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Agenda

Introduction

Automotive landscape

Break

Aftermarket Parts

Q&A

Closing

Osman Arbee, CEO

Ockert Janse van Rensburg, CFO

Malcolm Perrie, Aftermarket Parts CEO &
Darren Wykes, MPD CEO

Osman Arbee, CEO

8:30 - 8:45

8:45 — 9:45

9:45 -10:00

10:00 - 11:30

11:30 - 12:00

12:00 - 12:15

Motus
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Introduction

- Purpose of the session

- Speakers:

- Ockert Janse van Rensburg, CFO to cover the
value chain across the business excluding
Aftermarket Parts

-  Malcolm Perrie, Aftermarket Parts CEO to cover
the value chain for Aftermarket Parts

- Darren Wykes, Motor Parts Direct Holdings
Limited (MPD) CEO to cover the MPD acquisition

- Exco members in attendance
- Changes to management responsibilities

- Sensitivity around disclosing details around
financial performance to 30 June 2023
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Challenges creating a fragile consumer

I
NETRN, N e Alle AR
South Africa > United Kingdom Australia 7N+
- 2N ko
- highinflation - high inflation which has started to - high inflation which has started to
moderate moderate

- increasing interest rates

: - higher interest rates with another - increasing interest rates
- weakening ZAR currency
increase expected . . : .
. P - high energy prices which are moderating
- rising unemployment levels
- high energy prices which are moderating
- rising fuel costs
- rising food costs
- insufficient infrastructural investment
- higher personal tax rates

- weak political leadership

- intensified load-shedding,

impact on business:

- non-manufacturing

- alternative energy sources (solar,
generators & invertors)

- indirect impact on efficiencies & on our
customer base
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What reduces our vulnerability in a volatile economy?

Integrated business
model where businesses
deliver different things

at different times :
Comprehensive

diversified offering
across all segments, with
strong representation
across various brands &
in various geographies

Monitor & adapt to
market trends

Continued investment in
digitisation & innovation
to support efficiency
(doing more with less),

sustainability (staying
ahead of the game by
doing things better) &
transformation (solving
problems for new market
segments)

Maintain strong
relationships with key
stakeholders

Original Equipment
Manufacturers, financial
institutions & suppliers

It's important to be proactive, adaptable & focused on building
5 long-term sustainability rather than short-term gains!

Osman Arbee

Understanding our
customers & their needs

Offering a superior
customer experience

Focus on customer
retention
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Sustainability of the business

I
To further enhance the sustainability of the Group, we are pursuing three key strategies:

1. Increased diversification to place less reliance on revenue & profits generated directly from vehicle sales.
2. Increased contributions from international operations.
3. Continued strong free cashflow generation.

Target =50%/50%
38% 40% EBITDA split

June 2021 June 2022 Dec 2022 B Generated from vehicle sales

ﬂ Operating profit split

June 2021 June 2022 Dec 2022 B South Africa

B Generated from non-vehicle sales

Diversification

Target=70%/30%

M International
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Free cashflow generation

Cash generated from operations increased by 58% from June 2019

June June June June
2019 2020 2021 2022

(R millions)
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Overview of presentation

Ockert Janse van Rensburg will cover the value chain
across the three business segments:

- Import & Distribution

- Retail & Rental

- Mobility Solutions

Malcom Perrie & Darren Wykes will cover the value
chain for Aftermarket Parts & share a detailed
understanding of an aftermarkets parts business,
further sharing insights around the new

MPD acquisition.
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Value chain

New vehicle market Life of new vehicle Pre-owned vehicle Pre-owned vehicle

market & Trade-in market & Trade-in
Importation, distribution Recurring touchpoints after Second sale of vehicle Further vehicle servicing

and first sale of vehicle, first sale, including together with vehicle and maintenance,

vehicle financing, customer services and financing, insurance and insurance and value-

insurance and value- maintaining the vehicle value-added products, added products and
added products (parts, panel and services), and supply of parts and supply of parts and

and car rental accessories to the car parc accessories to the car parc

@ Mobility Solutions @ Aftermarket Parts

@@

9 @ Import & Distribution @S Retail & Rental

Segments




Key business metrics

New vehicle sales
Pre-owned vehicle sales
Parts & panel sales
Market share

Car parc

Retail

New vehicle sales
Pre-owned vehicle sales
Parts & panel sales
Market share

Service & maintenance plans

Number of customer
contracts

Funds under control
Total months remaining
Extensions

/>
kert R 9
Ockert Janse van ensb

Number of product
derivatives

Market share
Car parc

Extension of replacement
cycle

Foreign currency cover & Car parc
volatility Model launches
Model launches Workshop activity hours

Online presence Scale: number of brands &
Number of OEMs & brands dealerships

Online presence

Supply chain optimisation
Bank approval rates

Number of VAPS

Bank JVs & cell captives

Rental performance

- Fleet size

- Utilisation levels
- Tourism activity
- Market share

Strategic partnerships

Innovation

Import and Retail and Mobility Aftermarket
Distribution Rental Solutions Parts
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Global vehicle sales

| At

(million units) ~90% - 95%
of

74,9 pre-Covid
levels
71,1 70,8
667 67,2
63,8

2010 - 2019" 2019 2020 2021 2022 2023°

Global vehicle sales continue their recovery towards pre-Covid levels.

