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FY23 Highlights

Rob Parker
Chief Executive Officer




Key Highlights from FY 2023

= 1in 5 goal delivered - 2 years ahead of schedule
= Group record sales - £263m, +6.3% YoY

= Topps Tiles continued growth through stronger value,
expanded offer and increased customer base

= Topps Tiles gross margin improvements QoQ through year
= Online pureplay +52% YoY growth

= Parkside restructure completed — Q4 profitable

= Adjusted PBT £12.5m, ahead of consensus

= Strong cash generation - £14.7m free cash flow

= Group rebranding to reflect changing shape of business




Topps Group — Strategic Repositioning 2019 to 2023 LY |

Topps Tiles

2019 2023

Online penetration 4.3% 14.8%

Group trade mix 57.1% 64.2%

Dividend 3.4pps 3.6pps
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Chief Financial Officer

Stephen Hopson




Income Statement - Adjusted Measures ™

52 weeks ended 30 September 2023 Ll_l

T

Sales - £m 262.7 247.2 +6.3%

Gross Profit - £m 139.2 135.4 +2.8%

Gross Margin % 53.0% 54.8% (1.8)ppts

Opex - £m (122.6) (116.0) (5.7)%

Interest - £m (4.1) (3.8) (7.9)%

PBT - £m 12.5 15.6 (19.9)%

PBT Margin % 4.8% 6.3% (1.5)ppts

EPS - pence 4.49p 6.14p (26.9)%

= Strong sales growth, including good growth from Topps Tiles and full year contribution from Pro Tiler Tools
=  Group gross profit increased to record levels
=  Group gross margin down 1.8ppts due to FX and business mix; gross margin in Topps Tiles sequentially improving

=  Opex up 5.7% due to inclusion of full year of Online Pure Play cost base and inflation, partially offset with savings
from Parkside and smaller store base

= PBT down 19.9%, split -38.0% in H1, -4.7% in H2, PBT margin down 2.6ppts in H1 and 0.5ppts in H2
= EPS 26.9% lower due to PBT decline, UK corporation tax increase and NCI of Pro Tiler Limited

Note - Adjusted measures exclude several items which are either one off in nature or fluctuate significantly from year to year. /



Sales Bridge
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270.0

265.0

260.0
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£m

250.0

247.2

2450

240.0

235.0

230.0

FY 22

6.3

(2.4)

Topps Tiles LFL
Topps Tiles non-LFL

(1.5)

Parkside

13.1

Online Pure Play

262.7

FY 23

Total sales:

Topps Tiles
£230.9m

Parkside
£9.4m

Online Pure Play
£22.4m

Group
£262.7m

= Topps Tiles +1.7% includes +3.1% LFL growth, moderating throughout the year (H1: +4.3%, H2: +1.9%)
» Non-LFL includes FY22 and FY23 closures, together with sales from new openings until anniversary

= Parkside sales down 13.8%, with market yet to recover to pre-Covid levels

= Online Pure Play contributed £22.4m of sales in first full year — yoy sales up 52% including pre-acquisition

period in 2022
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Gross Profit and Margin % Bridge LY |

65% Topps Tiles Trading Margin

50% |||“|||||||I||‘

Business mix Business margin Q1 Q2QAQ3 Q4 QT QA2A3 Q4 Q1 Q2 QA3 Q4 Q1 Q2 Q3 Q4
FY 22 FX Fy 23 20 20 20 20 21 21 21 21 22 22 22 22 23 23 23 23

£135.4m £139.2m

58.0% 60%

57.0%
56.0%
55.0%

54.0% 55%

(1.2)% 0.2% 53.0%
(0.8)%

53.0%
52.0%
51.0%

50.0%

Gross Profit increase of £3.8m due to growth in Topps Tiles and inclusion of full year for Online Pure Play

Sequential recovery in Topps Tiles trading margin over the course of the year due to inflationary pressures
abating and active resourcing. Group GM% 52.8% in H1 and 53.3% in H2.

