*********

OOOOOOOOOOOOOO




o o
Annual Report
& Accounts 2021

Making home repairs and improvements easy

Easy for homeowners

Easy for trades

l




Our purpose is to make
horme repairs and
improvements easy.
Easy for homeowners
and easy for trades.

8 Membership customers buy a pollcy to cover
them for home repairs, principally plumbing,
. heating and electrics.

In HVAC (Heating, Ventilation and Air
Conditioning), we do installations and
replacements as well as repairs.

. In Home Experts, our online platforms match
consumers with local trades (tradespeople) for i

all home repairs and improvements | '
Checekatrade habitissime ﬂel-oc_a'.com'

We employ over 7400 people worldwide,

O ur vision is ,tO | to serve our customers in the. US, Canada,
A - UK, France, Belgium,-Spain, Portugal and
be the World S Japan. The HomeServe Way is to operate
l a rg est mo St with courage, persistence and integrity in
/ the service of our customers.

trusted provider of
home repairs and
improvements.

READ ONLINE ) :
To view this report online, go to !
homeserveplc.com
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GROUP PERFORMANCE HIGHLIGHTS

Revenue

£1,304.7m

Strategic report
Highlights

Statutory operating profit

£71.8m’

V55% from £158.6m.

I1

5% from £1,132.3m

Basic earnings per share

9.3p’

Or,diriary»dividend per share

T10% from 23.6p

V71% from 31.7p

‘Exceptional chargé,{)f £92.4m, mainly reflecting Qecisioh

Tl

During the COVID pandemic,
our homes became more
important to us than ever.
Demand for our products and
services increased. All of our
Usinesses performed weli,
thanks to'our dedicated staff,

contractors and partners.

We now have 8.4m
Membership customers and
a network of 64k trades.

fesulls and throughout the Strategic report. APMs are non-GAA|

give an indication of the current health and future prospects of the Group. Definitions of

to fu’{ly-irhpéi'r UK eServe system investment.
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Ataglance

At a glance
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Our purpose is to make home repairs and improvements easy, and our vision is to
be the world's largest, most trusted provider of home repairs and improvernents.

Although our operatrons are hrghly federated to. respond to the needs of the geographies they serve, we share innovation and
best practice across the Group. Membershrp and HVAC are managed closely together because of the many links between
them. By offering Membership, HVAC and Home Experts, we can work towards our ambition of doing every job, in every
home. We are creating a large network of skilled trades, and are committed to help'ng our trades mjke a good living, whether

they are self-employed or part of our workforce. We make home repairs and |mprovements eagy, fo

homeowners and trades.

[EROS

B Membership

For homeowners, the
peace of mind of a policy,
of knowing they have one
number to call if they need
assistance with plumbing,
heating, electrics, locks,
glazing, pest control and
technology.

Our Membership
business proved resilient
during lockdown, and
customer service levels
remained high. We
continued to grow our

| global customer base,

particutarly in North
America.

(_-;s».sepagen

Cystomgrs
8.4m

M™% from 8.3m

_North UK France  Spain . _New
ameiica - Markets

Retention rate
83%

Mppt from 82%

B HVAC (Heating, Ventilation and Air Conditioning)

The capability to install
and replace units, as well
as service and repair them,
so that we can provide

a complete service to
homeowners.

Every home has some
form of heating and/or
an air conditioning unit.
We are creating an HVAC
installations capability
in all f our established
Membership markets
through our buy-and-
build strategy, which will
enable' us to sell more
policies and operate
more efficiently.

Acquisitions
4 from 15

i
T 4 T

Installations
revenue £m

£101.6m

126% from £80.9m

France Spain

Home EXperts

An online marketplace to
help homeowners find

local trades {tradespeople)
on demand, to help with a
broad range of home repairs
and improvements, from
landscape gardening to
carpet cleaning.

The pandemic
accelerated the
consumer demand to
find trades online. This
benefited our Home
Experts businesses,
which saw record
levels of consumer
engagement.

