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Key messages

Market share gains in all key regions Strong delivery against strategic objectives
‘: 3 O UK & Ireland (GfK, Barclays, BRC) 0 17.9% trade sales penetration (+4.9%pts)!"

castorama .

BRico ' 0 France (GfK) O 19.0% e-commerce sales penetration (+1.6%pts)

castorama ' O Poland (GfK) J O Accelerated Castorama France restructuring plan /
Results in line / ahead of guidance Disciplined financial performance
0 Adjusted PBT £528m and FCF £511m O +50bps higher gross margin %
0 Adjusted PBT within initial guidance of £490m-£550m O c.£120m structural cost reductions achieved
Q FCF strongly ahead of initial guidance of £350m-£410m 0 £107m lower same-store inventory YoY /

(1) End of FY 24/25 trade sales penetration (excluding Screwfix) of 17.9%, versus start of year of 13.0%




Ull'year 24/25 results
Bhavesh Mistry
Chief Financial Officer




Key financials

Sales(!

-0.8%

LFL -1.7%

Adjusted PBT?
£528m

-7.0%

Gross margin %

+50bps

37.3%

Net leverage®®

1.6X

FY 23/24: 1.6x

Free cash flow

£511Tm

FY 23/24: £514m

FY 23/24: £2,367m), including £42m of lease liabilities held for sai

Shareholder returns

£453m

FY 23/24: £397m




Improving trend in core; encouraging ‘big-ticket’ sales in Q4

Group LFL sales (%) by quarter and by category”

] I
l . -0.3% -0.3% 67% of sales and 77% of volurme
-1.5% Stability driven by repair, maintenance and

-2.2% renovation activity on existing homes
. 13% 15% of sales and 6% of volume
% . - Weak sales reflecting trends across the
= -3.9% broader market
':-: -8.0% -6.9% Improvement in Q4 driven by successful

range reviews and marketing campaigns

— — I
T Flat -0.8% 1.1%
5 18% of sales and 17% of volume
§ c 8% Impacted by unfavourable weather in Q2
[ -J. (o]

Q1 Q2 Q3 Q4 /

(1) ‘Underlying LFL’ adjusted for leap year and calendar impacts (of +1.9% in Q1, -0.5% in Q2, -0.1% in Q3 and -0.7% in Q4); assumed to have equal impact on all categories




UK & Ireland: strong performance in trade & e-commerce

\
LFL -0.4% = Market share gains? - core categories performing well, helped by
SCREVE/X LFL +1.0% stror;g performance in trade and e-commerce. TradePoint LFL
S +6.4% and e-commerce sales growth +8.7%
Sales £6,456m = Sales - LFL growth +1.0% in core categories, driven by resilient
Yoy chg (%) +7.2% sales trends in repairs, maintenance, and existing home renovation
LFL (%) +0.2% = Gross margin - effective management of product costs and retail

ric N itive impact of B&Q’'s e-commerce marketplac
Gross margin (%)” +20bps prices, and positive impact o Q's e-co erce marketplace

Operating costs”  +2.1% Operating costs - higher staff costs and new stores; partially

offset by structural cost actions and £33m B&Q business
rates refunds

Retail profit £558m

RP margin (%) 8.6% (-10bps)

(1) Variance in constant currency

(2) According to GfK, BRC and Barclays )} ?n




France: growing share against a weak consumer backdrop

~
LFL -5.7%
castorama LFL -6.6%
NS
Sales £3,883m
YoY chg (%)" -6.1%
LFL (%) -6.2%
Gross margin (%)™ +80bps
Operating costs(” -1.6%
Retail profit £95m

RP margin (%)

(1) Variance in constant currency
(2) According to GfK

2.4% (-80bps)

Market share gains?) - driven by effective range reviews and\
strong progress in addressing trade customer needs

Sales - improved underlying H2 trends driven by better
performance in all categories. Kitchen LFL sales growth in Q4 at
Brico Dép6t following successful launch of new ranges

Gross margin - effective management of product costs, supplier
negotiations and retail prices, and lower logistics costs

