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Disclaimer

This document may contain statements that are, or may be deemed to be, forward-looking statements, including statements about the beliefs and
expectations of Nice One Beauty for E-Commerce (the "Company"). These statements are based on the Company's current plans, estimates, and
projections, as well as its expectations of external conditions and events. Forward-looking statements involve inherent risks and uncertainties and
speak only as of the date they are made. Due to these risks, uncertainties, and assumptions, prospective investors should not place undue reliance
on these statements. Several key factors could cause actual results to differ materially from those expressed in any forward-looking statements.
The Company is not obliged to update or revise any forward-looking statements in this document, whether due to new information, future events, or
otherwise.

This communication has been prepared solely by the Company and remains its sole responsibility. It has not been reviewed, approved, or endorsed
by any financial advisor, lead manager, selling agent, receiving bank, or underwriter retained by the Company. It is provided for informational
purposes only. Additionally, because this communication is a summary only, it may not contain all material terms and should not form the basis of
any investment decision.

The information and opinions provided are believed to be reliable, sourced from what are considered reputable sources. However, no
representation or warranty, whether express or implied, is made regarding the fairness, accuracy, reasonableness, or completeness of the
information and opinions. There is no obligation to update, modify, or amend this communication or notify recipients if any information, opinion,
projection, forecast, or estimate changes or subsequently becomes inaccurate.

Recipients are strongly advised to seek their own independent advice regarding any investment, financial, legal, tax, accounting, or regulatory
matters discussed herein. Analyses and opinions contained in this document may be based on assumptions that, if altered, could change the
analyses or opinions expressed. Nothing contained herein constitutes any representation or warranty as to future performance of any financial
instrument, credit, currency, rate, or other market or economic measure. Furthermore, past performance is not necessarily indicative of future
results. The Company disclaims any liability for loss arising out of or in connection with the use of, or reliance on, this document. These materials
do not constitute an offer to sell or the solicitation of an offer to buy securities in any jurisdiction.
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I_Q1 -2025 Trading
Update



Q1- 2025 at-a-Glance; Strong and Profitable Growth with Revenue and Net Income

Increasing by 30% and 10% YoY, respectively

Revenue Gross Margin
SAR 324.97M 25.01%
(vs. SAR 250.05M in Q1 2024 (vs. 28.4% in Q1 2024)
YOY 30%)
EBITDA Margin Net Margin
9.27% 7.24%

(vs. 10.2% in Q1 2024) (vs. 8.8% in Q1 2024)

Source: Company Information.



At-a-Glance: Key KPlIs
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Key Growth Highlights
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Purchase Behavior
Metrics

Number of Orders

+1,100K

(vs 886k in Q1 2024)
+26% YoY

New customers

+218K

(vs 206K in Q1 2024)
+6% YoY

AOV

290

(vs 282 in Q1 2024)
+3% YoY

Churn Rate

21.4%

(vs 24.6% in Q1 2024)
-13% YoY

Number of SKU'’s

+45K

(vs 28k in Q1 2024)
+61% YoY

Order Frequency

1.40x

(vs 1.35x in Q1 2024)
+4% YoY

Source: Company Information.



Revenue Overview

Revenue (SAR’'mn)

- 29.97% >
Q1- 25- YoY
325.0
250.1
Q12024 Q12025

Revenue Segmentation by Region (SAR’mn)

YOY%
26.1% =»
I- 38.4% =» [
144.8 21.2% =»
127.3 114.8 I- . 26.8% =»
92.0 [
336 407 9.7 12.2
Central Western (*) Eastern International
Q1-24  Q1-25

Revenue growth — New Vs Existing products

14%

New Product Contribution

Old Product Contribution

86%

Revenue Segmentation by Type (SAR’mn)

4%

Product Services

96%

Source: Company Information
*The Western Region includes revenues from the Northern and Southern Regions.



