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This Strategic report for MySale Group Plc (‘MySale’ or the ‘Company’) and its subsidiaries (collectively referred to as the
‘Group’) is set out under the following main headings:

Financial and operating highlights

Senior Independent Directors statement

Review of operations by the Chief Executive Officer
Review of operations by the Chief Financial Officer
Principal risks and uncertainties

Corporate social responsibilities

People

Corporate governance

© NN RE

This document contains certain forward-looking statements. These forward-looking statements include matters that are not
historical facts or are statements regarding the Company’s intentions, beliefs or current expectations concerning, among other
things, the Group’s results of operations, financial condition, liquidity, prospects, growth, strategies, and the industries in which
the Group operates. Forward-looking statements are based on the information available to the directors at the time of
preparation of this document and will not be updated subsequent to the issued of this document. The directors can give no
assurance that these expectations will prove to be correct. Due to inherent uncertainties, including both economic and
business risk factors underlying such forward-looking information, actual results may differ materially from those expressed or
implied by these forward-looking statements.
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Significant strategic and operational progress. Return to underlying profitability and well positioned for strong
growth in FY22

MySale Group plc (AIM: MYSL) (the "Group"), a leading international online retailer, is pleased to announce its audited final
results for the year to 30 June 2021.

Commenting on the results, Carl Jackson, Chief Executive Officer, said:

“It has been a year of significant strategic and operational progress, with a return to underlying profitability, leaving us well
positioned for strong growth in FY22. The successful capital raise has allowed us to accelerate the transformation of the business,
which is now focused on scaling our unigue, value marketplace platform by being the partner of choice to more brands who want
access to over three million customers. For our international suppliers, the platform also provides a counter seasonal solution
for their excess fashion inventory.

“There are a number of opportunities ahead, both in our core apparel category, but also across beauty and homewares. The
appointment of Kalman Polak as CEO and a strengthened leadership team will help accelerate our progress and we are already
seeing momentum continuing into the current financial year, with Gross Merchandise Value in the first quarter over 50% ahead
of the prior year period. Underpinned by a right sized cost base and a positive cash position, we therefore look forward with
confidence.”

| am pleased to report that our successful completion of the strategic initiatives outlined in June 2019 has resulted in the Group
delivering an underlying EBITDA? of A$4.2m. (FY20: loss of A$2.7million)

We have made significant changes to the leadership team which has delivered immediate results, particular in the Group’s
marketplace platform, which has scaled rapidly in the later part of the year with the addition of over 200 new sellers. Looking
forward, we will continue to scale at pace the number of marketplace sellers, invest in the proprietary platform and further
strengthen the management team, underpinning future growth.

We have delivered improvements in gross margin as we increase our own-stock inventory channel, adopting a “test and repeat”
strategy. We have also maintained strict control of our cost base and anticipate further operational efficiencies as we continue
to scale the business”

During the year we raised A$9.3m from entities associated with both founders as well as the former CEO of Catch.com.au.

Year to 30 June (A$ million) 2021 2020 Variance
Statutory Revenue AS$117.9 AS$131.0 -10.0%
Gross Merchandise Value (GMV)? AS$125.4 AS$131.0 -4.3%
Gross Profit AS46.4 AS43.9 5.7%
Underlying EBITDA! AS4.2 AS(2.7) 255.6%
Reported loss before tax AS(5.4) AS(3.4) -58.8%
Highlights
. Materially improved underlying profitability and strong operational performance with Group underlying EBITDA of

A$4.2m ahead of market expectations, an improvement of A$6.9m from the A$2.7m loss in FY20.

. Gross profit increased to A$46.4m (FY20: A$43.9m).
. Raised A$9.3m from entities associated with both founders as well as the former CEO of Catch.com.au.
. Cash position of $A9.2m (FY20: A$6.7m).

1 Underlying EBITDA is calculated as EBITDA adjusted for certain items including impairment losses/reversals related to goodwill and
receivables, share-based payments, reorganisation costs, debt forgiveness, one-off cost and unrealised foreign exchange loss/gain. Refer
to note 6 for reconciliation to reported loss.

2 Gross merchandise value is total sales volume transacting through the platform (retail and marketplace).
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e Through the year we have maintained a laser sharp focus on delivering our ANZ First Strategy focused on the
simplification of the business and developing our proprietary Marketplace Platform offering our suppliers clearly
differentiated solutions.

e Exceptional progress made with scaling our value marketplace with over 200 brand suppliers launched onto the new
platform with significant new business and revenue momentum continuing into FY22,

e Successfully scaled the new own higher margin stock channel providing access to brands inventory that may not be
available through other channels.

e Whilst we are focused on operating an Inventory Light Marketplace Platform, our own stock channel is a very important
strategic pillar as it provides us access to brands’ inventory that may not be available through other channels.

¢ Recruited Kalman Polak as Chief Executive Officer.
e Further progress in scaling marketplace offering, with brand suppliers increasing by over 30% to over 300.
e Recruited a new Marketplace team, based in Melbourne, with deep industry knowledge.

e Continued positive trading momentum in Q1 FY22, with GMV over 50% ahead Q1 FY21. We continue to focus on driving
our marketplace offering which is expected to increase significantly in FY22, to become the Group’s largest channel
underpinned by also tactically scaling the higher margin, own stock channel. The Group’s Gross profit is also approximately
15% ahead in Q1 FY22, compared to Q1, FY21.
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Introduction

| am pleased with the Group’s achievements over the past financial year. We have done what we said we would do, and have
repositioned the business to be an inventory light platform for domestic and international brands to reach customers in ANZ. The
business has returned to positive underlying EBITDA, with the marketplace platform sitting at the heart of the new strategy
starting. This focus was already beginning to deliver in FY21 and we have seen an acceleration into FY22 current trading.

Our ambition is to be the partner of choice, allowing brands to access our curated value marketplace and giving them the
opportunity to access over 3 million customers. For our international suppliers it provides a counter seasonal solution for their
excess fashion inventory.

Market Opportunity?

The market opportunity for MySale remains as exciting as ever. For example, online retail penetration in Australia increased to
11.3% in 2021, up from 8.6% in 2020, reflecting the ongoing migration of retail expenditure to the online channel. Despite this
increase, it is still lagging the UK (28%) and US (20%). In our largest market, Australia, online clothing & footwear retail sales
were estimated at approximately A$5 billion in 2020, 21% of total clothing & footwear retail sales. This is forecast to increase to
approximately $10 billion or 35.9% of retail sales by 2024.

