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Important notice and disclaimer Greencross Limited

The Pet Company

Greencross Limited (“Greencross”) has made every effort to ensure the accuracy of information contained in this presentation, however
Greencross makes no representations as to, and takes no responsibility for, the accuracy, reliability or completeness of the information
contained in this presentation and disclaims all liability that may otherwise arise due to any information contained in this presentation being
inaccurate, misleading or deceptive, except to the extent that liability cannot be lawfully excluded.

The material contained in this presentation is for information purposes only and does not constitute financial product advice. The information
contained in this presentation has been prepared without taking into account the investment objectives, financial situation or particular
needs of any particular person. Before making any investment decision, you should consider, with or without the assistance of a financial
adviser, whether an investment is appropriate in light of your particular investment needs, objectives and financial circumstances. Any views
expressed in this presentation are those of the individual presenter, except where specifically stated to be endorsed as the views of
Greencross Limited.

Greencross Copyright

All information, text, material and graphics contained in the Greencross Limited presentation ("Content") are copyright 2015 Greencross
Limited. You must not reproduce, copy, modify, republish, upload to a third party, transmit, post or distribute this Content in any way except
as authorised in writing by Greencross Limited.
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presenting Today Greencross Limited

[he Pet Company

Martin Nicholas, Chief Executive Officer

Martin is the Chief Executive Officer of Greencross, having joined Greencross in the role of Chief Financial
Officer in May 2014. Martin has over 28 years experience as an executive in retail, services and FMCG. Prior
to joining Greencross, Martin was the CFO of Study Group International, a private equity owned education
business, and served as Group Finance Director for Rentokil Initial PLC, a multinational services business
listed on the LSE. Martin also spent 22 years in FMCG with Unilever across a number of locations including
the United Kingdom, China, Hong Kong, Singapore and Australia, most recently as CFO for the Australian
business.

Scott Charters, Group Chief Operating Officer

Scott Charters is the Group Chief Operating Officer of Greencross Limited, having previously been the Chief
Operating Officer for Retail where he has overseen the expansion of the retail network from 40 stores to
over 200 stores. He is also a Director at Animates New Zealand and the Petbarn Foundation. Scott is a
seasoned executive with over 30 years experience in the retail sector. Most recently, prior to joining
Greencross, Scott spent two years at Barbeques Galore where he initially held the role of General Manager
for Retail, and then served as the Chief Operating Officer and Board Director. Prior to that, Scott spent
nearly 20 years at Woolworths Limited in various operational roles at a store, regional, state and national
level. He also served as a National Business Manager where he led the advertising department.

David Hutchinson, Chief Marketing Officer

David leads Greencross’ customer, sales, marketing and digital activities. David has over 20 years experience
in sales and marketing in retail, service, leisure and FMCG both in listed and private equity backed
businesses. David has expertise in business & brand strategy, business transformation, equity, franchise and
joint-venture business structures, commercial marketing strategies, digitally-led, integrated brand
communication, digital, eCRM and loyalty strategies, e-commerce and driving benefit from vertically
integrated businesses. Most recently, prior to joining Greencross, David was Marketing Director of B&Q PLC,
a retail market leader in the UK DIY category. He also spent 5 years as Marketing Director of Costa Coffee
(the second largest coffee shop business in the world).
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Presenting Today Greencross Limited

The Pet Company

David Bissett, Chief Operating Officer, Supply Chain and Business Systems

David is the Chief Operating Officer, supply chain and business systems leading Greencross’ supply chain
development and IT function. David has over 15 years experience working in retail and supply chain. Most
recently, prior to joining Greencross, David was Head of Vendor Management at Coles, where he led a
number of major supply chain projects. Prior to that, David worked as a supply chain consultant with
PriceWaterhouse Coopers.

Matthew Toohey, General Manager, Business Development

Matthew Toohey brings has more than two decades of property and business development experience
having previously held senior executive roles at Jones Lang Lasalle, McDonalds Australia and Wesfarmers
Limited. Most recently, before joining Greencross, he was the General Manager of Property and an
Executive Director of Bunnings Group Limited for over 10 years. During that time he oversaw the roll out of
over 200 Bunnings stores across Australia and New Zealand. Matthew has experience in mergers and
acquisitions/business development as well as extensive property expertise in valuation, town planning,
investment, acquisition, development, construction and asset management.

