currys

///Hf

We'll price match cmg p:t"é;u‘.
onling orinstore. We'll also




We help everyone enjoy -
amazing technology.

%




lal Result

Financ




Financial performance @
Strong Group performance...

Revenue Adjusted PBT Free cash flow!
£10,144m £186m F£r2m
(3)% LFL vs. 20/21 +19% vs. 20/21 (84)% vs. 20/21
+10% LFL vs.19/20 +60% vs. 19/20 (34)% vs.19/20
Total indebtedness Adjusted EPS Shareholder return
£1,506m 11.9p £78m
£(164)m vs. 20/21 +11% vs. 20/21 +£78m vs. 20/21

£(r7TO)mvs.19/20 +78% vs.19/20 flat vs. 19/20

1Free cash flow excluding working capital of £160m (20/21: £(16)m, 19/20: £(32)m)



Financial performance

Strong tull year performance...

Currency NPT NPT Currency
Revenue neutral % LG HIEHRTAILE Adjusted EBIT neutral % Margin
YoV Yo2Y
change change

UR & Ireland £5,485m (3)% (4)% +6% £111m +22% 2.0%
International £4,659m 3% M% +15% £163m (2)% 3.5%
- Nordics £4,105m 2% (2)% +15% £142m (5)% 3.5%
- Greece £554m 13% 4% +14% £21m +22% 35.8%
Group £10,144m -% (3)% +10% £274m +6% 2.71%

Electricals:
- UR & Ireland electricals (4)% +13%

- Group electricals 3)% +14%



Financial performance

Currys is gaining share again in UK

UK Electricals market share @ Having gained significant share in both
channels...

26.5%
25.8%
° 25.6% @
25.1% Zeieie
+160
l}_ bps

16/17 17/18 18/19 19/20 20/21 21/22 Stores Online
m19/20 m21/22

Source: GfR



Financial performance

UR & Ireland - performance summary

change YoY
Adjusted revenue £5,463m £5,628m £6,174m (3)% (3)% (12)%
Revenue £5,485m £5,642m £6,127m (3)% (3)% (10)%
Online share of business 45% 65% 32% (20)ppts (20)ppts +13ppts
Adjusted EBIT £111m £92m £6Tm +22% +21% +66%
Adjusted EBIT margin 2.0% 1.6% 11% +40bps +40bps +90bps
Operating cash flow £162m £158m £109m +10% +10% +39%
Operating cash flow margin 2.8% 2.5% 1.8% +30bps +30bps +100bps
Segmental free cash flow £109m £270m £C17)m (60)% (60)% n/a




Financial performance
UK & Ireland — adjusted EBIT bridge

One-off impacts Underlying impacts

| \ | 2.0% margin

1.6% margin

0.7% margin
£(20)m
£(56)m
Business rates tax IT accounting Rebased Cost Savings Underlying
2020/21 iD accounting Debtor settlements Inflation Debtor revaluations 2021/22

£(39)m

Isolated impacts on profit:
- Business rates tax increased by £39m
- Accounting changes
- Movements of network debtor



Financial performance

UK & Ireland — adjusted EBIT margin bridge w

Gross margin +110bps

 Rebasedimpacts neutral

* Debtor movements offset iD accounting
+110bps (TO)bps

* Underlying +110bps movement driven by:
+30bps cost savings

+40bps network debtor revaluation
(rO)bps inflationary headwinds
Remaining movement +110bps

« Benefit of store reopening

* Increased adoption rates of credit and
services

2.0%

1.6%

20/21 Gross margin Opex 21/22



Financial performance @
UK & Ireland - margin bridge

Operating expense to sales (rO)bps

* |solatedimpacts (100)bps
* Business rates tax headwind

+110bps (TO)bps .
 IT accounting

- 2.0% « Underlying movement +30bps driven buy:
« Costsavings

1.6%

* Inflationary headwinds

20/21 Gross margin Opex 21/22
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Financial performance