Furthermore, the value segment is anticipated to continue to out-perform the broader clothing & footwear market. Research
conducted amongst global fashion industry executives indicated that 36% expect conditions in the value segment to improve in
2021 relative to 2020, compared to 22% in the mid-market and 31% in the luxury segments.3

There are also categories beyond clothing & footwear, which bring opportunities for the business. As we scale the marketplace,
we see an opportunity to access the homeware category, providing significant long term growth opportunities. In Australia,
Furniture & Homewares online penetration is 5.1% in 2019, significantly behind the UK (16.6%) and US (15.2%).

Board Changes

Subsequent to the year-end, | am delighted to confirm the appointment of Kalman Polak as Chief Executive Officer. His extensive
E-commerce experience gained at Catch.com.au will be invaluable supporting the acceleration of the ‘ANZ First’ strategy
underpinned by growing our unique marketplace platform.

Carl Jackson has become Executive Chairman remaining with the business supporting Kalman to ensure a smooth and orderly
transition.as an Executive Director.

I will remain on the board as a Senior Non-Executive Director whilst the business explores an ASX listing.

We have significantly strengthened our leadership team during the year and | believe we now have the right, highly motivated
team to build upon the strong start we have made with the new strategy and take it to the next level.

Outlook

Whilst there is a positive story behind the FY21 financial performance, it is only just the start. The building blocks are now in
place to drive long term shareholder value and | am pleased to see this positive momentum continuing into FY22 with strong
year on year revenue and margin growth.

—

Charles Butler

Senior Independent
Director

04 October 2021

2 Online retail market report by Frost & Sullivan
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Significant strategic, financial, and operational progress. Well, positioned for strong growth in FY22

It has been a year of unprecedented change, but also a year of significant, operational and financial progress. | would like to
personally thank our loyal customers and suppliers, our dedicated team members, the Leadership team and Board members for
their resilience and support throughout.

The collective efforts of the MySale team and the repositioning of the business have culminated in the business returning to
profitability delivering underlying EBITDA* of A$4.2 million, ahead of market expectations, an improvement of A$6.9 million from
the A$2.7 million loss in FY20.

The business is debt free with cash of A$9.2m (2020 — A$6.7m).
These results, however, do not yet fully reflect the benefits of our progress against our strategic plan.

Throughout the year we have maintained a laser sharp focus on delivering our ANZ First Strategy with the first six months
predominantly focused on the continuation of our cost savings program, simplifying the business and improving gross profit
through select own stock purchases whilst developing our proprietary Inventory Light Marketplace Platform which allows us to
offer our suppliers clearly differentiated solutions.

As we entered the second half, we accelerated the pace of change strengthening the senior management team and scaling the
marketplace platform significantly. During the year we raised A$9.3m from entities associated with both founders as well as the
former CEO of Catch.com.au.

During the fourth quarter we began to see the material benefits of both our operational changes and the investments made. This
gave a new, simplified rhythm to day-to-day operations, as the business shifted to scaling its marketplace revenue underpinned
by growing the higher margin own stock channel.

Today, MySale is a simplified business focusing on customers, suppliers and cash generation. Whilst it is pleasing to see the
benefits of the delivery against our strategy, we are not complacent about this.

The leadership team has been evolving the strategy to ensure we are well placed to seize the opportunities presented by the
long-term online structural shifts which have accelerated in the last 18 months. We remain committed to delivering the ANZ First
Strategy at the same time will harness the growing contribution from our marketplace channel. We believe these changes will
stick and that we are well placed to benefit as we continually improve our customer experience.

Progress against strategic initiatives
ANZ First Strategy
The key pillars of the Australia New Zealand “ANZ” First Strategy are:
1. Source international brands to sell in ANZ
2. Source local ANZ brands to sell in ANZ
3. Marketing spend prioritised to ANZ region
4. Key personnel located in ANZ

Our focus is to be the leading value apparel, beauty and homewares curated Marketplace Platform offering solutions for our
suppliers’ excess inventory. Over 80% (FY20: 82%) of our revenue was generated from third party suppliers (3P) where we take
no inventory risk.

MYSALE's three key inventory solutions connecting customers with products are:

o 3P: Marketplace: Sellers, offer inventory on MYSALE’s websites and apps through MYSALE's marketplace solution at
prices determined by the seller. Customers contract to purchase goods directly with the sellers. The sellers then receive
the sale price for sold goods, less a commission charged by MYSALE for facilitating the transaction. The seller ships the
stock directly to the customer. MYSALE does not take ownership or possession of offered products so as a result takes
no inventory risk.

4 Underlying EBITDA is calculated as EBITDA adjusted for certain items including impairment losses/reversals related to goodwill and
receivables, share-based payments, and unrealised foreign exchange loss/gain. Refer to note 6 for reconciliation to reported loss.
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e 3P: Order After Sale: MYSALE runs promotions to sell inventory on its websites and apps. Orders are placed with
MYSALE by customers in advance of MYSALE purchasing the inventory from its brand suppliers. Once an order is
received by MYSALE, the brand supplier delivers the stock to MYSALE’s warehouse and MYSALE delivers the order to
customers. MYSALE faces low inventory risks under this solution as it only purchases inventory from brand supplier
after a customer has ordered the product from MYSALE.

e 1P: Own Stock: MYSALE selectively purchases inventory from brand supplier, in advance, storing the inventory in its
warehouse, and offers the products for sale through its websites and apps at prices determined by MYSALE. MYSALE
receives the proceeds of sales of own stock and delivers it directly to customers. MYSALE takes inventory risk on excess
or slow moving stock and on returns

MYSALE also offers a 3P consignment solution (where brand suppliers deliver inventory to MYSALE for sale by MYSALE on
behalf of the brand supplier through MYSALE's websites and apps) (FY21:A$4.9m, FY20: A$7.0m) and a 3P "dropship" solution
(where customers purchase goods (from MYSALE) which are offered on its website and apps, but not actually owned or held by
MYSALE, with those goods then being delivered by the brand supplier directly to the customer) (FY21:A$20.1m, FY20:
A$28.7m).

Marketplace and Order After Sale operate a negative working capital model as we are able to generate cash by selling products
to customers before we have to pay suppliers.

