ASX ANNOUNCEMENT (ASX: LBY)
28 January 2021

Q3 FY21 Investor Presentation

Attached is Laybuy's investor presentation relating to the Q3 Business Update released earlier today.

A Zoom webinar will be held on 28 January 2021 at 12:00 (AEDT)/ 14:00 (NZDT) by Gary Rohloff (Co-Founder
& Managing Director) and Katrina Kirkcaldie (Chief Financial Officer) to discuss the Q3 Business Update.

Please click this URL to join https://us02web.zoom.us/j/88348327827. Or join by phone using meeting ID 883

4832 7827. International numbers available at the following link: https://us02web.zoom.us/u/kjmegAdA.

For more information, please contact:

Gary Rohloff Katrina Kirkcaldie
Co-Founder & Managing Director Chief Financial Officer
Email: investors@laybuy.com Email: investors@laybuy.com

This announcement was approved for release by Gary Rohloff, Managing Director

About Laybuy

Launched in 2017, Laybuy is a rapidly growing fintech company providing buy now, pay later services partnering
with over 8,000 retail merchants. Laybuy is available in New Zealand, Australia, the UK and the USA. The unique,
fully integrated payment platform is helping to revolutionise the way consumers spend. Laybuy is simple.
Customers can shop now, receive their purchase straight away, and pay it off over six weekly payments without

paying interest. For more information visit laybuyinvestors.com.

Laybuy Group Holdings Limited | ARBN 642 138 476
74 Taharoto Road, Takapuna
Auckland, New Zealand

Laybuy.com
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Important Notice and Disclaimer

The material contained in this document is a
presentation of general information about the
activities of Laybuy Group Holdings Limited
(ARBN 642 138 476) and its subsidiaries
(Laybuy) current as at the date of this
presentation. The information is provided in a
summary form, does not purport to be complete
and should not be relied upon as advice for
investment purposes. This presentation is for
information purposes only and is not financial
product advice or a recommendation to acquire
Laybuy shares. This presentation does not take
into account the investment objectives,
financial position or needs of any particular
investor. Independent advice should be sought
before making any investment decision.

The information in this presentation has been
prepared by Laybuy in good faith and with due
care, but Laybuy does not make any
representation or warranty, express or implied,
as to the fairness, accuracy, correctness or

completeness of the information, opinions or
conclusions contained in this presentation.
The information in this presentation is subject
to change without notice and unless required
by law, Laybuy assumes no obligation to
update this presentation or its contents for any
matter arising or coming to Laybuy’s notice
after the date of this presentation.

Certain statements in this presentation may
constitute forward-looking statements or
statements about future matters that are based
on management’s current expectations and
beliefs. Such statements are typically identified
by words such as ‘may’, ‘could’, ‘believes’,
‘estimates’, ‘expects’, ‘anticipates’, ‘intends’
and other similar words. These statements

are subject to risks and uncertainties that

are difficult to predict and are based on
assumptions as to future events that may

not prove accurate. Actual results may

differ materially from what is expressed

in this presentation.

To the maximum extent permitted by law,

no responsibility for any loss arising in any
way (including by way of negligence) from
anyone acting or refraining to act as a result
of this presentation or its contents is accepted
by Laybuy or any of its officers, employees

or agents.

The distribution of this presentation outside
of Australia may be restricted by law and any
such restrictions should be observed.

All numbers are stated in New Zealand dollars
(NZ$) and relate to the three months ended 31
December 2020 (Q3 FY21) and comparisons
relate to the three months ended 31 December
2019 (Q3 FY20 or PcP) or the three months
ended 30 September 2020 (Q2 FY21 or QoQ),
unless stated otherwise.
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Performance Highlights (Q3 FY21)

Group Revenue of

NZ$9.5m (up 157% on
PcP)

Active merchants totalled

8,007
(up 64% on PcP)

Active customers totalled

687,000

an uplift of 371,000 PcP
reflecting strong growth in both
regions

Annualised Gross Merchant Value
(G Mv)l of

NZ$730m?