Online Pure Play gross margins are ¢ 30% therefore dilutive to gross margin but not net margin
YoY mark-to-market of FX contracts and retranslation movement of £(2.0)m or 0.8%
Group gross margin will continue to fluctuate depending on mix of business between the brands

Note — Topps Tiles trading margin excludes rebates and other gross profit adjustments such as FX movements 9



Adjusted Operating Expenses and Interest Bridge ET]
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» Inflation across people, energy, property, IT and insurance = Significant inflation over a four-year period, particularly people,
= Fewer stores in Topps Tiles (av 304 in FY23 vs 310 in FY22) energy and property costs

= Virtually all cost inflation since FY19 offset through combination
of smaller store estate and efficiency programmes

Parkside savings include Q4 restructure

Includes a full year of Online Pure Play cost base _ , _
» Group now includes cost base from Parkside and Online Pure

Play in adjusted profit

Note — FY19 was accounted for under IAS17, FY23 is under IFRS16, so operating costs and interest costs are combined above. In FY19, Parkside was excluded from adjusted profit metrics so is added back in the chart above. ] O



Adjusted Profit Before Tax Bridge ET]

25.0

5.8

20.0
(2.0)

1.0

15.6 13
15.0
£ (5.5) 31 12.5
& ) (0.6)
10.0
5.0
0.0
4\ "LQ/ - *ﬁ:f‘ {’* 05\.5 ,ac,e' oc_;ﬁﬂ-’ oc_;..s ,Q(\Q(
< X c Q0 c Y x\©
KN 2 < O% X3 9
o© O exo NS e¥ e
O':OC"EJ \0“\'6“ <° Qv ©

= Profitability enhanced through sales, improving gross margins and full year of Online Pure Play

= FX'movements impacted profits in year

= [nflationary costs partially offset with savings across stores and in Parkside

= Inclusion of full year of Online Pure Play cost base

= Profits significantly weighted to second half (H1: £4.4m, H2: £8.1m) — H2 will remain >50% of profits

11



Adjusted Net Cash

L

45.0

40.0 34

18.9
350

(4.2)
30.0 (3.4)

25.0 234
(7.5)

£m

20.0

16.2

15.0

10.0

5.0

0.0
FY 22 Ops + leases Working cap Capex Int/tax/other Dividends FY 23
= Strong year of operational cash generation (e.g. £2m FX is non-cash)
=  Working capital gains from good stock control and slight gains across payables/receivables
= Capex relatively low in year vs depreciation
= Cash tax and interest £0.6m lower year on year
* Free cash flow generation of £14.7m
= Balance sheet strength enhanced with £23.4m cash at year end

Note: Adjusted net cash / debt excludes lease liabilities under IFRS 16. ‘Ops + leases’ is equal to cash generated by operations before working capital movements, less the interest and
capital elements of lease payments.

12



Balance sheet, dividends and LAROCE

Group credit facilities

Capital allocation priorities

Business resilience Facility Limit Expiry
Revolving Credit Facility £30m October 2026

Headroom to facilities at year end of £53.4m

Investment in the core business

Value creative opportunities

> w =

Enhanced returns to shareholders = Cash of £23.4m at year end
= ‘3+1+7 facility could extend to Oct 2027

Dividend Lease adjusted return on capital employed

» Final dividend of 2.4p proposed » |ease adjusted capital decreased 16% as a

= Full year dividend 3.6p (maintained yoy) result of strong cash generation and lease exits

» Lease adjusted EBIT down 14% yoy
= LAROCE down 1.6pptsto 15.7%

= Policy to look through periods of
macroeconomic weakness

Note: LAROCE = Adjusted operating profit

. _ N : : e
(Opening capital employed f Closing capital employed)/2 where Capital employed = Net assets + Net debt including lease liabilities 13



Forward Guidance ET]

Income Statement
= C. £5m of inflationary pressures in FY24, including employment costs (NLW) and property costs
= Half on half profit seasonality:

= H1impacted by holiday pay accrual (£0.9m Dr) which fully reverses in H2

» Energy costs still elevated, estimated cost in H1 is £1.5m higher than H2

= Pro Tiler Ltd share purchase provision increase continues until March 2024, £4.1m cost in FY23 (removed from
adjusted PBT and not tax deductible)

Cash Flow

* Working capital inflow of ¢ £7/m in FY24 based on year end timing

« Capex of Eom-£8m

* Outflow in FY24 relating to purchasing of remaining 40% of shares in Pro Tiler Limited

