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Agenda

1. Overview — Sukh Chamdal, CEO

2. Financial Performance — Michael Botha, CFO

3. Strategic & Operational Update — Sukh Chamdal, CEO

4. Q&A




Delivering on Strategic Plan

Accelerating Growth Initiatives

« Sales growth improved during the period
 Double digit growth in EBITDA and EPS

« Cost base stable enabling operational gearing
- Store opening programme gaining momentum

* National marketing levy enabling substantial online sales
growth

« Significant growth in customer database

« Launched customer loyalty programme

* Clear plan to deliver growth and confident in meeting market
expectations
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H1 FY25 Financial Highlights

« Cake Box Group revenue up 4.3%

 Total franchise sales up 7.6%

* Like-for-like franchise store sales up 2.0%*

7 new stores opened

« Gross profit up 11.5% and gross margins up 350 bps
« EBITDA increased by 11.9%

* Profit after tax increased by 16.4%

* Interim dividend up 17.2%

*Like-for-like: Stores trading for at least one full financial year prior to 30 September 2024 R ,



Key Financial Metrics Performing Well

Franchise store sales up 7.6% and Cake Box sales up 4.3% vs prior year, with
EBITDA up 11.9% and net cash £0.3m below prior year, post further investment in

growth.
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Key Financial Metrics Performing Well

« 16.4% and 17.2% growth in basic EPS and DPS respectively
* Free cash flow lower than prior year, due to working capital investment
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H1 FY25 Sales Performance

H1 Hi1

— FY25 Fyz4 OCpange
Total franchise sales 41.5 38.5 7.6%
Product sales 16.7 164 2.3%
Online sales commission 0.6 0.5 7.3%
Franchise packages 0.9 1.0 (5.8%)
National marketing levy 0.5 0.1  336.0%
Total Cake Box sales 18.7 18.0 4.3%

 Total franchise sales up due to
7 new store openings and
2.0% like-for-like sales
performance for the year

* Franchise packages revenue
declined as pass through costs
paid directly by the
franchisees

« National marketing levy
infroduced during H124




H1 FY25 Franchise Sales Performance

£50.0m

£40.0m

£30.0m

£20.0m

£10.0m

£0.0m

38.5

Total H1 FY24

Total [ Increase

27

Existing stores

0.3

New stores

41.5

Total H1 FY25

7.6% growth in total franchise
sales

£3.0m increase in total
franchise sales, £2.7m from
existing stores (2.0% LFL's ) and
stores opened in FY24, and
£0.3m from new stores opened
in FY25

Kiosk sales were in-line with
prior year



H1 FY25 Like-for-Like Sales Performance
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H1 FY25 Online Franchise Sales Performance

16.6% online franchise sales growth, driven by continued
investment in online marketing and marketing team.
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H1 FY25 EBITDA Analysis

H1

H1

= Fy2s Fyps oOhange
Gross profit 10.1 9.0 11.5%
Overheads * (6.8) (6.4) (4.2%)
National marketing expenses (0.3) (0.1) (336.0%)
Depreciation 0.5 04 (6.2%)
Amortisation** 0.2 0.2 (5.5%)
EBITDA 3.9 3.1 11.9%

*Includes depreciation and amortisation and excludes national marketing expenses
** Includes amortisation of intangible assets and depreciation of right-of-use assets

Gross profit increase of
11.5% outstripped the
increase in sales of 4.3%
due to further efficiencies in
the supply chain
Overheads excluding
national marketing
expenses increased by
4.2%, well below the
increase in gross profit
1.9% increase in adjusted
EBITDA driven by increase
in gross profit and
disciplined overhead
management
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H1 FY25 Gross Margin Analysis
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*Underlying gross margin - excludes the accounting impact of the national marketing levy

Gross margin of 53.8% was
3.5 percentage points ahead
of HIFY24

The revenue collected from
franchisees for the national
marketing levy is accounted
for under ‘Revenue’, however
the national marketing
expenses are accounted for
under ‘Administrative
expenses’

The adjusted gross margin
(excluding the national

marketing levy revenue) was
52.4% for the period (H1FY24:
50.0%)
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H1 FY25 Profit After Tax

fm H1FY25 H1 FY24 Change
EBITDA 3.5 3.1 11.9%
D iati d
cpreciation af (0.7) (0.6) (12.8%)

Amortisation

Net finance costs - (0.1 62.1%
PBT 2.8 2.4 16.3%
Taxation (0.7) (0.6) (16.1%)
PAT 2.1 1.8 16.4%
Basic EPS (pence) 5.18 4.45 16.4%

Depreciation increased due to capex
spend in prior years

Net finance costs decreased due to bank
interest received with surplus cash placed
on deposit

Effective tax rate of 25.6%, higher than the
statutory rate due to adjustments to tax for
prior periods

Adjusted PAT 16.4% higher




H1 FY25 Net Cash Position
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£2.5m free cash flow
generated, in line with
prior year