The above further demonstrates the normalisation of vehicles sales and supply.

L Annual averages 2 This value is a forecast

11 Source: https://www.statista.com/statistics/200002/international-car-sales-since-1990/
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Car parcs & EV evolution

: : Nl
United Kingdom s

ICE car parc EV car parc
40 million ~1 million

The growing concerns about global sustainability

and climate change are fueling the shift towards
new energy vehicles.

EVs as a % of 2022 car sales

SA 1 1%
US mm 5%
China e 16%
UK e 19% 7
Germany —— 2 6% Australia MN'

Netherlands e 30%
Denmark m———— 35Y% 20 million ~<100k
Sweden EEEEEEEEE——————— 43%

celond mEETETTEEEEEEEEEEES——— 57 %,
Norway I S 6 %

0% 20% 40% 60% 80% 100%
Source: International Energy Agency

In South Africa for our importer brands, we are evaluating South Africa ¥
several hybrid and EV models currently. Launch timing will

depend on availability of production allocation, market ICE car parc NEV car parc
conditions & customer preference. 12 million ~<11k (EV ~3k)

12 Source: Management estimate based on available information
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International: Vehicle retail | UK & Australia

»A Represent 16 OEMs & 19 brands Represent 20 OEMs & 20 brands

80 commercial dealerships 36 passenger dealerships

p‘ 33 passenger dealerships

Commercial:
Market share statistics (%)

Located in Victoria & New South Wales

DAF 31,6 31,1
Volvo 15,4 13,1

- Of the total vehicle sales in
Scania 14,3 14,1 Australiain 2022 — ~58% are in
Mercedes 11,0 12,2 Victoria and New South Wales

Our DAF market share is ~20%.

Our Mercedes market share is ~10%.

13  The above stats are at 31 December 2022
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Source of South African vehicles imported | Passenger & LCVs

Top S countries supplying
vehicles to the total %
SA vehicle market

India
Europe
China
Japan

South Korea

~68%
of Motus
Importer vehicles

are sourced from
India
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The South African vehicle market

Motus sells one in five
new vehicles in South Africa

Actual Actual Projection Projection Motus sells 1 new Motus targets

464 493 528 963 520k-540k 520k-540k vehicle to 0,7 pre-owned vehicles

new vehicles new vehicles new vehicles new vehicles pre-owned vehicle < 6 years
Customer has access to omni-channel
experience, with motus.cars being the biggest
online vehicle buying platform in SA which
owns every vehicle

Market share considerations Current trends favouring Motus

- Heavily weighted to profit contribution from Importer - Buying-down trend is continuing:
brands. - Changing to less premium brand.
- Value margins over volumes in order to maximise profit. - Changing to lower category vehicle model.
- Continuously evaluate supply to retail dealers versus car - Extending replacement cycle to 48 months.
rental.

15 CY - Calendar year FY - Financial year
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Ockert Janse van Rensbuy

Brands in South Africa | Passenger - Calendar year 2022

9

Toyota
Volkswagen
Suzuki
Hyundai
Renault

Kia

Haval
BMW

Nissan

10 Mercedes

16 Source: naamsa | The Automotive Business Council

Motus
representation

11

12

18

14

15

16

17

18

19

20

Ford

Chery

Audi
Mazda
Mahindra
Honda
Mitsubishi
Land Rover
Opel

Peugeot

Motus
representation

Out of the top
20 brands
Motus
represents

90%

Motus
represents

32

brands in total
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The South African vehicle market | Vehicle category movements

2021 Total 2022 Total

Category
Volume Volume

Hatch (3-dr) 812 0,2% 1007 0,2% 24,0%
Hatch (5-dr) 122 975 27,6% 135036 26,6% 9,8%
Sedan 29232 6,6% 28 994 5,7% (0,8%)
SUV & Crossover 138 673 31,2% 183 550 36,1% 32,4%
Cabriolet 565 0,1% 423 0,1% (25,1%)
Coupe 1641 0,4% 1895 0,4% 15,5%
Estate S 0,0% 28 0,0% (50,9%)
MPV 27 581 6,2% 27 973 5,5% 1,4%
LCV 123 402 27,7% 128 812 25,4% 4,4%

Our Importer brands have model derivatives to support customer preferences

17 Source: Autostats brought to you by Lightstone
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The South African vehicle market | Passenger market share