General
« Store closure programme now complete, a handful of relocations each year
 Full year dividends to be set at 67% of adjusted EPS, but not reducing YoY (up to a limit of 100% of adj EPS)

14
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Operational Highlights
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== Tile

. e >.
= Record sales - £231m, +3.1% LFL £ Website catering to value-conscious
©
< World class customer service — OSAT 91.5% g homeowners
= Continued strategic progress — stronger 0, Focus to date on learn & refine
- value, expanded offer and increased .QE’ FY24 meaningful growth expected
O customer base g £15m+ sales ambition

Store densities +30% vs 2019

PARKSIDE > PROTILER

T Business improvement plan delivered - cost o Very strong continued growth
% exited, sales maintained g Market leader in online tiling consumables
e Business profitable in Q4 % Two new brands established — leveraging
g £20m+ sales ambition K= digital skillset
O Commercial market key opportunity — can be 5 £30m+ sales ambition

delivered through multi brand approach

16



Goal & Strategy
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GOAL

* 1in 5 by 2025 goal delivered - two years ahead of
schedule

e FY23tile market estimate 9.0% down YoY*
« Market share now estimated at 22.1% (FY22 19.8%)

* New Group goal to be communicated in 2024

Q‘“‘

BN ONE-IN-FIVE
W BY 2025

)
’Q.;\‘.

*Mintel Ceramic Tile UK Report 2023, adjusted to Topps Group financial years. FY22 market share restated from 19.0% to 19.8% following Mintel restatement of 2022 tile market down from
£423.8m to £403.4m in their latest report.

STRATEGY

Clear strategy focused on growth — three trading
units all focused on UK tile market

Growth underpinned by strengths in product and
customer service

Topps Group leading the UK tile market in
environmental progress

Online Pure Play
Pro Tiler &
Tile Warehouse

Commercial
Parkside

Omni-channel

Topps Tiles

Leading Product
Leading People
Environmental Leadership

17



Leading Product

Global sourcing & ranging a key source of competitive
advantage

Strategic supply base accounts for 66% of purchases
(FY22: 73%)

Supply chains fully restored — availability and timescales

Market beating NPD - 63 new product launches
complete FY23 (FY22: 34)

Exclusive or own brand ranges represent 77% of sales
(FY22: 76%)

Excel Bond™ now within top 3 UK tile adhesive brands

Category expansions continue to provide opportunity,
LVT, shower panels and XL Tiles

18



Leading People

= Customer service ranks as world class - overall
satisfaction rate of 91.5%* (FY22: 89.9%)

» Colleague engagement levels of 78% (UK average
68%**), with 85% completion rate (up 6% on LY)

= Colleague turnover 28.6% (FY22: 36.5%), retention at
80% (FY22: 77%)

= 70% of promotions into management positions filled
Internally

» DE&I programme launched - One Topps
= Mental health focus supported by manager training
= Charity fundraising for Alzheimer's Society

= Year of colleague celebrations to mark 60t
anniversary

*Overall satisfaction is measured as customers scoring us as 5 out of 5 for satisfaction o : : ‘ = < ' 5
**Engage for Success 2022 report 19



Environmental Leadership ET]

= Goal to be carbon neutral by 2030 (scope | and |l ENVIRONMENTAL LEADERSHIP

emissions), or earlier

1. CARBON 2. CIRCULAR
= Scope land Il = c. 5,000 tonnes of carbon generated NEUTRAL BY ECONOMY
annually OBl - Waste & recycling
) FeEluEion sz 0 Product innovation
» |nternal governance focused on decarbonisation and * Removalstrategy )

circularity

= 12% reduction in tile waste in FY23, further reduction " Sustainability Council led by Chief Executive

targeted in FY24

= Solar — PV panels now installed at main site (70% of
electricity needs), planning options for stores

= Scope lll reporting on track for FY24

= 51% of company cars now electric/hybrid

= Sales of 50%+ recycled content product up 22% YoY Normqtive Wrap

20






Topps Tiles Summary

Investment case - market leading, omni-channel specialist with opportunities for profitable growth

= Celebrating 60 years of trading - tiles for everyone Topps Tiles Sales

SlnCe 1963 222.2 s 194 227.0 2309
= Record brand sales of £230.9m, sales per store § aooc -

