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Trading profit surpasses R1.1bn in a milestone year.

Group Revenue (R'm) Group Trading Profit* (R’'m) Group Profit Before Tax* (R'm)

Shareholder
153 metrics

552.7c

4427 .
3672 Headline earning _ : RS
. per share up 40%

3432 132C F.
Final dividend per W
share up 36% D\ }

\ ‘ 3 :f ! q

5,455

2021 2022 2023 2024 2025 2022 2024 2025 2022 2023 2024 2025

Fintech
Lending, Payments, Insurance and Shopping R3°4 bn @ R1 -1 bn R784 m @

are the verticals in our fintech ecosystem for ~ Fintech Revenue NS iereielie) Gl [T
our customers and merchants. profit before tax

Retail
Omni-channel retailer selling quality, RZ.Ob ] @ Ro.1 bn R55m

innovative homewares products across Retail Revenue Retail trading Retail profit
digital platforms and unique showrooms. profit** before tax*

* Trading and Group Profit before tax is before one-off non cash Retail impairment costs of R244m
** Segmental profit before tax is before group costs of R102m



Our tech-savvy African female customers continue
to propel platform growth.

Credit Active Females™

Group Customers *

4 330 000

4
bl 15%
Group Customers (‘000) il
FY24 FY25

Compares with overall market
growth : 12%

A 4,330
40%
3105

- ke Significant market
1019 growth opportunity
. . Total SA
2021 2022 2023 2024 2025 , _ b addressable
V7 -. §1 Y / f ¢ market**
~d i € 23.9m
Our 700/ 3 6 Customer age R1 7 5 k Unsecured
fintech ° profile - credit
of our customers is her 49 ©4%ofour average monthly 16m
CUStO mer are female customers are

average age — income

Millennials or GenZ
Our share
18-29 30-39 40-59 60+

AN T

18%

* Group customers include active loan and insurance customers, signed up B
** Market information provided by Experian for credit active customers.
Unsecured credit includes personal loans and revolving credit plans



Structural shifts to fast growing digital payments expand our
market opportunity.

/1-1:03 wl T .\

l < payjustnow ' o o
Digital wallets Buy Now Pay Later m PayJustiow Wegyer Flntech. |s.weII
dominate I 1112 22,8 1110 pOSltIOned to win in the

(BNPL) emerging
from niche to
mainstream

60%
Global shoppers use BNPL

at least once. In 2025 was 5%
of global online purchases

'- posts followers following |

Payments Market

H#1

CleverWay l Jay Stretch your
payments up to 12 months and get your
i goods upfront as if you'd paid in full.

2 payjustr

payments \

50%-80%
globally of Millennials and Gen Z
used digital wallets in 2025

BNPL in SA

owW.Com

* payjustnow @ ' The Inner Circle §

Message 2

in the Finance category on
the Apple App Store

Juy Now,
i } Later,

in the Finance category on

#10

35%

predicted growth in digital
wallet usage in SA into 2026

45%

SA consumers have used BNPL
at least once by 2025

Google Play

Payments and Wallet

transactions accelerating (‘000)
Sources: TransUnion; Electroiq; Kantar; Absa CIB; The Motley Fool

6111
BNPL transaction Payments R2.9 trillion
s Card Poy.menfs
volumes in SA are TAM market in SA
expected to double Bagoto

Payments**

e

Our share of digital

FY23 FY24 FY25

in 2026

* Card payments include debit, credit and charge cards. Source: globaldata.com
** Digital payments include online and mobile wallets, e-commerce related payments. Source : blueweaveconsulting.com



Weaver’s ecosystem flywheel is driving growth for customers 'y

and merchants.
Inflow

Personal Loans Payments

-

Customers Merchants

Retail Credit g°

4 . 0 m ! ."
Customers up ;
46% YOY BNPL ¢

o, ._
1 18% : ,
‘ Ecosystem , L

customers with -
er products Wallets @

-
11)( Insurance |

Embedded
+ Insurance

3450

Merchants up
21% YOY

customers merchants Analytics

: 12 324

f Points of presence ™*
. _ up 23% YOY

. Marketing
as a Service

Instore channe

ARPU increase R IR S | 4 Win ..o =" Checkout as mix for merchcnts_f-z,
with 3+ products ) Shopping a Service
Services
Weaver’s Sustainable Edge
Brand Deep Proprietary Embedded Full-stack
Trust customer data and risk ecosystem platform
segment focus intelligence distribution control




