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Part 1

By Mark Blair

Investment
case

EDLP fashion-value proposition built on a
low opex-sales model remains relevant and
positioned to outperform the sector



A cash-based, omni-channel
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Where we began

A legacy of value
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What drives us

The Mr Price Way

~ ™
Most valuable
Retailer in Africa

VISION

Where we are going

Where we came from

FOUNDER’S MENTALITY

Front-line
Obsession

Owner’s

Insurgency Mindset

Customer
Advocacy

Strong Cash
Focus

Bold Mission

Front-line
Empowerment

Bias for Action

Relentless
Experimentation

Aversion to
Bureaucracy

Limitless
Horizon

C Your Value Champion
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PURPOSE

Why do we exist
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mr price

\_
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group limited
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How will we get/stay there

GUIDE TO SURVIVAL
AND PROSPERITY

Clarity of Offer

Category Dominance

Price + Value Fashion Control

Customer Service

\. J/ \\

Excellence in Execution

J

[Promotional Appeal J

Passion

|
Value

Partnership

SYAYA

VALUES/BELIEFS

Who we are

How we behave

DNA = CULTURE

Be Customer
Obsessed

Be a Team Be Brave

Be Real Be Competitive

Be Empathetic

Be Collaborative Be Curious

Be Caring
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Vision 1o be the most valuable retailer in Africa

Supported by six strategic pillars

Stakeholder
Engagement

Stakeholder relationships are based on
the true spirit of partnership and the

group is ranked as the leading retailer in
‘engagement and delivery’

People

The group’s energised environment and
uniqgue culture drive performance and
position the group as the most sought-after
retail employer

Growth & Innovation m

To deliver sector leading growth and sustain
our retail differentiation and innovation

Strategic
Enablement

Enable growth and innovation via our
efficient technology, logistics and real
estate capabilities

Brand Promise

Grow brand value by surprising and
delighting customers with the wanted
item at great value and a satisfying all-
round experience

Sustainability

To be recognised by stakeholders as a
relevant, ethical and sustainable
proudly South African company
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Operating model to achieve our vision (&

A HOLDING COMPANY VERSUS INTEGRATED COMPANY

Diversified unrelated businesses Single-business, or highly related businesses

Monitor Manage and co-ordinate

Of 02 03

INVESTMENT HOLDING COMPANY STRATEGIC ORIENTATION OPERATIONAL ORIENTATION INTEGRATED COMPANY

Corporate centre creates the overall Corporate centre defines overall Corporate centre sets top down Corporate centre sets strategies

portfolio of businesses, reviews group strategic direction, creates direction and approves trading and KPIs. Centralises some

finances, allocates capital (minimal core control functions and sets business strategies; conducts controls and regulatory reporting.

control of trading businesses and policies; creates value through detalled management reviews of Organised around related

no co-ordination of cross trading synergies across trading businesses trading businesses businesses with common

activities) where that is required across the business processes and enabling
group Establishes some shared services functions managed as shared

functions
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e Historically primarily driven by organic growth

H iStO ry Of bu i Id i ng brands - EDLP business model highly replicable and easy to scale @

e Further expansion through organic growth and
recent acquisitions
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Top of mind

SA's most valuable brands

#1 RANKED MOST VALUABLE FASHION-VALUE RETAILER

1 2
FNB Standard bank

11 12 13 14 15 16 17
m DSt/ 53 (Q) m Checkers

Woolworths DSTV
21 22
Clicks Sasol

3

Vodacom MTN Castle Lager Nandos

Sanlam

Shoprite Nedbank Flying Fish

23 27

OJUlT

SURANTCE

Qutsurance

8 9 10
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Absa Capitec Discovery Investec
18 19 20
Savanna 2
BRUTALFRUT
Checkers Savanna Old Mutual Brutal Fruit
28 29 30
HUNTER'S ®
takealot® @ Life_ @
Takealot Hunter’s Life Healthcare Cell C

Source: Kantar BrandZ 2024
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Recognised as the value champion

KANTAR BRANDZ: STRATEGIC PRICING VIEW

HIGH
Great Value Margin Opportunity Justified Premium
©.mrprice COTTON:ON sportscene
= Value Average High Price
al
o
(:) ElcknEJagCIothlng PEP EDGARS /ﬁ/’/’ MARKHAM m TRUWORTHS
al
Commodotised Margin Risk Over-priced
ACKERMANS Jel FOSCHINI
LOW Perceived Price HIGH

n Source: Kantar BrandZ 2024



Why M Price

Every day low prices

Leading brand awareness

Defensive low-cost model

Quality omni-channel offering

Strong ESG leadership

MARKET LEADERS IN FASHION-VALUE RETAIL

Strong balance sheet - zero long-term debt

Highly cash generative

Leading stakeholder engagement

Sustainable metrics and returns

Long-term track record
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Track record

SUSTAINABLE LONG-TERM RETURNS: 38-YEAR

+18.4"

/

/

DIVIDEND CAGR

+19.6"

/
-

SHORT-TERM PERFORMANCE: 5-YEAR

RETAIL SALES CAGR

MRPG Competitors

OPERATING MARGIN AVERAGE

MRPG

Competitors

11.9% | 49%

OPERATING PROFIT CAGR

MRPG Competitors

16.3%  9.3%

ROE AVERAGE

MRPG Competitors

6.0 55°

26.7% 226%

12 MONTH SHARE PRICE GROWTH
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5-year: 45.8%
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Mr Price JSE ALSI
General Retail Index Top 40 Y.

n Source: Bloomberg latest FY reported | Competitors: PPH, WHL, TRU, TFG





