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Todayos agenda

1 Welcome + takeaways
2 Industry & macro trends
3 Qur strategy
4 Distribution Excellence & Enablers
5 Industry consolidation
Q&A

Break & refreshments

Vehicle Lifecycle Services
Financial plan

Q&A

Wrap -up

Drinks & canapes
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Inchcape is on an ambitious growth journey

The leading automotive
distributor in a highly
fragmented global market

Our digital and

data capability isa
significant competitive
advantage

7

Uniquely positioned to Growth ambition Deliver significant value
capture mor e of underpinned by through organic
lifetime value our ESG strategy: growth, consolidation

Responsible Business and cash returns

It
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Industry & macro trends
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The process weoOve undertaken

OEM ambitions Defined purpose Identified gaps
OEMs
Suppliers Dealers
Experts Consumers
Analysts Colleagues

Shareholders

Megatrends Decided direction
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Embracing the changes to our industry

,

"

Changing
automotive industry

Iﬂl OEM ambitions

Partners expected
to align with

long -term vision,
including ESG goals

CASE trends
Growing BEV / PHEV
market supported by
regulation; rise of
Mobility as a Service

Route to market
Helping OEMs get
even closer to
customers

N\

Changing
consumer dynamics

—

~a

Retail trends
Expectations for
a personalised,
digitally integrated
experience

Consumer insight
Being smart with
data and analytics
to create advantage

Consumer habits
Catering to
different vehicle
ownership models

Focus on
environment & society

(@_45@ Emissions

Low-emission vehicles
and corporate GHG
targets expected

J

|
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Circular economy
Resource scarcity
and waste prevention
front of mind

Employee
expectations

Young workforce
looking for purpose -
driven employers

Vo
D’o*
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Electric vehicle sales on the rise, with varying pace

OEMs are setting ambitious EV targets

2030

(i
Qo

Target of 5.5m
total EV sales

o

50% total global
sales to be
fully electric

1: Source: Bloomberg NEF (Economic Transition scenario) | EVs: include battery

60% of Land
Rovers sold to
have zero tail -
pipe powertrains

D
40% of global

sales to be HEV
or EV

&

40% of global
sales to be
HEV or EV

STELLEANTIS

70% of sales in

Europe and 40%
of sales in US to
be BEV or PHEV

10

The pace of EV adoption will vary across markets

EV share of new vehicle sales!

60%
50%
40%
30%
20%

10%

0%

2015 2020 2025 2030

-electric (BEV) and plug -in hybrid vehicles (PHEV)

= = = Global

Europe

Australia

Southeast Asia

Rest of World



Inchcape 11

We are experts in successful OEM market entries

We have operations across six continents; with Today, three of our 36 markets have targets to
markets ranging from emerging  to more mature phase out ICE vehicles in the next 30 years 1

We are experts in our markets, with domain expertise in:

Regulation Policy 3 \ 33 \

A Market EV regulations A Subsidy positions markets with markets without
official targets to a set target to
phase out ICE phase out ICE
Consumers Infrastructure
A Local consumer needs A Charging O U9 —
and preferences infrastructure =[S
A Sentiment towards EVs A Grid readiness C O—C @, <
2021 2030 2035 2050

Expertise within and across markets significantly augments
| nchcapeods v aobparicularlg as@e&Mgproach EV market entry

1: Source: ICCT | Governments with official targets to 100% phase out sales or registrations of new internal combustion engin e c ars by a certain date: Singapore, UK, Costa Rica (Status: June 2021)
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Inchcape embraces the adoption of electric vehicles

BEVs require specialist aftersales capabilities EV penetration in our markets will lag more
developed markets
Labour Parts Bodyshop Oil
Global passenger vehicle outlook (by drivetrain) s
ICE! gross profit mix 65% 14% 11% 10%
BE\# impact on aftersales gross profit llJQ it (billion)

® Battery electric

‘ g
g Plug-in hybrid

¥ 1.0

f m Fuel cell

t 0.5 m Hybrid
f W Internal

combustion
4 4 4 0.0
2015 2020 2025 2030
A Adoption of BEVs is not expected to be a headwind for A By 2030 BEVs are expected to be 10% of the

the Groupds aftersales profitabi |globalcarparc

1: ICE = internal combustion engine vehicle (i.e. traditional petrol or diesel)
2: BEV = battery electric vehicle
3: Source: Bloomberg NEF
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The digital shift gives distributors more responsibility

Customer

Stock management

Customer management

Demand & supply planning K h .
ey to changing

responsibility

B unchanged

Aftermarket (parts) Aftersales (service)

No change to the manufacturing Increase in the value Decrease in range of activities ibili
activities that OEMs perform providing at distributor level as performed at dealer level I:I More responsibility
a result of use of digitalisation in a digitalised model i____: Less responsibility

1: NSC: National Sales Company
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Consumer expectations continue to evolve

40% to 50%

customers welcoming
digital experiences
at dealerships

Source: BCG

It

1.4 visits

on average
made to dealership
prepurchase

75% to 85%

of customers make the
purchase at a dealership
having chosen a car
based on online sources

A Consumers spend
considerable time online
researching a vehicle
before entering the
dealership