Product innovation accelerating engagement across the platform. "e‘-

b Q p
D N ,
finchoice ‘”e‘Pi‘n‘IﬁE# — i High customer

for when you need it

engagement on our
fintech platform

W

PAY JUSTNOW *

3.4m

1 Product innovation driven by 2 Acquired payments 3 Building ecosystem and App users up 73% YOY
customer needs business expanding driving cross-sell
verticals
7.0m
Digital transactions
up 52% YOY
Digital Standalone Mobile BNPL Personal E-wallet Retail Shopping PayStretch customer
loans insurance wallet Payments Accident Credit destination applications up 135%
finchoice -
| 48.1m
Customer lead
: = k218 : : A referrals to merchants
P . o . o >90% growth
- S : Accident Cover up
Loan Payment Estimats to R150 000
el e
iy
\, g A J \ y




UX and conversion expertise are a competitive advantage.

Driving customer engagement

Launched New App
with new branding

Improved sign-up
flow

100k

increase in avg daily
logins up 36%

1.1m

avg monthly app
users up 43%

80%
completed signup
process up from 65%

6.4x

Av monthly logins per
user up from 3.3x

'

Immersive shopping experience

Enhanced Search
and Discover

Al Stores @ AllDeals

Shop by Category

5.3m

avg daily impressions,
interest growing with
daily views/user up 1.3x

CTR* 2.5%

relevant content
improving conversion
from 1.7%

*CTR represents Click Through Rate

Launched Finance
Marketplace

Lending

. 12-mon ith Loan
=~ Upto R25,000

Supercharge your bank account for those
bigger axpenses. Apply 100% onling

Apply Now

with IR fincholce

5 24-month Loan

*  UptoR30,000

Cross-sell up 20%

Growing engagement from
existing customers

36%

increase in loans
activated with 18%
higher conversion



Inclusive finance is our foundation. Ecosystem expansion is our Path.

With 70% female fintech customers, we are building an ecosystem that empowers her to live with confidence,
seize opportunities, protect her family and grow her future.

Personal Loans,

Mobile Wallet,
SME Lending

®
=

Lending

®
=

Help her seize
opportunity and
overcome challenges

Our ecosystem today

BNPL, Retail
Credit, Wallet,
Vouchers
Funeral, Personal
Accident,
Credit Life

Payments

Insurance

Insulate her Being with her
from life’s at the till
shocks

E-commerce;
Shopping
Destination,
Financial Education

/)
@)
Lifestyle
@

®
©
®

=

Help her discover
new stores and
great deals

Developing new verticals

Digital bank
account, Savings,

MVNO,Club, Investments, Virtual
Airtime, Data, Card

VAS, Rewards,
Subscription

/
B

Engagement

@
©
®
=

Rewarding her Helping her turn
engagement savings into
and loyalty strength

Our digital lending heritage
provided a solid platform
for growing our eco-system

Payments enabled us to
build a dual-sided network
with products for customers
and merchants

Delivering innovative new
products into the
ecosystem is key to our
customer growth and
drives cross-sell

Launching MVNO provides
opportunity to reward
loyal customers

Initial stages of
development of Wealth
offer to complete our
ecosystem
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Fintech scaling: high growth, high quality earnings, high returns. Al

Group Revenue up 23% (R’'m)

Fee income as % of revenue 29%

26%
22%

16‘7 U 5,455

4,427
3651 3672
3,432
Fy21 FY22

M Fintech M Retail

Group Trading expenses up 11% (R’'m)

36%

35% 35%

Costs as % of revenue 30%

1643

1474

1290
( | I I

FY21 FY22

4Yr
CAGR

12%

4

Group Profit before tax up 43% (R'm)

H O,
PBT margin % 13.5%

1,7%

10,7%

9.8% 737

5,1%

i l I I
FY21

M Fintech M Retail

FY25

Headline Earnings per share up 40% (Cents)

552,7

393,9

2885 309,3
i I I

FY21 FY23 FY24 FY25

Note: Group PBT and HEPS is stated before one-off Retail impairment and restructure costs of R244m

Drivers of profit

Expanding high margin
revenue streams growing
quality and mix

Large active base with
high retention and low
cost of acquiring
customers

Disciplined fintech credit
risk management
delivers sustainable
margin expansion

Operating leverage
at scale enabled by
digital platforms
and continuous
automation.