UK & Ireland performance impacted by intlation

Increased
. Operating colleague hourly
over b years
Wages £(mM £(8)m £(25)m
Energy £(2)m £(6)m E@m | - Experienced
inflationin

energy prices
Shipping £(22)m - £(22)m 20/21
Other £(Dm - £(Dm

And in shipping
container costs

Total Inflation £(42)m £(14)m £(56)m

20/21

ll



Financial performance

UK & Ireland performance underpinned by exkcellent progress on
cost savings

We have partnered with

: Operating Gxo
Gross margin Total ,
erpense Who are running our UK warehouse

operations
Supply chain £12m - Elem ¥
Retendering and consolidating suppliers
GNFR £3m £16m £19m
Transformed our in-store-labour model

Store - £8m £8m ' Removing non-value

added tasks

Developing multi-skilled
IT & Central - £30m £30m colleagues
Total cost savings £15m £54m £69m « 391 duplicate applications & servers removed

« 180 migrated to the cloud
* 18 apps consolidated

Savings exclude Business Closures and Volume reductions .



Financial performance

Elkjop market share has stabilised

Nordic market share ELKJOP) #1market share in all countries

All
wy
AR
A\l 4

AR
W

16/17 17/18 18/19 19/20 20/21 21/22 |

13



Financial performance

Nordics - performance summary

change YoY

Revenue £4,105m £4,186m £3,673m +2% (2)% +15%
Online share of business 25% 29% 19% (Dppts (Dppts +6ppts
Adjusted EBIT £142m £151m £126m 5)% (6)% +13%
Adjusted EBIT margin 3.5% 3.6% 3.5% (20)bps (10)bps -bps
Operating cash flow £181m £176m £162m +5% +3% +12%
Operating cash flow margin 4.4% 4.2% 4.5% +10bps +20bps (10)bps
Segmental free cash flow* £12m £188m £216m 9N% (94)% (94)%

*Invested £113m in working capital
14



Financial performance

Nordics adjusted EBIT margin bridge w

Gross margin flat
* Increased logistics cost

* Offset byincreased store share of business
3.6% - bps (10)bps

3.5%

Operating expense to sales (10)bps
 Lower government support

* Running dual IT systems

« Additional stores

« Offset by operating leverage and ongoing
20/21 Gross margin Opex 21/22 cost efficiencies

15



Financial performance

Greece - performance summary

change YoY
Revenue £554m £516m £470m +13% +1% +18%
Online share of business 9% 21% 8% (12)ppts (12)ppts +lppts
Adjusted EBIT £21m £19m £21m +22% +11% -%
Adjusted EBIT margin 3.8% 3.7% 4.5% +20bps +10bps (7O)bps
Operating cash flow £28m £24m £28m +26% +17% -%
Operating cash flow margin 5.1% 4.7% 6.0% +60bps +40bps (90)bps
Segmental free cash flow* £(14)m £39m £(44)m n/a n/a +68%

*Invested £30m in working capital
16



Financial performance

Greece adjusted EBIT margin bridge w

Gross margin +200bps
+200bps (190)bps » Reopening of stores

« Strong performance in new insurance
products

3.71%

5.8%

Operating exkpense to sales (190)bps
 Lower government support
« Cost of opening new stores in Cyprus

* Pay and tuel inflation

20/21 Gross margin Opex 21/22

7



Financial performance

Strong cash generation

2021/22

2020/21

Reported
change

Increase driven by cost saving programmes and reduced

Operating cash flow £361m £338m +£23m
cash payments for leases
Capex £(133)m £(122)m £Dm Increase due to rebrand
Adjusting items £(33)m £(173m £140m (P)rnoeps;;ccgsgacl:lers]setrr]?;:turlng outflows and cash inflows for
Cash tax paid £(18)m £(35)m £17m Nordic payment phasing
Cash interest paid £(17)m £C2Hm e7m R‘e‘duced du‘e.t.o higher average cash position and right
sizing of facilities
Sustainable free cash flow £160m £(16)m £176m
Investment in working capital to secure supply and lock in
Working capital £(88)m £454m £(642)m  price while prior year included early network debtor
settlement
Free cash flow £72m £4358m £(366)m