Operating costs — with significant structural cost reductions and

\flexed costs to the demand environment




Poland: strong trade performance and margin management

\
castorama _ _ _
= Market share gains'? - supported by strong progress in addressing
S trade customer needs, e-commerce sales, and new stores
Sales £1,788m = Sales - 'big-ticket’ categories delivered LFL sales growth YoY, with
Yoy chg (%) +3.2% a strong performance in the bathroom category in Q4
LFL (%) -0.1% = Gross margin - effective management of product costs, supplier
Gross margin (%) +80bps negotiations and retail prices
Operating costs”  +5.4% = Operating costs - higher staff costs and new store; partially offset
_ _ by structural cost actions and flexing to the demand environment
Retail profit £90m
RP margin (%) 5.1% (+20bps)

(2) According to GfK ' "2 ‘n



Successful disposal of Romania; strong actions taken in Turkey

FY 24/25 sales

ﬁberia

Romania
Screwfix France & Other
Koctas (JV)(2

/

% chg™

384 +6.1%

257 (1.4)%
16 n/a
n/a n/a

% LFL

+6.1%

+0.8%
n/a
n/a

y

Profit contribution

Prior year (Em)

(11) (18)
(35) (30)
(15) (1)

ﬂeria

Romania

Koctas (JV)2

Screwfix France & Other
Largely driven by Screwfix France, with investment in 10 new stores (30 in total)

Encouraging trade customer sales and strong growth of e-commerce marketplace

Announced sale of Brico Dép6t Romania in December for an enterprise value of c.€70m, expected to complete in H1 25/26

(1) Variance in constant currency

(2) Represents the equity-accounted profit after tax of Koctas (Kingfisher’'s 50% JV in Turkey). Share of JV retail loss -£9m (FY 23/24: £15m retail profit), and share of JV interest & tax -£6m (FY 23/24: -£16m)

P

p

Challenging macroeconomic environment, compounded by higher staff costs and inflation-related accounting impacts J



Group profit bridge

£m

As guided, operating cost
reductions partially offset higher
pay rates and technology costs

+10 +3 (1) (14)
!
J l

FY 23/24 LFL sales at LFL gross Pay rate Technology Operating B&Q rates Prior year  Central New stores Koctas (JV) FY 24/25

[ Includes c.£120m of structural cost reductions

Adjusted constant  margin inflation & other cost  cost refunds  ineffective  and net & new Adjusted
PBT(" Qross rate % increases reductions FX hedges  finance business(2:3) PBT
margin % costs

(1) In constant currency

C—
(2) Profit contribution of new stores before allocation of IT and overhead costs °
(3) New businesses represent Screwfix France, NeedHelp and franchise and wholesale agreements. On 18 July 2024, we completed a divestment of our c.80% equity interest in NeedHelp



Group cash flow

£fm

(58)

(317)

v

Strong inventory management:

= £(107)m lower same-store inventory
= +£20m inventory in new stores

= 6 days lower net inventory days

(67)

« 4

Delivering attractive returns to shareholders:
= £300m new share buyback programme announced
= £900m share buybacks completed over last 4 years
* c.£1bn dividends paid over last 4 years
I

Adjusted Change Net rent Tax, interest Gross Free cash Adjusting
EBITDA in working paid & other® capex flow & other?
capital

(1) ‘Other’ principally includes share-based payment compensation charge and movement in pensions
(2) ‘Adjusting & other” includes share purchases for employee incentive schemes, operating cash flows relating to adjusting items, investment in Koctas and the disposal of NeedHelp;
partially offset by proceeds from the issue of new shares and the disposal of assets

(9)

Dividends Share FY 24/25
buybacks net cash flow

i 2



Disciplined approach to capital allocation

Invest in attractive S EILRELIENIWIEL B Returns to
growth opportunities J growth shareholders
Organic growth Progressive growth Surplus capital to be
opportunities with of dividends returned via share
high ROCE — buybacks or
— Target cover range special dividends
Annual gross capex 2.25x to 2.75x
c.3% of sales

N\ -

Maintain financial resilience and an efficient balance sheet

Solid investment Maximum net leverage Maintain strong
grade credit over medium term liquidity
rating of 2.0x (currently 1.6x) headroom

(BBB, stable)




