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2024 at
a glance

| am pleased that the Group was able
to deliver a very strong performance

in another challenging year across all
our territories. Fortunately, we were
well positioned to react to, and in many
cases pre-empt the worst of these
challenges. Through our successful
growth of revenue, at the expense

of our competitors, and the effective
management of costs, we have delivered
compelling positive operating leverage.

Importantly, we also added more than
2 300 jobs and workplace opportunities
in South Africa, in the knowledge that
we trade in an economy facing very.
high levels of unemployment.

The Group has purposefully strengthened
its balance sheet and, given the ongoing
tough consumer environment, we see
significant opportunity to build out our
investment and brands, particularly in the
Value stack. We will also seek out strategic
adjacencies and high-quality acquisitions
to bolster our retail portfolio.

We are confident in our strategy and
continue to focus on its execution to deliver
profitable growth while capturing additional
market share.

Anthony Thunstrém
Chief Executive Officer
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TFG Africa

bash

In South Africa Bash is now:

the NO. 1 South African Fashion

and Lifestyle shopping app

Added

2 381

Jjobs and workplace
opportunities in South Africa

79,2%

of apparel units manufactured locally
in South Africa and neighbouring
SADC countries

Level 2

The Group was the first major listed retailer
to achieve a Level 2 Broad-Based Black
Economic Empowerment rating

Contents TFG profile

Key Group metrics

Positive operating leverage achieved

Revenue

+8,9%

Sustained margins

Gross profit margin

47,9%

Balance sheet de-leveraged

Net debt

R4,9 billion

Turnover

R56,2 billion

Context Strategy Governance

Performance

EBIT

+9,9%

Operating margin

10,6%

Delivering

970,7c

Headline earnings per share, and
350 cents dividend per share

Group ROCE

14,6%

excl goodwill

Appendices




Reporting
suite

Integrated annual report — Reporting to financial capital
providers and interested stakeholders on strategy,
performance and prospects impacting enterprise value.

Integrated annual report

Sustainability reporting — Reporting to all stakeholders
through data-led, stakeholder-focused material
sustainability matters, offering a view of the Group’s
socioeconomic and environmental impact, supported
by case studies.

Governance reporting — Reporting to all stakeholders
on governance structures, processes and policies
aligned with King IV! principles, including remuneration.

Financial reporting — Primarily reporting to
shareholders, the investment community and analysts
on the Group’s financial position and performance.

Shareholder reporting — Reporting to shareholders and
investors to consider when voting at the TFG annual
general meeting (AGM).

Inspired Living report
TCFD report
CDP guestionnaire

Carbon footprint report
B-BBEE credentials and scorecard

Governance report

King IV application register

Remuneration report

Annual financial statements

Results announcement

Results presentation and webcast

Notice of AGM

Proxy form

" Copyright and trademarks are owned by the Institute of Directors in South Africa NPC and all of its rights are reserved.

Our reporting suite aims to create impactful communication, caters to diverse stakeholder needs and
provides easy access to all the available documents. We encourage readers to explore the full reporting
suite for a comprehensive overview of the Group’s performance and our value creation story.

Reporting frameworks

Our reporting suite was compiled with due consideration to
the following reporting frameworks and standards:

> Integrated Reporting <IR> Framework (2021).

> International Financial Reporting Standards (IFRS).

> King IV Report on Corporate Governance™ for South
Africa, 2016 (King IV)".

> JSE Limited (JSE) Listings Requirements.

> Companies Act of South Africa, No. 71 of 2008,
as amended.

Furthermore, these reports were prepared with reference to
the following frameworks and guidance:

> JSE Sustainability Disclosure Guidance.

> United Nations (UN) Sustainable Development Goals (SDGs).

> Task Force on Climate-related Financial Disclosures
(TCFD).

> Relevant CDP (previously Carbon Disclosure Project)
questionnaires.

Navigation

This interactive report contains hyperlinks that allow
you to find the information you need easily, including
additional details where we reference the website or
other reports.