Optimised cost of
funding reduces net
interest margin.




Weaver Fintech delivers leading profit growth up 43%.

Revenue up 23.2% driven by Fintech momentum 2025 Rm 2024 Rm % change
» Fintech revenue increased 36% YOY with growth across all verticals Revenue 5455 4427 23.2%
 Fintech fee-based income now 37% of mix (LY: 36%) reflecting acceleration of Fintech income 3432 2524 36.0%
Payments and B2B verticals Retail income 2029 1909 6.3%
Debtor costs reflects divergent performance Gross profit margin 45.8% 457% 0.1%
+ Fintech taken market share with opportunity in existing customer base Debtor costs (1 917) (1430) 341%
» Poor cr.edlt performance in Retail from higher risk acquisition strategy and Trading expenses (1643) (1.474) 15%
collections challenges .
Other income, gains and losses 1 19 n/a
Trqdmg expenses s.how benefits c.bf scc-:Ie . . . ‘ Trading profit ) o
» Fintech cost efficiency from scaling high margin verticals with continued
e e [ el ol el Net interest expense (303) 37.3%
« Retail restructured to right size cost base Profit before tax 517 42.6%
Retail impairment - -
Profit before tax up 43% =
« Strong conversion of revenue with higher margins e eId el (106) (23.6%)
+ Retail lower level of profitability required one-off non cash asset impairment Profit after tax an 0.2%
Fintech drives Fintech chqnging Efficiency in servicing Expanding trading
group profit revenue proportion the group customer profit margin (%)

Operating leverage

ogye Trading profit
R2.8 million R1.1bn 2025

Revenue 77,3% mix 22,7%

per employee Profit before tax

c|t SCa |e Revenue o Payments and a 211%
R3.4bnN 93% Insurance mix 28.2% /\
. 6,62
476
18,5%

R784m

FY24 FY25
Lending mPayments and Insurance . .
Service costs / transaction (rands)

FY24 FY25
Operating Profit Margin %



Disciplined capital allocation. Structural return uplift.

Summary of Group cashflow (R’'m)

2025 2024 change
Other operating cash flows 1216 912 304
Fintech receivables (1390) (1340) (50)
Retail receivables 21 (40) 61
Other working capital 18 112 (94)
Cash used in operations (356) 221
Capex and investment (126) (59)
Tax, Interest and Dividends (588) (244)
Net financing flows 1030 298
Net cash flows (40) 216

Successful refinancing to fund growth

Successful refinancing upsizing borrowings by R1.25bn

Facilities include bank term facilities of R5bn with
R500m overdraft

Business increased net debt from R2.8bn to R4bn to
fund fintech growth

Currently the business has R1.5bn of available facilities
with R270m cash on balance sheet

Future financing may introduce a notes program

* Net debt includes Commercial Term loan, Overdrafts and cash.

Growth in funding aligned to net
receivables (R'm)

Retail to focus on driving cash and double-digit margins
+ Retail profitability and returns significantly below Fintech

+ Operations now restructured with costs aligned to a niche operation

+ Conducted a detailed balance sheet review with actions taken to
improve return on assets. No further capital allocated

+ Generated cash through selling distressed books
+ Assessment of asset carrying value required a one-off impairment

Leverage and allocation of capital to Fintech driving
improved returns

« Fintech receivables increased by R1.4bn (up 29%)

+ Fintech capital investment primarily in tech and
data platforms to enable innovation

+ Optimised financing costs through term extension
and interest margin (15bps improvement)

Increasing return on
equity (%)

45,7%

s Netdebt*
= Netreceivables book
Netdebt % Net receivablesbook

53.2%

FY 25 FY 24

FY 25 (adj)

Group ROE adjusted for one-off Retail Impairment



Allocating capital to Fintech; a structurally higher returns platform.