Maintaining our focus on costs and cash in 2025

Multiple gross margin opportunities More to go after with opex & inventory
v v
= Group buying and sourcing efficiencies = Store and head office efficiencies
= Deliver further e-commerce marketplace growth = Goods Not For Resale (GNFR) renegotiations
= Deliver and scale retail media = Disciplined approach to technology investment
= Expand use of markdown & promo Al solutions » Property savings through regears and rightsizings
= Further reductions in logistics space = Leveraging data to improve stock forecasting




FY 25/26 outlook & guidance

Low case High case
Market growth = UK: flat » UK: low single digit % growth
outlook scenarios = France: low-to-mid single digit % decline * France: flat
for FY 25/26 = Poland: low single digit % decline = Poland: low single digit % growth

KContinued focus on market share gains

» Effectively manage our gross margin %, operating costs and inventory B -

Guidance for
FY 25/26 = Reminder of one-off business rates benefit in prior year of £33m

» Expect to fully offset c.£145m of opex headwinds (higher wages, taxes & inflation) through
combination of gross margin & opex mitigations

= FY 25/26 adjusted PBT range of c.£480m to £540m
= FY 25/26 free cash flow range of c.£420m to £480m
= Announcing a new £300m share buyback programme

(1) Further technical guidance on slide 36
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Leading market positions and attractive growth drivers

Leading banners and c.£160bn

Distinctive competitive advantages
attractive markets

Strategic growth drivers that
‘Powered by Kingfisher’

are delivering share gains

/ é Targeting:

UK & I i ( -
Ireland B&Q scREv IX Diverse Own exclusive Trade TradePoint

formats (44 % of sales) - p
- E-commerce an 30% sales

LUK ~qstorama / J marketplace penetration
#1 #2 J Leadi : up to 3% of

€ading Retail media P >

e-commerce Scale and e-commerce sales
roposition sourcing
castorama P .

Poland (19% of sales) Screwfix and Poland RS E-RTRES R
#1 Y, store expansion space growth

Medium-term financial priorities

Sales to grow ahead of

Adjusted PBT to grow ahead
our markets

of sales Strong FCF generation

(1) #1in light trade market in UK & Ireland
(2) #1 home improvement discounter in France




We have grown market share in all key regions

by strengthening the core proposition and leveraging our Group strategic growth drivers

Strong price indices maintained = Growing trade customer sales

0 Trade sales penetration 17.9%'" (+4.9%pts)

High stock availability
= Evolving e-commerce proposition

; 0 E-commerce penetration at 19.0% (+1.6%pts)
. Q) Marketplace GMV2at £327m (+62.0%)

Leveraged the power of OEB &
further optimised our ranges

= Accelerating retail media

Significantly improved the omni-
channel customer journey

0 2,400+ live campaigns across our banners

- Customer NPS improving in all regions
- B&Q and Screwfix store NPS both >85

= Store expansion in Screwfix & Poland
0 +42 Screwfix’® and +5 new stores in Poland

(1) End of FY 24/25 trade sales penetration (excluding Screwfix) of 17.9%, versus start of year of 13.0%
(2) Marketplace GMV is the total transaction value (including VAT) from the sale of products supplied by third-party e-commerce marketplace merchants
(3) Screwfix store openings consist of 31 in the UK, 1in Ireland and 10 in France




Group strateqgy for Trade successfully applied in the UK

TradePoint (% of B&Q sales) B&Q i Trade strategy delivering =% |
23.4%
19.0% = TradePoint sales of £887m, up 6.4%
» +1.6%pts higher sales penetration YoY
FY 19/20 FY 24/25

= 217 trade counters (+62 vs FY 19/20)

= +24% increase in sign-ups for loyalty programme

TRADE Plasti e
POINT | astic push-fit I

» >90k downloads of new app (launched Q3)

* 44 trade sales partners; acceleration of new hires in

early FY 25/26 j

Medium-term target of >£1bn in sales




Trade: strong results in France and Poland, leveraging the
success of our strategy in the UK

/Brico Dépot France BRICO
| DEPOT
» Trade penetration at 12.8%'" (+4.2%pts)

» >80k trade loyalty programme sign-ups since Feb 24

Medium-term target:

= Trade service desks in all stores Double trade sales
ion i (4)
Castorama Erance penetration in France
= ‘CastoPro’ trial stores trade penetration at ¢.9% (+8%pts)
= Accelerating roll-out to entire store network /
/Castorama Poland
» Trade penetration at 24.5%3) (+19.1%pts) Medium-term target:

>30% trade sales
penetration in Poland®

= ¢.75k trade loyalty app downloads since launch in Dec 24

» 12 stores with dedicated ‘CastoPro’ zones (TradePoint concept)

1) Brico Dépot’s trade penetration grew to 12.8% in January 2025 (compared to 8.6% at the start of FY 24/25)

2) 8 Castorama France stores being trialled with ‘CastoPro’ proposition; trade sales penetration at c.9% in February 2025 (compared to c.1% in February 2024)
3) Castorama Poland trade penetration grew to 24.5% in January 2025 (compared to 5.4% at the start of FY 24/25)
4)

(
(
(
(4) Compared to 4.8% in France and 18.3% in Poland in FY 24/25




Group strategy on e-commerce has delivered strong results
in our UK banners

B&Q e-commerce sales penetration (%) Focusing on speed and choice

15%
Speed - leveraging 1,262 stores to drive faster fulfilment
5%
» 93% of the UK’s 1P e-commerce orders were picked in-store
» 53 B&Q digital hubs servicing 93% of UK home deliveries
FY 19/20 FY 24/25

= Fast C&C - B&Q (1 hour) and Screwfix (1 minute)

Screwfix e-commerce sales penetration (%)
589% Choice - broader product choice via our marketplaces

339 = c.2.17m SKUs available on diy.com
= £309m GMV!" from B&Q's marketplace after <3 years

= Extended assortment at Screwfix to 72k SKUs
FY 19/20 FY 24/25

(1) Marketplace GMV is the total transaction value (including VAT) from the sale of products supplied by third-party e-commerce marketplace merchants




Group e-commerce initiatives a key driver of further market
share gains in France and Poland

(Brico Dépot France
castorama = 5% e-commerce sales penetration (FY 719/20: 2%)

= Enhanced website to be launched in FY 25/26

Castorama France castorama
= 7% e-commerce sales penetration (FY 79/20: 2%)

= Marketplace launched Q1 24/25 - already up to 14% penetration

W,
-
Castorama Poland castorama
» 12% app sales participationV (FY 23/24: 7%)
» Marketplace launched January 2025 - positive early results
y,

Group medium-term target:
30% e-commerce sales penetration with 1/379 from marketplace

(1) Represents app gross sales divided by total e-commerce sales




Data and retail media: scaling up in all markets

Data/Al solutions driving sales, margin and cash

= £100m sales from personalisation & recommendation engines

= Markdown & promo Al solutions supporting clear gross margin
improvement at B&Q

» Data solutions improving inventory forecasting

Next steps

Brighten up : = »» Expand use of data/Al solutions in France & Poland W,

Scaling retail media

your Space

= 500+ vendors engaging with us on retail media
= 2,400+ live campaigns (+167% YoY)

= Delivering >600% return on advertising spend

Next steps
P> Screwfix launch & test in-store campaigns

o




Screwfix: UK market leader with a proven, high-return model

Strong share gains being driven by

unbeatable ranges, prices and convenience

= >80% of sales from trade customers SCREV.':IX

" ¢.2% cheaper prices than competitors What we’'ve achieved in the last 5 years
= 1-minute C&C in all stores 0
* 1-hour delivery to site or home via Screwfix Sprint ) T 7 - 6 A) T 2 6 6

Sales CAGR New stores

Exciting growth opportunities

» |[ncrease trade share of wallet + 2 % pt S + 8 % pt S

* Increase assortment via vendor-fulfilled to Screwfix stores Market share®™ Customer NPS

» Further enhance fast delivery proposition

= Roll-out of up to 100 Screwfix ‘City’ stores )

(1) According to GfK



Screwfix France: progressing in line with expectations

w SCREVE/X
| PRO

UN PROGRAMME SIMPLE ET GRATUIT

3 LIVRAISONS

-#%-  OFFRES a2

&/ PERSONNALISEES _¢NZJ SPRINT OFFERTESH

.

5%

cashback*

EN COMPTOIR

valables le mois suivant

N 5
¢ 4?