Hyperlinks are underlined.

< Page back
>  Page forward
{m\ Contents page

Click on the name of the chapter to go to the start of
the chapter.
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https://tfglimited.co.za/wp-content/uploads/2024/07/Inspired-Living-Report-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/06/TFG-B-BBEE-Certificate-2024official.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/Governance-Report-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/King-IV-Application-Register-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/Remuneration-Report-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/Group-Annual-Financial-Statement-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/06/FY2024-Full-Year-Results-Announcement.pdf
https://tfglimited.co.za/wp-content/uploads/2024/06/FY-24-Full-Year-Results-Final-10-Jun.pdf
https://tfglimited.co.za/investor-relations/reports-presentations/
https://tfglimited.co.za/wp-content/uploads/2024/07/Notice-Of-AGM-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/Proxy-Form-2024.pdf

Abo ut O u r The report covers material information relating to the business model, strategy, material matters and risks,
governance and the performance of the Group for the year ended 31 March 2024.

report

The financial reporting boundary covers the results of The Foschini Group
Limited (the Group) and covers the TFG Africa, TFG London and TFG Australia

operating segments. Each operating segment is managed by separate local
management teams, reporting to the Operating Board. TFG Africa operates

primarily in South Africa, TFG Australia operates primarily in Australia and
New Zealand, and the TFG London segment operates principally in the
United Kingdom but also has a presence in 14 countries globally.

TFG Africa TFG London TFG Australia

While the report addresses all three operating segments, it is more focused
on TFG Africa due to the significance of its contribution to the Group.

This report covers the risks, opportunities and outcomes relating to the
Group’s operating environment, its businesses, capital resources and

engagement with key stakeholders. It also considers the matters that could
influence the Group’s ability to create and sustain value, and the extent
to which the Group’s objectives have been achieved.

p
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Financial results for this year are not
directly comparable to last year due to
the acquisition of Tapestry in August 2022
and the purchase of 91 Street Fever stores
in April 2023.

We considered materiality when
compiling our reporting suite. This report
focuses on matters that significantly
affect our ability to create sustainable
value and explains how they impact

our business strategy while considering
stakeholder perspectives. The material
matters apply to the Group with varying
likelihood and impact. Read more about
our materiality process and material matters.
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| About our report

Combined assurance

We follow the five levels of assurance approach in our combined assurance model.
Levels 1 and 2 include a combination of line and specialist management functions. The
independent internal audit function provides assurance at level 3, while various external
assurance providers are level 4. The Supervisory Board is the final level of assurance
—level 5. Combined assurance provides stakeholders with comfort over the integrity of
financial and non-financial information in our reporting suite.

Reporting process

\

\\
Investor
relations

and finance

Strategy
and risk

 Sustainability

Supervisory Board

Currently, the:

> Annual financial statements are audited by Deloitte & Touche.
> Year-end results announcement is reviewed by Deloitte & Touche.
> B-BBEE scorecard is assured by Honeycomb BEE Ratings.

We continually assess our approach to provide additional assurance on measures in the report.

The Group’s integrated reporting process is owned by the Supervisory Board. It is subject
to rigorous internal and external review. The content of this report is consistent with the
indicators used for our internal management and Supervisory Board reports. The individual
reports included in the report are prepared based on discussions with executives, written
submissions, internal presentations, and Board and committee papers.

The Audit Committee fulfils an oversight role for the integrated annual report and annual
financial statements. The committee also reviews the sustainability information disclosed
in the integrated annual report and assesses its consistency with the consolidated annual
financial statements and Inspired Living report. The Social and Ethics Committee has
oversight of the Inspired Living report.

The report is presented to the Supervisory Board, which acknowledges its responsibility
for the integrity of the integrated annual report. It believes that the report:
> Was prepared in line with the International Integrated Reporting Framework.

> Fairly represents the Group’s integrated performance including the material matters
in a balanced manner.

> Presents the Group’s strategy and its ability to sustainably create value in the short,
medium, and long term.