£1.6m of capex
invested during the
half:

o £0.7mon
Bradford land
purchase

o £0.4m on Cake
Box Hub (IT
infrastructure)

o £0.5m for depots

FY24 final dividend -
£2.4m
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H1 FY25 Capital Allocation Policy

Completion of the land purchase in Bradford and continued progressive dividend

policy

PRIORITIES FOR
CAPITAL

PHILOSOPHY

OUTCOMES FOR H1
FY25

Invest in the business to drive
long-term organic growth

Returns-based approach to
capex spend on core business

- Capital investment of £0.5m
in existing Distribution
centres

- £0.7m for Bradford land
purchase

Invest in technology to drive
future growth opportunities

Returns-based approach to
capex spend on technology

Capital investment of £0.4m
on new website, EPOS & ERP
solution

Sustainable & progressive
dividend

Appropriate dividend cover - as
agreed by the board

H1 FY25 dividend of 3.4p, 17.2%
increase on Hl1 Fy 24

Investment in new growth
opportunities

Board to take a disciplined
returns-based approach to new
growth opportunities

Continue to assess growth
opportunities for the Group

Surplus cash

Risk averse investment until
funds are required to invest
elsewhere in the business

Funds placed on short-term
deposit with corporate
bankers
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Operational Highlights

7 7.6%

New stores Increase in total
opened franchisee sales

R

16.6%

Increase in
online
franchise sales

Managed Cost
Pressures in
High
Inflationary
Environment
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Expanding Store Estate

* 7 new store openings during H1 FY25
« 232 stores trading as at 30 September 2024

* 14 stores open by interim results announcement
(10 same period in prior year)

* New store opening process with external
consultants identifying future area locations

* Detailed analysis continuing to define
precise locations in the areas identified

« Growth franchisees identified

 Cake Box financial support offered where
required
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Focus on Digital Marketing to Grow Brand
Awareness, E-commerce Sales and Customer Loyalty.

The marketing model is now established and is
focused around 1) digital media, 2) data and
customer loyalty, and 3) marketing automation.

« Brand awareness +8% pts. driven by

investment in brand awareness campaigns on
social media

 Pay per click strategy and investment returning

strong results with online visits +40% and sales
+16.6%. We now manage all PPC activity in-
house

Cakebox.com is ranked the number 1 website
for the category in the UK driven by strong
search engine optimisation and performance

Cake Club loyalty scheme launched in June
and has 63k subscriptions
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Capturing More Customers Online

Online sales continue to grow (+16.6%) on the backdrop of a strong performance in FY24. Growth has
accelerated during the period, with the launch of new marketing initiatives and the utilisation of
the CRM system that was introduced in June 24.
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£
1.0
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Growing Our Customer Database

In the first half of FY25 we have seen significant growth in our customer database. Our
email subscriptions have grown +40% from April to September with the total database
subscriptions at 517k. SMS subscriptions are up +48% to 269k, both driven by new customer
acquisition and loyalty programme (63k).

[l SMS Subscriptions

[ Marketing Subscriptions
400000 300000

250000 +48%

pul
A 1€

g7
',‘%‘:L\T);fhz.é Mar Apr Muy .Jun Jul  Aug Sep Mar  Apr May Jun Jul Aug Sep

500000

400000 200000

300000 150000

200000 100000

100000 50000

22



New Product Development

Focus on broadening the range of cake designs and flavours to meet
customer needs, with a focus on branded partners.

e Exclusive partnership with Ferrero UK to launch a Nutella range of
cakes, cupcakes, and cheesecakes

e Introduced over 50 new designs, including tall drip cakes, enhanced
children's range and vintage inspired cakes to meet customer needs

e Extended the red velvet range due to increased customer demand
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New Growth Opportunities

While continuing to grow our Cake Box estate base in the UK, we
are investigating future growth opportunities.

e International expansion
e Opening a pilot store in Paris, France

o Acquisitions
e Continue to evaluate opportunities which will grow customer base
and celebration occasions
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Summary H1 FY25

* Sales improved as the half progressed - five out of six periods with
positive LFL sales growth

« Strong online sales growth throughout the period driven by marketing
investment

* Investment in new land for future growth
« Continued growth in customer database
 Launch of customer loyalty programme
* Further profit and dividend growth
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Outlook FY25

* Trading for Oct 25 has been positive, total franchise sales 9.9% ahead of
2024 and LFL's up 4.0%

* New store estate programme gaining momentum, 7 further franchise
stores opened since period end, 14 opened to date vs 10 by the same

date in FY24
* Target of 25+ new openings
« Growing customer loyalty through marketing initiatives
* Progress build out of multi-channel customer proposition

 Continue to actively evaluate growth opportunities for the Group,
including acquisitions
* In what remains a challenging consumer environment, we are well

positioned to deliver against market expectations for the remainder of the
year
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Q&A

Cake Box

HANDMADE HAPPINES®
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