Cash collected from Fintech consistently
exceeds cash disbursed

Strategic growth in fee income
delivers improved cash generation

206%

15222
Excess 182% 15,222
R1.1bn 14 657
collected 161%
10 532
10,532
10284
6870
7401
6366 6,870
5785
I I :
2023 2024 2025 2023 2024 2025

mDisbursements and GMV m Collections M Gross Book M Collections ™ Fee Income

Collections/Book

Drivers of increasing cash and returns Fintech return on equity (%)

+ Strategically growing fee income delivers higher profits and cash

« BNPL books average 43 days with efficient use of capital
- turn 8+ times per year

* Lending books are short-term averaging 19-21 months
« Consistently improving yield of collections/book

» Effectively managed cash whilst funding new PayStretch
product with book increasing by R205m (FY25)

13
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Fintech vertical focus driving returns expansion.

Revenue (R'm) up 36%

2021

2022

2023

2024

Trading expenses (R’'m)

2025

32.8%

29,5%

® 26.5% 254% 24.3%

Costs/revenue

362

2021

427

2022

499

2023

2024

834

2025

Fee Revenue (R'm) up 39%

37%
Fee revenue % of total 36,1%

33,8%

33,3%

31,5%

2021 2022 2023 2024 2025

Trading Profit and Profit before tax (R’'m)

33.6%

Trading profit 33%  33,2%
Margin

30,7%

30,3%

2021 2022 2023 2024 2025

= PBT

Drivers of
improving returns

Payments scaling rapidly with
product innovation fuelling high
customer adoption and
engagement

Shift in mix growing fee income
verticals and developing B2B
enchancing profitability

Scale of payments delivering
cost efficiencies

Benefits from data, Al
and tech investment
improve conversion
and profitability

Fintech active
customers (‘000)

FY22 FY23 FY24 FY25



Winning across every vertical. Fintech delivers 40% profit growth.

Revenue up 36.0%

« Payments and Insurance driving growth in fee income to R1.3bn (up 39%)
now represents 37% of revenue (LY: 36%)

Debtors costs reflect appetite to take market share

« Credit well managed with increased proportion from existing
+ Scaling new retail credit product, PayStretch, with book up 5.4x requiring

appropriate provision

Efficient scaling of digital business
« Cost/revenue reducing by 110bps to 24.3% with benefits from scale and
usage of data, tech and Al

Strong profit conversion with margin improvement up 60bps

R5.4 million

Revenue per
fintech
employee

Lending

Loans Disbursed (R’bn)

-

6,3

FY24

FY25

Dec 2025

Rm

Revenue 3432
Finance and other income 2167
Fee income 1265
Other gains (losses) "
Debtor costs (1457)

Trading expenses (834)

Trading profit 1152

Interest expense (368)

Profit before tax 784

Profit before tax margin

Payments Insurance
GMYV (R’bn) Gross written premium (R'm)
4
80% /
71 220
182
3,9
FY24 FY25 FY24 FY25

Dec 2024 %
Rm change
2524 36.0
1613 343
I 389

0
(1044) 39.5
(640) 30.0
840 371
(279) 31.9
561 39.7

22.2%

Customer Product
Adoption

12%

B Interest and fee free product
Il Fee only product

Interest products
[l Multiple products

16



Experts in credit, delivering consistent results through disciplined risk
management.

* Introduction of new market-wide RM collections caused significant challenges. Fintech
acted quickly shifting > 95% of customers to real-time debicheck debit order collections

« Overall lending risk well managed with term progression to better performing existing

*
customers and low and grow strategy for new customers Loans BNPL PayStretch
+ Implemented new credit scoring technology, increasing agility and speed in credit
decisions
« BNPL credit risk continues to be tightly managed with > 98% payment rate and debtor 2552;?;0”5 B 68.1% 51%
cost <2% GMV
+ Scaled Paystretch through improving conversion using additional data points in credit
decisioning and reduced friction with better affordability process
Value based vintages reflect benefits of low and grow credit strategy LY S 13.1 43 1.8
Months Days Months
05 Lending Vintages — Total 2221:12
120+ days in arrears and written off 202103
202194
20,0% 202241 Active loan
202292 able to
202293 borrow / 84.6% 49.8% 44.5%
ey 202244 Active
= 2023q] PERTIENE
— utilisation
2023q3
10,0% 2023q4
e Avgaccount RO 945 R847 R7 739
balance
5 0% 2024q3
' 202494
202541
— 202502
00%  — 202593