Dr Rachel Chay, Chief Veterinary Officer

Rachel is Greencross’ Chief Veterinarian and the chair of Greencross’ Veterinary Advisory Board. Rachel is
responsible for maintaining the highest standards of clinical care across our specialty, emergency and
general practice network. Rachel has clinical leadership for over 400 veterinarians and oversees the
development and execution of clinical and professional training programs for our vet and nursing teams.
Rachel is an experienced companion animal practitioner who has worked in both general and emergency
and critical care practice for 15 years. Rachel has completed her membership exams in feline medicine and
prior to joining Greencross worked as an accredited vet for AQIS.
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Introduction & Overview
Martin Nicholas
Chief Executive Officer
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Who is Greencross Limited ? Greencross Limited

The Pet Company

Greencross is Australasia’s pre eminent integrated pet care company

Market leader in the ANZ pet care sector Unique integrated offering

More stores than nearest 4 competitors combined = One stop shop — products, veterinary care, grooming,
= More clinics than nearest 4 competitors combined DIY dogwash and specialty medical
" Australia’s largest employer of vets (over 400) " Extensive range of products and services
= Extensive reach - over half of ANZ pet owners have ® Growing private label and exclusive brands
convenient access to one of our stores or clinics " Passionate staff committed to excellent service

® Leading provider of grooming services Multi channel offering with growing on-line and digital

® 8% market share in an expanding pet care market presence

Over 2.9 million loyalty club members with > 80% swipe
rate enabling targeted retail and services cross selling

A growth company WOoLd C%Y ANIMATES
®= Strong track record of top and bottom line growth P!!PABE prmmm?pl}uf Erenytiigfor s

" Consistent, leading LFL sales

" Extensive store and clinic expansion runway with Co- Strong brands and extensive store and clinic network

locations and flexibility of store formats expand the
|
network opportunity 209 stores

= Leading market share in high margin segments including " 138 clinics (including GP’s, co-located clinics and
super premium food and specialty medical services specialty & emergency centres)

= Margin opportunities from scale, private label sales and " 42 in-store grooming salons
cross shop ® 109 in-store dog washes

“To make our world a happier place through the love of pets” — Affordability, Accessibility, Knowledge, Community
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Clear growth strategy Greencross Limited

The Pet Company

Our strategy is consistent and simple — to profitably expand our business, leveraging the benefits of our scale,
expanding our reach, and increasing our engagement with customers through our unique integrated model

Optimise Current Focus on outstanding customer service and clinical excellence
Business Expand in store product and services offering
Grow penetration of private label and exclusive products
Customer service excellence Leverage scale & supply chain to decrease CODB and increase margin
and affordability Vet retention and clinic utilisation

Extend Foot Print Continue store roll out with multiple store formats
Open co-locations and acquire vet clinics
Improving accessibility to Expand non medical service offering

customer base Enhance multi channel offering with growing on-line and digital
presence

Leverage Integrated Maximize customer engagement and cross shop opportunities —
Offering referral, group loyalty, co locations, integrated on line offering
Deepening customer Increase exposure to higher margin specialty vet services

engagement through Facilitate pet owner communities leveraging Greencross knowledge
knowledge and community

The continued effective implementation of the strategy by an experienced management team will deliver

sustainable top and bottom line growth
Page 7



. - . Greencross Limited
The ANZ pet sector is resilient and growing e et company

Greencross’ addressable market in ANZ is estimated to be approaching A$9 billion and growing at ~4% per
year supported by demographic and social trends

Key drivers of the growth in the pet sector Australian and New Zealand pet care market (AS billion)?