The balance of the revenues are from our higher margin own stock channel where there is a focus on buying width not depth
and operating a “test and repeat” strategy. This channel represented 17.2% of sales (FY20: Nil) and is forecast to continue to
scale in FY22 operating on stock turn of seven times.

Strengthened Leadership Team

In addition to the Board Changes outlined in the Senior Independent Directors statement, including the appointment of Kalman
as CEO, we have strengthened the leadership team and restructured the business creating a new marketplace team, based in
Melbourne, with deep industry knowledge. We are confident that these significant hires and dedicated expert resource will
facilitate an acceleration of a range of strategic and operational actions aligned to our core values.

Right Sized Cost Base

FY21 reflected the progress we have made in executing our ANZ First Strategy, including significantly reducing our cost base.
We now have the right cost base to support this strategy which requires less direct costs primarily as a result of the growth in
the marketplace seller program where our suppliers sell directly to customers.

This represents the substantial completion of the cost reduction program announced as part of the Group refinancing and
repositioning in August 2019.

We have a flexible cost structure, with fixed costs as a percentage of sales stable at 11.6% in FY21 (FY20:11.3%) that has and
will allow us to deliver operational leverage as we scale revenue.

Marketplace Growth (3P)

Our customers are looking for the most comprehensive value fashion, beauty, and homeware assortment. Over the last six
months we have taken major steps forward in scaling the marketplace seller program by allowing our suppliers to leverage and
access our proprietary platform.

The Marketplace allows us to scale an Endless Aisle providing our customers access to adjacent and new categories that drive
deeper engagement and long-term loyalty.

There are already over 200 brand suppliers launched onto our new marketplace seller platform (FY20: Nil) promoting over one
million SKUs with significant opportunities for revenue growth underpinned by improving margins as we continue to scale the
fashion suppliers both domestically and internationally.

We are also very excited by the opportunity that the New Zealand market offers our Australian suppliers, having launched in
2010 we have an established and exciting business that represents a significant growth opportunity for our marketplace suppliers.
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Own Stock Channel (1P)

Whilst we are focused on operating an Inventory Light Marketplace Platform, our own stock channel is a very important strategic
pillar as it provides us access to brands inventory that may not be available through other channels.

Committing to our suppliers inventory represent a key success criterion in establishing long term relationships. It allows us access
great brands and whilst we to take an inventory position, the channel delivers a higher margin.

As an Inventory Light Marketplace Platform, it is about buying width not depth and operating a “test and repeat strategy”

The MySale Way

Last year we announced the launch of the MySale Way, a new purpose for the Group that was encapsulated in the following
core principles: Customer and Suppliers First; Entrepreneurial Thinking; Opportunities not Problems, Earn trust, Keep it Simple
and Operate at Pace.

We aim to embed the MySale Way within the organization, to build a company culture to operate at pace and think bigger putting
our Customer and Suppliers First.

There has been great progress with our customer satisfaction scores with over 10,000 4 and 5-Star reviews increasing our Trust
Pilot score to 4.1 (FY20: 1.2). In parallel, we have materially improved our same day dispatch and continue to be very disciplined
with our suppliers as we continue to increase the focus on the customer experience.

COVID-19

COVID-19 has presented both challenges and opportunities for online retailers and MYSALE is no exception. Despite the
statewide lockdowns in Australia and New Zealand during FY21 we did not experience any major business disruption. There
have been operational challenges including the supply of inventory and reliability of international shipping which we have
successfully navigated due to the flexibility of our business model and scaling the number of marketplace sellers using our online
platform.

For our employees, COVID-19 has enabled us to review our workplace flexibility with colleagues who are able to work from
home are doing so. Where this is not possible, we have put in place social distancing protocols for our office and warehouse
team. It has also allowed us to accelerate the recruitment of a new marketplace team in Melbourne and continue to evaluate
which roles can be relocated overseas.

Modern Slavery

We are committed to maintaining the highest ethical standards and seek to partner with suppliers that share our commitment to
excellence and to operating with integrity. The board of directors have approved the Modern Slavery Statement pursuant to the
Modern Slavery Act 2018 for the financial year ended 30" June 2021.

Diversity & Inclusion

We are proud to foster a culture of talented individuals from a diverse range of backgrounds and cultures spanning across all
our departments and geographical locations. We continue to focus on the objective of being a diverse and inclusive culture,
embracing our employee’s individual and personal attributes that make up the MySale Way.

Current Trading and Future Outlook

There is no doubt COVID-19 pandemic has and continues to change the global retail industry, with an acceleration in the
structural shift to online. We believe that much of this channel switch will be permanent and we are well paced to take advantage
of these changes.

Cumulatively, over three million unique customers have used our websites to discover branded fashion, beauty, and homeware
products at enviable prices, we have a core base of highly valuable customers with improving underlying metrics and are at an
inflection point in our journey.
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We are now taking a more dynamic trading stance, reflecting the step change in the number of suppliers integrated onto our
curated marketplace platform with refreshed branding and increased and more efficient marketing spend.

Entering FY22, the positive trajectory we saw in Q4 has continued, with our strategies gaining traction and the new team
achieving an operational rhythm that has delivered strong year on year revenue and margin growth. Whilst we are cognisant of
the ongoing impact of COVID-19, state lockdowns and vaccine rollout, we continue to expect an acceleration in growth with the
main revenue driver being the marketplace channel underpinned by increasing the higher margin own stock channel.

In terms of strategic priorities for the coming year, we will accelerate the investment in our technology, user experience, search
capability and delivery solutions as we expand the curated Inventory Light Marketplace Platform adding new categories that will
drive frequency and increase our share of wallet. In turn, this will accelerate the flywheel effect of offering more choice, driving
more traffic, and delivering operational leverage that will deliver incremental revenue and margin that will flow through to the
bottom line.

Whilst our near-term and absolute focus is an ANZ First Strategy there is potential to complement our existing geographical
footprint by expanding our existing foothold in Singapore. Whilst these are not core to the growth strategy, and we are being
cautious in our deployment of resource, they offer optionality in the future.

We continue to evaluate the potential listing of the Group on the ASX in FY22. As a result, we will also be looking to broaden
and strengthen the board.

In closing, we remain committed to supporting our suppliers grow their business providing them with diversified solutions for their
excess inventory quickly and efficiently.