1 2 3 4 5 6 7 8 9 10 1 12 13 14 15 16 17 18 *PayStretch acceptance based on PJN active customers

Months since disbursement 17



Growing a quality fintech book with strict credit guardrails.

Debtors cost (R'm) Fintech gross book (R'm) Stage 2 and 3 loans cover (%)

7,400

1,457 701% 70.5%

1%

FY23 FY24 FY25 FY23 FY24 FY25 FY 23 FY 24 FY 25

mStage1 %  mStage2 % Stage3 % mmmm Stoge 2 &3 e Debtors provision % !

mmmm Debtors Cost % of Revenue

e Credit loss ratio

Debtor cost increase tracking marginally ahead of revenue; with opportunity taken to increase lending to existing customers
with proven returns and scaling of PayStretch product requiring increased provisions

Increased Stage 1 mix to 79% reflecting the quality of short term fintech book
The credit loss ratio of 22% well within risk tolerances

Improved book distribution mix driven reduction in ECL (expected credit loss) provision ratio to 14.7% (FY24: 15.5%) with
increasing coverage ratio to 70.5%




Customer adoption through payments, continuous
engagement through our ecosystem.

Our trading brands continually deliver Fintech customer base (‘000) enjoying
new customers (‘000) up 23% in FY25 strong growth up 45% on LY

Low

3955

customer
acquisition
cost 1532
R57 185
1248 2716
130 301
150
768
1614
1 BN P R 317 IS finchoice
94 940 2265
220 o “Finchoice and | have 1. 8. 0.8.8 ¢
478 ot 449 %5 1226 been best friends for a Google
13 624 couple of years now.Best  4,@ rating
: service in my opinion.”
FY21 FY22 FY23 FY24 FY25 FY 21 FY 22 FY 23 FY 24 FY25
= Payments mlLendingand Insurance w Payments mlending and Insurance @ Customer overlap VIVIENNE
Fintech base growing with loyal, repeat existing customers P POyJUSthOW

Customer base “I had a great experience with

4 0 i I I io n - _ PayJustNow. Their service was
I ' | { excellent, communication was
° 86% : -f_; clear throughout and the 4,7 Google

) Lendlng 7.0X consistent usage . rating
Growing by > 120k overall process was smooth.

CUStomerS eGCh month BN PL 93% 5.0x increosing trend I.i:l. // NATASHA

Retention rate Frequency rate

Notes: (i) Customers based on signed up customers for BNPL and active for lending and insurance
(ii) Customer acquisition cost based on new acquisition spend and 1st time transacting customers



Driving adoption and higher ARPU through customer-led product

innovation.

Customer led engagement across eco-system

90 day
Cross Sell
rate Upsell
12% insurance

Personalised

loan with
embedded
Open Mobi i
S et insurance
- Paystretch Molrllety digital
Irs for larger St
purchase i
! ticket
using BNPL 5 rchases

2.57
2.46
j—-
FY 22 FY 23 FY 24 FY 25
B Products per customer 2+ 3+

F _.
Payments Lending ‘ ) bj '}

Rapid growth of active customers with 2+ products

Customer engaging in more products (‘000)

Customers
2+ products

up
28%

FY 22 FY 23 FY 24 FY 25
ul 2 n3 u4+

ARPU* (Rand) substantially up with more products

* ARPU (average annual revenue per active user) 18.075

15,669
13,229

14 296

1product 2products 3 products 4 products 5 products

== FY24 amgumFY25

20



Digital credit products designed to fit her life.