®  Humanisation — owners treating pets as part of their family
leads to more purchases of higher quality food, cat and dog

Pet products “treats” and accessories®

(Includes pet 10 -
food)

B Premiumisation — increasing trend towards high nutrition
foods including breed specific and age specific foods
containing dietary supplements 9 -

® Humanisation — desire to provide highest level of medical
care to pets regarded as family members, moving from 7
reactive to proactive well-being care

Veterinary m Specialisation — increasing demand for specialised medical 6 -
services procedures, particularly as pet insurance penetration rates
increase 5

B Aggregation - demographic trends, including the high
proportion of female vet graduates in Australia (80%), is 4 -
reducing demand for practice ownership

3 .
B Humanisation — increasing demand for services including
dog washing, grooming, dog walking, dog minding, pet 2
Other pet hotels, training & obedience, travel, pet crematoria etc.
services B Outsourcing — increased demand for outsourcing of 1 A

activities like dog walking , grooming and dog washing by
time poor pet parents 4

Pet Products Vet Services Other Pet Total

Services
1. 60% of Australian pet owners regard their pets as members of their family (Source: Pet Ownership in Australia 2013).

2. Source: Management estimates, Euromonitor and IBIS World Industry Reports.
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Greencross has a strong competitive Greencross Limited
position in retail

Greencross is the largest specialty pet care retailer in the highly fragmented ANZ retail pet care market

Key Specialty Retailers

The ANZ retail pet care market

| :
|

I Number of stores I
® The ANZ pet care market is worth ~AS9 billion and has been I |
growing at 4.0% p.a! I Greencross 209 |
Petstock 115 I
® We continue to extend our reach within the core Australian : Pets Domain 27 I
retail market consolidating our market leading position and ) |
making it a viable competitor to the mass merchants | Best Friends 23 I

I peto 5
| |
' |

ANZ pet care market overview ($h) Offshore precedent suggests Greencross’ ambition of 20% of the

total ANZ pet care market is achievable

10
Core Australian
9 retail market of
8 AS$3.9 billion n
7
2.1
6 I
5
| | 1.5
A T 75
T o: :
2 | I
1 | I
Pet food Pet Other pet IOtherpet Vet services  Total New Total ANZ Australia USA UK
healthcare  products Iservices Australia Zealand
e e Pﬂduﬁ — o — 1. Source: Management estimates
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Greencross has a strong competitive

position in vet

The Pet Company

Greencross is the largest employer of vets in the fragmented ANZ veterinary services market

ANZ veterinary services market

ANZ pet care market overview (ASb)

[
= N W A~ 0O N 0O O

The ANZ veterinary services market for companion animals
is estimated to be worth A$2.5 billion! and has been
growing at 2.0% p.a

Over 2,650 vet practices in Australia with > 8,000 registered

vets

Over 500 vet practices in NZ with >2,500 registered vets

650 vet graduates enter the Australia market each year

~80% of new veterinary graduates in Australia are women

Aust
Vet services
market of
AS$2.1 billion

NZ

Vet services
market of
AS0.4 billion

Pet food

Pet
healthcare
products

7.5

Other pet  Other pet l»/etservicesl Total

products services I Australia
| I —

New
Zealand

Total ANZ

: Key Vet Groups

|  Number of clinics

I  Greencross 138
I National Vet Care 35
: Best Friends 23
| Vet Friends 13
I vet west 10
|

Greencross Limited

Demographic trends are supportive of the aggregation model - % of

registered NSW vets who are female?

100% -
80% -
60% -
0, 4
40% 71%
56%
20% - 37%
0% -

30-40 40-50 50-60

1.  Source: Management estimates
2. Source: Australian Veterinary Association, Workforce Review Report, June 2013
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Greencross is uniquely positioned Greencross Limited
. The Pet Company
across all segments in a fragmented market

Greencross offers our customers the full spectrum of pet care products and services enabling us to
support all of their pet’s needs

Major Food Food Veterinary Services Services Accessories Accessories On-Line
Market Manufactured Non Groom, Train, Burial, Crem., Healthcare Other Toys, Drugs,
Segments -> Processed Board, etc. Insurance, etc. (incl Flea &Tick) Food, Access.
$3.0bn $2.5bn $1.7bn $1.3bn $0.2bn
Insurance F&T
| Woolworth/zgw " - ¥
Insurance F&T
| Clestagetfoma - ¥
c v v v
0
[ A A A A
>
o)
[ betsestores | v - v v v
(O
= TR v v -
Q
| independentpetstores <« <
2
| mdependentves v v v v
| Otherretcare v 7 v
Butchers etc. Financial Services
/
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Growth runway Greencross Limited

