY

Certified

Corporation

mugic
breakfast

fuel for learning

(ke

beach



. INVESTING TO SUPPORT OUR MEDIUM TERI‘?/A}/IBITION AND

, SR ( .
Revenue Operatlng
“

q Content creation A Influencer and creator network Launched
A Acquired content library FY26

Technology change V V A Elminvestment over 3Y Launched
programme A Customer and colleague benefits FY26

Reinvestment for customer A Capturingdemandin Q3 Launched
acquisition V A Profitable onlstpurchase FY26

Warehouse operations V A Transitionto DHL-operated DC Assessed
transition A Capability, flexibility and efficiency FY26

: : A £80-150k capex perrefit Planning
HEEIEN AT A Trialto determine results FY26

A‘ T




COMPELLING TECHNOLOGY PROGRAMME WILL DELIVER
SIGNIFICANT CUSTOMER, Al AND OPERATIONAL BENEFITS

Microsoft 365 BC LS Retail Loop returns
Full ERP adoption Mobile POS getzntiontcapaﬁi“ty
Retail configured Clientelling re A||Oos purfjI ase

Operational control Loyalty capability . dDOWeret_
Replaces 2tools Back office raud prevention

New

integration
platform ?) (? (?

S C S C

Gorgias Microsoft Fabric & Shopify+ C&C
Power Bl
Single pane of glass Agility and flexibility Shopify supported
Agentic Altools Single version of truth Shop pay checkout LS Retail supported
Advanced analytics Solid foundationforAl SEO & Al Conversion opportunity
Consolidates 3tools Enhanced analytics Marketplace opportunity Add-onsales

3Y JOURNEY: FY26 THROUGHFY28



SUPPLY CHAIN TRANSFORMATION: OUR NEXT PHASE
WITH DHL SUPPLY CHAIN

A Areas we are addressing: A DHL Supply Chain: “%| Performance Dialog 8
INBOUND / 0
o Flexibility and scalability for o Strong cultural alignment .Ezémgsoumo
growth 1 -

o Longterm partnership approach 4

o Managing peak demand spike | |
o Proven multichannel expertise

o Driving operational efficiency

o Ethosof Continuous

o WMS transition Improvement
o Automation benefits at the right o World class technology
time

o Capacity managementinDC

July 26: Operational take over March 27: Target go-live for new WMS




REFIT TRIALS TO COMMENCE INFY27, ALLNEW STORE LOCATIONS
WILL BE IN NEW FORMAT

A Initial results from new format encouraging
A Improved densities creating space forrange expansion
A Eightnew format stores ahead of business case targets

A Learnings captured and optimised
A Refit trials to commence in FY27:

" | Fullrefit " | Hybridrefit

| A £120k-150kfitoutcost | . GRS | | 4 £80k - 120k fitout cost
oot - 3-4weekclose - ‘ it 7 3weekclose
=4l | A : = A

| A Target12% LFL Ty i ST

A Target/7% LFL

PLANTO TEST AND MONITOR TRIAL RESULTS CAREFULLY BEFORE CONSIDERING ANY ROLL-OUT
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STRONG FINANCIAL PROGRESS ACROSS ALL KEY
MEASURES

REVENUE GROSS PROFIT EBITDA

FY26 EFENO £85.5m FY26 +26.2% FY26 +39.6%

FY24

LFL REVENUE % GROSS MARGIN NET CASH/ DEBT

.

FY24 (2.0%) -