J 04 O
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https://tfglimited.co.za/wp-content/uploads/2024/07/Group-Annual-Financial-Statement-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/Group-Annual-Financial-Statement-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/Inspired-Living-Report-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/07/Group-Annual-Financial-Statement-2024.pdf
https://tfglimited.co.za/wp-content/uploads/2024/06/FY2024-Full-Year-Results-Announcement.pdf
https://tfglimited.co.za/wp-content/uploads/2024/06/TFG-B-BBEE-Certificate-2024official.pdf

| About our report

Approval

The Supervisory Board approved the 2024 integrated annual report on 19 July 2024.
Michael Lewis Anthony Thunstrém
Chairman Chief Executive Officer
Ralph Buddle Graham Davin
Chief Financial Officer Lead Independent non-executive director
Prof. Fatima Abrahams Colin Coleman
Independent non-executive director Independent non-executive director
David Friedland Boitumelo Makgabo-Fiskerstrand
Independent non-executive director Independent non-executive director
Eddy Oblowitz Jan Potgieter
Independent non-executive director Independent non-executive director
Nomahlubi Simamane Nkululeko Sowazi
Independent non-executive director Independent non-executive director
Ronnie Stein Doug Murray
Independent non-executive director Non-executive director

Forward-looking statements

This report includes forward-looking statements about the Group’s results and business activities, which involve
risk and uncertainty depending on future events and circumstances. Due to various factors, these statements
may differ materially from actual results or activities. The Group’s external auditors have not reviewed or reported
on these forward-looking statements.

Feedback

We welcome your feedback on this report. Please send your comments or inquiries to our Company
Secretary at Company_Secretary@tfg.co.za.
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h I S I S Established in 1924, TFG is the largest fashion, lifestyle and speciality retail group in
South Africa, with a growing presence in the UK and Australia, and is listed on the JSE

—— FG and A2X.

Our purpose, vision and values Our business segments
TFG Africa TFG London TFG Australia
PURPOSE VALUES
We inspire our VISION > We put our customers first
customers to live To create the > We work smart and fast
their best lives most remarkable > We do the right thing
omnichannel 16%
experiences for our of revenue
customers
® ®
The Group’s portfolio of 34 leading retail brands, with over 4 700 outlets in 23 countries Our product offering

on five continents, offers customers a variety of speciality products including fashion
apparel, jewellery, cosmetics, sporting apparel, electronics, homeware and furniture.

With our vision to create the most remarkable omnichannel experiences for our
customers, TFG'’s Bash, now the No. 1 South African fashion and lifestyle shopping app,
enables the Group’s sought-after retail brands and loyal customers to come together

seamlessly on one virtual platform. 80,8% 9,5%
Clothing Homeware

5,3%

Cellphones

% contribution to turnover.
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Invest in TFG

A leading African retailer with big international ambitions

TFG has unique strengths which it leverages against local competitors, as
well as capabilities that take-on existing and new international entrants.

Key to this is the depth of talent and experience in the management teams
embedded in each operating segment and in every brand.

The Group’s diversified business model offers investors exposure to high
growth potential, as well as the earning streams from its operations in
London and Australia. Similarly, the Group’s category diversification offers
broad growth opportunities.

Resilient and Exceptional brand value
adaptable strategy 3 4

B | Build out

diverse high-equity brands
with broad demographic reach

O| Optimise 4 700

I_ | Leverage physical outlets offering
a superior customer experience

T | Transform 350

omni-enabled stores

S | Sustain

INn-house
credit .«

Value-Added
Services

such as magazines, insurance
products and mobile airtime to
TFG Africa customers
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integration in South Africa supports our Quick Response model

12 79,2%

owned factories manufacturing apparel, of apparel units manufactured locally in South

ers (milion) linen and furniture in South Africa Africa and neighbouring SADC countries

Our ESG strategy has a strong social capital focus
TFG’s B-BBEE score (Level)

Proudly B-BBEE

Level 2

ahead of all other major

Level 3 Level 3 listed retail peers
2020 2021 2022 2023 2024
L2 ® @
2020 2021 2022 2023 2024

15,2 million =~ N
of these customerSTEEEEEE >R1,1 billion R74,5 million 2 381

spent with small Black-owned businesses invested in enterprise and jobs and workplace opportunities
supplier development added in the past year

INTEGRATED ANNUAL REPORT 2024 TFG profile




Our
brands

The Group is diversified in relation to the geographies where we operate and the customer segments we serve.
Our brands are further arranged into business stacks that leverage specialist capabilities, management teams
and suppliers.