Net Transaction Margin
(NTM) of
1.3%

of GMV for Q3 FY21 from
-0.8% for Q3 FY20

YTD revenue of NZ$22.9m

(9 months to December 2020, up
154% on December 2019)

S

=

GMV is defined as Gross Margin Value and is regarded as a key non GAAP operating metric. Annualised GMV is calculated as quarter GMV multiplied by four.
GBP and AUD denominated GMV are converted at the average historical exchange rates for each of the quarters
Black Friday week includes global sales for the 7 days from Black Friday 27 November 2020, compared to the Black Friday week starting 29 November 2019

-

Q3 FY21 GMV
NZ$182m
(up 184% on
PcP)?2

NTM of

NZ$2.3 million

up from NZ$ -0.5 million
in PcP

United Kingdom (UK) annualised

GMV of NZ$401m
an uplift of NZ$346m
on PcP

Defaults reduced from 4.6%
of GMV in Q3 FY20 to

2.8%
for Q3 FY21

Launched Tap to Pay to
support in-store growth

Beta launch into the US
market

Record sales over the

Black Friday week
(330% increase on Black
Friday week in 2019)3






Group Key Operating Metrics

Laybuy continues to demonstrate record growth across all key metrics

GMV (NZ$m)

ENZ & AU mUK

Up 184% on PcP

QL Q2 Q8 Q4 QI Q2 Q8 Q4 Q1 Q2 Q3
FY19 FY19 FY19 FY19 FY20 FY20 FY20 FY20 FY21 FY21 FY21

Active merchants®

ENZ & AU mUK

Up 64% on PcP 8,007
6,323 -
5,672
4881 5204 B

’ 3 —

3,683
3,189
2,640
2,021
1,495

QL Q2 Q8 Q4 QI Q2 Q3 Q4 Q1 Q2 Q3
FY19 FY19 FY19 FY19 FY20 FY20 FY20 FY20 FY21 FY21 FY21

4. Annualised GMV is based on annualising the GMV for the relevant quarter

Annualised GMV (NZ$m)*

Up 184% on PcP

Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3
FY19 FY19 FY19 FY19 FY20 FY20 FY20 FY20 FY21 FY2l Fy2l

Active customers®

BNZ & AU mUK
In thousands Up 117% on PcP 687
568
473
405
204 253

196
171
118 147

QL Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q8
FY19 FY19 FY19 FY19 FY20 FY20 FY20 FY20 FY21 FY21 Fy21

5. An “Active merchant’is a merchantwho has received paymentfor a purchase through the Laybuy platform within the 12 months priorto the end of the relevant period
6. An “Active customer”is a customerwho has made a purchase through the Laybuy platform within the 12 months priorto the end of the relevant period
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United Kingdom

All operating metrics growing rapidly in the UK, with record sales over the Black Friday and holiday sales period. <
Significant opportunity for value creation with strong partners validating customer and merchant proposition.

Growth accelerated in the UK
through large and small
merchant wins and increasing
customer adoption

Annualised GMV (NZ$m)’ 401

231
191

108

55

Q3 FY19 Q4 FY19 Q1 FY20Q2 FY20 Q3 FY20 Q4 FY20 Q1 FY21 Q2 FY21 Q3 FY21

Active merchants®
1,264

Q3 FY19 Q4 FY19 Q1 FY20 Q2 FY20 Q3 FY20 Q4 FY20 Q1 FY21 Q2 FY21 Q3 FY21

7. Annualised GMV is based on annualising the GMV for the relevant quarter

Laybuy is poised to rollout the “Tap to
Pay” product into the UK once COVID-19
restrictions are eased. This will accelerate
in-store adoption post UK lockdown

A
A 4

The Manchester United,
Manchester City and Arsenal
partnerships drive both customer
adoption and brand awareness

Active customers8 407

In thousands

298

212
154

76

Q3 FY19 Q4 FY19 Q1 FY20 Q2 FY20 Q3 FY20 Q4 FY20 Q1 FY21 Q2 FY21 Q3 FY21

Key merchants PRETTYLITTLETHING
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8. An “Active customer”is a customerwho has made a purchase through the Laybuy platform within the 12 months priorto the e nd of the relevant period
9. An “Active merchant’is a merchantwho has received paymentfor a purchase through the Laybuy platform within the 12 month's priorto the end of the relevant period
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Australia & New Zealand (ANZ) —~

Laybuy is a market leader in New Zealand, and has a growing presence in Australia

ANZ GMV continues to grow strongly with Laybuy rolled out the “Tap to Pay” COVID-19 has increased BNPL
increased frequency of purchasing by product into the Australia and penetration due to a shift to online
existing customers, with record growth in New Zealand markets to support purchasing
Q3 following Black Friday and holiday sales in-store growth
Annualised GMV (NZ$m)10 Active customers!t
270 280
329 In thousands 240 251 261