18



Financial performance

Balance sheet robust

Total average indebtedness Cash
* Average net cash £290m vs year end
co0 £(2,522) £(2,427) £(1,559) £(1,260) caare Y
0 Pension
* |AS19 deficit down to £(257)m
(500) (2021/22: £(482)m)
(1000) * £78m contributions
* Positive impact of discount
(1,500) rate
+ Offset by: actual inflation in
(2,000) year (majority of scheme
capped at 5%), increased
(2.500) long term inflation
’ assumptions, fall in asset
prices
(3,000) e et
18/19 19/20 20/21 21/22 Net lease liabilities
- » Decreasedto £(1,263)m due to exit
Average net cash / (debt) Restricted cash of closed stores
mmm \Vorking capital facilities I Pension deficit (IAS17)
mmm Net Lease liabilities (IFRS16) =&==Total average indebtedness

*Average indebtedness represents the sum of the period end pension deficit, lease liabilities, draw down of working capital facilities and
average net cash / (debt) for the year, less the year end restricted cash balance. 19



Financial performance

Uses of free cash flow

2021722 | 2020721 Riﬁ;’;;d
Free cash flow £r2m £438m £(366)m
Shareholder returns £(78)m - £(78)m £46m of dividends and £32m share buyback
Pension £(r8)m £(47)m £(3Dm Resumed full contributions
Share repurchase and other items £(41)m £(18)m £(23)m Z&ZTS:G of own shares for colleague share
Movement in net cash £(125)m £373m
Net cash at the beginning of the period £169m £(204)m £3735m
Net cash at the end of the period £44m £169m £125m

20



Financial performance

Capital allocation priorities

After maintaining prudent balance sheet and paying required pension contributions,
we have the following priorities for use of cash:

Invest to grow
business/profits/

cashflow

Target payback of 24 months
for transformation investments

New post-investment review
process to drive better returns

* At share price of less than 70p

Pay and grow
ordinary dividend

3p annual dividend to grow each
year

2.15p final dividend proposed

Total dividend 3.15p

Dividend yield of >4.5%*

**Annual return includes both dividend and buyback and is measured on cash basis for each financial year

Surplus capital
available to return

to shareholders

Buybacks or special dividends to
be announced as appropriate

Total 2021/22 shareholder return
of £78m

21



Financial performance

Outlook & guidance

=

Current year outlook

» Adjusted PBT £130-150m

» Capital expenditure £140-160m

* Net ekceptional cash costs around £40m

* Expect to generate positive free cash flow

* Annual pension contribution of £78m

22



CEO Update
Alex Baldock

Group Chief Executive




Our Markets

Strong International business

Tech Market

13.2m®) Households

ELKJOP> £16.9bn Annual spend

(20/21: £15.7bn)
32% Online share (20/21: 32%)

29.8m M Households

£21.2bn @ Annual spend
(20/21. £22.5bn)

64% Online share (20/21: 76%)

4.1m™ Households

£2.2bn@ Annual spend
KQTIOBOAOL

(1) Source: UR Office for National Statistics and Central Statistics Office (Ireland)
(2) Source: GFR

Our Footprint

10,984 Colleagues (20/21:10,665)
322m Website visits (20/21: 369m)

A27 Stores © (20/21: 422)

4.8m Store area sq ft (20/21: 4.8m)

18,067 Colleagues (20/21: 21,5601)
391m Website visits (20/21: 548m)
309 Stores (20/21: 314)

5.5m Store area sq ft (20/21: 5.6m)

2,922 Colleagues (20/21: 2,667)
2m Website visits

Q@4 Stores (20/21:93)

1.Im Store area sq ft (20/21: 1m)

(3) Detail of households in Nordic countries: in Sweden 5.1m, in Norway 2.5m, in Denmark 2.8m and in Finland 2.8m - Source: National Statistical Offices

(4 Source: Hellenic Statistical Authority
(5) The Group operates franchise stores in Greenland (6), Iceland (5) and Faroe Islands (2).