Our brands are all high-equity and comprise both organically developed, as well as acquired intellectual property.
We aim to be the leading brands in the key categories in which we compete.

@homelivingspace CORICRAFT
A AM S Upper market
W ‘ERICAN WISS ARCHIIVE G-STAR RAW H L(D)NE? S Pleose 5«/“ WHISTLES PP
Mid to upper iala :
market Dial-a-Bed. m
sportscene SPOR Bedstore FOSCHINI S MARKHAM
6 TOTAL TS Mid-market
RUSEERL STERNS  taArRocasH [EIDA yd. vopes

. - B .
CONNOR EXACT GALAXY*CO Jel_ J%l_#%@ 2 ROCKWEAR ACTORY Value market
baSh TFG Africa’s e-commerce platform.
Our brands operate across three main geographies
TFG Africa TFG London TFG Australia
| @home | @homelivingspace | American Swiss I Archive | Hobbs I Connor
| Bash | Coricraft | Dial-a-Bed | Exact | Phase Eight | Johnny Bigg
| Fabiani | Foschini | Galaxy & Co I Granny Goose I Whistles | Rockwear
| G-Star RAW | hi | Jet | Jet Home | Tarocash
I Markham | Relay Jeans I RFO | Sneaker Factory | yd.
| Sportscene | Sterns | The Bed Store I The FIX
| Totalsports | Volpes
J 10 O INTEGRATED ANNUAL REPORT 2024 Contents TFG profile  Context Strategy Governance Performance Appendices /Lﬂ}



| Our brands

Merchandise stacks

In TFG Africa, we organise our brands into stacks at a business level. There are three key benefits from this organisational
structure, including:

> Intensified customer segment focus.

> Effective engagement with shared suppliers.

> Optimised management structures and depth of capabilities.

Sports and ARCIIVE BiRTORY  sPotscene  TOTALSPORTS
lifestyle
Ladl_es and FOSCHINI NG
family
Mens fashion FABIAN| G-STARRAW MARKHAM 'QJRELAY
Value EXACT Jat Jelfsne RFO
[,mwnmru,w oooooo
@ home( @homelivingspace &) AMERICANSWISS CORICRAFT Dial-a‘Bed. GALAXY*CO
Specialit R .
P ) hi STERNS  Bedstore  YOLPES |
| R »
i
/]
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Qur
footprint

Mexico

Group

23

trading countries

4 766

total outlets
(2023: 4 697)

TFG London
Netherla‘nds 547 total outlets (2023: 589)
- 178 stores (2023: 180)

369 concessions (2023: 409)

Ireland )L
and UK | *; ’»—— Germany
Switzerland
Spain # | i
Kuwait

f* Japan
7]

? Hong Kong

BB Qatar
* Bahrain

mm

TFG Africa o MU .
. : ustralla
3 621 total stores Bl saudi Arabia
(2023: 3 524) 598 total outlets (2023: 584)
e\

558 stores (2023: 545)

40 concessions (2023: 39)
e\

Eswatini

.