SURTOUS VOS ACHATS

Clear momentum in all KPlIs

= 54% sales from trade customers (FY 23/24: 48%)

» 31% sales from repeat customers (FY 23/24: 26%)
= 30 stores (10 openings in FY 24/25)

= +2%pts in national brand awareness YoY

C&C in 5 minutes & Sprint delivery in 1 hour

Up to 5 store openings planned in FY 25/26

All store opening cohorts’ sales in line/ahead of plan

/




| Nos vies
- changent,
changeons
la maison

Thierry Garnier
Chief Executive Officer
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Strong operational progress offset by weak consumer backdrop

France retail profit £m - evolution YoY

3.3%

v

Structural cost
reductions and flex

to lower sales 5
v

Includes impact of higher
pay rates, other inflation,

and technology investments

——————
~~~~~~~~~~~
¢¢¢¢¢¢
¢¢¢¢¢¢¢¢¢¢
’ N, N N

FY 23/24 Gross profit impact I,"'Gross profit impact\l,'" Gross margin % ? Operating cost * Inflation and other FY 24/25
France of market decline % of market share  improvement A savings /  costincreases France
retail profit T~ gains " S T e g retail profit

__________________________________ )

management initiatives

(1) In constant currency p




Clear path to medium-term ambitions in France

5% to 7%

B

2.4%

Driven by self-help

ARG crowsales  [ICNINIR | Restucue [ Opersting | Mg e
organisation densities at and operating Castorama im rgoved it -
structure both banners efficiencies P margin targe

store network environment




Building on momentum; accelerating French initiatives (1/2)

Simplify organisation BRICO
A castorama DEPﬁT

structure

What we’ve done:

@ All centralised activities shifted to individual banners
@ Castorama leadership team strengthened in key areas

@ Head office restructure at Castorama

-

@ Simplification completed

Grow sales densities at BRICO
castorama A~
both banners DEPOT

What we’ve done:

@ Key range reviews delivered across both banners
@ Successfully piloted ‘CastoPro’ proposition in Castorama
@ +156% trade sales growth at Brico Dépot

@ Castorama marketplace launched Q1 24/25, growing well

What we’ll do this year:

Acceleration of strategic range reviews at Castorama
Roll out ‘*CastoPro’ to all Castorama stores
Recruitment of trade sales partners in Brico Dépo6t

Launch new e-commerce platform in Brico Dépot




Building on momentum; accelerating French initiatives (2/2)

¢ 5;2?:52; I:)f,fiacri‘gncies castorama

4 What we’ve done: 4 What we’ll do this year:

@ France operating costs down 1.6% in FY 24/25 Deliver further structural cost savings in FY 25/26

@ FTE reduction of c.500 across both banners Roll out markdown & promo Al solutions at Castorama

@ Inventory at both banners £73m lower YoY Scale retail media at both banners

@ c.9% logistics space reduction at Brico Dépot Y, Reduce logistics space by c.13% at both banners Y,

Restructure & modernise

castorama
Castorama store network
What we’ve done: What we’ll do this year:
@ 4 rightsizings completed - encouraging early results Works accelerated on low-performing stores
@ 1 comprehensive refit and 5 modernisations 11 further stores to be addressed in FY 25/26

@ 1 transfer to Brico Dép6t - reopening in Q1 25/26

@ Confirmed first 2 Castorama franchises




Summary

Market share gains in all key regions

Delivering against strategy with strong trade and e-commerce
growth, and accelerating Castorama France restructuring

Profit and cash delivered in line or ahead of our expectations

Announcing new £300m buyback programme

Confident on medium to longer-term outlook for sector and
strategic growth opportunities
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Industry-leading OEBs driving competitive advantages

SCREW-/X i

GREAT-VALUE N =3 FU;
KITCHEN UNITS

Flat-pack kitchen only £325°

s DUAL

ADAPTABLE POWER,
FOR EVERY JOB

ONE BATTERY, ALLOWING FOR
MAXIMUM POWER AND FLEXIBILITY

man PETROL

REVOLUTIONISE THE WAY YOU
WORK WITH ERBAUER 72V TOOLS

GET IT DONE

/OEB - our private label proposition is 44% of
Group sales, with a clear focus on:

= Affordability, with a target of being at least 15-30% cheaper than
branded alternatives, and develop a strong “opening price point” offer

* Innovation through a deep understanding of retail and trade
customer needs

= Environmental impact lowered through innovation on
materials/manufacturing

Helping to drive differentiation from competitors

and drive a higher gross margin % than branded products J




Surveys highlight stability in sentiment towards
home improvement

Outlook on personal finances indicating Increased intention to undertake repair &

maintenance projects in the coming months

early signs of improvement since October