I
Market Market
12 months 12 months Unit % Share % Share %
Brand December 2021 | December 2022 variance Difference 2021 2022
Toyota 57 920 75973 18 053 31,2% 19,0% 20,9%
Volkswagen 62 062 59715 (2 347) (3,8%) 20,4% 16,4%
Suzuki 26744 46 004 19 260 72,0% 8,8% 12,7%
Hyundai 29 817 32486 2 669 9,0% 9,8% 8,9%
Renault 20 996 27 165 6169 29,4% 6,9% 7,5%
Kia 18 439 20 693 2254 12,2% 6,1% 5,7%
Haval 11401 13 936 2535 22,2% 3,7% 3,8%
BMW 10 947 11 507 560 5,1% 3,6% 3,2%
Nissan 9668 11 465 1797 18,6% 3,2% 3,2%
Mercedes 7 058 9275 2217 31,4% 2,3% 2,6%
Mitsubishi 2402 3039 637 26,5% 0,8% 0,8%
Other 46 887 51834 4947 10,6% 15,4% 14,3%

Total Market 304 341 363 092 58 751

18 Source: naamsa | The Automotive Business Council
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New Model Launches: Importers | 2023

—
@& HYUNDAI L7 <()> M'\
MOTORS
Hyundai [ Renault Mitsubishi
January Eclipse Cross 1.5T Exceed?
February Palisade®
March Venue Cargo Captur®
April Sportagel
May Tucson N Line
June Gil0 Sedan Outlander
July - December Gil03 Sportage? & Picanto?
NEV models IONIQ5 EV6 Arkana

19 1Diesel derivatives 2 Range revision 3 Product Enhancement
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Foreign currency

How do we manage foreign currency risk?

Apply established hedging strategies, policies & governance

Our approach provides
visibility for future

: . . _ to seven months ahead costing which influences
Review funding requirements, currency hedging, asset ' selling price increases

with all committed o
orders having to be (quantum & timing), new
vehicle launches,

management considerations. covered. :
promotions etc.

Our current flexible

structures. guideline is to cover up

allocation, interest rates, funding of acquisitions & other cash

Run currency scenarios to assess the outcomes to

adequately mitigate currency fluctuations within tolerance
Motus took the deliberate decision to stretch FX

levels. : : :
cover by holding on to stock & being selective

Regular management committee meetings to understand around retail channel versus car rental channel.

foreign currency requirements across the business. This will protect margins due to the replacement

: : : : e price being at a higher cost.
Ongoing engagement with various financial institutions.
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Vehicle Asset Finance

‘02 Q3 04‘01 Q2 a3 O4|Ql Q2 a3 04‘01 Q2 Q3 04‘01. Q2 a3 04|01 Q2 Q3 04‘01 Q2 a3 O4|Ql Q2 Q3 04‘01 Q2 a3 04‘01 Q2 Q3 04‘01 Q2 a3 04‘01

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

2012

2013

2014

2015 2016 2017 2018 2019 2020

<R200,000 W= R200,000-R300,000 W >R300,000

The under R200k band is supplied by Suzuki, Toyota & Renault.

21

Source: TransUnion report_Q1 2023 Vehicle Pricing Index Vehicle Asset Finance (Figure 1.5)

2021

2022

2023

Ockert Janse van Rensbu

<R200,000

204

>R300,000

50«

R200,000-R300,000

302

~85%

of Motus

vehicle sales
are financed
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Consumer affordability | Cost of ownership evolution

The following table analyses & illustrates the total cost of vehicle ownership over the past five years from 2019 to May 2023.

The figures indicate that a vehicle owner in May 2023 is now paying on average R3,776 more per month than in 2019 for total
mobility costs.

Total
1
Wiemitaly elnerge () Net instalment Fuel cost Insurance Running cost Mobility Cost
2019 3564,77 2731,75 1187,91 366,97 7 851,40
2020 3 433,06 2 565,50 1235,43 349,77 7 583,76
2021 3438,11 2 646,00 1273,73 358,10 7 715,94
2022 3779,28 3780,00 1322,13 475,39 9 356,80 Total
2022 (Nov) 4 313,10 3949,75 1409,26 492,94 10165,05 [Ye]JIIIAVA®eL1s
increased by
2023 490416 3902,50 1580,45 488,06 10 875,17 48%
2023 (May) 5366,16 4 021,50 1739,74 500,36 11 627,76 since 2019

IThis monthly total cost of vehicle ownership is based on data that constantly shifts in relation to market activity.
Inputs based on an average vehicle of approximately R280,000 that travels approximately 2 SO0 km per month.

We have not seen a significant drop-off in approval rates from financial institutions.

Our diverse vehicle offering supports the consumer'’s requirement to trade-down.
22 Source: Wesbank
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Retail considerations

- Diversified portfolio
- Geographical spread

- Own ~80% of our new vehicle dealerships (20)

. Mpumalanga
o o 5 North West
- Multi-franchise strategy & execution Province

&

Free State

- Increased activity in workshops @

- Pre-owned vehicles contribution Northern Cape

(3)

@ Eastern Cape

Western Cape
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Innovation & digitisation

Customer behaviour moving towards omni-channel.

rouncgtwyc§o‘cars Used Demo New Sell My Car Value My Car Finance Bikes Trucks /orkshop Blog  Dealers Digitcl Dealer ProjeCt: .Offers G d.igitcl sGleS .Chcnnel
through motus.cars, with a fully integrated finance
RY | B " application, trade-in onboarding & VAPs.