Australia

Botswana

Il TFG's stores )
Il TFG's concessions South Africa — |EREY \J ,77
Bl 776 Affca New Zealand
" TFG London
[ TFG Australia
g 12 D INTEGRATED ANNUAL REPORT 2024 Contents TFG profile  Context Strategy Governance Performance Appendices ﬁ'IJ\



Qur
employees

TFG employee profile

TFG Africa

40 927

(2023: 39 950)

TFG London —
2416

(2023: 2 316)

TFG Australia
9%
4180 —

(2023: 4 300)

+58%

increase in YES learner appointments

Employment equity
representation in South Africa

97,0%

total

37,4%

top and senior management

Who we are is because of our people. They are our greatest asset. TFG is

more than a workplace, it is a launchpad for growth. We are a purpose-led
business, designed to inspire our customers to live their best lives,

and on this team our employees share the pride of making

an impact across a whole industry.

We are the designers, the makers, the shakers and
the teams behind the scenes.

47 523

Group employees
(2023: 46 566)

12 226 35 297

Corporate Customer-facing
support retail
(2023: 12 158) (2023: 34 408)

O

Y

65,1%

Female

R117,4 million

spent on training and development

800

employees with disabilities

We are more than a place to work

TFG offers a universe of opportunities. Our brands
attract and retain top talent, underpinned by a robust
employee value proposition. TFG’s strategic commitment
to true omnichannel retailing relies significantly on
our people’s adoption and use of technology and
their process proficiency. By leveraging data-driven
insights and employee feedback, we tailor our training
interventions to address any challenges that may
impact the execution of our omnichannel strategy.

universe of opportunities our diverse business provides

Our culture encourages our people to explore the
and actively promotes ongoing growth and development.

We are investing significantly in skills development and
workplace experience for youth to provide a diverse
pipeline as we create new jobs.

| We provide fair and responsible remuneration and
comprehensive benefits.

Our seamless employee self-service systems are
user-friendly and accessible to all our people across
the African continent, while HR Shared Services
maintain operational efficiency.

We empower line managers to excel in their roles as
people managers by providing the tools and support
needed to lead their teams effectively.

Our customer-facing employees are pivotal for TFG’s
omnichannel strategy. We collaborate across brands
to efficiently source, train and schedule them.

| We equip our stores with the necessary tools to
effectively communicate with employees.

Strategic focus on employees

People and communities is one of four pillars in our
Inspired Living framework. It includes employee-specific
focus areas where we aim for progressive improvements
through medium-term initiatives.

For detail, please refer to our Inspired Living report.

J
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https://tfglimited.co.za/wp-content/uploads/2024/07/Inspired-Living-Report-2024.pdf

Our
history

TFG was founded by George Ivan Rosenthal in 1924. Tt
with the ambition to offer South African women fashion garm

well-made, and on trend. He named his company Foschini, anol ;,|t
his first store on 27 November 1925 in Pritchard Street, Johannesburg y
registered Foschini Dresses Proprietary Limited on the Johannesburg Stock Exchange, the

first clothing retailer to do so.

»100

year legacy
[ 4 @ L ® L 4 \ JN
1924 1941 1958 1967 1968 1993 1996
Founded Listed on the JSE Stanley Lewis buys American Swiss Watch Markham acquired Sterns acquired Sportscene
major shareholding Company acquired acquired
3 bt
%’. 2011 2015 2017 2020 2021 2022 2023 2024
_g- 15 864 22880 23 470 29776 34 891 38 329 46 566 47 523
w
2011 2012 2015 2016 2017 2018 2021 2022 2023 2024
Fabiani acquired Prestige Clothing TFG London formed Whistles Hobbs brand TFG Australia Value-based Jet Granny Goose Tapestry Home Brands ~ Franchise
Franchise rights acquired with acquisition of acquired in acquired commences with acquired acquired acquired in SA agreement with
Phase Eight brand TFG London in TFG London acquisition of ; ; ; JD Sports
for G-Star RAW 9 Auc;tralia-based Partnership with Online dellvery. : Street Fever acquired p
in So‘uth Africa iy A TymeBank through acquisition through Sneaker Factory | 5.nch of Riverfields
acquired of Quench Bash.com online distribution centre
MoreTyme launched shopping platform
launched

Refer to https./tfglimited.co.za/about-us/corporate-history/ for a complete history of the Group.
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Our operating

context

TFG Africa

Difficult trading conditions marked
by a challenging socioeconomic
climate, constrained disposable
incomes, and low consumer
confidence.