210 224

191
171
147

118
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Active merchants?? Key merchants
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QL Q2 Q8 Q4 Q1 Q2 Q3 Q4 QI Q2 Q3
FY19 FY19 FY19 FY19 FY20 FY20 FY20 FY20 FY21 FY2l Fval

10. Annualised GMV is based on annualising the GMV for the relevant quarter
11. An “Active customer”is a customerwho has made a purchase through the Laybuy platform within the 12 months priorto the end of the relevant period
12. An “Active merchant’is a merchantwho has received payment for a purchase through the Laybuy platform within the 12 months priorto the end of the relevant period
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Repeat Customers and Purchase Frequency

Higher levels of repeat customers and purchase frequency drive lower default rates and increase NTM

New Zealand is Laybuy’s oldest geography and
demonstrates high levels of repeat customers and
purchase frequency per customer

. . . Repeat customers as % of active customers?13
Purchasing frequency has been increasing over
time, with the earliest joining customers the most
frequent users of Laybuy in New Zealand

72.5%

Greater purchasing frequency reduces defaults as
the ‘bad actors’ are filtered out. As the UK market
has grown and has seen greater purchasing
frequency, defaults have reduced

Laybuy is seeing new customers start making
their second and subsequent purchases at a
faster rate than previously seen, further indicating
the strong affinity customers have to the Laybuy
platform and the increasing range of merchants Q3FY20 Q3FY21 Q3FY20 Q3FY21
available NZ & AU UK

UK and Australian cohort are purchasing at a
greater frequency compared to NZ at a similar
point of expansion
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Key Financial Metrics

Strong growth in GMV and reduced defaults has improved NTM and EBITDA as a percentage of GMV

% %
increase increase
— Qz(gzél) Q3 (':PEZPC)) on on . Revenue increased across the Group by 157% compared
NZ$m Q2FY21 Q3 FY20 to PcP and 30% QoQ to NZ$9.5 million.
(QoQ) (PcP)
UK GMV 100 58 14 74% 624% - NTM remained positive across all regions. Due to the
increased rate of customer acquisition in the UK, NTM
ANZ GMV 82 69 50 18% 63% reduced to 1.3% of GMV for Q3 FY21, in line with
expectations due to growth rates experienced by Laybuy.
GMV 182 127 64 44% 184%
Annualised UK GMV 201 231 55 74% 624% « Gross Losses as a % of GMV increased from 1.6% to 2.8%
QoQ, reflecting the significant increase in new customers
Annualised ANZ GMV 329 277 201 18% 63% and resulting GMV growth (119,000 additional active
customers).
Annualised GMV4 730 508 257 44% 184%
+ Transaction processing costs reduced from 1.2% to 1.0%
R : 7. 7 % 157% . . —
evenue 95 3 3 30% >7% QoQ, reflective of the increased GMV contribution from the
Annualised revenue 379 20.3 14.7 UK vs ANZ region. UK has lower transactional costs than
ANZ.
Gross Losses (5.1) (2.0) (3.0 160% 74%
, . . . » Merchant commission reduced slightly in Q3 FY21 due to
Gross Losses as a % of GMV (&:8%) (1.6%) (4.6%) the higher UK contribution, where lower processing costs
Net transaction margin (NTM) 23 36 (0.5) (35%) 230% are passed on to merchants.
NTM % of GMV 1.3% 2.8% (0.8%) « Cash held by Laybuy as at 26 January 2021 was NZ$19.3
million, an increase of NZ$5.9 million from 31 December
Active Customers®® 687,000 568,000 316,000 21% 117% 2020.
Active Merchants'® 8,007 6,323 4,881 27% 64%
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Rapidly Growing Income

Income contribution from the UK continues to grow and has surpassed NZ

Income by region (NZ$m)

BNZ & AU

9.5

Up 157% on PcP
7.3
48
3.7
o5 28
L, 21 21

1.2

Q1 Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3
FY19 FY19 FY19 FY19 FY20 FY20 FY20 FY20 FY21 FY2l Fy2l

9.5

m L ate fees Merchant income

Income by type (NZ$m)18

7.3

6.1

4.8

Q1 Q2 Q3 Q4 Ql Q2 Q3 Q4

Ql Q2 Q3
FY19 FY19 FY19 FY19 FY20 FY20 FY20 FY20 FY21 FY21 FY2l

2 LAYBUY

Total income for Q3 FY21 increased to NZ$9.5
million or NZ$37.9 million annualised, an
increase of 157% on PcP™’ due to record GMV
growth.