Lending App fastest growing digital channel up 25%

2021

nApp

2022 2023
=Mobi Kwikserve

2024 2025
Digital Sales Assistants

High digital engagement from our existing customers
with real time approvals

88%
Consistent reloan
proportion

1 minute

to originate a
repeat loan

95%
New loans originate
digitally vs 74% FY22

18 hours

to originate a
new loan
(due to affordability regulations)

2.5%

Weaver share of
Unsecured lending
book in SA

Source: NCR data Q2 25

She loves our
digital wallet.

Avg monthly wallet usage (‘000)

75

101
89

FY 22 FY 23

1.2m

FY 24 FY 25

Wallet transactions annually

Lending App
R1.6bn

loan disbursements

monthly
utilization
per user

376k R10.7m | 350k S

Mobi Money
wallet customers
growing 18.7%

Wallet withdrawals

since inception




Scalable, profitable payments network delivers sustained growth. "'e‘-

Scaling PayStretch with increasing engagement

Repurchase rate
.\-’—\_./1.0/0
18%

R320m

BNPL growing fast with high customer appeal
Profitable

BNPL
4,4 network

3,9x R13.1bn

Frequency rate

16%

Hits 9.4m 15%

transactions

3.7m R190m
signed up
customers R136m
R84m
R44m
FY21 FY22 FY23 FY24 FY25 2024 Q4 2025Q1 2025Q2 2025Q3 2025Q4
Cumulative Transactions eeeeee Cumulative GMV Cumulative PayStretch GMV

BNPL customer’s spend and frequency accelerating Customers enjoy flexible payment options

Avg GMYV per transacting customer by year of sign up (Rand)

BNPL PayStretch
convenience larger ticket
15000 Payin3 Payin 12
R1.4k R2.7k
10000 Average spend
Frequency* 44 3.1
5000
. Average R6.3k R8.4k
Yri Yr2 Yr3 Yr4 Yr5 Yré Yr7 annual spend
2019 2020 2021 2022 2023 2024 2025 2 2

*Frequency in last 12 months — total of new and existing



Digital insurance driving growth in a high-margin, fee 'y

based vertical.

Building insurance customer

base up 32% (‘000)
180
136
124
108
95
FY21 FY22 FY23 FY24 FY25

Rapid adoption of personal accident
product in the ecosystem

Dec 2025

Dec 24

Note: Based on active paying customers

Gross written premium up 21%
with stable insurance claims (R'm)

Digital acquisition mix surging
(proportion of sales %)

Funeral Cover

30%
2% 199 2% 21%

49%
CAGR 220
41% -~
23% o g=2 36%
17
23%
= 20% 3% Get peace of mind with
Funeral Cover
2021 2022 2023 2024 2025 'rleral cover DUilt YOUT ‘N'ay

FY24 FY25
Claimsloss %

FY21 FY22 FY23

Delivering customer growth through innovation

+ Upsell funeral policy to add family members
Market compelling personal accident plan

Launch standalone PJN Funeral in payments app

or your age and life stage — add family
firm instantly

finchoice

¢.get Funeral Cover?

IF finchoice
Always Covered from R39 pm.



Shopping platform leveraging data to unlock high margin B2B services.

Validation from Merchants of our proposition

Payments Gross Merchandise Value (R’000) 7,014

#1
BNPL

in SA

2025 Cohort

1,527

747
204

Cohort 2021 2022 2023 2024 2025

Strategic focus on landing Tier 1 merchants increasing share

ACKERMANS a?il‘d\as ‘Arincredible 3.450

M hant

SUPERBALIST.COM makro» erchants
CAPE UNION MART Points of

e Presence

H Edgars

SHOPRITE takealot®

‘

UX improvements across shopping destination delivers growth

Monthly customer
impressions on App

158m

Discover

GetUpTo
30% Cashback

All Stores @ Allpeaks

Featured Stores

Delivering 7.3m monthly
App logins up 165%

48.1m

Click through
rate B2B
revenue up

2.5% 170%

Total Lead
Referrals

s,
E | N ENE R
Game

Up to R250 Off

vakd until 02/02/2005

Store directory now delivering 44.3 av impressions
per user / visit
24



Launch PJN Mobile

{02 '

Launching virtual
mobile network mid-
year in partnership
with mobile network
operator

PJN Mobile will offer
affordable data and
airtime to our 4million
customers

Opportunity to offers
mobile rewards to
incentivise engaged
ecosystem customers

Scaling the ecosystem into its next chapter with the development
of our Engagement and Wealth pillars.