> South African GDP growth was 0,6%
in calendar year 2023".

> Unemployment rates remain high
at 32,9%".

> Load shedding reached its highest
level at the end of the 2023 calendar
year and continued into 2024. There
were 289 days of outage, of which
44 was at stage 6 levels.

> Persistent poor transport
infrastructure and port disruptions led
to delays and higher expenses.

> The South African Rand depreciated
8,3% against the US Dollar in
calendar year 2023 with further
depreciation forecasted for 20242.

" StatsSA.
2 Fitch Solutions BMI country risk.

The turnover and profits from TFG Africa, TFG London
and TFG Australia need to be understood in the

context of their unique operating contexts. For the
period under consideration, some challenges were
shared and were global in nature, while others were
more regionally focused.

TFG London

Technical recession and a cost-of-
living crisis, consumer confidence
below pre-pandemic levels.

> The UK entered calendar year 2024
in recession after two consecutive
quarters of economic decline. Real
GDP growth of 0,3% is expected
in 20243,

> Due to the cost-of-living crisis,
consumer confidence remains below
pre-pandemic levels despite some
improvement over the past year.

> Rising living costs and food prices
impacted retail sales. April 2024
clothing store sales were 5,2% below
pre-pandemic levels®.

> |Interest rates remain stubbornly high
at 5,25% and are expected to drop
due to lower inflationary pressure®.

> The UK corporate tax rate increased
from 19% to 25%.

3 ons.gov.uk.

4 House of Commons Library Research Briefing May 2024.

TFG Australia

Robust economy slowing slightly
after post-COVID-19 bounce,
consumer confidence in decline.

> Australian GDP growth was 1,5%°
in calendar year 2023. 1,2% growth is
forecast for Q2 2024 with a gradual
increase late in 2024.7

> Headline inflation declined to 4,1%
in calendar year 2023 from a peak
of 7,8% in 2022°.

> Business confidence is lower while
consumer confidence is declining.

> Consumer spending was resilient
despite significant cost-of-living
pressures.

> Unemployment remains low at 3,9%>°.

5 Australian Bureau of Statistics.
5 International Monetary Fund.
7 Reserve Bank of Australia.

16 O

INTEGRATED ANNUAL REPORT 2024

Context

Governance

Performance

Appendices

2)


https://www.fitchsolutions.com/bmi/country-risk/sub-saharan-africa-currency-round-fx-performance-improve-2024-18-04-2024?fSWebArticleValidation=true&mkt_tok=NzMyLUNLSC03NjcAAAGUDLKyf81nWWBt44EyaThC8OLVtkvh2_qqX5cqA1a4aD2Uck6OFlPo2UnlUfdOBGbIn8otHYhJ_dNW_ZC5T32ZL_kydJXO7Xm4Ygj8NEUVF__O3RkFVA

| Our operating context

Our strategic response to our operating context

Interest Indebted
rates consumers

Avsrat & &
Africa @ @
|

Cost of
living

&

&
l

Disrupted
shipping

&

©
l

Load
shedding

©
|

Unemployment

©
l

Pureplay
competition

&

&
l

Guided by a
strategy that Grew our Value
is resilient and stack offering
adaptive

Retail shifts

Invested in price for
customer retention
and market
share gains

Local manufacturing
in TFG Africa

Shielded
impact

Created jobs
and invested in
communities

The retail landscape is in constant change as new trends become more evident and mature, leading to structural shifts in our industry.

The health, wellness, and beauty retail market has seen remarkable growth, fuelled

by a heightened consumer focus on holistic well-being and self-care. This trend has

been significantly influenced by COVID-19, which spurred increased attention to health
and hygiene. Consumers are now more inclined toward products that promise not just
aesthetic benefits but also overall wellness, leading to a surge in demand for clean beauty

products and fitness-related items.