+30% vs 2019 % 1500 .
= Continued growth delivered through stronger value, o

FY19 FY20 FY22 FY23

expanded offer and increased customer base

= Square metres of coverings 4.9% down YoY

= National specialist with ¢.300 stores (3x next YEARS OF

largest specialist) "ol di

= Qverall customer satisfaction —91.5% 5* ratings

(+1.6% pts YoY) i UL

Superstore

Welcome to your ToppsTiles Superstore

= Truly omni-channel model — 90% of homeowners
will visit website as part of their experience

22



Homeowner Topps Tiles

= Omni-channel experience key for customers — - Raiainy X
. . ory e C o] Satisfacti et 10% off EVERYTHING online and pick u
vast majority still involve a store ustomer Querall Satistaction oy o o o
0% ower price!
. 93.0% o Hurry, offer ends Monday at 6pm! &,
= Brand awareness very strong — #1 UK tile o15% I
U 89.9% PS: This offer also applies to our up to 1/3 sale,
specialist
g70% — 86.5%
= Market leading web traffic with 19% digital 85.0%
penetration (homeowners buying tiles) e
81.0% ENDS MONDAY
) ) ) . ] FY19 FY20 FY21 FY22 FY23 - ]Oo/ OFF
= World class service —advice & inspiration vital for "‘ °
homeowners

EXTRA

‘y}zgggg:g
AN =
e

https://www.toppstiles.co.uk
EXTRA 10% OFF Shop now
EVERYTHING ONLINE*

= Value scores +3.4% year on year

= Customer — typically represents more affluent
demographic but expanding with stronger value
credentials and expanded offer

BECAUSE WE KNOW TILES

WE'RE THE EST. 1963 98% OF OUR

UK'’s No.1 WITH OVER 60 CUSTOMERS
TILE SPECIALIST YEARS' EXPERIENCE LOVE US

23



Trade

Topps Tiles

Large trade customer base — 132,000 active in last
12 months (>210,000 registered)

Trade sales mix 59.6% (FY22 58.9%)

Trade offer key source of advantage (discounts,
bulk deals, pallet deals, loyalty scheme)

300 stores provides national presence and
unrivalled convenience

Offer strengthened through growing presence of
trade brands

Integration with homeowner a strength —
showroom space for trader, store introductions,
referral incentives

Commercial market sales through local developers
and small contractors

o EsRATING _
w4 Y,%f %LES : —
7 GREY / WHITE

MACHINES

62.0%

60.0%

58.0%

56.0%

54.0%

52.0%

50.0%

/}
6 Wff/JLV PPIZE DPJW.(' ;u;% £40 WORTH

4K UKD FAMILY  £z79" DIAMOND
@ rvs @ @runm 600" 1o

@ @ ECHO DOT (4TH GEN) @ ; S
SWITCH OLEDS L a0 AT
@ BorfoctDnat @ GOODY BAGS X6000 yoiciess
L L enrRY FOR
GET AN 22 o NTI

Bl vovpsTicie gy £100 srt

S1 ADHESIVE 20KG

OF REWARDS
POINTS WHEN
YOU SPEND £200+

EARN AT LEAST 108 REWARDS *
POINTS WITH THIS BULK DEAL PURCHASE

SHOP NOW »

Topps Tiles Trade Mix

59.6%
58.9%

57.2%
56.1%

. ] .

FY19 FY20 FY21 FY22 FY23

24



Commercial
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Group Commercial Activity ET]

Topps Group operates in multiple aspects of Commercial market across different brands

Architects & Designers Smaller Contractors & Local Developers

Group Brand P /\ R |< S | D E mo“ER Topps Tiles
Product Area Coverings Essentials & Consumables Coverings, Essentials &

9 (Tools, adhesives, grouts, etc) Consumables
Competitive Client relationships, supply chain Specialist offer, World class service, 300

Advantage strength, stock availability product/installation knowledge locations
: Online
Route to Market Direct B2B sales team Stores and Contracts team

Direct sales team

Large and medium-sized Independent installers to

Broad coverage from

. projects independent installers to medium sized contractors
Customer/Projects : .
Architect specifies contractors Small & mediumn sized
Contractor the ultimate buyer developers
Sales Cycle SondEliEacitines Short lead times Short to medium lead times