Margin & Profitability Overview

market share

» The Beauty and Personal Care (BPC) market is growing at an
estimated 12% CAGR

* Nice One achieved 30% growth, outperforming the market

» Major players adopted aggressive discounting strategies

» Ourrevised pricing strategy enabled us to increase our

Investment in Growth initiatives, such as:
- Leasing Jeddah warehouse
- Hiring key talent across various departments

leading to a temporary pressure on profit margins

Post-IPO, Zakat expenses increased due to the rise in
shareholders’ equity included in the Zakat base

% Margin 28.4%
. (1]

711

Q1 2024

% Margin 10.2%
. (1]

25.5

Q1 2024

% Margin 8.8%

219

Q1 2024

Gross Profit (SAR’mn)

EBITDA (SAR’mn)

Net Profit (SAR’mn)

25.0%

81.3

Q1 2025

9.3%

30.1

Q1 2025

7.4%

241

Q1 2025

Source: Company Information.



Selling and Marketing Expense

Selling and Marketing (SAR’mn)

% of Revenue

14.1%

35.3

Q1 2024

CAC

5.0%

Q1-25- YoY

Churn Rate

-13.0%

-
12.3%
-1.8 % 39.8 121.0
Drop in % of Revenue
Q1 2025 Q1 2024
Influencer’s ROI
39.1% - -«

23

Q1 2024

Q1-25- YoY

32 | Vs i 24.6%

Q1 2025 Q1 2024

Q1-25- YoY

127.0

Q1 2025

21.4%

Q1 2025

Source: Company Information.



Working Capital Cycle & Cash Flow: Q1-2024 vs Q1-2025

-245.1

FY 2024

Prepayments, advances and other receivables

Adj Op. Profit

Net Movement:
Inventories
Prepayments
Payable & Others
Others

Operating activities

49.98 17.83

As on 01-Jan-25

Operating activities

31.1

-56.1
9.3
46.0

6.2

17.8

Trade receivables

Inventories

Cash Flow Movement (SAR’mn)

Lease Payments
Repayment of L.T Loan
Repayments of S-T Loan
Share Capital

Share premium

Lease Payments
Financing activities

Trend Analysis of Receivables, Inventory, and Payables Days

-291.1

Q1 2025

-4.1
-13.2
-61.1

5.5
187.0

-4.1
114.1

114.11

-1.83

Investing activities

Financing activities

Trade payables, accruals and other payables

180.08

As on 31-Mar-25

Source: Company Information

*Net Working Capital = Inventories + Trade receivables + Prepayments, advances, and other receivables - Trade payables, accruals and other payables.
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Overview of growth and profitability initiatives

éé?g Marketing
=) optimization

Assortment
Expansion

Launch of New

Warehouses

v Leveraging deep analytics to understand customer
behavior and build journeys through CRM which led to
increase in frequency and drop in churn rate

v Improved influencers efficiency vs Q4 2024

v Increase in the assortment depth from +28K to +45K
SKUs

v Partnerships with major brands in the beauty industry
insuring higher product availability with marketing
support and exclusive offerings

v/ Strong growth in the vitamin category

v/ Enhanced Operational Efficiency in the New Riyadh
Warehouse

v Refining our performance marketing approach, with
targeted investments in channels yielding the highest
return

v Boost customer lifetime value through more sophisticated
acquisition and retention strategies
v Launch app recommendations

v/ Expanding our product assortment — both through
strategic supplier partnerships and in-house category
development

v Acquisition of Option B to strengthen private label position
in perfumes and expand online and offline market
presence

v New Warehouse in Jeddah in Q3 to strengthen Distribution
and Drive Sales in the Western Region

Source: Company Information
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Assortment and Warehousing — Deeper Look

:%E Vitamins Category

_y Option B — Exclusive Brand

Achievements in Q1 2025

RN

YOY%

+100% YoY growth

6M SAR revenue

Consistent MoM double-digit growth
High scalability with low return rate

Revenue (SAR’mn)

108% —

5.98

2.87

Q12024 Q12025

Strategy going forward

v

Roll out of Option B to strengthen exclusive
brand position in perfumes and expand
online and offline market presence

Boost profitability with higher margin

Offering new price ranges in perfume to
cover all customers needs

Ambitions

&
©

Sales Target in 2025

SKUs

... Warehouse Expansion

New Warehouse in Jeddah in Q3 2025

v Enhance distribution capabilities

v Reduce cost by switching from 3PLs to own
fleet

v Reduce delivery time and enabling 24h
delivery in Jeddah, Makkah and Taif

v Improve customers satisfaction
v Boost sales in the region

Growth in Regions with 24h delivery vs Others

36%

22%

24h delivery regions Other regions

Source: Company Information.
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