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50+ YEARS OF HERITAGE
AND EXPERTISE.

Cavalier Bremworth is a loved and respected New
Zealand brand. Over decades, we have built a
reputation as a champion for quality New Zealand wool
carpets.

For the last 50+ years, we’ve been on a journey of
exploration and have built up significant knowledge
about the potential and performance of many
different fibres from diverse sources for use in flooring.

We are considered world leaders in the design and
manufacturer of woollen carpets, particularly high
quality, felted carpets and woollen yarn.

We believe wool carpet is the optimum offer for
customers. Not only is it the best fibre for design,
innovation and performance on the floor, it’s also
100% natural, biodegradable and renewable.
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"THE WORLD IS CHA

AND SO ARE WE




FLOORING AND INTERIOR
TRENDS CONTINUE TO
EVOLVE.

For many years, wool carpet was the preferred
and only option for flooring.

In the last two decades, more flooring choices
have become available:

e Hard flooring became more accessible and a
more popular design choice.

* Synthetic carpets, made from plastic fibres,
were introduced to Australasia backed by
global manufacturers with large marketing
budgets.
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THE LONG-TERM
DANGERS POSED BY
PLASTICS ARE BECOMING
CLEAR.

Plastic is a global problem and manufacturers need to be
part of the solution.

The impact plastics have on human health is not yet fully
understood, but early studies suggest that microplastics
entering the body are a potential threat to human health.

The average kiwi home with synthetic carpet is similar to
having 22,000 plastic bags on the floor*.

The flooring industry is significantly contributing to
plastic production and it’s obvious to us that change is
needed.

Whilst recycling is a positive step towards repurposing
plastic that already exists, stopping it at source has to be

the best solution.
*by weight



CONSCIOUS e
CONSUMERISM IS
BECOMING MORE 5
MAINSTREAM.

Consumers are starting to reject plastic, particularly
single-use plastics, in favourof multi-use or more
sustainablealternatives.

Consumers are also becoming awarethat plastic
comes in many forms, including synthetic carpet,
upholstery, curtains, clothing and more.

There is growing awareness and concern about
microplastics in our homes, in our food chain and in the
environment.
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THE RISE OF LOHAS:
LIFESTYLE OF HEALTH
AND SUSTAINABILITY.

LOHAS consumers subscribe to lifestyles of health and
sustainability (LOHAS).

They epitomise conscious consumerism and are one of
the fastest growing consumer segments in the
developed world.

These consumers are seeking out products and
experiences that align with their emotional and
environmental priorities and are happy to pay to
support these.

They’re a wealthier demographic who focus on personal
health, wellbeing and ecological impact.






NATURE IS WORTH
PRESERVING.

We are evolving to better meet the needs of a
changing world and changing consumer behaviour.

We are committed to doing what’s right while
delivering the design and performance attributes our
customers careabout.

We have stopped ordering synthetic plastic yarn and
will transition out of synthetic fibre stock. This means
we will significantly reduce our contribution to the
worldwide plastic problem.
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BUILDING ON OUR
HERITAGE

Cavalier Bremworth has along-standing history of
producing world leading wool carpets.

It’s what we’re known for. Premium quality carpet
made from New Zealand wool, right here in New
Zealand.

And this is where our focus will remain, creating
and marketing valuable, natural interior products
that are both sustainable and desirable, here and
around the world. It’s good for our business and it’s
good for you.






"WE ARE ON A JOURNEY

T0 CREATE A BETTER PLACE IN THE WORLD

- \EMERGING > OUR FUTURE
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OUR DESIGN ETHOS

WE BELIEVE A HOME INTERIOR PRODUCT
MUST BE FOUR THINGS

DESIRABLE
SUSTAINABLE
SAFE
HIGH PERFORMING

We are inspired by nature and aim to incorporate
ethically, socially and environmentally
responsible practices into everything we do.
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OUR GROWTH STRATEGY

THESE FOUR PATHWAYS
WILL DRIVE OUR GROWTH:

GROW THE WOOL FLOORING MARKET

GROW OUR SHARE OF THE MARKET

EXPAND OUR PRESENCE

INNOVATION AND FUTURE THINKING



We will lead a movement to promote the
“true worth” and performance and
sustainability benefits of wool and
natural fibres.