The Pet Company

Greencross has three core expansionary growth platforms, each with attractive returns and significant
runway remaining as we strive to increase our market share from 8% to 20%

Annual target Revenue at Required Target Time to
maturity investment payback maturity

S1.2m
Greenfield ~20 e 35
inventory
Stores stores Sl EE]S
services
. ~12 4.0
Co-locations o
clinics years

Acquisitive

~$20m
A \./e.t. Annualised 4.5
cquisitions revenue years
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Understanding Our Customers & Clients
David Hutchinson
Chief Marketing Officer
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The Pet Company



Consumer research Greencross Limited

The Pet Company

A large scale, deep-rooted consumer research project to shape strategic direction

. Stakeholder Interviews:- September 2014 — interviews with a cross section of team members
throughout the company, from all activities and all levels of responsibility

. Qualitative Research:- December 2014 — in-depth interviews and focus groups with customers
and non-customers.

. Quantitative Research:- February 2015 — online survey of 3000 Australians and New
Zealanders, a direct representation of the population base

. Key questions we asked ourselves

1. What did we think they were looking for?
2. What did they tell us they wanted?

3. How did they want us to interact with them?
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L
Our purpose

€6 TO MAKE OUR WORLD A

HAPPIER PLACE THROUGH
THE LOVE OF PETS9 9

There’s nothing in the world quite like the sense of sheer joy
people feel with their pet. It gives the healthy, the active, the
shy, the injured, young, elderly and everyone in between a r
special bond they wouldn’t otherwise have. A bond that literally ';’- "4\
adds depth and quality to their lives and even how long they’ll ,
live them. It can help people recover from trauma and can help ‘
kids develop a sense of empathy. That bond can even extend the ¢
lives of the elderly and the isolated. ,

Pets must be one of the few things in the world that create
exponential happiness. The more we can do for them and their
owners to foster, fuel and enrich that joy, the happier they will
be and the better our world will be as a direct result. Put simply, O\
we couldn’t imagine a world without them. ( _. [

[ ool




Clear customer pillars driving our customer  Greencross Limited
offer

There is a clear framework, based upon the customer research, that sets out clear principles which will guide

all of our activity. This will help galvanize the organization behind the key imperatives and help us to make
decisions in the achievement of our purpose.

To make our world a happier place
through the love of pets

To be the best pet care company in the world

Our Customer Pillars Using our

Making pet Making great Helping bring those

to
become the pet
owners trusted
advisor

ownership more products & services
more

who love pets

Our Priority Customer Segments

Want to give their pet the best possible start Want to give their pet what is absolutely Need to feel they are definitely making the
but need the support and reassurance that right/best for them but believe it is their role to right choice for their pet, but are unable to do
only a specialist will give them at this do the research and make the choices rather so without the input of a trusted adviser
important early stage than relying on others
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Deeper engagement across the offer drives greencross Limited
1 The Pet Compan
greater share of wallet and incremental e

spend

Today, Greencross is accessible to only 59% of ANZ pet owning households

Greencross Average Customer Spend - $ per annum?

Achieving ‘trusted advisor’ status increases customer spend

1,405

- Grooming
Online
- Vet

- Retail

630 610

Retail standalone Vet standalone Retail and Retail and online Retail, online Retail and vet Retail, vet and
grooming and Grooming grooming

1. Based on 12 months of actual Greencross data. Over 80% of purchases at our retail stores are made on a loyalty card. Page 17



A clear focus on strategic initiatives to Greencross Limited
unlock cross-shopping value

. Co-Location
- Creating the ‘one-stop shop’ solution for pet care needs
- Integrating product and service into a seamless proposition

- Allowing the two business to leverage each others expertise and
capability

. Cross Referral
— Personal intervention within the retail environment
- Responds to retail customers needs in the early informative stages

- Encourages new-client sign-up at Greencross vets

El
Kitten Health Check
FF

+ Bonus

_ \ Friends
. Group Wide Loyalty =/ For Life

- Trial live in SE Queensland for 5 weeks P

- Loyalty platform allows earning and redemption of rewards across
both brands




Retail Overview
Scott Charters
Group Chief Operating Officer
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The Pet Company



Strong retail disciplines Greencross Limited

The Pet Company

The retail team are highly engaged with low employee turnover. We invest heavily in team training. Over
100,000 of labour hours were invested into direct team training last year alone

o Awesome experience

- Our customer service program is the backbone of who we are as retailers. We ask every day,
‘what we can do to delight customers?’