24



Our Markets

Amazing technology plays a vital role in our customers’ lives

Continuing growth drivers We partner with 7 of the
Trends Top 10 global R&D spend
* Hybrid working & e-learning companies
* Home entertainment 200
Faster replacement
» Greater usage é 50 ﬁ
 Greater familiarity g Pmsuueg
with benefits of new tech o €

. Q .
Larger installed base = 100 o
« Complementary products é ‘g‘w@
and services opportunities = o~
50 J

Supplier innovation

25



Our Markets

The technology market was larger than before the pandemic... w

UK Electricals Market size Nordics Electricals Market size
53 190 _
22 180
N +19%

2 2 10 Yo2y
~ =2
5 &
€0 W +14% %’ 160
2 8 3
S Yo2Y 3

19 150

18 I I I . ) . I

17 130

16/17 17/18 18/19 19/20 20/21 21/22 16/17 17/18 18/19 19/20 20/21 21/22

26



Our Markets

..and has stayed larger even in last few months

UR Electricals market vs. pre-pandemic Nordics Electricals market vs. pre-pandemic

35%

35%
Ve

25% 25%

15% 15%

5% 5%

r /

-5% -5%
Q Q Q Q A & & A N N 9 9 Q 9 & Y & & N N
L L L & 5 a = I3 < 5 iy ¢ R iy & 5 = & L L
o > [o} O - — — 5
S < S o) "’ < "~ o o < S o3 3 8 S < ™ o S <

Source: GfK Source: GfK

3 monthrolling average

Pre-pandemic is defined as the average of 2016/17, 2017/18 and 2018/19, representing the three financial years prior to the 2019/20 financial year that 27
was impacted by Covid-19 enforced lockdowns.



Capable and committed colleagues

More engaged colleagues mean more satistied customers...

Colleague Engagement Customer Satistaction

79

-

;;s KEEP
JERYONE

B
EADI

UKSI NPS

Nordics Happy or Not

UKSI Retail only eSat

Nov Apr E 2019720 2021722 2019/20 2021/22

2020 2022
28



Capable and committed colleagues

We've worked hard for higher colleague engagement w

Purpose & values Learning &6 development Reward & recognition
weheipevergoneerioy = OO OK hours 12,600
amazing technology.

in training for colleagues Colleagues received shares

i
9 prOgrOmmeS 29% increase in pay (on

in place to build people average) for UK hourly/frontline
We put our We win manager capability colleagues over five years

customers first together We ownlt

in skills, wellbeing and reward programmes for UKSI

colleagues between 2021 and 2023

29



Omnichannel

Continued progress on retail fundamentals

Larger range Invested in price Easier experience
UK&I more than doubled in two years Clear price promise Improved delivery and collection
“You won’t get it cheaper. experience
UKSISRUS g, Full stop.”

]

CSAT

N ®
‘ s = |- 3 i ”
HVA VET DU OM
RSl ELIKJOP )

PR ls M ATCH Delivery Collection

m2018/19 mW2021/22

2019720 m2020/21

Lots of headroom; Sweden: 95k SKUs

Sources: Currys Internal information
30



Omnichannel

Omnichannel is the proven winning model...

Proven winning model in global tech retail Tech customers use both channels
Country ﬁlg;gi Market Share Omnichannel Online SoB 19%

:';‘-"7- ------------------ -l- N -o ------------------------ ! Store onl

IS @ co% 0 . ! Both St o ’

- : oth Store an .