(up to 12-18 months)

26



Parkside Summary PARKSIDE

Investment case — B2B focus, leveraging Group product offer, £20m+ sales opportunity

* FY23 sales decline resulted in full year trading
loss

* Business improvement plan implemented in Q3

 Plan included c.35% cost out - clients retained
and sales maintained

« Business profitable over Q4

 Commercial market remains key strategic
priority —almost 50% of UK market

Parkside Sales

FY19 FY20 FY21 FY22 FY23

« Group capability can be leveraged to deliver
multi-faceted approach:

« A&D, Contractors, Developers
* Coverings vs Consumables

27



Online Pureplay
PROTILERTCCOLS

Y NORTHANTS
TOOLS

" Premium

Tile®Frim

WarmFloor
Store

[ ]
"== Warehouse




Tile Warehouse Summary =8 Warehouse

Investment case — £100m+ online market, value positioning complimentary to Topps Tiles

« Homeowner focused, value orientated website - g

launched May 22 Free
° | ith
* FY23 progress slower than planned due to cu;rzzn;zlie\fext

technical issues and offer refinement

» Scale modest - management changed and
business refocused

* Meaningful growth expected in FY24

e £15m+ sales ambition

100s of tiles at
unbeatable prices

0 Lowest prices guaranteed

29



Pro Tiler Summary HQOTII.ER

Investment case — trade focused, digital only consumables & tools business with strong growth opportunity

= Market leader in online tiling consumables

PROTILERTOOLS e & P
YOURCNE STOP TLE OO, G40 Help Login Basket

= Highly respected by trade customers - 4.8*

reviews
= Group scale facilitating accelerated growth - T —p
c.50% YoY TOP-QUALITY OUTDOOR TILING PRODUCTS
. . We stock an extensive range of
= Net margin 8-10% achieved . WetSans Sty Primers

Diamond Blades External Grouts | = e
Levelling Compounds  Adhesives -

= Two new brands launched — Warm Floor Store
& Flooring Materials

= Remaining equity to be acquired in Apr 24

= High confidence in £30m+ sales opportunity Y NORTHANTS ' Bremium
TOOLS d5icim
By N h Floorin WarmFloor
PROTILERT OO ). Materials

YOUR ONE STOP TILE TOOL SHOP

30



Pro Tiler Brands PROTILER

N ?an"’ghants

' /%, WarmfFloor (0]

Q ® < W W/ Store m Heip
g op by

Next Working Day Delivery Finonce Avatiabi

Mon
Toorer fordelivery Thursday 04 © 20 © 19 (il inést iy dubuwr i sefected)

,,,,,,,,,,, Warmup

“, WarmFloor
Perosbrottuby W/ Store

We stock an extensive range of

OUTDOOR SPACE = J f!} Warmup Thermostats

Ultimate Comfort And Control

v Wet Saws  Slurry Primers ¥ Diamond Blades

¥ Extornal Grouts ¥ Lovelling Compounds & Adhesives

= Variety of options including
Touch Screen and Wi-Fi Thermostats

«{ ORDER TODAY!

Waimup = Amber DEVI?#

Product Categories

h Flooring m o & W .
Materials Help Logn Bastet " ?rem‘lum Q o
He Iri

Help Basket
Self Lovelling Compound ~ Floor Adnesives | Floor Preparation  Floor Insulation Boards Underfloor Heating  Floor Trims  Shop by Brand  Sale

TheTrm | Corner Protection  Stair Nosings

(S Wext Working Day
P on orders placedbb

Gy lndusty Leading Brands /™ Active Online Support

D Grest Trodo Pr QD porween 7150
onaay denvery sun avaiavie (B [B - B3

Next Working Day Delivery

M

ol FOUNDRY

() Flocring pey
e THE PERFECT
| FINISH FROM i

Shop Now! =
Explore The Range!