There remains a significant growth opportunity for MySale, the business has stabilised, and we will continue to accelerate the
ANZ First Strategy and embrace opportunities aligned to this strategy.

il Ce N

Carl Jackson
Executive Chairman
04 October 2021
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We have made good progress against the ANZ First Strategy fixing our financial foundations and whilst there was a decline in
revenues as we focussed on the quality of revenue, as outlined in the FY19 strategic review, this was offset by a reduction in
the cost base and improved gross profit resulting in the Group trading ahead of management expectations delivering an
underlying EBITDA of A$4.2 million an improvement of A$6.9 million from the A$2.7 million loss in FY20.

2021 2020
Financial Performance
Statutory Revanus $117.9 $131.0
Gross Merchandize Value [GMV) $125.4 $131.0
Core Gross Merchandize Value $122.0 51072
Gross Profit $46.4 $43.9
Undarlying EBITDA 54.2 2.7
Undertying EBITDA / Revenue (%) 3.6% 2.1%
Total Operating Expensas $42.2 $46.8

Looking forward, it is important we mitigate the shift in revenue between online sales and marketplace and whilst not a statutory
measure under IFRS, management considers Gross Merchandise Value (GMV) %and Underlying EBITDA® as key performance
indicators for assessing the underlying operating performance of the business.

Products sold through our marketplace have lower gross margins but very high contribution to the bottom line as we do not take
any inventory risk or operational responsibility. Reported revenue from the sale of these products is significantly lower. As we
scale the marketplace this will result in a shift in the proportion of sales to marketplace and would lead to a decrease in revenue’
as a percentage of GMV, but an increase in gross margin.

The underlying EBITDA improvement was driven primarily by an improvement in the gross margin and lower associated costs
that resulted in an improvement in the cost base to sales ratio that will continue to improve as we scale the business.

What the headline figures don’t show is what we have done this year to improve the balance sheet, improve liquidity and
profitability which will be further explained below.

Following the successful capital raise of A$9.3 million from entities associated with both founders as well as the former CEO of
Catch.com.au our balance sheet is now in a better position compared to June 2020.

For the year ended 30 June 2021, Gross Merchandise Revenue (GMV) and Statutory Revenue decreased by 4.3% and 10.0%
respectively in line with management expectations.

2021 2020 Variance
Statutory Revenue $117.9 $131.0 -10.0%
Less: Commission Revenue $1.0 0.0 NA
Add: Marketplace Seller $8.6 0.0 NA
Gross Merchandise Value [GMV] $125.4 $131.0 -4.3%

5 Gross merchandise value is total sales volume transacting through the platform (retail and marketplace).

6 Underlying EBITDA is calculated as EBITDA adjusted for certain items including impairment losses/reversals related to goodwill and
receivables, share-based payments, and unrealised foreign exchange loss/gain. Refer to note 6 for reconciliation to reported loss.

7 As set out in the revenue recognition policy in Note 2, only commission portion from Marketplace Seller program is recognised as
revenue not full transaction value.
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As part of the FY19 strategic review and ANZ First Strategy we announced that we were exiting all aged non-core inventory. In
FY21 non-core revenue® was A$3.4 million representing a year-on-year reduction of 86% (FY20: A$23.8 million).

2021 2020
Core Gross Merchandise Value $122.0 $107.2
Non-core Gross Merchandise Value S3.4 $23.8
TOTAL $125.4 $131.0

By successfully exiting the non-core aged inventory it has not only generated free cash flow but also had significant operational
benefits including creating additional warehouse space and reducing operational complexity.

In parallel we have successfully developed our new Own Stock channel, which achieved revenues of A$21.6 million representing
17.2% of statutory revenue in FY21 (FY20: nil).

Inventory levels increased to A$5.5 million (FY20: A$2.8million) as we executed our strategy of increasing the amount of higher
margin own stock focussing on buying width not depth and adopting a test and repeat strategy.

The table below provide further information on the breakdown of GMV.

Gross Merchandise Value Breakdown 2021 2020
1P Revenue $25.0 $23.8

Core Revenue S21.6 $0.0

Non-Core revenue S3.4 $23.8
3P Revenue $91.8 $107.2
Marketplace $8.6 $0.0
TOTAL $125.4 $131.0

3P GMV declined by A$15.4 million to A$91.8 million (FY20: A$107.2million) as we shifted GMV to the core 1P channel and
marketplace.

The financial results do not represent the progress made in the launch of the new marketplace channel which delivered GMV of
A$8.6 million and statutory revenue of A$1.0 million, in FY21 (FY20: nil). As we scale the business the marketplace channel will
take a larger share of overall GMV, however it will not show comparative growth in statutory revenue as it is presented net of
costs, on a commission basis.

We continued to execute towards our ANZ First Strategy, growing our ANZ share of overall revenue.

2021 2020
ANZ $110.8 $118.1
Asia §7.1 $12.9
TOTAL $117.9 $131.0

8 Core Revenue: Revenues excluding revenue from legacy inventory
Non-core revenue: Revenue from legacy inventory, inventory purchase on and before 30 June 2019
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Gross profit for FY21 increased to A$46.4 million (FY20: A$44.0 million).

One of the key drivers was the strong performance of the high margin new Own Stock channel that increased revenues to
A$21.6m (FY20: nil) representing 17.2% (FY20: nil) of revenue.

Gross margin has increased in FY21 to 39.4% (FY20: 33.5%) as the share of revenue from new Own Stock increase from nil to
17.2%

Inventories increased to A$5.5 million (FY20: A$2.8 million) as we executed our strategy of increasing the amount of higher
margin own stock.

Stock Turn is 17 times this year (FY20: 9 times).

Cash and cash equivalents increased to A$9.2 million (FY20: A$6.7 million) with the Group operating on a debt free basis.

During the FY21 the group raised A$9.3 million from entities associated with both founders as well as the former CEO of
Catch.Com.au. Furthermore, we have continued to invest in the growth of the new Own Stock channel with a closing inventory
of A$4.2 million.

As part of our ANZ First Strategy our cost reduction programme took an annualised A$4.4 million out of our cost base®. Whilst
there are always further cost saving opportunities, we now have the right balance between fixed and variable costs that will allow
us to scale delivering operational leverage.

2021 2020 Variance
Fixed Costs $13.6 $14.8 -8.1%
Variable Costs $28.6 $31.8 -10.1%
Total Operating Expenses $42.2 $46.6 -9.4%

Fixed Costs have reduced to A$13.6million (FY20: A$14.8 million) representing 11.6% of sales. Variable costs are stable and
aligned to revenue although we anticipate further improvements in the operational and marketing efficiencies

We now have the right size cost base that will ensure we deliver operational leverage as we as we scale the marketplace.