- We use the Net Promotor Score (NPS) program as the scorecard to ensure we are getting
better every day

. Balance of human capital
- We review the fine balance between costs and customer service very closely

- Our industrial engineers ensure we drive down admin and activities not assisting us to serve
more customers. We are always ensuring this balance is correct. We are NOT supermarkets
for pets, we are much better than that

- We survey the team regularly, they recently told us:

v 100% of team members want to enrich the lives of pets and their owners
v' 98% understand our vision
v 94% would recommend this as a great place to work

. Retail basics

-~ Through ‘permission to compete’ and many other activities we focus on the retail basics
every day

-~ Every day of the week we have the retail leadership team engaging with our teams

- Our first retail goal is to execute every day consistently Page 20



Awesome experience Greencross Limited

The Pet Company

We are very proud of our NPS results but are always trying to improve and delight more customers every day

. 78% of customers last week gave us a 9 or 10 for their shopping experience
. 35% of customers said they could name a team member who did something to delight them
. These comments are just some of last weeks customer feedback.........

They helped me carry my purchase to the car
There was wo one at the counter b
e anol ran to serve me

t {s & very personable experience going to this store, the staff ut a staff member saw

members always go that Little bit further with thelr customer
service. They always recognize me and are happy to see thelr

customers They gave me some o
¢ guldance and agy;
viee on which cat
ood to chopse

Theg always o
Ys offer to ANy my purchases ¢, the car for He helped me get the bird cage into my car | walk
me time

 Like Ene Lady E1T° MLPV\S:M ?o/f@\fgv her and she
. {no Ls too much trov
Ln, wothing ts

He took the time to go through extra details on our new puppy )
The : ull of information
Y 9ave m {s always very help
5 9[09 at
i’ggt

{ML and ‘E
The staff were

Thgg Veco
m
mend th, extremely helpful

an . Wormi
A the EXPlained thg, NG taplere

\/erg well TCOV mg cat

There were two staff members who were

amazingly tnteractive with
my s
daughter I oo

Very polite and helpful and really Like that the
store has the option of belng able to adopt a cat
Program

What can yov do today
to delight customers?

Nothing is too much trouble for thew always
courteous and helpful
The staff are always happy to answer any

questions and always polite and

g me WS neipfisl

TV\e QLYL SCY\/LW

) Ledgeable  They g,

th 9ave me heape of bformeats A customer found a Lost dog outsioe the store and brought enowlesd d Corriea My bags ot
ave a free depty, cheok atlon ang 4 Voucher t, it tnto the store. Al the staff at Petbarn Looked after the ve oeen poing €0
dog and contacted the owners to come plek it up A {MM\%. tha A always
The staff nice h ! svery dpfut T ove and 0 ond alﬂw
e staff nice ha eople, Wi 0 . o
PPY PeOP o Lovely ey ave 2 Y cavs. TheY aoao\\/wa and bnform®

10
his ctove ‘EDY . V?LUS thoroud

a
< always Lovely but all the staff there ar o
The usual good service e Ehelr © e

The Manager there b



Private label strategy Greencross Limited

The Pet Company

. Unique offering

. Maximise reasons to shop

. Increase brand loyalty

. Increase margin

. Make pet ownership more affordable and accessible

. Guide market expectations around quality, safety & standards of care
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The private label brand wheel Greencross Limited

The Pet Company
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Exclusive brands to Greencross Greencross Limited

The Pet Company
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Green
Cross o
wns the brand
Greencross Limi
imited

The Pet Company

utcher’s
Supenor LI uts
e Treass
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Private brand architecture

Greencross Limited
The Pet Company

Functional
Lifestyle Licensed + Seasonal
Fundamental

.

ol
- Yo%e

.V

sophresh

Wells'Good.