Align systems & processes with centralised Stock
Management Platform, integrated into the Motus Digital
you CliCk, we car Decﬂel’ OI’CheStl’Gtion |Clyel’

Develop innovative value-added products by extracting
meaningful business insights from our customer and
vehicle data.

Search all New Vehicles Search by Brands

Continue to expand the Contactable capability within our
F&I business to enable efficiencies & a reduction in risk such

L . ; ) ) : as auto-fill of forms, reducing paperwork processing time
Thinking differently & doing things differently! from days to seconds.

‘
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Car rental value chain

Four OEM
brands
Hyundai, Kia,
Renault,
Mitsubishi

Four OEM
brands
dealerships

Motus

Car Rental

Europcar &
Tempest

Eurocal' CARYHRE

Auto

........................ > S

dealerships

Other
brands

Hold fleet for average period
of 9 to 15 months

Upfleet cycle - Pre-Covid ~24,000 vehicles Defleet cycle
- Dec2022 ~19,500 vehicles

Starts Sept/Oct Starts April/May
Customers
Leisure
o o g Corporate Replacement  Government
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Mobility Solutions | Sustainable growth

Sustainable growth will be achieved through:

Access to new A new focus on Development of Pro-active monitoring
channels & customers value-added telemetry capabilities and response to
through strategic products and and further regulatory changes in
partnerships. services which opportunities to our environment.
enhance customer monetise data.
value to existing &

future customers.

Our Mobility Solutions strategy works towards our promise of ‘Mobility for Good' for all our Stakeholders.
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Resilient business model

1 2 3 4

Integrated Unrivalled
business scale in
model South Africa

Diversified
automotive
business

1. Diversified (hon-manufacturing) business in the automotive 5.

sector with a leading position in South Africa & selected
international presence mainly in the UK & Australia & limited
presence in South East Asia & Southern & East Africa

2. Fully integrated business model across the vehicle value chain: 6.

Import and Distribution, Retail and Rental, Mobility Solutions
and Aftermarket Parts

3. Unrivalled scale in South Africa underpins a differentiated

value proposition to OEMs, suppliers, customers & business 7.

partners, providing multiple customer touch points supporting
resilience & customer loyalty through the entire vehicle
ownership cycle

4. High free cash flow generation underpinned by
annuity income streams in the Mobility Solutions business

We can pivot as consumer demand evolves

High free
cash flow
generation

Ockert Janse van Rensbu

S 6 7

Varied Organic Highly
income growth experienced
streams trajectory team

Income streams not directly dependent on new vehicle sales:
Parts & services in the dealerships, the Aftermarket Parts business
selling parts & accessories & the Mobility Solutions business selling
value-added products & services to customers

Defined organic growth trajectory through portfolio optimisation,
continuous operational enhancements & innovation, with a
selective acquisition growth strategy in & outside South Africa
leveraging best-in-class expertise

Highly experienced and agile management team, with deep
industry knowledge of regional & global markets, & a proven track
record with years of collective experience, led by an independent
& diversified Board




Overview of

Motus Aftermarket Parts segment
(MAP)

Malcolm Perrie
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AFTERMARKET PARTS

1. What is the Aftermarket
a) The Overall Aftermarket
b) The Independent Aftermarket

2. What drives the Independent Aftermarket

3. Where do we fit in the Independent Aftermarket

4. How do we extract value and operating margin through the value chain
5. Why the UK, Europe and China

6. The impact of electric vehicles (EV)

7. Questions

Moving forward together. Since 1948.




The Replacement Parts market segments

Motus’

AFTERMARKET PARTS

>

The “Sweet” Spot

e

Independent Aftermarket
(Motus Aftermarket Parts)
(MAP)

Parts Consumption

Dealerships

(OES) “Entry Level”

(MAP)
Used Parts
0 5 10 15 20 25
Age of Vehicle (Years)
mgetus’ Moving forward together. Since 1948. Iy‘
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AFTERMARKET PARTS

Part Categories -
* Mechanical failure AN

* Crash parts

—
2 A h G}
) o ()

) \ &\ /
Y -v
— ~e
¢ b
- 3

.“r‘a;‘*’-«‘ a{ﬂ; 5 ‘; Ix':b; " @ @
i~ B

.n

Each car has + 30,06 arts
Translates to = 2,000 moving parts
[  n

Moving forward together. Since 1948.