" Premium

Tile Trim

31



Market & Outlook ET]

= Market
= Macroeconomic headwinds include inflation, mortgage rates & weaker housing market
= Market subdued post summer with softer build to seasonal peak

= Weaker discretionary consumer spending, especially RMI

» Current Trading and Outlook
= Group sales over the first 8 weeks -3.0% YoY (Topps Tiles LFL -6.1%)

= More challenging trading conditions will create opportunities, business well positioned to
capitalise given balance sheet strength

= Competitive advantage driven through market-leading brands, world-class customer
service, specialist expertise, and ambitious growth strategy

32
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Market Data

Mintel: UK Ceramic Tile Market at MISP UK House Prices and Transactions

Jul-23

Apr-23
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Sources: Mintel, ONS ‘Output in the construction industry’ — value non-seasonally adjusted data; Nationwide House Price Index; National Statistics Monthly Property Transactions (residential); GfFK Consumer Confidence Index

Monthly transactions ('000)
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Statutory Income Statement H

L

Adjusted Profit before tax (Em) (3.1)
Adjusting items (Em):
Property (0.9) (2.4) +1.5
Pro Tiler Ltd share purchase provision and deal costs (4.1) (1.8) (2.3)
Restructuring and other (0.7) (0.5) (0.2)
Profit before tax (Em) 6.8 10.9 (4.1)

= Adjusting items in FY 2023 consist of:

Property related items including vacant property and closure costs in connection with stores closed as part of the
store closure programme which ended in FY22, also impairment of right-of-use assets and gains on lease disposals

Increases in the Pro Tiler Limited share purchase provision (accounted for as a remuneration cost under IFRS3 —
Business Combinations due to conditions placed on selling shareholders to remain employed by the Group,
however treated as a non-deductible expense in the UK tax code)

Restructuring and other costs of £0.7m

36



Cash Flow Highlights

_

Cash flows generated by operations, including leases,

; . 18.9 18.5 04
before working capital movements
Changes in working capital 34 (11.0) 14.4
Capex (4.2) (3.2) (1.0)
Disposals - 0.2 (0.2)
Interest 0.1 (0.3) 0.4
Tax (3.3) (3.5) 0.2
Other (0.2) 0.1 (0.3)
Free cash flow 14.7 0.8 13.9
Acquisition of Pro Tiler Ltd, net of cash acquired* - (4.4) 4.4
Dividends (7.5) (8.0) 0.5
Change in net cash 7.2 (11.6) 18.8

= Free cash flow was +£14.7m, total cash flow was +£7.2m and closing net cash was £23.4m

= Key drivers for the increase in net cash were:
»  Strong cash flows from operations, with cash running ahead of profit due to a number of non-cash expenses
»  Working capital inflow of £3.4m including lower stock and a slight increase in payables
=  £7.5m dividend outflow relating to 2.6p final dividend from FY22 and 1.2p interim dividend from FY23

Note — Acquisition of Pro Tiler includes acquisition costs, net of cash acquired, and repayment of bank loans which happened immediately following acquisition



Balance Sheet Highlights

=1
L

Goodwill/Intangibles - £m

Property, plant and equipment - £m 19.3
Right-of-Use & Sublease Assets - £m 83.1
Inventory - £m 36.4
Receivables/Payables/Provisions - £m (47.9)
Borrowings - £m 0.0
Lease Liabilities - £m (94.5)
Cash-£fm 234
Net Cash - £m (pre-IFRS 16) 234
Net Assets - £m 26.4
Capital Employed - £m 97.5

(0.6)
20.9 (1.6)
91.0 (7.9)
38.6 (2.2)
(41.8) (6.1)
0.0 0.0
(102.9) 8.4
16.2 7.2
16.2 7.2
29.0 (2.6)
115.7 (18.2)

= Intangibles relate to assets acquired as part of Pro Tiler Limited (largely goodwill and brand)

= Fixed assets reduction relates to depreciation partially offset by net additions/disposals

= Right-of-use assets of £80.9m and sublease assets of £2.2m, including impairment review

= |nventory days reduced to 107 days (2022: 126 days), including larger mix of Pro Tiler inventory

=  Provisionsincludes Pro Tiler share purchase provision (£5.6m) and dilapidations provision (£2.4m)

= Lease liabilities of £94.5m held on the balance sheet, down due to lower number of stores and exit of dark stores in year

= Net cash position of £23.4m, an increase of £7.2m year on year

= Capital employed decreased £18.2m to £97.5m (defined as net assets — net cash + lease liabilities) due to increase in net

cash and lower lease liabilities
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