UK has grown rapidly, with NZ$5.4 million of
total income in Q3 FY21, compared to the ANZ
region of NZ$4.1 million. This represents an
893% increase on PcP.

New Zealand has significantly lower levels of
late fees as a percentage of revenue compared
to UK reflecting the relative stages of maturity
in these markets. As the UK market becomes
more established, management believes that
late fees will reduce to a similar level to that
experienced in New Zealand.



Quarterly Net Transaction Margin

NTM was more favourable in Q2 FY21 than had been initially expected, at 2.8% of GMV, primarily due to the company tightening
the credit approval criteria in the wake of the COVID19 outbreak. This reduced to 1.3% for Q3 FY21, well above PcP of -0.8%.

Quarterly NTM (% of GMV)

NTM remained positive across all regions
for Q3 FY21. Due to the increased rate of
customer acquisition in the UK, NTM for the
quarter reduced to 1.3% of GMV —in line
with expected growth rates experienced by
the business

Credit losses have increased from 1.6% to

Ouarterty NTM as % of GMV 2.8% QoQ, attributable to significant
e 12 month rolling NTM as % of GMV increase in active customers and GMV
growth in the UK.

Q1 FY19 Q2 FY19 Q3 FY19 Q4 FY19 Q1 FY20 Q2 FY20 Q3 FY20 Q4 FY20 Q1 FY21 Q2 FY21 Q3 Fy21

Quarterly NTM Bridge (% of GMV) _
Transaction costs have reduced from

1.16% to 1.0% of GMV due to the UK being
a higher proportion of total GMV, as the UK
market has lower gateway and merchant

(0.4)% _
service fees
(0.1)%
(0.8%)
(0.2%)
Q3 FY20 Decrease in Improvement Improvement Decrease in Decrease in Q3 FY21
NTM Merchant intransaction in defaults late fees financing NTM
income costs costs
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Big Merchants and Partners Signing up in the UK

Momentum is building fast in the UK with further large brands coming on board in 2021 which will support step changes in GMV

| ®

Officially launched in UK with

Footasylum announced

February 2019

February 2020

WH Smith

D,

JD Sports golive in
January 2020 UK

WH Smith go live in UK

February 2020

2 LAvBUY
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THEHUTGROUP
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Mastercard Partnership

The Hut Group rollout
March 2020

boohao

PREMIE R%
LEAGUE L&

Arsenal FC

Boohoo global rollout
March 2020

Launched on Arsenal
FC online Store

April 2020

COTTON

GROUP™

Cotton On rolloutin Announced partnership with
NZ, Manchester United FC
UK and Australia

June 2020 October 2020

Announced partnership with
Manchester City FC

Wilko go live in UK

N ber 2020
September 2020 ovember

14



English Premier League Football Club Partnerships

Laybuy’s relationships with English Premier League (EPL) football clubs are expected to drive GMV growth, brand awareness and
customer engagement

Laybuy provides BNPL services for the Arsenal FC'’s online store

Laybuy launched on the Arsenal store in the UK for merchandise
in April 2020 and Australia and New Zealand during the September
guarter of 2020

Laybuy are the official BNPL Partner of Manchester United FC
and Manchester City FC in New Zealand, Australia and the UK




Funding for Growth

Laybuy has sufficient debt and equity funding to underpin significant GMV and revenue growth

Drawn as at

Facility Facility Limit 31 Dec 2020 Capacity1? Maturity
Kiwibank NZ$20.0m NZ$8.1m NZ$11.9m Dec-21
Victory Park?° NZ$151.0m NZ$6.1m NZ$144.9m Aug-25
Total NZ$156.8m

* As at 31 December 2020, based on the receivable book, the total
unused facility amounts available to be drawn down was NZ$5.2
million

* As the GMV increases and receivable book grows, additional
funding becomes available, subject to the total financing facility
limits

* Cash held by Laybuy as at 26 January 2021 was NZ$19.3 million,
an increase of NZ$5.9 million from 31 December 2020

* Based on average customer loan balances, Laybuy’s loan book
turned 6.1 times in Q3 FY21, which is equivalent to 24.4 times
per annum (prior quarter was 5.3 and 21.0 times respectively)

2 LAvBUY

Due to Laybuy’s capital efficient
business model of six weekly
payments, the funding facilities, once
fully drawn can support a GMV of
approximately NZ$333m per month (or
NZ$4 billion per annum)?t, which is
almost 5.5 times Laybuy’s GMV for the
quarter ended December 2020

VICTORY PARK
CAPITAL

16



Digital Card is transforming the in-store customer
and merchant experience

Currently live in AU and NZ, the UK to closely following easing of COVID19 restrictions, this “Tap to Pay” BNPL offering allows
customers to bypass a number of steps currently required for in-store transactions

Significant acceleratory for Laybuy’s in-store offer.