The reported loss before tax for the year is A$5.4 million (FY20: A$3.4 million loss). This reported loss is after the inclusion of
one-off and non-cash items such as adjustments of deferred tax assets, depreciation, and one-off costs.

The reported loss after tax for the year is A$8.4 million (FY20: A$3.6 million loss). This reported loss is after the inclusion of a
number of one-off and non-cash items which are shown in more detail below and in note 6 to the financial statements in order
to provide greater insight as to the underlying profitability of the Group.

Note 31 to the financial statements shows the detailed calculations of basic loss per share for the financial year which after tax
was 0.96 cents per share loss (FY20: 0.53 cents loss) and was 0.50 cents profit (FY20: 0.41 cents loss) on underlying EBITDA.

% Cost base is the different between gross profit and underlying EBITDA
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The group has recorded a tax expense of A$3.1 million for the year (FY20: A$0.2 million). Further detail of the tax expenses is
provided in note 9 to the financial statements. The Group has A$109.3 million (FY20: A$103.6 million) of carried forward tax
losses that may be available to use for further offset. A deferred tax asset is only recorded where it is probable that these losses
will be recoverable. Included within the FY21 is an expense of A$3.8m, related to the non-cash write off of deferred tax assets
previously recognised. This is due to the consideration of a number of factors that determine the potential recoverability of the
underlying deferred tax asset, including historical performance and the inherent uncertainty over future profitability over an
extended period beyond two years

During FY21 we have improved our current asset position by A$5.2 million which due primarily to an increase in cash and cash
equivalent (A$2.5 million) and a reduction in trade and other payable (A$-4.7 million) which was off-set by an increase in
inventories (A$2.8 million)

The Group’s closing cash balance was A$9.2 million (FY20: A$6.7 million) and is debt free with no bank or trade borrowings.

In FY21 our net cash position has improved as a result of raising additional capital, but also by successfully reducing our aged
non-core inventory and further decreasing our cost base by A$4.4 million.

During FY21 the group raised A$9.3 million from entities associated with both founders as well as the former CEO of
Catch.com.au.

Total capital expenditure was A$1.4 million (FY20: A$2.6 million) as we focused on benefiting from the historical investment
made in the technology platform and prioritizing the development projects in line with the business priorities.

We continue to invest in the growth of the new own stock channel with closing inventory A$4.2 million.

The table below provide further information to the cash movement for the year.

FY21 Cash Movement (AS million)

25,000
4,192
20,000 I
(L007) (NN
9,244 (1,366)
15,000
(4,189) ]
(943)
10,000 9,210
(3,381)
5,000
0
Cash June Capital Underlying IFRS-16 Capex New Own Prepaid Payable Cash June
2020 Raise EBITDA Stock Inventory & Others 21
Inventory (Note 13)

Subsequent to the refinancing the Group is debt free and no longer relying on overdraft financing to support the business
operations. The sell down of aged non-core inventory and the transition to an inventory light business model has reduced the
overall reliance on external financing to support inventories and other working capital requirements.

14



MySale Group Plc MY,SALE
Strategic report GROUP..

30 June 2021

The consolidated financial statements have been prepared on a going concern basis. The Directors have prepared a going
concern assessment covering the 12-month period from the signing of these financial statements, which demonstrates that the
Group is capable of continuing to operate as a going concern. The Directors assessment considers the principal risks and
financial forecast that have been prepared whilst considering various levels of disruption for the COVID-19 pandemic.

The Group has modelled a number of scenarios for the period ending December 30, 2022, with the base case being consistent
with the approved FY22 budget. The financial modelling scenarios take out account of the following:

e The Group is debt free and has a closing cash position of A$9.2 million
e 80% of revenue is generated from 3P channels where the Group receives payment from the customer before purchase
the product. There is no inventory risk
e Inventory levels are A$5.5 million achieving a 17 times stock turn
As a result of the financial modelling and taking account of the above points, the Directors have concluded the Group has
sufficient financial resources to continue meets its obligations as they fall due for the 12-months from the approval of these
accounts.

To conclude, whilst there is a positive story behind the FY21 financial performance it is also about looking forward. There has
been excellent progress by the trading teams in scaling the marketplace platform while tactically increasing the amount of higher
margin own stock inventory.

Having started FY22 strongly we are constantly reviewing the accelerating revenue and evolving margin mix ensuring it is aligned
to our cost base. We remain very confident about the opportunities ahead knowing we have a high growth marketplace
underpinned by the higher margin own stock channel. The group now operates a right sized cost-based operating on a debt free
basis that meaning we are in a good position to trade profitably with a strong balance sheet.

Mats Weiss
Chief Financial Officer
04 October 2021
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The management of the business and the execution of the Group’s strategies are subject to a number of risks which could
adversely affect the Group’s future development. The following is not an exhaustive list or explanation of all risks and
uncertainties associated with the Group, but those considered by management to be the principal risks:

The Group requires a continuous source of inventory, from existing suppliers or new suppliers, at appropriate prices, on
appropriate terms, in a timely manner and/or in sufficient volume. A key driver for the Group’s success is its ability to source
product from a wide variety of brands, styles, categories and product types at discounted prices. The Group does not have
contractual assurances of continued supply, pricing or access to hew products from existing suppliers. However, the Group
maintains strong relationships with suppliers and provide them with an effective mechanism to distribute their products. To
maintain its reputation, the Group depends on suppliers to provide high quality, genuine, product merchandise that meets with
members’ expectations. If the Group is unable to continue to source such products, member engagement and purchases
would likely reduce while costs increase and as a result, the Group’s operating results and financial condition could be
adversely affected.

The Group needs to attract new ‘active’ members, in sufficient numbers. In order to expand its membership base, the Group
is appealing to members who have historically used other methods to purchase products, such as in-store, retailers’ own
websites or the websites of the Group’s competitors. The ‘flash sale’ model (the flash sale model is a discount or promotion
that is offered for a short period of time for a limited selection of stock at heavily discounted prices) operated by the Group
needs to continue to be successful. The Group’s strategies require existing members to make repeat purchases from the
Group. The Group’s current ‘lapsed client strategy’ uses personalised emails, vouchers and prompting emails to attempt to
re-engage members to purchase product regularly. If these strategies fail, the Group’s membership base may be reduced
which could have an adverse effect on the Group’s operating results and financial condition.