We are
Motus”’
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AFTERMARKET PARTS

A numbers game
—) 12 million

Statistics — South African market

vehicles

) 3 000 model variants

——)

30,000 parts per vehicle

Our offering: 135,000 parts (sku’s) of
which 60,000 are fast moving
* + Oils, Chemicals, Tools and
Accessories
* No crash parts
* No exotics

 Target the “Reseller” and
“Fitter”

=) 90 million different parts

| > 2,000 wear parts per vehicle

) 6 Million wear parts

)  Some common platform

mmmmm——) +2 million active parts

Moving forward together. Since 1948. I/‘




Key drivers of the Aftermarket — in SA

Motus’

AFTERMARKET PARTS

* Anincreasing installed base — a growing Vehicle “Parc”
* New vehicle sales
* Longer vehicle retention
* Importation of 2" hand vehicles into neighbouring territories

* Vehicle Mobility — usage

* Inferior public transport

* Poor infrastructure

* Inferior repair (mechanic) sector

* High expense of New Vehicle Dealer (OE) networks

* Trend to more “affordable” products — “buying down”
* Private Label offering key

* We can see our future grow as the market lags new vehicle sales

We are _ .
’ Moving forward together. Since 1948.

Motus

[ =




Revenue and profit streams

Motus’

AFTERMARKET PARTS
Stream One Stream 2 Stream 3
— Aggregate product — Wholesale distribution — Retail
het Lot bt Lo et b5 et beet
ARCO 1 1 1
Motus Owned Franchise
Mts>> Motus —— e (IHD
= 2 | @ — O NS | 205
arts T T KRALERT 19
Al ENGINE PARTS
Motus 27
Annualized Sales (R2.4bn) Annualized Sales (R6.3bn) Parts Direct Annualized Sales (R7.2bn)
To Group 51% To Group 19% MOTOR PARTS To Group 0%
To Independents  49% To Independents  81% DiRET 7 177 To Independents  100%

Note: Inter Group Eliminations of R 2.8bn

Moving forward together. Since 1948. I/‘



Where we operate and extract value

Motus”

AFTERMARKET PARTS OE Dealer Price Level: R900

R100 Independent Aftermarket Price Price Level: RSE‘
h Cost + Gross Margin N

Factory Motorist
Parts
Factory Aggregator Wholesale (W) Retail (R) Fitment Motorist
R100 R356 == R550
T s o0 a —_—
Channel Gross Margin R67 (40%) R65 (28%) S VZYELTAN Total System Cost = R182
Efficiency Up B = 1%
Combined Full Channel Gross Margin R67 (40%) R132 (57%) R256 (72%) A Cost oY _ °
Combined Full Channel Gross Margin (W&R) R65 (28%) R189 (53%) A Operating profit =+ 2.5%

Manage Full Channel Cost

’ Moving forward together. Since 1948.

[ s



Market expansion - global

Motus’

AFTERMARKET PARTS

e The SA situation
e Limited growth for MAP in Southern Africa — have a dominant position
*  Competition Commission hurdles
* We have capacity within existing supply chain and procurement
* We can further leverage efficiencies

* The Global Aftermarket landscape is consolidating — AND very quickly; e.g
e LKQ globally
e Babcorin Australia

 Strategic fits were:
* \Vertical integration

* Aggregator sector (backward integration)

* Similar business models with focus on the installer (workshop) segment
* Similar supply bases and portfolio mix

* Global brands

* Private label brands

* Opportunities in Europe, Australia, Africa (cautiously) — already in neighbouring territories

* Fits ideally within the overall growth strategy of the Motus Group

We are
Motus”’

Moving forward together. Since 1948.

[ =



Global vehicles — Market opportunities

Motus’

AFTERMARKET PARTS

Total global vehicles in
¥ operation * 1 500 million

: ‘g“. ﬁ
405m >06m

* 40m; UK
* 242m; EU .
* 123m; Non-EU

Moving forward together. Since 1948.
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AFTERMARKET PARTS

* Shanghai distribution centre

* Sourcing from Far East and consolidate —
containers with mixed product

* Better manages pipeline inventory

e Can support UK and Europe demand (WIP).
Already supporting SA.

e Can support new, untapped markets

e Extracting margin from the supply chain
* Owning it — “full channel margin”
* Efficiency drivers — operational excellence
* Global presence - volume

* Maximising full channel margin
e Surfing the volume curve, ... and
* Spin the balance sheet

Supply base

CDC — (owned and managed)

Wholesale and Retail — (owned)
Demand — unlocked opportunity
Future CDC

[ =

| NON N©

mcre ’ Moving forward together. Since 1948.
otus
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AFTERMARKET PARTS

Key footprint strategy to “own” the full o
channel
 RDC network (8 locations) supported by direct N\
shipment from ® RDC
* China (MTS) C.> EeDtg”
e Rest of World (RoW) CDC (Joburg) \<P
* Local suppliers \
e Retail footprint (76 locations) \\
e Serviced by RDC network \
 Support workshop market and DIY ‘{.... ﬂ/,/
* Franchisees and Independents (Resellers and &w/—wf.‘"ﬂ” ’
workshops - > 3000)
* Increases reach to entire market
We oee » Moving forward together. Since 1948.

