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and will we win there?




Stick to
our knitting




Be the world’s
premier wool supplier
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Value creation and

extension are in our DNA




Substance and standards

establish access
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DISTINCT
PRODUCT
OFFERING

Multiple
branded fibre
opportunities
beyond
animal
welfare and
regen

Deep supply
chain
partnerships
driving
growth

EXPANDING

SUPPLY BASE

Largest RWS
supplier in
New Zealand

Pipeline of
opportunities
for growth in
Australia,
South Africa
and South
America

NO.1
ETHICAL &
REGEN
WOOL
STANDARD

Longest
standing
standard with
the most
credibility

Only branded
fibre outside
RWS that is
monitored
globally

TRUSTED &
RESPECTED
BRAND

27 years of
brand equity
Strong
awareness in
luxury and
active
outdoor

Multiple
opportunities
to leverage
into new
segments

ATTRACTIVE
MARKET
OUTLOOK

Customer
preferences
towards
natural

Beneficial

regulatory
impacts on
customers

GROWING
CUSTOMER
PORTFOLIO

Supply 120
brands
globally

Increase in
brands
promoting
our branded
fibre




Fashion and
apparel
brands will
contend with
more than 35
pieces of
significant
new
legislation in
the next two
to four years

UK 2 France 2

Mexico 1

Brazil1

Netherlands 2

Spain 1

Norway 1

(]
India 1

Germany] Switzerland 1

Chinal

Australia 2

]
European Union 9

Japan 1
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_Misalignment on
what consumers
are willing to pay
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Now we have AL
“Green Hushing”

When will we get
“Green Sharing”
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Speed and intensity of
regulation - for all within the
supply chain is growing at
pace, with more onerous
policies and clear
accountabilities on carbon,
emissions and traceability.

Therise in circularity, a
complex story to
understand, deliver on and
communicate

Increasing price sensitivity
and reduced consumer
willingness to ‘pay’ for
sustainability, as it’s
expected to be ‘baked’ into
the product.

Consumers are becoming
more aware of ‘faking’
sustainability (carbon
credits) vs actually making
meaningful change

Animal welfare issues are
getting louder. Issues
consumers find emotive and
brand partners find
potentially catastrophic.

Brand partners continue to
look to suppliers like us to
solve their carbon reduction
problems
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Percent change yoy

00
1an 2015

-10.0

Short term hurdles

Europe retail spend growth rates? US retail spend growth rates?

250
200
150

100

Percent change yoy

Jan 2015 lan 2016 lan 2017 Jan 2018 lan 201

lan 2016 Jan 2017 lan 2018 Jan 201% Jan 2020 Yag 2071 Jan 2022 Jan 2003

-10.0

lan 2:2‘1

} —Reailspend  aaeeas Clothing spend
Retail trade Retail of textiles

Jan 2022

lan 2023
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Full year EBIT loss in the range of $1.5 to $2.1 million
Previous guidance was for positive EBIT in the range of $1.0 to $1.6 million
At NPAT level, a loss in the range of $3.2 to $4.3 million is expected

Driven by deteriorating trading conditions due to the global slowdown in consumer demand -
retailers and wholesalers are holding high inventories of finished products.

We remain confident that conditions will stabilise once the current excess inventory has worked
through the supply chain

Included in the strategic review was a thorough strategic analysis to examine business efficiency
and vulnerability to market fluctuations

An immediate outcome has been the establishment of a profitability improvement workstream
that will have an incremental impact over the next 12 months. Alongside this, we will commence
several projects to drive both sales and efficiencies as we aim to strengthen the business for its
next growth phase.

We remain focused on delivering value through the supply chain from grower to brand partner.
NZM will concentrate on expanding its globally recognised branded fibre positioning, and
developing world-class ethical and regenerative integrity systems that support that positioning
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Our
focus

Long term
Profitable

Growth

1.
Brand led

Make it personal
& celebrate the
growers

6.

Risk into
opportunity
Investment in

science

governance, data
& systems

2.
Differentiated
products

Improved margins

5.

Pathways to
new value

Expanded
offering

3.

Right markets

Market share
growth

4.

Channels to
market

Influence market
size




OUR GAME

PLAN

Stabilise the
organisation

Relentless simplification

Focus on fundamentals

Reframe our integrity systems (ZQ & RX)
Brand refresh (Nature, People & Performance)
Workforce planning

Operating efficiencies

Positive operating cash flow

Transform
organisation

Targeted new business

Think like a consumer brand

Expand supply base

Margin expansion

Optimised working capital

Leadership role in wool fibre innovation

Build long term
resilience and growth

Product extension

Reduce customer concentration

Global recognition (B-Corp & SBTi)

Full supply chain transparency

Consistent supplier practice change

Falling cost-to-earn ratio

5-10% EPS growth at a minimum 15% ROCE






Thank you

angus.street@nzmerino.co.nz
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