The World Health Organisation declared COVID-19 as a pandemic in March 2020. The pandemic has and continues to
cause significant disruption to businesses and world economics with Governments placing restrictions on movement of
individuals and trade.

The Group’s performance is subject to global economic conditions, which included the impact of COVID-19 pandemic.
Deterioration in these conditions may reduce consumer spending. Adverse economic changes in any of the regions in which
the Group sells its products could reduce consumer confidence and could negatively affect sales and have an adverse effect
on the Group's operating results and financial condition. Despite the statewide lockdowns in Australia and New Zealand
during FY21 we did not experience any major business disruption. There have been operational challenges including the
supply of inventory and reliability of international shipping which we have successfully navigated due to the flexibility of our
business model and scaling the number of marketplace sellers using our online platform.

The Group targets a ‘cost per acquisition’ (‘CPA’) that is acceptable based on the expected member value and the Group’s
likelihood of recovering the acquisition costs. Increasing the Group’s membership base is necessary to avoid the Group
incurring significantly higher marketing expenses and as a result, higher CPA, which could have an adverse effect on the
Group’s operating results and financial condition.

The management of the Group’s cash is of fundamental importance. During the FY21 the group raised A$9.3 million from
entities associated with both founders as well as the former CEO of Catch.Com.au. The Group maintains all cash balances
with large, appropriately capitalised, international financial institutions. The Group relies on access to its cash in order to trade
successfully and restrictions to such access could have a material and adverse effect on the Group’s financial condition and
financial results. The move to an inventory light strategy means the business now operates on a negative working capital
model where the business is able to generate cash quicky by selling products to customers before it has to pay its suppliers,
reducing the cash risk on the Group’s operating results and financial condition.

The Group's activities expose it to a variety of financial risks: market risk, credit risk and liquidity risk. The Group's overall risk
management program focuses on the unpredictability of financial markets and seeks to minimise potential adverse effects on
the financial performance of the Group. The key financial risks are detailed in note 24 to the consolidated financial
statements. Failure to manage financial risks could have an adverse effect on the Group.
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Competitive pressures, changes in product and fashion and hence consumer demand are continuing risks which could result
in the loss of sales. The Group manages this risk by the continuous sourcing of new products, adding new sales categories
and marketing to stimulate member interest and by maintaining strong relationships with its members.

If members cease to find the flash sale model shopping experience fun, entertaining and good value, or otherwise lose interest
in shopping in this manner, the Group’s member base and buying patterns may decline and could negatively affect net sales
and have an adverse effect on the Group’s operating results and financial condition.

The Group does not take delivery of products from a large number of suppliers until after it has been ordered by members
and therefore delivery times may be longer than some other competitors. If the Group seeks to decrease delivery times in
order to tackle the competition and meet member demand, additional shipping costs are likely to be incurred. These costs
may not be able to be passed on in full or at all to members.

Changes in local indirect tax, such as sales taxes, good and services tax and value-added taxes, and duty treatment in any
of the markets in which the Group operates could have an impact on the sales of products in those markets. Such changes
could reduce the attractiveness of the Group’s sales offering and have a material and adverse effect on the Group’s financial
condition and financial results.

The Group’s Information Technology (‘IT’) systems are integral to its operations. The technology supports the Group’s
websites and mobile applications, logistics management, product information management, administration management
systems, security systems and third-party data centre hosting facilities. If the IT systems do not function properly there could
be system disruptions, corruptions in databases or other electronic information, delays in sales events, delays in transaction
processing, website slowdown or unavailability, loss of data or the inability to accept and fulfii member orders which, if
sustained or regular, could adversely affect the Group’s business, operating results and financial condition.

The Group’s business is highly dependent on engaging with members via daily emails and app notifications. These inform
members of the day’s sales events, prompting them to visit the relevant website or mobile application and purchase products.
The Group relies on the successful delivery of messages to members and also that members actually open and read the
messages. Webmail prioritisation, ‘spam’ and blocking filters and local laws on sending emails could affect the Group’s
business, prospects, operating results and financial condition.

The Group is subject to data and privacy regulations, particularly General Data Protection Regulation (‘GDPR’). Failure to
comply with legal or regulatory requirements relating to data security or data privacy in the course of the Group business
activities, results in reputational damage, fines or other adverse consequences, including criminal penalties and consequential
litigation, adverse impact on the Group’s financial results or unfavourable effects on the Group’s ability to do business.

Unauthorised access to customer database, either from external attack or internal control weaknesses, could lead to
reputational damage, compliance issues, substantial regulatory fines and loss of customer confidence. The Company has
implemented a disaster recovery plan and cyber insurance to support the business in the event of an incident occurring.

The Group uses third-party logistics providers to manage, process and ship product between Group locations and directly to
members. There is a risk that the Group may experience network interruptions (including third parties’ delivery services) which
may prevent the timely or proper delivery of products. These could damage the Group’s reputation, deter repeat customers,
deter suppliers from dealing with the Group and adversely affect its business, operating results and financial condition.

The Group’s senior executive team is instrumental in implementing the Group’s business strategies and executing business
plans which support the business operations and growth. The sourcing teams have strong supplier relationships which are
central to the Group’s ability to source discounted, quality products. Service agreements are in place and the risk of the loss
of key personnel is mitigated by regular reviews of remuneration packages (including long-term incentive schemes) and
succession planning within the team.

Maintaining and enhancing the brand is critical to the Group’s strategies going forward. If the Group fails to meet member
(and supplier) expectations, receives negative publicity or unfavourable member reviews and complaints on social media
platforms, these could damage the brand and reduce consumer use of the Group’s websites and mobile applications. If the
Group fails to maintain the brand or if excessive expenses are incurred in this effort, the Group’s business, operating results
and financial condition may be materially and adversely affected.
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The Group’s long-term success and viability will depend on the social and environmental sustainability of its business model,
the resilience of its supply chain and the Group’s ability to manage the impact of climate change across its operations. The
Group is committed to sustainability in its processes and supply chain. The Group works closely with strategic suppliers to
provide value Northern hemisphere apparel to Southern hemisphere customers, thus preventing such inventory being
destroyed or dumped in landfills. The risk of climate change is one for the entire world who must act collectively.