The digital card is live in Australia and New Zealand, UK on hold
until the New Year due to COVID restrictions.

Digital card integrates with the existing Laybuy App and offers
integrated payment support for the majority of mobile devices,
includingiOS and Android.

The digital card makes it easier for customers to use Laybuy in-store
because it allows them to skip a number of steps that are usually

required when making purchases using BNPL. rF 2
Allows retailers to enable Laybuy with unparalleled ease, making it Ta to Pa With l
even easier for them to introduce ‘Tap to Pay’ BNPL to their P " Y

shoppers Laybuy is here.

Got the Laybuy app? Pay it in 6 with one tap.

Apply now .
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Laybuy Growth Strategy

Laybuy’s global growth strategy is anchored around leveraging the Laybuy’s scalable platform and proven execution

New Laybuy Platform
Enhancements to drive network
effects

Rapidly grow in the UK and other
international markets

Increase market share in already
established geographies

Improve Laybuy’s penetration

in existing industries and sectors
through co-branded marketing
campaigns.

Laybuy will seek to expand in the
health, beauty, digital, travel and
ticketing verticals.

Grow merchant numbers through
the global partner programme.

Y LAYBUY
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The Laybuy platform is built
for global scalability.

In the UK Laybuy is targeting
large, influential merchants

to drive scale, network effects
and brand recognition.

Target SME merchants through

the partnership program to diversify
the concentration away from the
larger merchants. Driving merchant
commissions up.

US beta launchedin Q3 FY21

> =

dq =

‘A
v,

Future platform enhancements
to improve operational
efficiencies and merchant
and customer experience.

Laybuy will focus on increasing
user engagement and repeat
purchases through
improvements to the Laybuy

App.

Card project, including
Mastercard® collaboration will
deepen customer engagement
with the Laybuy App.



Strong momentum continues into Q3 FY21

Record growth in GMV, active customers and active merchants — supported by key initiatives and strong Black
Friday and holiday sales

Added over 119,000 active customers
and over 1,600 active merchants.

GMV for November and December were . -
record months following Black Friday and

holiday sales, at NZ$71 million and NZ$67 B LAC K
million respectively. This represents GMV
growth for the quarter of over 183% on PcP.

FRIDAY

In November, Laybuy launched with Wilko, 375%
a UK homeware and department store.

It is already seeing significant growth from

this merchant.

increase in sales compared to Black Friday in 2019

315% increase in sales on Black Friday compared to the

The digital card product launched in average day for Q3 (record trading day)

Australia and New Zealand, the business

has already seen good acceptanC(-?- in the 1700/ increase in sales on Cyber Monday compared to the
early stages and expects to see this 0 average day for Q3 (2" highest ever trading day)
continue to grow.

The UK lockdown has again seen GMV N Z$22m GMV during the Black Friday week, up 330% on the
surge to record levels. The UK government Black Friday week in 2019

support for workers is likely to see continued
strong credit performance, however the
business continues to monitor fraud and
defaults closely.
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Q4 FY21 Outlook

Laybuy remains focused on growing its presence and brand across New Zealand, Australia and in particular the UK

Continued investment in people,
product and partnerships to support
growth ambitions

product focus will be on improving the simplicity of
Laybuy for customers and retailers across the entire
platform. This will see investment in people for
product management and development roles

the partner program continues to evolve and is
already delivering strong growth in merchant
numbers. Laybuy will continue to invest in this
program through additional resources to drive
adoption rates

Continued strong growth expected further supported
by the “Tap to Pay” product and Gift Card store launch

We will continue to monitor the impact of the
second wave of COVID-19 in key markets

230 active merchants and 23,000 active customers
added in January 2021 month to date

Laybuy expects to drive improved year
on year GMV growth for Q4 with a number
of initiatives and events

Laybuy continue to test the US market
with a view to progressive launch during the year




Thank you.

.
"

Gary Rohloff
Co- Founder & Managing Director

investors@laybuy.com
laybuy.com

Katrina Kirkcaldie
Chief Financial Officer
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Pay it, easy.
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