Motus



The EV challenge

Motus

AFTERMARKET PARTS
Impact of EV sales on Vehicle Parc
Exponential Curve Probability
15,0 14,4 50,0
(%]
C
Q
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= 14,0
40,0
13,0
o 35,0
© p—
o 12,0 2
e 12 300
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Z 2
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© ©
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= 9
< 200 &
< 10,0 >
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PP X g °° 5,0
oooooo.o"'..
oooooooooo.ooo.coo"'.....
7,0 -
2020 2025 2030 2035 2040 2045 2050
Year
e Total Vehicle Parc e |CE Vehicles e e 000 %EV of New Vehicle Sales sold per Year
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mqre ’ Moving forward together. Since 1948.
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AFTERMARKET PARTS

* Bought 100% of FAI Automotive plc in the UK
* Effective 1 October 2021

e Aftermarket automotive parts business specializing in distributing
passenger and light commercial vehicle parts throughout the UK and
Europe

* Projected annual Revenue of R750m

* Purchase consideration was R726m, funded through available cash and
banking facilities, with cash-on-hand at acquisition of R189m

Moving forward together. Since 1948.




Motus”’

AFTERMARKET PARTS

* Bought 100% of Motor Parts Direct Holdings Limited (MPD) in the UK

* Effective 3 October 2022

* A business-to-business parts distributor (Motor Factor)

* Comprised of a branch network of 175 outlets across England and Wales

* 4th bhiggest Motor Factor Group in the UK servicing a vehicle parc of £40m
vehicles

* Projected annual Revenue of R4bn and EBITDA of R700m

* Purchase consideration was R3.7bn, funded through available cash and
banking facilities

Moving forward together. Since 1948. I/‘
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AFTERMARKET PARTS

e Aligned to Motus’ international growth strategy for the Aftermarket Parts
business

* Reduces the Group’s dependency on vehicle sales

* Non-cyclical business

* Provides economies of scale, procurement benefits and synergies
e Cash generative, asset light and not capital intensive

* Professional management

mqre ’ Moving forward together. Since 1948.
otus

[ =




Motus”

AFTERMARKET PARTS

Darren Wykes



MOtUS’ Brief history overview

AFTERMARKET PARTS

* Company formed late 1999.

* Four founding members: Mukesh Shah (ex CEO/owner), Darren Wykes (current MD)
and two since retired. This team had over 150 years collective motor factor experience
at all levels within both independently owned businesses and large PLC’s.

* This expertise was instrumental in establishing the business, shaping MPD’s ethos to
stand above its competitors and cultivating a desire from customers to engage in
business and trading partnerships.

* First branch opened in November 1999 followed rapidly by multiple new site openings
and various acquisitions that were quickly fully integrated into the MPD way!

* We have managed to retain majority of all original staff since inception.

RAs p Moving forward together. Since 1948.
Motus

[ s




Motus”” BEF

AFTERMARKET PARTS

* Supply of passenger vehicle components and accessories, mainly to independent
workshops and service centres within 16 km radius.

* Consistent, demand-driven, well-stocked product offering across branches.

* Twice daily stock replenishment from central service depots (CSDs), and daily
replenishment on all key product lines from suppliers.

* Majority of sales on account to existing customers.
* Walk-in & phone ordering with guaranteed swift delivery.

* QOrganic growth from new branch locations based on demand-experience, and
selective acquisition opportunities.

* All properties leased.

We are
Motus”’

Moving forward together. Since 1948.
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THOTOR PARTS

MPD Vision & Mission statement
Motus”’ BIREE

AFTERMARKET PARTS

To achieve sales in excess of £250 million in the medium-term
via a national network of branches

I”

To be the “natural” To secure business To deliver quality = To ensure loyalty To develop all staff To invest and train

first choice for our  with 80% of the products in record and build to provide first ensuring quality
customers. workshops within times. relationships with class service and consistency
a 16 km radius of our key suppliers.  beyond customer through our
all sites. expectations. personnel.

We are

Moving forward together. Since 1948.
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MOtUS’ Key statistics

AFTERMARKET PARTS

Motor Parts Direct (MPD) Automotive Distribution Centre (ADC)

= 175 motor factor branches, average 10 Single site wholesale distributor, now with
multi-tasking staff. over 650 customers and growing.

15 CSD’s based at branches.
1,828 dedicated staff.

925 delivery vans offering hourly
deliveries.

>20,000 live customer accounts.
90,000 stocked SKU’s available same day.

Current stock turn = 3 times.

We are ’ ) ] ’
Moving forward together. Since 1948.
Motus [ .
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AFTERMARKET PARTS

A truly dedicated,
motivated, and
professional
customer focused
team in every area
of the business

We are
Motus”

Why customers choose MPD

Competitive pricing
structure across all
products to suit
market needs

Responding to
market trends

Excellent customer
service levels
helping improve
customer profits via
less downtime
supported by an
integrated stock
management
system and
branches in prime
locations

Moving forward together. Since 1948.

Full range of quality
products with both
OE Branded
products and a
competitively priced
alternative brands,
offering customer
multiple choice to
suit end user
requirements

DIRELT

Strong trading
relationships with
suppliers enabling

first to market on all
latest training and

product
opportunities, whilst
ensuring stock
profiles remain up
to date and good
availability

/7 —



Motus”” BEF

AFTERMARKET PARTS

* 15 experienced regional managers focused on day-to-day management of a 12-branch
network.