::I: :I: ELKJOP ) R o5% ° W Online

1= JBHIFI B 20%

*
= BEST ’ 4%

BUY

35%

Online only

I I FNAC DARTY > 17%

- CECONOMY . 43%

o EIYAMADA R 25% ° n/a

Sources: Company information — Customer survey of 1,290 customers in March 2022. Question: . Which of the following best

: inf ion, GfK, E i ications. . ) .
Sources: Company information, G uromonitor and peer results publications describes how you have browsed / shopped for electricals in the last 12 months?

31



Omnichannel

...and stores have performed better than exkpected

UR Electricals Market growth by channel Store sales surged as we emerged from the
YoY pandemic
100% 92% 100%
5% 80%
50%
° 41% 60%
B ar-
40%
0%
-25% -21% -19%
0%
50%  -44%
20/21 21/22 22/23 YD S &3 88 £33 85§33 8588 &35 5 %
B Stores ®MOnline Store closure periods Market === Currys

32



Omnichannel

Online we are big...even without stores we'd be the clear market
leader

..that have been improved ..mean we are much bigger

Very popular websites
further, with more to come... than competitors

Number of Website visits
in 2021/22 (in millions)
URSI oy

ot S e G 56%

Didn’t expect this, did you? m@
- i 2021/22 Revenue (in £Bn)
S T S & = -
ELKJOP) 322 . . . .
e 301 8 Nordics
- -} f\ﬂ, b e =0 ©

Competitor 1 920%
.. . o e etoct S Absolute — )= Competitor 2 59%
Amongst most visited retail e sl
websites in every country Competitor 3 | 47%

2021/22 Revenue (in £Bn)

D Currys URSI online retail sales, include UK Order & Collect. Total UK sales for Competitor 1, estimated for financial year ending March 2022 33
Elkjep Nordic online retail sales includes Order & Collect. Total sales for Competitor 1, Competitor 2 and Competitor 3. Significant part of Competitor 3 business is not online sales

Sources: Currys Internal information
2)
and including other categories than electronics, but they don’t disclose the breakdown. Competitor 1 sales including stores and distribution business. Competitor 1 and Competitor 3

use calendar years.



Omnichannel

We have fewer, better stores...

10yr URGI store evolution

Number of stores and total selling space -
8 p [ Currys 0 PC W0r|d DIXonNs tae [/ f

at end of financial year

UREI store estate

1600 8.5 82 9 now rightsized:
1400 8
. & Simpler portfolio
1200 o8 %
‘ 5.6 55 6 5
N Q op e .
o 1090 o .5 @ Resilientretail
% 800 o 8 park locations
5 3 .
600 = P
0o
8= & Fullbreadth of
to0 E ~ ffer und
2 orrer unger one
200 258 1 roof
0 0
2012/13 2013/14 2014/15 2015/16 2016/17 2017/18 2018/19 2019/20 2020/21 2021/22 Q One brand
= Dixons / Currys / PC World mmm Carphone Warehouse Total selling space (m sq ft)

34



Omnichannel

...that are flexible and proftitable

A more flerible estate...

Holding over . 35

<Ayr
1-3 yrs 174

3-5yrs

5-10 yrs 182

10yr+

3

With shorter average lease
lengths...

4.1years

3.6 years

2.9 years

UK & Ireland Nordics Greece

On better terms...

41%
average net effective

rent reduction

on the 40 stores
renewed in UK & Ireland
during the year

35



Omnichannel

Omnichannel: stores and online together give customers the best of w
both worlds

Never out of Get your product Help 24/7
stock right now

UR&EI Online-in-store sales Order & Collect sales ShopLive

150 URS Nordics e 4.4/5 customer rating
130

10 - : :

o Yo2y | &S Vs. Unassisted online
70 e ~ BY Conversion

50 e >30% nov

30

10 o . . .

10 RepairLive in trial

2019720 2020721 2021/22

19/20 21/22 19/20  21/22 k.