Launch Card

W

fEIiGEae

Wallet

PaylustUow.

@ Hold to reader

Dis-Chem
Dis-Chem Benefit card

STEREO EATS
Loyalty

Launch of PayJustNow
physical and virtual card in
planning phase

Bank partner selection
underway

Card will facilitate
convenient access to our
payment products at the till

Investment and Savings
products also being
considered - initial stages
of development

PayJust/Uow.

25






Transformation changes to deliver niche high margin retailer.

Impactful shift in retail strategy

» The business has generated suboptimal returns

* Now restructured to drive double-digit operating margins

» Focus on niche homewares retailer with lower level of sales growth
* Improve cash generation through reducing credit terms

» Targeting return on capital employed +10%

Management actioned change in Q4 25

* Rationalised the product range cutting marginal categories

» Tightened credit criteria and increased debicheck mandates

» Reduced credit terms across product categories

+ Shifted acquisition channel to showrooms, stopped all cold calling

* Reshaped the team and reduced channel costs to improve efficiencies

+ Excluding 2024 non comp employee benefit; YOY trading expenses flat

+ Lower levels of profitability required a one-off non cash impairment of assets

Strategy shifting from call centre to store based model
+ Showrooms to be the primary engine driver for acquisition
+ Call centre to be focused on supporting the existing customer

Rebuilding a quality active

CUStomerS are core customer base (C000)
to our strategy
426 e
Growth in monthly new
>1 2 k credit customers up 6% “ “
53% Net promotor score 365 344
FY24 FY25

Credit |l Cash

DEC 2025

Revenue

Retail sales

Finance and other income

Gross profit

Other income

Debtor costs

Trading expenses

Trading profit

Trading profit margin

Interest

Profit before tax

Return on capital employed

Impairment

Focus on heritage
bedding as differentiator

DEC 2024 %
Rm change
1909 6.3%
1329 3.1%
580 13.6%
607 3.3%
21 -
(386) 19.2%
(746) (3.8%)
76 31.6%
4.0%
(26) 73.1%
50 10.0%
4.3%

Note: Return on capital employed calculated before impairment charge

Consistently delivered best-
in-class gross margins

mBedding (LY 55.5%) mPlugs (LY 27.6%)
Hards (LY 15.4%) Baby (LY 15%) FY24

U 457%

2025

Product
27% mix

59%

1% 45.8%

FY 25

27



Credit performance impacted by collections
execution and a higher-risk acquisition mix.

High debtors costs
up 19% (R'm)

386

20.2%

FY24

% of Revenue

Retail Total Vintages:

Retail book quality
now improved (R’'m)

1617
1601

FY24 FY25

mStage1 wStage2 Stage3

Credit loss ratio

2+ ever %

Stage 2 and 3 cover
maintained (%)

67.2
67.0
)

FY 24

Debtors provision %

70,0%

60,0%

50,0%

40,0%

30,0%

20,0%

10,0%

0,0%

2023-Q1

2023-Q2
2023-Q3
2023-Q4
2024-Q1
2024-Q2
2024-Q3
2024-Q4
2025-Q1

2025-Q2
2025-Q3

2025-Nov 9
2025-Dec9

2026-Jan 9

0 1 12 13 14 15 16 17

Months since disbursement

B8 19 20 21 22 23 24

Elevated credit losses with corrective action taken

Higher risk acquisition business written late FY24 which
adversely impacted debtor costs

Approval rates reduced and limits cut reshaping the book

Industry-wide Registered Mandates (RM) rollout and TT1
Debicheck was poorly implemented which caused significant
collections issues resulting in higher write-offs

Focused on increasing authenticated debicheck —
contribution now 50% improving collections

Shortened sales terms to improve risk and cash generation
with avg book term down from c. 19 mths to 15 mths

Early credit indicators show lower default rates, reflecting
positive impact of changes made
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Showrooms deliver high customer engagement with a
full service offering for her.