Gt

7Fc’GoocJLp

bowl
mates.

. N
klmogl’rorlumu

J'I'AI?.

WARS

pet fans collection
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Enhancing private label Greencross Limited

. Private label and exclusive brands represented 15% of Australian retail sales in FY2015
. Key initiatives to increase private label penetration include M
L [ P
- Full ranging in City Farmers i,

. In July private label sales represented 20% of Australian retail sales

Reviewing categories currently not represented by private label

Direct sourcing of key product to further improve affordability

Innovation in new categories

WELLNESS' i

Oy Puos.
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Private label innovation — we have only just &reencross Limited

begun

DaiLy
BaRk:

- RAWHIDE -

WW

'T

Erva-ﬂ?
SCRATCHMIX
\

TAY.

ARRTSONEWILL 4,

S
“OP SE 41‘..,:

s UO% NATURAL
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The Pet Foundation Greencross Limited

The Pet Company

. In 2012, the Foundation was established to manage pet welfare initiatives by Petbarn ‘to enrich
the lives of pets and the people who love and need them’.

. Since its commencement, the Foundation has:

hePet )
Foundation

Raised over $3.2 million in funds for animal charities including our annual Giving Tree
campaign for the RSPCA and other adoption partners

Saved over 21,000 lives through our adoption centres in stores

Launched initiatives like the collection boxes and Petbarn Foundation plush hedgehog toy
as a means to raise additional funds to help animal rescue centres and charities

Funded the training of 19 seeing eye dogs for vision impaired people through our
sponsorship of SEDA

000,




The Veterinary Industry and Greencross

Dr Rachel Chay
Chief Veterinary Officer
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Why is Greencross an employer of choice  Greencross Limited
e Pet Company
for veterinarians?

Greencross allows veterinarians to focus on what they do best — practising best standards of veterinary medicine

. Support office function
Corporate . HR, Finance, IT, Payroll, Marketing
Sl . Integration and regional management team
. Structured education program
. Clinical education
Trfinfing & . Management and leadership training
Education . Graduate program and traineeships
. Customer service training
. Mentoring program
. Informal education program via community of practice
. Scale and leading brand
Career Path . Specialist, Leadership, BA, Co-locations, Corporate
. Strong network of general practice, specialist hospitals and ancillary services
Vet Advisory . Provision of veterinary leadership
Board . Comprised of general practitioners and specialists from across the network
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We are committed to the highest Greencross Limited
standards of medical care

. Greencross standards of care

- Devised by veterinarians to improve accountability

- Represents above industry standard of practice

—~ 55 clinical key performance indicators allow monitoring of these
- Comprehensive education offering cements these ideals

—~ Engages our veterinarians = individual and corporate strategies are aligned

. Greencross accreditation program

—~ Allows the standardisation of the offering to clients

—~ Ensures clinics equipped with modern equipment

. Healthy Pets Plus

—~ Australia’s first proactive health care offering to pet owners
-~ Shifts our thinking from reactive medicine to improve quality of life for our patients

- Creates better pet owners through cost effective care
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Partnerships — key competitive advantage

. Retail cross referral program including Friends For Life
-~ Drives new clients to our practices every week
- Group loyalty — SE Qld pilot program underway
. Business Associate Program
- Increases discretionary effort — ‘ownership’ mentality
. Co-locations
- Providing a “one stop shop” for our clients — easy to do business with
. James Cook University
- Providing business acumen to academia
- Providing support to veterinary students — “real world” experience
—~ Providing Greencross with a recruitment pipeline
. Specialty and Emergency
—~ Partnership with state of the art specialist facilities (e.g. ARH, MVSC)

—~ Creates a network of complementary businesses — cross referrals

Greencross Limited

The Pet Company
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Network Expansion
Matthew Toohey
GM Business Development

S350 2 /)

The Pet Company



Greencross footprint in ANZ Greencross Limited
347 locations

At September 2015, Greencross had 209 retail stores and 138 vet clinics in Australia and New Zealand

Legend NT
® GXL Location (Retail, Vet, Colocation) m 2 Retail

® Animates Location (Retail, Vet)

QLb
46 Retail

f‘m"ﬁ 61 Vet
&

5 NSW
kt,c 49 Retail
34 Vet

WA ~AcT \5.
33 Retail 6 Vet 4 Retail
VIC 31 Retail
32 Retail / 3 Vet
31 Vet m
TAS
5 Retail
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Property team

Network
Planning

Greencross Limited
The Pet Company

Set the 5 year network expansion plan

Rigorous site selection criteria

NTI'S
Acquisitions
Colocations .