* Highly motivated head office branch-support team across all aspects including sales,
purchasing, marketing, IT, accounting and distribution.

* Branches managed as autonomous profit centres by motivated managers and teams,
driven by success and results related incentives.

* Each branch’s stock pack backed by a twice-daily replenishment and extended range
from 15 dedicated warehouses (CSD’s).

* All staff empowered to make the necessary decisions to suit and improve customer
experiences.

* MPD management philosophy is to “keep it simple” and surround yourself with good

people!
ﬁgetus_p Moving forward together. Since 1948. m
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UK Aftermarket market stats
Mol:us” a1

AFTERMARKET PARTS

* UK Aftermarket Parts market is 4t largest in Europe with turnover circa £48.5 billion,
breakdown is:

v’ Service and Repair £26.5 billion
v' Wholesale parts total business £16 billion
v’ Retail parts £6 billion

* UK Car parcincluding LCV over 3 years old (target market) is circa 32 million with
average vehicle age now showing as 8.7 years old (up 1 year in 14 month period).

* |Independent aftermarket share of total is circa 65% with average workshop rates 45%
lower cost than main dealer, hence continued expectations on growth.

RAs ” Moving forward together. Since 1948.
Motus
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Motus” BEF

AFTERMARKET PARTS

* Alliance 250 branches, total £1.6 billion including all owned i.e. FPS, APEC, Platinum, BTN
* LKQ 330 branches, £1.38 billion (including all elements of business)

* GSF 185 branches, £287 million

* Rapid Group, £205 million

* |FA Group, £194 million

MPD is currently the 4" largest in the UK market with an estimated market share of 5%

Moving forward together. Since 1948.
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AFTERMARKET PARTS

UK Aftermarket Motor Parts Direct

&

B

18%

§ /

|

\.l

m Brake friction (17%) m Qil/lubricants (12%) m Brake friction (18%) m Qil/lubricants (9%)

m Filters (10%) Steering & suspension (10%) m Filters (8%) Steering & suspension (11%)

m Batteries (6%) Cooling & heating (5%) m Batteries (4%) Cooling & heating (3%)
Engine management (5%) m Clucth - friction (4%) Engine management (6%) m Clutch - friction (5%)

m Other (31%) m Other (36%)

Moving forward together. Since 1948. I/.
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Average spend per customer
MOl:US’ ge spend p DIREET

AFTERMARKET PARTS

Average spend Number of
category bracket customers
Up to £499 13,966
£500 to £1,000 2,444
£1,001 to £2,000 1,900
£2,001 to £4,000 1,252
£4,001 to £6,000 391
£6,001 to £8,000 145
£8,001 to £10,000 77
£10,001 + 63

Total 20,238

m Up to £499 m £500 to £1,000 m £1,001 to £2,000 £2,001 to £4,000

= £4,001 to £6,000 £6,001 to £8,000 £8,001 to £10,000 m £10,001 +

Moving forward together. Since 1948. I/‘
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AFTERMARKET PARTS

Open five new branches annually.

Open two additional Warehouse Distribution (WD) sites.

Launch customer loyalty programme to drive growth and retention.
Continue with margin improvement programme.

Raise company profile via all social media and brand marketing.

RAs ” Moving forward together. Since 1948.
Motus

Short-term Strategic objectives FoY/ 2 7,

THOTOR PARTS
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Motus’ Growth planning strategy

AFTERMARKET PARTS

Continue to benefit from buoyant market conditions enhanced by extended vehicle
replacement cycle.

Maturing branches — support new sites to reach their full potential.
Online sales — launch of new website to capture more retail type business.

Margin improvement programme via staff training, product and supplier change
opportunities with MAP via own brand supply chain.

National Account Trading partners.
Workshop equipment sales.
ADC: Expand current network.

Motus synergies: inter-trading MPD sales in excess of £1 million & van sales ~200 p.a.

[ =

We are
Motus”’

Moving forward together. Since 1948.




Motus Aftermarket Parts Division
(MAP)
Some concluding remarks

Malcolm Perrie




Key focus areas

Motus’

AFTERMARKET PARTS

sssssss

@ Cost and Volume (Efficiency)

* Driving operational efficiencies

* Converting efficiency into operating profit @ S onihuons
* “Doing more with less” ol
* Consolidation of “owned brands” @ =
Il
* Leveraging off the integrated supply chain s et i

* Extracting more margin
* Lowering relative investment in inventory

* |ncreasing availability at point of sale - - R
* Disintermediation of UK supply base G g st Hpote  Mpsbho
* Expanding product offering Products
* Leverage off existing customer base with increased product offering Existing New
* Example: South African product mix to FAI customers in Eastern Europe N e
@ Penc*ration Deve'- pment
. R Stre ¢ atel
* Unlocking new markets 2 _
* Using existing supply chain and sourcing expertise to penetrate new markets 3
Mar/ L
* New market channels Sl Oeveo .t B OSE

Moving forward together. Since 1948.