Strong and steady Showroom Shifting sales to Showrooms Repurchase rate - 25% within 6
sales trajectory (R’'m) contributing 29% (LY: 24%) months with higher ACV*
Average customer value (ACV) in Rands
mShowrooms (LY 24%) 2,609
354 2025 aField agents (LY 2%) 5583 \
285 Channel ‘ : (o)
mix Digital (LY 20%) AN
= Digital sales ' - New customers are
. % _ 2 acquired by Showrooms
assistants (LY 54%) ‘ up from 32%
First purchase  Second purchase ' ' g ( 4
FY 24 FY 25 |
Showroom portfolio — slower New In store Choice Customer
growth planned to reduce Customers payments Collect Service

Target for new
customers to be
acquired by Showrooms

capital needs

60
37
22
’ .

Low cost to acquire R278m 31% of all >50% queries 1st
new customers : collections in deliveries time resolution
Fy22 Fy23 Fy24 Fy25 50% less than call store up 48% collected in-store in store

centre




Omnichannel retailer with digital first mindset across all operations.

13:31

 homechorcs Chat commerce and automation

B i R Mos + Whatsapp order confirmation for all orders with
95% open rate

homechoice

e Chat delivers 25% conversion rate of leads to
orders vs 19% from voice call backs

* QA of agent chats using Al improving CX with
quality and consistency

Customer experience and Al

+ Al responses for customer queries with 37%
increase in self-service sessions, now representing
57% of all queries handled

Customer service and
processing costs / active
customer (Rand)

741

+ Al efficiency has enabled 44% reduction in service FY 23 P 28 Y2
@ homechoice.co.za @ ogents soving R3m
New bedding, new look, free
luggage §! Upgrade your space ...
- ] J
e active monthly chat 5 60 Customers return 2 (o) Increase in average sales 3 (o) Reduction in retention
== 38 k users up 27% from H1 /O to chat < 3 mths o 4 /O per retention agent ¥ 4 /O headcount
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Forward. Scaling high-margin fintech with operating leverage.

» Fintech business has a sizeable opportunity to grow market share across
all its verticals.

» Fast growing digital payments business continues to attract new merchants
with further benefits to B2B vertical.

» Acceleration of high-margin fee generating verticals continues with a long
term target of 50% fee income mix.

« Digital business is scaling profitability with further benefits to come from
investments in tech and data.

« Retail business restructured to be self-funding with focus on delivering higher
margins and increased return on capital employed.

« Purposeful capital allocation to high growth Fintech with return on equity
targeted at 30%. Business is well supported by funders for next phase of
growth.

» Fintech continues to trade strongly with pleasing results YTD February 2026.

R1.3bn R1.4bn R38.0m 8%

Disbursements Payments GMV Insurance GWP Active Customer

up 18% YTD up 87% up 20% base up YTD
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Disclaimer

This document has been prepared and issued by and is the sole responsibility of the management of Weaver Fintech Ltd and its subsidiaries (the “Company” or
the “Group”). This document does not constitute or form part of any offer or invitation to sell or issue, or any solicitation of any offer to purchase or subscribe for,
any securities of the Company nor does it constitute a recommendation regarding the securities of the Company.

This presentation may include certain forward-looking statements, beliefs or opinions, including statements with respect to the Company’s business, financial
condition and results of operations. These statements reflect management’s beliefs and expectations and involve risk and uncertainty because they relate to
events and depend on circumstances that will occur in the future. No representation is made that any of these statements or forecasts will come to pass or that
any forecast results will be achieved.

There are a number of factors that could cause actual results and developments to differ materially from those expressed or implied by these statements and
forecasts. Past performance of the Company cannot be relied on as a guide to future performance. Forward-looking statements speak only as at the date of
this presentation and the Company expressly disclaims any obligations or undertaking to release any update of, or revisions to, any forward-looking statements
in this presentation. No statement in this presentation is intended to be a profit forecast. As a result, you are cautioned not to place any undue reliance on such
forward-looking statements.

By participating in this presentation or by accepting any copy of the slides presented, you agree to be bound by the foregoing limitations. No part of these
materials may be (i) copied, photocopied or duplicated in any form, by any means, or (ii) redistributed, in either case without the Company’s prior consent.
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