Brexit is the withdrawal of the UK from the European Union (EU). The withdrawal agreement was ratified by the UK on 23
January 2020 and by the EU on 30 January 2020; it came into force on 31 January 2020. Failure to prepare for the UK’s
departure from the EU causes disruption to and creates uncertainty around the Group’s business including: the ability to
recruit; as well as impacting the Group’s relationships with existing and future customers, suppliers and colleagues. To
date these disruptions, have no effect on the Group’s business, financial results and operations.

The Group’s approach is to make a positive difference to the people, environment and communities in which it works.
Examples include engaging not-for-profit employment agencies, to motivate and upskill the local unemployed community to
sustain employment with the Group and investing in warehousing training programs such as a Certificate 3 in Warehousing
and Logistics for the Group’s Australian staff. To reduce waste and the impact on the environment the Group does not put
copies of customer invoices in its parcels, but rather provides them online.

The Group is committed to an active equal opportunities policy. It is the Group’s policy to promote an environment free from
discrimination, harassment and victimisation, where everyone receives equal treatment regardless of gender, colour, ethnic
or national origin, disability, age, marital status, sexual orientation or religion. Employment practices are applied which are
fair, equitable and consistent with the skills and abilities of the employees and the needs of the Group.

Applications for employment by disabled persons are always fully considered, bearing in mind the aptitudes of the applicant
concerned. In the event of members of staff becoming disabled, every effort is made to ensure that their employment with the
Group continues and that appropriate re-training is arranged. It is the policy of the Group that the training, career development
and promotion of disabled persons should, as far as possible, be identical with that of other employees.

The Group places considerable value on the involvement of its employees and has a practice of keeping them informed on
matters affecting them as employees and on the various factors affecting the performance of the Group, which is achieved
through formal and informal meetings. Employee representatives are consulted regularly on a wide range of matters affecting
their current and future interests.

High standards of corporate governance are a key priority for the Board of MySale Group Plc and, in line with the London
Stock Exchange’s requirement that AIM-listed companies adopt and comply with a recognised corporate governance code,
the Board applies the principles of the 2018 Quoted Companies Alliance Corporate Governance Code (the “QCA Code”),
where they consider it appropriate, as the basis of the Group’s governance framework. It is the responsibility of the Board to
ensure that the Group is managed for the long-term benefit of all shareholders and stakeholders, with effective and efficient
decision-making. Corporate governance is an important aspect of this, reducing risk and adding value to the business.

The Board acknowledge the importance of the QCA Code’s aims that: “Companies need to deliver growth in long-term
shareholder value. This requires an efficient, effective and dynamic management framework and should be accompanied by
good communication which helps to promote confidence and trust” and the ten principles of corporate governance set out in
that Code. The Group’s current approach to complying, as appropriate, with those principles is set out below.
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MySale Group PlIc has an established strategy to deploy its international ecommerce platform to connect brand suppliers
with consumers.

The Board has identified the tactics that it believes will support the strategic aims and improve the Group’s performance:
e Leverage market leading position in ANZ

e  Utilise technology to improve customer experience and business efficiency

e  Build international brand partnerships to provide a wide product selection

e  Selective M&A where and when appropriate to expand the business model

Key pillars of the Australia New Zealand “ANZ” First Strategy are;

e  Source international brands to sell in ANZ

e  Source local ANZ brands to sell in ANZ

e  Marketing spend prioritised to ANZ region

e Key personnel located in ANZ

e  Pivot the business toward an inventory light Marketplace Platform

The Group ANZ first strategy is focused on the opportunities in Australia and New Zealand has accelerated the shift onto its
unique proprietary Marketplace platform, which transforms cost efficiency & scalability, and facilitates the move to a negative
working capital model. A key focus in scaling the international supply base, to take advantage of the unique counter
seasonal opportunity in the market.

We continue to be a leading value apparel and home online retail platform in ANZ offering unique solutions for our brand
suppliers. We are absolutely focussed on the fashion and home categories, leveraging the counter seasonal opportunity. There
is a significant market opportunity and we are ideally placed to provide Northern hemisphere brands access to the Southern
hemisphere markets.

The retail landscape is continually evolving and brands are increasingly recognising the benefits of a more integrated inventory
partnership that allows them to accelerate the sell through of their discounted inventory outside of their core business.

Our focus is for MySale to be the leading value apparel and home online retail platform in ANZ offering unique solutions for our
brand suppliers. These solutions clearly differentiate us from most major retailers, which we see as a significant advantage and
extremely difficult for others to replicate. Our new set-up allows us to operate an Inventory Light Marketplace Platform offering
a large selection and delivering great value to our customers every day, through a combination of brand, fashion, price and
quality.

The Company recognises the importance of engaging with its shareholders and reports formally to them when its full-year and
half-year results are published. At the same time, Executive directors present the results to institutional investors, analysts
and the media. The Non-executive directors are available to discuss any matter stakeholders might wish to raise, and the
Chairman and independent Non-executive directors attend meetings with investors and analysts as required.

The Chief Executive Officer provides the Board with a summary of the content of any engagement the Executive directors
have had with investors to ensure that major shareholders’ views are communicated to the Board as a whole. The Board is
also provided with brokers’ and analysts’ reports when published. This process enables the Chairman and the other Non-
Executive director to be kept informed of major shareholders’ opinions on strategy and governance, and for them to understand
any issues or concerns.

Shareholders are encouraged to attend the annual general meeting at which the Group’s activities and results are considered,
and questions answered by the directors. General information about the Group is also available on the Company’s website.
This includes an overview of activities of the Group and details of all recent regulatory announcements.
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The Group maintains a dedicated email address at shareholder.notifications@mysale.com which investors may use to contact
the Company which, together with the Group’s address, are prominently displayed on the Group’s website. Investors may also
make contact requests through the Company’s Nominated Advisor and Broker, N+1 Singer.

In addition to its shareholders, the Company believes its main stakeholder groups are its employees, customers, brand
suppliers and relevant statutory authorities in its areas of operation.

The Group recognises the increasing importance of corporate social responsibility and endeavours to take it into account
when operating its business in the interests of its stakeholders, including its investors, employees, customers, suppliers,
business partners and the communities where it conducts its activities.

The Group believes that having empowered and responsible employees who display sound judgment and awareness of the
consequences of their decisions or actions, and who act in an ethical and responsible way, is key to the success of the
business.

The operation of a profitable business is a priority which in turn means investing for growth and operating in a sustainable
manner. The Group has therefore adopted core principles which provide a framework to operating with integrity and respect
for all stakeholders.