The expansion of e-commerce and the influence of social media have further propelled
this growth, with digital platforms offering greater accessibility and a plethora of

information, driving informed and conscious purchasing decisions.

Bash and
omnichannel
strategy

Mega brands in the sports category have increasingly pursued direct-to-consumer (DTC)
strategies, aiming to strengthen customer relationships and boost profit margins. By
leveraging online platforms and opening flagship stores, they have gained greater control
over their brand image and customer experience. The sports apparel category has
remained robust, driven by a surge in health and fithess awareness.

The shift to DTC has yielded mixed results. While it has enhanced brand loyalty and data

collection capabilities, it has also brought challenges such as managing logistics, field
operations and the scale of store presence required to service large customer bases in

developing territories.

J
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| Our operating context

Scale and consolidation

Retail competitiveness hinges on size and scale. Globally,
the top 20% of retail companies have dominated profit share
over five years, contrasting with a negative contribution
from the bottom 80%’. Greater consolidation, acquisitions
or organic growth provides more diversification and greater
reach across market segments allowing companies to
protect profits.

Globally and in South Africa, established grocery retailers
are diversifying their revenue by introducing apparel
products to capture market share.

In the South African market, traditional retailers are
expanding into new product categories and leveraging
their customer base to provide financial services
products. Diversification and consolidation are prevalent
in South African retail.

Mid-market retail is under threat

Mid-market consumers and retailers in South Africa are
facing escalating pressures due to a combination of
economic challenges and changing consumer behaviours.
Rising inflation and stagnant wage growth have squeezed
disposable incomes, leading consumers to prioritise essential
spending and seek greater value. Consequently, mid-market
retailers are struggling to maintain their customer base, as
shoppers either trade down to discount retailers or up to
premium brands perceived as offering better quality.

Additionally, the increasing penetration of e-commerce
has intensified competition, forcing mid-market retailers
to innovate and adapt rapidly to remain relevant in an
increasingly polarised market landscape.

7 McKinsey's State of Fashion 2021 report.
8 World Wide Worx.

Supply chain disruptions becoming
dysfunctions

Global shipping and supply chain disruptions have
significantly impacted global fashion retail, leading to
delays, increased costs, and inventory shortages. These
challenges have prompted many retailers to shift towards
near-shore production and local manufacturing to mitigate
risks. By producing closer to their primary markets,
retailers aim to reduce lead times, improve supply

chain reliability, and respond more quickly to consumer
demands. This strategic pivot not only enhances
operational efficiency but also supports sustainability
goals by reducing carbon footprints associated with long-
distance shipping and enhancing social compliance.

Accelerated e-commerce

The impact of COVID-19 saw online shopping thrust
into the fore of retailers’ strategies. Omnichannel retail
seamlessly combines physical stores with an online
capability. E-commerce in South Africa has the potential
to reach R100 billion® in the next two years. Combining
an in-store shopping experience with the advantage of
access to all inventory online, provides customers with a
seamless and convenient shopping experience.

Globally, online pureplays, like Amazon, Shein and Temu,
mobilise vast marketing budgets to launch and capture
share of wallet. Their use of tech platforms to match
consumer demand to supplier output has disrupted

the retail market.
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O u r Our understanding and engagement with our stakeholders is fundamental to our business.
Our purpose, vision and values set a clear customer focus and their satisfaction and loyalty
are paramount. Achieving this requires that all our stakeholders are effectively engaged and

Sta ke h O | d e rS their needs appropriately managed. Their perspectives guide our determination of materiality,

focusing on issues crucial to creating sustainable value and shaping our business strategy.

We actively engaged with our key stakeholders throughout the year to gain insights and address their needs.

Government, Communities
Shareholders legislators and | | and non-profit
regulators organisations

Customers

I Who they are, their needs and expectations I How we engage and respond I How this is measured and evaluated
Our customers are diverse in geography, culture, > We invested in our omnichannel capability and platform We track the number of TFG Rewards customers,
gender, age and income. to expand and enhance their brand 