Customers for Life

Our opportunity is to grow share of wallet from our many existing w
customers

~80% of UK households But we get a ~30% share
shop for electricals with us' of their wallet

80% 50%

We don’t need to invest Llots in ..significant headroom remains to grow
acquiring new customers... share of wallet with our existing customers

' Unique identifiable households who have shopped for electricals with Currys in the past three years

37



Customers for Life

Nordic customer club continues to grow

Club membership is growing Clulb members more More opportunity ahead
»50% of Nordic households engaged and profitable
Revenue per customer in 0 Adding more customers to Club

= Swoden H.@h 2021/22
igher
mEN
orway 6.8m shopping
Denmark

0 Enhanced identification of Club

frequency shoppers
Finland 5.4m
178

more Non-club Club 0 Monetising growing database
Gross Profit per customer
in2021/22 ’ @

Higher

margins

2018/19  2019/20  2020/21  2021/22
Non-club Club

38
= share of sales



Customers for Life

In the UK, Currys Perks is showing early promise

Perks membership is growing

Number of permissions
and customers 11m

9.6m

Contactable UK customers, m

2019/20 2020/21 2021/22

Since launch — Perks almost
half of revenue

m Perks Customer

® Non-Perks
Customer

Perks members spend
more, and more often

D

Average Order Value
2021/22

Non-club Club

Higher shopping frequency

2021/22 } @

Non-club Club

More opportunity ahead

Q Adding more customers to Perks

Q Enhanced identification of Perks
shoppers

Q Adding better customer history

39



Customers for Life

We're building on strengths in Services

We help you
arford the
amazing tech

2021/22 - Group

12.4% Sales through Credit

3.2m Credit customers

We help get
you started

11.7m Deliveries
>1.4m Installations

>Q00K Product set-ups

We help give
your tech longer
life

>4.7m Protection plans sold in year
>13m Total Active Protection Plans
>1.7/m Repairs / year

>145K Trade-in

>115k Refurbished

>103k tonnes Recycled

We help you get
the most out of
your tech

1.2m iD Mobile customers
Help & Support

Subscriptions & tutorials

40



Customers for Life

Credit helps customers afford the tech they need

Credit is an important driver of lifetime value We are growing Credit
1.7Tm
Spend more on .I} @ l} @ : } @
products and [ ] More credit
services Products Services customers
2020/21 2021/22
satisfied sales
Online In-store 2020/21 2021/22
13.3%
And likelier to Hisher credit } @
return g

penetration

2020/21 2021/22

B Non-credit M Credit

41



Customers for Life

We've grown Credit by “levelling up” across channels and better
orters

Levelling up across channels

13.8%
12.7%

+190 bps

+290 bps 11.9%

e I .........

Stores

Yo2v

Online

m2019/20 m2021/22

Improved offers with stronger messaging

Tech now,
pay later.

24.9% APR representative (variable)

Pay nothing for up to 12 months.
No deposit. No early payment fees. No worries

Pay full balance bgmo th12t
the date of you

oid a

I pur CIIZAQ/{,APRg
offers may be ava lbl n

credit b,

interest. Any ba
roker and n

e left to pay a ft r this date, will incur interest from
entativ (a bl)AculobLe elec tdp odu ts lngf ent
18 E99 TE:C apply. E l ion: sopplg Cur u s Group Limited a t sasa

vided by Cre C r Fin e Ltd. Au thonsed
gltdbgth FnonoolCod ct Autho tyC dt bj ct to tcn

epre
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Customers for Life

We are on track tor 16% adoption with significant potential in w

unutilised balances

UK Credit adoption rising quickly

+430bps
Yo3Y

16.0%

15.3%

2% 10.8%
9.0%

2018719 2019/20 2020/21 2021/22 Target
2023/24

With plenty of headroom Tor growth from

exristing customers

.L 12%
Credit

£55bn balances
) d
total use

88% ——

Credit
balances
unutilised

43



Customers for Life

We're leaders in protecting and repairing products

We have scale in number of
customers...