Site sourcing — greenfields or via business acquisition
Negotiate deals — due diligence

Secure legal tenure (lease)

Procure development approvals

Construction

Asset
Management

Lease administration of over 340 real estate locations across Aus and NZ
Approval and payment of rent and outgoings

Rent reviews/CPI increases

Reduce CODB. e.g. caps on market reviews

No longer provide bank guarantee’s on leases
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Expanding our physical network Greencross Limited

The Pet Company

Site selection model

Operations /
. . . . . Intangibles idential
‘ Rigorous Site Selection Criteria 26% Demograpics

24%

N

=

- Demographics

Competition &
Cannibalisation
9%

State Location

- Retail expenditure on pet supplies 13%

Branding
4%

site Precinct

- Com P etition Characteristics & Generators
Years Trading 8%

16%

- Traffic generators

Competition and cannibalisation analysis

- Impact on existing network (cannibalisation) : 5 e

. All proposed sites must meet capital allocation
hurdles — IRR, Payback, ROIC

. Our demographic modelling and retail expenditure
analysis indicates a healthy pipeline of location
opportunities (>300) supported by a variety of
formats
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Store Types

!

W,
% PETBARN e

e bt

Greencross Limited

The Pet Company

PETBARN

5
; pouomr"
B

" opeN 7DAYS

T
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Expanding our physical network Greencross Limited

The Pet Company

Stand Alone

Castle Hill

A,:ﬁmﬂcb‘_ : ’ 3 N - - .
. ) . . = Heritage format

= Circa 700m? to 1000m?

= Typically offer full services
"« Co-location opportunities
= Regional & metro markets
= 46 in network

=  Greenfield & acquisition
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Expanding our physical network Greencross Limited

The Pet Company

Mixed Use

West Ryde

= Opportunities in urban
renewal areas

=  Flexible layout
= 500m? to 800m?

- = Apartment occupiers own
small pets

=  Strata laws have been relaxed
in recent times
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Expanding our physical network Greencross Limited

The Pet Company

Homemaker Centre

Hervey Bay

= Sector growth continues to
-~ offer opportunities
= Co locate with other retailers
such as Spotlight, Bunnings,
Super Cheap Auto

= Benefits of cross shopping
= Typically 700m? — 1000m?

Wendouree
= Good signage and branding
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Expanding our physical network Greencross Limited

The Pet Company

Shopping Centre Pad

Plenty Valley

T
%

= Co locate with Coles,
Woolworths, Aldi

= Selling high order products
that mass merchants don’t

= Cross shopping with
supermarkets

= Benefit from high pedestrian
traffic Monday to Friday

= From 500m?
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Expanding our physical network Greencross Limited

The Pet Company

Inner Urban

Bondi

= Typically 300m2-500m?
= Higher stock turn
= Limited range and services

=  Offers opportunities in inner
suburbs of Sydney,
Melbourne, Brisbane, Perth

where larger sites harder to
find.

= Highly visible locations
=  Drives brand awareness
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Confident in our ability to deliver Greencross Limited
continued expansion

=  Site selection modelling indicates a healthy 5 year+ runway of new sites

= 60% of store fleet suitable for colocation

= Quality vet acquisitions still available

=  Property team with over 60 years combined experience and rigorous process

=  Extensive network of agents, developers and landowners across Australia

= Extensive network with other retailers with ability to backfill their surplus property

Recent Examples 1) Ex Bi Lo Supermarket at Katoomba,
2) Ex Super Cheap Auto at Nowra,

3) Ex Bunnings at MacKay

= Increased brand awareness is now top of mind for developers of new space who want a S&P/ASX
200, national pet specialty retailer to anchor their centre which is something our competitors
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Greencross’ supply chain investment Greencross Limited