We will tell the truth in interesting ways
to counter misconceptions in the market
and to enable customers to make well
Informed flooring choices.

We will connect with consumers and
Inspire them to fall in love with natural
fibre interior products.

We will reignite and grow consumer
demand for beautiful wool and natural
fibre interior products.
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OUR GOALS AND ACTIONS

NEAR TERM
THE NEXT 12 MONTHS

Launch an exciting, high impact and
creative advertising and marketing
campaign.

Introduce new products to the lifestyle range
making wool carpets accessible for more
consumers.

Welcome new retailers to our distribution
network, particularly in Australia.

Transition to an all-wool and natural fibres
business model and cease manufacturing
synthetic carpets by the end of 2020.

Audit environmental impact and set clear,
measurable sustainability goals.

Streamline our operations around our new
business model, and drive efficiencies.

Access funding to strengthen our capital
structure and facilitate our transformation to an
all-wool and natural fibres business.

MEDIUM TERM

12 TO 36 MONTHS

Continue to expand our retailer
network.

Build on our marketing
programme.

Continue to measure and drive our
sustainability goals

FINANCIAL
JOURNEY

FY21 to FY23: Investment into
resetting the business, commencing
the new strategy and navigating the
economic recovery post-COVID.

Deliver a programme that
encourages retailers to promote
and sell Cavalier Bremworth wool
carpets.

Expand our connections with key
influencers and specifiers —
architects, interior designers,
property developers.

FY23: Return to profitable
growth.

FY25: Full benefits of
transformation strategy being
realised, withincreasing value and
profitability.



REDEFINING
THE CAVALIER BREMWORTH BRAND

While the heritage and strength of the Cavalier Bremworth
brand will stay the same,.we-are redefining who we are,
ensuring our _relevance for now and into the future.

We are Ioakfng forward to revealmg our new brand 4
In the coming months. '



b
=
——
A
—
O
)
.-
Q

Enquiries:

Paul Alston

E: palston@cavbrem.co.nz

M: 092771135
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DISCLAIMER

This presentation has been prepared by Cavalier Corporation Limited (“CAV”). The information in this presentation is of a ge neral
nature only. It is not a complete description of CAV.

This presentation is not a recommendation or offer of financial products for subscription, purchase or sale, or an invitation or
solicitation for such offers.

This presentation is not intended as investment, financial or other advice and must not be relied on by any prospective inve stor. It
does not take into account any particular prospective investor’s objectives, financial situation, circumstances or needs, and does not
purport to contain all the information that a prospective investor may require. Any person who is considering an investment in CAV
securities should obtain independent professional advice prior to making an investment decision, and should make any investment
decision having regard to that person’s own objectives, financial situation, circumstances and needs.

Past performance information contained in this presentation should not be relied upon (and is not) an indication of future
performance. This presentation may also contain forward looking statements with respect to the financial condition, results of
operations and business, and business strategy of CAV. Information about the future, by its nature, involves inherent risks and
uncertainties. Accordingly, nothing in this presentation is a promise or representation as to the future or a promise or
representation that a transaction or outcome referred to in this presentation will proceed or occur on the basis described in this
presentation. Statements or assumptions in this presentation as to future matters may prove to be incorrect.

A number of financial measures are used in this presentation and should not be considered in isolation from, or as a substitute for,
the information provided in CAV’s financial statements available at www.cavcorp.co.nz.

CAV and its related companies and their respective directors, employees and representatives make no representation or warranty of
any nature (including as to accuracy or completeness) in respect of this presentation and will have

no liability (including for negligence) for any errors in or omissions from, or for any loss (whether foreseeable or not) arising in
connection with the use of or reliance on, information in this presentation.
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