15m

# Total active
protection
plans

Nordics mUR

m Greece

and increasingly satistied
customers

and in capability...

In-home Repair Service NPS

1,600

# of Engineers

1./fm

# Repairs per
year

2020/21 2021722 2022/23
YTD

Hub Repair Service NPS

b
S

2020721 2021722 2022/23
YTD

44



Customers for Life

Trade-in: how we give longer lite to existing tech AND sell more new

Customer hesitation about buying new

Affordability: “Can | afford
this now?"

Sustainability: "What
hoppens to mg old tech?"

Trade-in: Answers both concerns

Trade-in makes new tech
more affordable

s’ i
o= i ]
1 - X E E
| WV d A =
p‘,}f'\ "
"o ‘:nn ."“ :|
A

We re-use, re-sell, harvest
parts or recycle

""""

45



Customers for Life

Great progress on net zero targets

Targets éﬂ Emissions by year (scope 16 2 tonnes CO2¢)

50% reduction ot 50> I
in scope 1, 2 and 3 emissions by 2029/30

against 2019/20. 169,942

Net zero by 2040

for scope 1, 2 and 3 emissions

Progress 2021/22:

Switching to renewable tariffs in Greece

Energy Management System to monitor and
control energy usage

146,092
107,997
60,584
\Z
36,863 35,321 } (40)%
21,346

2014/15 2015/16 2016/17 2017/18 2018/19 2019720  2020/21 2021/22

46

Basis of reporting can be found here: https://www.currysplc.com/media/ngine4jn/basis-of-reporting.pdf
*2021/22 not yet assured



https://www.currysplc.com/media/nqjne4jn/basis-of-reporting.pdf

Customers for Life w
Our ESG Ratings are climbing fast

@ Our ESG Ratings Recent improvement in Scores

Rating provider Score Date 3 T » 4 3

FTSE4Giood 4.3 Jun-22 wnz GO T

1SS &) 1 Jun-22 ZO FTSE4Good

- 000000 ] »

S&P 32 Mar-22 Mar-21 Mar-22

I S&P Global
Ratings

CPD A Dec-21

e oo lowe oo B B A

Sustainalytics 13.5 - Low risk Oct-21 Dec-20 Dec-21

“‘CDP

(1) ISS Environmental QualityScore. a7



Outlook

A stronger business

Strong Bigger Market
Internationally
~60% of Profits UR Market size
International 23 (€bn)
22
21
20

19

Q0 Q@ €
RN '{b\.g\

) IIII
17

O

\
(I/O

>

Q/

Growing #1

ELKJOP>

Winning More
Omnichannel Customers for Life
Model

Nordics customer club
members

UR&Il Product sales
6.8m

54m
3.2m
= B I

UR Credit customers
1.7m

4

m Store-only

1.4m

1.2m
® Omnichannel 0.9m

Online-only

2018/19 2019/20 2020/212021/22
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Outlook

Stronger Currys: more help tor customers in cost of living crisis

Price Credit Longer life

% PRICE LOCK

49



Outlook

2025/24 Targets

Steady growth

EBIT margin Capital expenditure New cash exceptionals

3% <1.5% of sales Eminimal

Annual sustainable free cash flow

>£150m

Growing shareholder returns

Annual sustainable free cash flow is defined as operating cash flow less capital expenditure, exceptional cash flow, cash tar and interest. It ekcludes any movements in working capital which are not expected to be significant by 2023/24. 50



Currys Summary

Strong results, from a stronger
Currys

International business, #1in all
markets

Tech market is sustainably larger
post pandemic

Record colleague engagement
and customer satistaction

Making more of proven
Omnichannel model

Building more Customers for
Life through Services

The hardest parts of
transtformation are done

Strong cash generation has
transformed the balance sheet

Well placed to help customers,
cement #1 position




We help everyone enjoy -
amazing technology.

%




Visit our corporate website

Www.currysplc.com



https://www.currysplc.com/