% of consumers thinking state of personal finances will get worse % of consumers planning repair & maintenance projects in next
over the next 12 months( 12 months (¥
Oct-24 B Feb-25
45% o0% 55% 55%
° 42% 0 0 0
33% 31% 32% 31% 25% 51% >
49%
45%

UK France Poland J \ Feb-24 Apr—24 AUg'24 Oct-24 Feb-25

Improving or stable trend in intention to Trade workloads remain strong
spend on DIY

Net % of consumers intending to spend more on DIY

vs spend less
P 92% of UK tradespeople working (+2% pts YoY)2
B Feb-24 = Oct-24 = Feb-25

0% 13% 13%  12% 7 3% have more work to come (flat YoY)®
6%
7 3% g0y 2% 27 . Business confidence stable, and expected to improve over
[
UK France Poland next 12 months

\_

(1) Source: Kingfisher Home Improvement Pulse Survey, February 2025 (UK, France, Poland)
(2) Source: Screwfix Trade Pulse Survey, February 2025




FY 25/26 technical guidance!®

Q1 25/26 LFL sales - = Expect an overall adverse impact on Q1 25/26 LFL sales of -0.8%, made up of a leap year comparative impact\
calendar & leap year of -1.1% and an estimated calendar impact of +0.3%"

= Sales impact of c.+1% from net space growth excluding Romania, mainly from Screwfix UK & Ireland and
Space Castorama Poland (FY 24/25: +0.9%)

= Sales impact of c.-1% from the sale of Romania

B&Q business rates * Reminder of one-off benefit in prior year of £33m related to business rates refunds at B&Q

Sale of Romania = YoY benefit of c.£10m to Group retail profit

Higher wages, taxes
and inflation

Adjusted PBT = Full year adjusted PBT of c.£480m to £540m®)

Tax rate = Group adjusted effective tax rate of c.28% (FY 24/25: 28%)*

= (Capital expenditure - targeting gross capex of c.£350m (FY 24/25: £317m)
= Free cash flow - anticipate c.£420m to £480m for the year (FY 24/25: £511m)

= Share buybacks - commencement of the new £300m share buyback programme, plus c.£26m repurchased in
FY 25/26 related to the previous £300m programme

Cash flow

(1) Leap year comparative impact reflects the impact of an extra day of trading on Thursday 29 February 2024. The estimated impact of the leap year on Q1 24/25 LFL sales was +1.1%. Calendar impact represents the impact of the annual calendar shift on LFL
sales growth due to different days of the week falling into or out of the current period compared to the prior period. For example, historically, higher trading is seen on a Friday and Saturday as compared to a Sunday. It also includes the impact of national public
holidays falling on different days of the week compared to the prior period.

(2) Includes: (i) operating cost inflation of c.£90m, including higher pay rates across the Group, (ii) higher employers’ National Insurance Contributions (NICs) in the UK, and social taxes in France (equivalent to NICs in the UK), of c.£45m, and (iii) the impact of the
UK government’s packaging fees regulations (the Extended Producer Responsibility (EPR) scheme) of c.£10m.

(3) Guidance assumes current exchange rates.

(4) Subject to the blend of profit within the Group’s various jurisdictions, as well as the timing of the completion of the sale of Romania. Guidance includes the estimated impact of the temporary one-year CIT surcharge in France.

(5) Please refer to slide 39 for further details regarding forward-looking statements. [’o ‘ﬂ



ADR programme

Kingfisher ADRs trade on OTCQX - the premier tier of the U.S.
over-the-counter market under the following information:

Benefits of ADRs to U.S. investors: ‘

-
Symbol KGFHY Clear and settle according gi
to normal U.S. standards G=
CUSIP 495724403 J
s
Ratio 1T ADR : 2 ORDs Offer the convenience of stock quotes
Country United Kingdom and dividend payments in U.S. dollars - )
- s
Effective Date I January 1986 Can be purchased/sold in the same way
Underlying SEDOL 3319521 as other U.S. stocks via a U.S. broker =4
J
Underlying ISIN GB0O033195214 4
. o Provide a cost-effective means of 72555
Depositary Citi / international portfolio diversification ='
J

For questions about Kingfisher ADRs, please contact Citi:

New York London
Michael O’Leary Mike Woods
email: michael.oleary@citi.com email: michael.woods@citi.com

Tel: +1 212 723 4483 Tel: +44 (0) 20 7500 2030




Contacts - i -

Types of flooring

KLEWIS

’ i

Investor Relations Media Relations @ Teneo

Tel: +44 (0)20 7644 1082 Tel: +44 (0)20 7644 1030 Tel: +44 (0)20 7420 3184 |
Email: investorenquiries@kingfisher.com Email: corpcomms@kingfisher.com Email: Kfteam@teneo.com T




Disclaimer

You are not to construe the content of this presentation as investment, legal or tax advice and you should make your own evaluation of the Company and the market. If