A Consumers expect an omni -
channel experience ; one
that seamlessly integrates
both physical and digital

A Number of visits to a
dealership have reduced,;
however, providing a rich
omni -channel and
personalised experience
remains crucial

N
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OEMs outsourcing distribution will gather pace

% of distribution outsourced to independents

M 2016
B 2020 39%
3% 3%
.
90% of our
>50k <10k | distribution
markets

X: Vehicles distributed by a single distributor in a market
Y: % of distribution outsourced to independents

Source: Arthur D. Little (analysis covers Europe)

A OEMs are focused on
the largest TIV markets

A OEMs are reallocating
capital to CASE

A OEMs would
like fewer partners

N
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Changing b g
automotive industry

We provide OEMs with a
solution in smaller and

emerging markets

We collaborate with OEMs
to help them reach their
goals (EVs or otherwise)

Strategic direction chosen with a 360

Embracing the changes to our industry

Changing M 6 I

consumer dynamics

A Our digital & data
capabilities are focused on

the consumer experience

A Our expertise supports
customers throughout the
buying journey and their
ownership lifecycle

16
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Focus on
environment & society

A We are a forward -thinking,

purpose -driven
employer

A We take our environmental
responsibilities seriously
across our markets

-degree view of our industry,

consumer expectations and the communities in which we operate
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Strong OEM relationships built on long -term collaboration

Why our OEM partners need us? Specialist distributor in smaller & emerging markets

| nchcape key mar ket TI Vs vs Typi

A Distribution is our specialism

22m 17m Non -INCH market
4.7m

A We are nimble, fast and efficient B8 INCH retail market

. INCH distribution market

A OEMs focus attention and capital on

larger markets 2.3m
1.7m

A We have developed market  -leading
technology

29258-§.9§gm.9539gm.g
- . < s 17 e > — c (;)
A We have been helping car brands grow 5 g = £ 50 £ g% 8 8 ¢ -
for decades 8 g o S e © («/é')’ § g i

A OEMs focusing their attention on largest markets

A Strong global governance for emerging markets _
(>1 munits p.a.)

A We specialise in distribution in smaller markets

1: TIV = total industry new car volumes (per annum)
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Considerable opportunities for an ambitious Inchcape

Annual new car volumes (units) Vehicle lifetime value 2
o0m 17m Revenue Profit
Initial User
45% 25%
(0-4 years)
Typically
insourced |
by OEMs
Y Subsequent
Users 55% 75%
(4+ years)
— Inchcape
MEICES
Inchcape i
Global Typical distribution ~ YOUMeS Currently
markets * underserved

1: Defined as those markets with annual new car volumes of less than 1m units
22Anal ysis shows the split of profit attainable over an averagoel vehicleds |ife, and assumes four different
The analysis captures the vehicle sales, finance & insurance commission and the aftersales services (including independent a ftermarket)

owners
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Supercharging our strategy: from Ignite to Accelerate

NCHCAPE rcrccos
O IGNITE Accelerate

Our Growth Drivers

Lead in
customer
experience

Invest to
accelerate

growth o be Our Enablers

Digital, Data & Efiicient Scale
Analytics Op erations

Culture and
Capabilities

Deliver full
potential on all
our revenue

streams

ot
Leverage ’A

our global
scale

Responsble Busness
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Accelerate strategic framework

Our Growth Drivers

Our Enablers

Culture and Digital, Data &
Capabilities Analytics

o
y /N

Responsible Business

Efficient Scale
Operations

21
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Doubling -down on distribution and accelerating growth

Culture and Digital, Data Efficient Scale
Capalbilities & Analytics Operations

Fostering a Of Providingleading digital Leveraging our global
firstd cultur solutions for customers footprint to drive
customers, OEMSs, and OEMs; adding value efficiencies (speed
partners and colleagues and ease with our and cost) across

at the core of our focus technology platforms the business

Encouraging innovation Integrate data and Standardisation of
and an entrepreneurial analytics to drive regional and global
mindset decision -making processes

Responsible Business strategy creates resilience, captures future opportunities, YA

ResponS|bIe Business and ensures we can support our OEMs in meeting their ESG goals \‘
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A strategic Responsible Business framework

Planet AEk People Places Practices =X

A Mapping the risks and A Prioritising safety A Positively impacting A Strengthening our
opportunities of and wellbeing local communities governance policies,
climate change A Creating an inclusive and A Supporting safer roads reflecting our standing

A Setting GHG targets diverse colleague base A Facilitating mobility solutions as an international plc

A Reducing waste for people with disabilities
Key milestones achieved in FY21 Next steps
A Board approval of our ESG strategy A TCFDBaligned reporting  in our 2021 ARA
A Global workstreams established  for each pillar A 2022 priorities towards our science -based targets:

A Science -based targets set: reducing scope 1 and 2 emissions A Switch to renewable tariffs
by 46% by 2030, in line with a 1.5 °C target A Invest in solar PV

A Climate -related risks and opportunities identified A Reduce base energy usage

A Workstreams started on  Inclusion & Diversity and wellbeing A Scope 3 emissions to be published in 2022

We work responsibly and impact the world for the better,
to the benefit of our stakeholders