The Group aims to conduct its business with integrity, respecting the different cultures and the dignity and rights of individuals
in the countries where it operates. The Group recognises the obligation to promote universal respect for and observance of
human rights and fundamental freedoms for all, without distinction as to race, religion, gender, language or disability and these
are codified within the operational documents and procedures of the Group.

The Group has the aim that communities in which it operates should benefit directly from its presence through the wealth and
jobs created, and the investment of its time and money in the community.

Health and safety

The directors are committed to ensuring the highest standards of health and safety, both for employees and for the
communities within which the Group operates. The Group’s Chief Executive Officer is the person with overall responsibility for
health and safety matters.

The Group seeks to meet legal requirements aimed at providing a healthy and secure working environment to all employees
and understands that successful health and safety management involves integrating sound principles and practice into its
day-to-day management arrangements and requires the collaborative effort of all employees. All employees are positively
encouraged to be involved in consultation and communication on health and safety matters that affect their work.

Environment

The directors are committed to minimising the impact of the Group’s operations on the environment. The Group recognises
that its business activities have an influence on the local, regional and global environment and accepts that it has a duty to
carry these out in an environmentally responsible manner. It is the Group’s policy to endeavour to meet relevant legal
requirements and codes of practice on environmental issues so as to ensure that any adverse effects on the environment are
minimised.

Consumer
The Group has deployed policies and procedures to ensure its compliance with consumer laws and regulations within each
jurisdiction of operation. These policies and procedures and reviewed by external experts on a regular basis.

The Board has overall responsibility for the Group’s internal control systems and for monitoring their effectiveness. The Board,
with the assistance of the Audit Committee, maintains a system of internal controls to safeguard shareholders’ investment and
the Group’s assets, and has established principles and a continuous process for identifying, evaluating and managing the
risks the Group faces.

Further details of the principal risks faced by the Group and how they are mitigated are contained on pages 15 and 16 of this
report.
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The Board considers risk to the business on an ongoing basis and the Group formally reviews and documents the principal
risks at least annually. Both the Board and senior management are responsible for reviewing and evaluating risk and the
Executive directors meet on a regular basis to review ongoing trading performance, discuss budgets and forecasts and any
new risks associated with ongoing trading, the outcome of which is reported to the Board.

The Board, via delegated authority to the Audit Committee, is also responsible for the Group’s system of internal control and
for reviewing its effectiveness. Such a system is designed to manage rather than eliminate the risk of failure to achieve the
Group’s business objectives and can only provide reasonable and not absolute assurance against material misstatement or
loss. The agreed processes include comprehensive budgeting systems with an annual budget approved by the Board, monthly
consideration of actual operational results compared with budgets, forecasts and regular review by the Board of year end
forecasts.

The Chairman is responsible for leadership of the Board, ensuring its effectiveness on all aspects of its role, setting its agenda
and ensuring that the directors receive accurate, timely and clear information. The Chairman also ensures effective
communication with shareholders and facilitates the effective contribution of the other Non-executive director. The Group is
satisfied that the current Board is sufficiently resourced to discharge its governance obligations on behalf of all stakeholders
and will consider the requirement for additional Non- executive directors as the Company fulfils its growth objectives.

To enable the Board to discharge its duties, all directors receive appropriate and timely information. Briefing papers are
distributed to all directors in advance of Board and Committee meetings. All directors have access to the advice and services
of the Chief Financial Officer (or the Chief Executive Officer in the absence of a CFO), who is responsible for ensuring that
the Board procedures are followed, and that applicable rules and regulations are complied with. In addition, procedures are in
place to enable the directors to obtain independent professional advice, at the Group’s expense, if necessary.

The Board is responsible to the shareholders and sets the Group’s strategy for achieving long-term success. It is ultimately
responsible for the management, governance, controls, risk management, direction and performance of the Group. Further
details of the composition of the Board and Committee are set out on page 22 of this report.

Eligible Eligible Eligible
to Attended to Attended to Attended

attend attend attend
Dow Famulak 12 12 2 2 2 2
Wally Muhieddine 12 12
Charles Butler 12 12 2 2 2 2
Carl Jackson 12 12
Mats Weiss 12 12 2 2
Kalman Polak N/A N/A N/A N/A N/A N/A

At the time of this report the Board comprises of two executives and three non-executive directors. The skills and experience
of the Board are set out in their biographies on pages (26) and (27) of this report. The experience and knowledge of each of
the directors gives them the ability to constructively challenge the strategy and to scrutinise performance. The Board also has
access to external advisors where necessary.

Throughout their period in office the directors are continually updated on the Group’s business, the industry and competitive
environment in which it operates, corporate social responsibility matters and other changes affecting the Group by written
briefings and meetings with senior executives. Advisors provide updates on changes to the legal and governance requirements
of the Group, and directors, on an ongoing and timely basis.
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The performance of the Board, its Committees and that of the individual directors is monitored by the Chairman on an ongoing
basis. The Chairman considers the operation of the Board and performance of the Directors on an ongoing basis as part of
his duties and will bring any areas of improvement he considers are needed to the attention of the Board. However, the Board
recognises the need to put in place an annual formal evaluation process for the Board, its Committees and individual Directors.
The effectiveness of the Board, its Committees and Directors will be reviewed on an annual basis.

The Group adopts a policy of equal opportunities in the recruitment and engagement of staff as well as during the course of
their employment. It endeavours to promote the best use of its human resources on the basis of individual skills and experience
matched against those required for the work to be performed.

The Group recognises the importance of investing in its employees and, as such, the Group provides opportunities for training
and personal development and encourages the involvement of employees in the planning and direction of their work. These
values are applied regardless of age, race, religion, gender, sexual orientation or disability.

The Group is committed to an active equal opportunities policy. It is the Group’s policy to promote an environment free from
discrimination, harassment and victimisation, where everyone receives equal treatment regardless of gender, colour, ethnic
or national origin, disability, age, marital status, sexual orientation or religion. Employment practices are applied which are
fair, equitable and consistent with the skills and abilities of the employees and the needs of the Group.

The Group recognises that commercial success depends on the full commitment of all its employees and commits to
respecting their human rights, to provide them with favourable working conditions that are free from unnecessary risk and to
maintain fair and competitive terms and conditions of service at all times.

The Group places considerable value on the involvement of its employees and has a practice of keeping them informed on
matters affecting them as employees and on the various factors affecting the performance of the Group, which is achieved
through formal a