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FY25 Highlights hickscall

1 Underlying profit after tax FY25 refers to page 4. Refer Appendix A for reconciliation to statutory profit after tax.




Written Sales Orders and Group Revenue

L LFL represents written sales orders from online and from showrooms which were open for the whole of both reporting periods.




Group Financial Performance Sm nickscali

1 EBITDA and EBIT are based on finance costs net of $3.8m (FY24 $3.4m) interest income included in Other income. Refer Appendix B.
2 Underlying profit after tax FY25 excludes $2.4m restructuring and integration costs for the UK and $2.8m ($1.9 post tax) costs in ANZ resulting from business failure of a freight forwarder in 1H.

Refer Appendix A for reconciliation to Group statutory profit after tax.
3 Refer Appendix C for Impact of AASB16 on profit (loss after tax) reconciliation.
“ Underlying profit after tax FY24 excludes $1.5m of UK acquisition costs.




Group Cashflow Sm




Group Balance Sheet Sm




ANZ Group Online




Nick Scali in the UK




UK Summary

Written Sales Orders

« Disruption to trading as stores being refurbished are
closed for a 4-5 week period.

Fabb branded stores have traded particularly poorly as old
product range is cleared and have operated as clearance
stores whilst waiting for refurbishment.

New Nick Scali branded store sales have seen mixed
results during February to May when compared to the prior
year. June written orders were up on prior year and flat for
July.

Margin

« 2H FY25 gross margin 51.8% for both Nick Scali and Fabb
stores (net of interest free subsidy).

+ May and June 25 gross margin for rebranded Nick Scali
stores 58% (net of interest free subsidy).

Distribution

« Progress has been made in restructuring customer delivery
model to reduce margin leakage.

« Moved to 3PL furniture specialist, exited warehouse, sold
delivery vehicles and redundancies implemented for all
distribution employees.

Leadership
« Experienced furniture retailer appointed as GM UK in May.
« Focus is on retail teams in stores.

« Evaluating and seeking new store opportunities.

Product
+ Continued belief that Product is right for the UK.

+ Small adjustment to product range are ongoing.

Pathway to Profitability

+ Remaining store refurbishments to be completed by
1H FY26.

On completion of all store refurbishments and based on
58% margin, revenue target to reach break-even is A$53m
(£25.4m).

Based on recent average sales per Nick Scali store, each
store would need to increase sales by $A10k (£4.8k) per
week. Based on average transaction values this equates to
2.5 additional orders per week.

Increased marketing spend focused on establishing the
Nick Scali brand in the UK and quality sales teams are
critical to achieve uplift in sales.

nickscali




Store Network hickscall

Queensland
Nick Scali 15
Plush 11
NSW/ACT
Nick Scali 20
Plush 15
New Zealand
Nick Scali 5
Western Australia ~ South Australia Victoria
Nick Scali 6  NickScali 4 Nick Scali 14
Plush 2 Plush 4 Plush 13
Tasmania
Nick Scali 1
ENGLAND
MANCHESTER
LONDON
WALES

1 Opportunity is based on demographic data and proximity to existing showrooms. Timing of store rollout is dependent on site availability and commercial terms.

2 Total excludes clearance stores and on-line.




Property




Outlook







Disclaimer & Important Information




Supporting Information




Appendix A - Underlying Group
NPAT Reconciliation Sm




Appendix B - EBITDA, EBIT and

Reconciliations' Sm

1 EBITDA,and EBIT are based on finance costs net of $3.8m (FY24 $3.4m) interest income included in Other income.



Appendix C - Lease Expense Sm