you are in any doubt about the contents of this presentation or the action you should take, you should consult a person authorised under the Financial Services and
Markets Act 2000 (as amended) (or if you are a person outside the UK, otherwise duly qualified in your jurisdiction).

This presentation has been prepared in relation to the financial results for the 12 months ended 31 January 2025. The financial information referenced in this presentation
is not audited and does not contain sufficient detail to allow a full understanding of the results of the Group. For more information, the entire text of the RNS
announcement containing the financial results for the 12 months ended 31 January 2025 can be found on the Investor Relations section of the Company’s website. Nothing
in this presentation should be construed as either an offer or invitation to sell or any offering of securities or any invitation or inducement to any person to underwrite,
subscribe for or otherwise acquire securities in any company within the Group or an invitation or inducement to engage in investment activity under section 21 of the
Financial Services and Markets Act 2000 (as amended) (or, otherwise under any other law, regulation or exchange rules in any other applicable jurisdiction).

This presentation is being solely made and directed at persons to whom this presentation may lawfully be communicated (“relevant persons”). Any person who is not a
relevant person should not act or rely on this presentation or any of its contents.

Certain information contained in this presentation may constitute “forward-looking statements” (including within the meaning of the safe harbour provisions of the United
States Private Securities Litigation Reform Act of 1995), which can be identified by the use of terms such as “may”, “will”, *would”, “could”, “should”, “expect”, “anticipate”,
“project”, “estimate”, “intend”, “continue”, “target”, “plan”, “goal”, “aim”, “forecast” or “believe” (or the negatives thereof) or other variations thereon or comparable
terminology. These forward-looking statements are based on currently available information and our current assumptions, expectations and projections about future
events. These forward-looking statements include all matters that are not historical facts and include statements which look forward in time or statements regarding the
Company’s intentions, beliefs or current expectations and those of our Officers, Directors and employees concerning, amongst other things, the Company’s results of
operations, financial condition, changes in global or regional trade conditions (including a downturn in the retail or financial services industries), competitive influences,
changes in tax rates, exchange rates or interest rates, changes to customer preferences, the state of the housing and home improvement markets, share repurchases and
dividends, capital expenditure and capital allocation, liquidity, prospects, growth and strategies, litigation or other proceedings to which we are subject, acts of war or
terrorism worldwide, work stoppages, slowdowns or strikes, public health crises, outbreaks of contagious disease, environmental disruption or political volatility. By their
nature, forward-looking statements are not quarantees of future performance and are subject to future events, risks and uncertainties - many of which are beyond our
control, dependent on actions of third parties, or currently unknown to us - as well as potentially inaccurate assumptions that could cause actual events or results or actual
performance of the Group to differ materially from those reflected or contemplated in such forward-looking statements. For further information regarding risks to
Kingfisher’s business, please consult the risk management section of the RNS announcement containing the results for the 12 months ended 31 January 2025, to which this
presentation relates, and of the Company’s Annual Report (as published). No representation, warranty or other assurance is made as to the achievement or reasonableness
of, and no reliance should be placed on, such forward-looking statements.

The forward-looking statements contained in this announcement speak only as of the date of this announcement and the Company does not undertake any obligation to
update or revise any forward-looking statement to reflect any new information, change in circumstances, or change in the Company’s expectations to reflect events or
circumstances after the date of this announcement or to reflect the occurrence of unanticipated events.



BsQ

Thank you
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