[ =

We are
Motus”’




Thank you!
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Osman Arbee

4

Desired outcomes

— Increase sustainable revenue & operating profit.

— Achieve long-term resilience by diversification across segments & spread across different geographies.

— Grow the international businesses.

— Improve working capital efficiency, increase cash generation & reduce debt.

— Continue to create shareholder value.

— Innovate to remain relevant.

— Create a safe working environment & provide equal & fair opportunities for all.

— Manage & monitor employee targets set for race & gender per occupational level, as well as disability targets.
— Drive improvement of IT systems, governance & security.

— Run the business in an environmentally conscious & responsible manner.
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How do we achieve our desired outcomes?

Optimise our
portfolio through
selective
investment,
entering into
strategically
beneficial
partnerships, &
identifying
procurement
benefits &
synergies

Enhance overall
financial
performance
supported by high
free cash flow
generation

Optimal &
responsible capital
allocation
between working
capital & car rental
fleet requirements,
capex, reduction
of debt & share

repurchases

Continue with our
innovation &

Drive market digitisation efforts

leadership through
strengthening the
core business,
exceptional
customer service,
innovation,
expansion of
offerings &
becoming the
OEM's partner of
choice

Osman Arbee

Invest in human
capital & change
management in
order to develop &
empower
employees

Improve
technology
solutions by
upgrading

systems, ensuring
sound functionality
of systems,
managing business
continuity & IT
governance
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Guidance affirmation

Osman Arbee

Guidance for the 12-month period ending 30 June 2023, we expect to deliver stable earnings:

Deliver operating profit
growth:

- Organic

- Acquisitions

Elevated finance costs
as aresult of:

Acquisitions

Normalised working
capital & car rental
fleet levels

Higher interest
rates

Solid
financial position

Strong
cash flow generation
from operations will
reduce debtin
H2 FY2023







Disclaimer

This presentation is confidential and is being provided for information purposes only to existing and prospective investors in Motus Holdings Limited (“Motus”). No representation or
warranty, expressed or implied, is made as to the accuracy or completeness of the information contained herein.

Certain statements made in this Presentation constitute forward-looking statements. Forward-looking statements are typically identified by the use of forward-looking terminology
such as 'believes’, ‘expects’, 'may’, 'will’, ‘could’, 'should’, ‘intends’, ‘estimates’, ‘plans’, ‘assumes’ or 'anticipates’ or the negative thereof or other variations thereon or comparable
terminology, or by discussions of, e.g. future plans, present or future events, or strategy that involve risks and uncertainties. Such forward-looking statements are subject to a number
of risks and uncertainties, many of which are beyond Motus' control and all of which are based on Motus' current beliefs and expectations about future events, and have not been
reviewed by Motus' auditors. Such statements are based on current expectations and, by their nature, are subject to a number of risks and uncertainties that could cause actual
results and performance to differ materially from any expected future results or performance, expressed or implied, by the forward-looking statement. No assurance is (or can be)
given that such future results will be achieved; actual events or results may differ materially as a result of risks and uncertainties facing Motus and its subsidiaries. The forward-looking
statements contained in this presentation speak only as of the date of this presentation. Motus undertakes no duty to, and will not necessarily, update any of them in light of new
information or future events, except to the extent required by applicable law or regulation.

Investors should conduct their own investigations and evaluations of the economic risks and merits of investing in, Motus including their own analysis of the publicly available
information regarding Motus and the industry in which it operates, without reliance upon Motus, and should consult with their own independent counsel, accountants and other
professional advisors with respect to legal, tax, business, financial and other matters concerning any potential participation in Motus.

Nothing in this presentation constitutes (or forms part of), nor should be construed as constituting (or forming part of), any offer for the sale of, or solicitation (or advertisement) of any
offer to purchase or subscribe for, any securities of Motus in any jurisdiction, nor shall it or any part of it form the basis of or be relied on in connection with any contract or commitment
whatsoever in any jurisdiction.

This presentation does not constitute “advice” as defined in the South African Financial Advisory and Intermediary Services Act, 2002 (FAIS), and the contents of this presentation
should not to be construed as investment, legal or tax advice. The drafters of this presentation are not financial services providers licensed as such under FAIS in South Africa and
nothing in this document should be construed as constituting the canvassing for, or marketing or advertising of financial services in South Africa.

This presentation contains information as of the date hereof and is subject to change, completion or amendment without notice.

By attending the meeting where this presentation is made you warrant, represent, acknowledge and agree to and with Motus that (i) you have read, agree to and will comply with the
contents of this Disclaimer including, without limitation, the obligation to keep this presentation and its contents confidential, (i) you will not at any time have any discussion,
correspondence or contact concerning the information in this presentation with any of the directors or employees of Motus or its subsidiaries nor with any of their suppliers in respect
of Motus or its subsidiaries without the prior written consent of Motus, and (iii) you acknowledge that you understand the legal and regulatory sanctions attached to the misuse,
disclosure or improper circulation of the presentation.
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