The Pet Company

. 2013 Investment scope & value proposition

- Board endorsed 3 year plan to deliver a best in class, customer led supply chain under Petbarn
control, to support a national business in high growth, creating an operational advantage over
specialty and mass competitors

s Outcomes
-~ A lower cost, higher service retail supply chain
—~ A supply chain that is transparent to the business and managed to specific KPls

- A supply chain that is responsive to merchandise activity and simplifies processes and effort
for stores and suppliers

—~ A supply chain that predicts customers’ purchases and replenishes to fulfil forecast demand

- A supply chain that enables leading practice category management, optimising range and
distribution and improving return on retail space

- A supply chain that monitors and manages vendor performance

- A supply chain that is agile, working capital efficient and can grow with the business
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Greencross’ supply chain investment

Greencross Limited

The Pet Company

The development roadmap covers all aspects of the end-to-end supply chain. In less than 2 years we have made
significant progress in building and now operating the key cornerstones of the new supply chain with key
programmes controlling inventory and distribution operationalized

2015: Delivered capability

=]
I I .
Team

v Stable, experienced leadership
team

v Strategically recruited from larger
retailers/3PLs with proven
experience (Coles, WoW, BigW,
Linfox, CHEP, Origin, PacBrands)

v Transition to in-house
development of skills

R N NN

v Delivered

Food wholesale exit
NDC established

PL stock consolidation
DC regionalisation
Supply segmentation
o0

v X-dock and domestic freight

consolidation
LB

International freight consolidation and
multi-port distribution

Freight
Optimal pick profiles
DC Network
Supply Chain Sm—
Capability
Transformation SoRe: Customer
v Centralised ordering
v Electronic receiving
Suppliers v Automated claims

NN

Terms standardisation

Direct purchasing (food)

Supplier performance measures
Supplier P&L and benchmark reporting
Forecast demand sharing

EDI (electronic PO/ASN/INV exchange)
Supplier stock centralisation

Systemic data sharing and collaboration

v Enhanced in-store inventory
management and presentation

il

Category
Management

v Central range control

v Micro space capability (space and assortment planning)
+ Macro space capability (layout and format productivity)
+ Pricing and promotional effectiveness
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FY2016 supply chain delivery Greencross Limited

he Pet Company

FY2016 is focused on category management enhancement, network regionalisation, optimisation of product flow
and delivering higher inventory productivity

Key Capability Programmes delivered in FY2015 FY2016 Focus
= EDI roll-out completion
v’ Centralised auto-replenishment deployed to the

retail store network = Inventory optimisation

v’ Centralised range and inventory controls = Channel optimisation

v’ Space and assortment planning enhancement to = Distribution network regionalisation for fast lines (2
category management practices new DCs)

v’ National & regional 3PL distribution network = Integrated promotional planning and execution

delivered (stock consolidation & direct supply)
= Supplier demand and supply collaboration

= Floor planning and Format optimisation
- Progress to date »

Top1000 In-stock %
(Top1000 lines, >75% Sales)

= In-stocks now over 96% and rising

= Considered market leading performance and
comparable with “best in class” mass pet retail
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S umma ry Greencross Limited

The Pet Company

Our strategy is consistent and simple — to profitably expand our business, leveraging the benefits of our scale,
expanding our reach, and increasing our engagement with customers through our unique integrated model

Optimise Current Focus on outstanding customer service and clinical excellence
Business Expand in store product and services offering
Grow penetration of private label and exclusive products
Customer service excellence Leverage scale & supply chain to decrease CODB and increase margin
and affordability Vet retention and clinic utilisation

Extend Foot Print Continue store roll out with multiple store formats
Open co-locations and acquire vet clinics
Improving accessibility to Expand non medical service offering

customer base Enhance multi channel offering with growing on-line and digital
presence

Leverage Integrated Maximize customer engagement and cross shop opportunities — cross
Offering referral, group loyalty, co locations, integrated on line offering
Deepening customer Increase exposure to higher margin specialty vet services

engagement through Facilitate pet owner communities leveraging Greencross knowledge
knowledge and community

The continued effective implementation of the strategy by an experienced management team will deliver

sustainable top and bottom line growth
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