B Seepage12
Web visits

118.0m

M6% from 110.9m 200

Checkatrade

Revenue

£139.8m

1M95% from £71.8m ¢

Checkarade eloca! - Habitissimo

In FY21, we have made significant progress on doing business responsibly, setting r\ew epwronment?l targets and
supportlng our workforce ahd contractor networks in tough times dunng the pandemrc B See page 20.

lelocal FY20 revenue (£22.1m) réflected only four moniths trading contribution to the Home Experls total.
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W nonth amenca BBuk Drrnce Bispain  Cn .qual i issimo & France
100%
0%
Revenue : ' o l Statutory operating profit/(loss) Adjusted operating profit
£1,3504.7m £71.8m £214.3m
M5% from £1,132.3m ¥55% from £158.6m 6% from £201.7m

Y geography with established operations in North America, UK, France and
pansion underway into Belgium and Portugal. In March 2021, we arranged
our businesses into three different divisions which are at different stages of development, Each division reports to one of our
Executive Directors, to ensure that each gets the focus and attention it deserves. Tom Rusin runs Membership & HVAC - North
America; Ross Clemmow is responisible for Memb’é’rshib & HVAC - EMEA; and Richard Harpin oversees Home Experts.

We run our Membership & HVAC businesses b
Spain, an early stage joint venture in Japan and ex

Bsee page 71 for executive biographies.

Proven track record in afi under-penetrated market; strongest
near-term growth potential
Our largest and fastest growing Membership business is' driving the Group’s riear term
growth and has poténtial to keep expahding. Norh Amefica slso has the Group’s most
established HVAC business and in FY21 acquired a further 7 busiriesses to support our
buy-and-build strategy. Bsee page 14 ' :

MEMBERSHIP &
HVAC ~ NORTH

Established, cash-generative businesses in the UK, France and Spain

with routes to future growth; new market in Japan

| ' The UK is our most established Membership business. Although customer numbers are

. curren'tly declining, we have opportunities to grow by opening up new channels such as
energy partnerships and direct to consumer, and by harnessing technology like intelligent

call routing to revolutionise customer service. Bsee page 15. -

MEMBERSHIP &
'HVAC - EMEA

France is a well-established Membership business with.the highest customer retention
rates and operating marg'iné in the Group. FY21 saw the most new customers ever, thanks
- to strong partnerships with large water companies and new relati6hships with online
aggregators. We will éxpand from France into Belgium in FY22, in partnership with Eneco

Belgium. B see page 15.

In Spain, since the end of our partnership with Endesa in 2018, our business has diversified
successfully. We still service the Membérship Customers we recruited with Endesa, and also
have growing HVAC and Claims businesses, the latter servicing a growing number of B2B
bancassurer partners. We plan to expand from Spain into Portugal in FY22. B see page 15,

In Japan, cur joint venture with Mitsubishi Corporation is making good progress, with our
first two utility partnerships and over 1ZQO'O customers now in place. @See page 15.

HOME Our most exciting médium to long-term growth opportunity
EXP. ERTS ' We are investing to build an innovative business model, through Checkatrade in the UK,

Habitis;imo in Spain and eLocal in North America.
Our Home Experts businesses are expected to deliver their first combined profitin FY22.

! * Bsee page 16.
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JM BARRY GIBSON

This statement marks the end of my tenure as Chairman of
HomeServe, so | want to start my review by paying tribute
to the talented people | have had the privilege to work with
dufing 1 my 17 years on tHeBoard. HomeServ‘e isa company
with big amibitions that attracts great people not ieast
because of the force of nature that is Richard Harpin, our
exceptionally talented Founder and Chief,Executive. | have
thoroughly enJoyed workrng wrth chhard the Board and

everyone at HomeServe andam remrnded every day that .

our core values of courage, persistence and integrity really
do permeate our business.

HomeServe has done the right thrng by our people
throughout this paridemic- domrnated year ensuring

that our office-based staff were able to work from home
comfortably and productively, that our engineers were
safe and well-supported as they visited customers’ houses,
not furloughing anyone or making people redundant as a
result of the pandemic. We used our in-house engineering
capacity well in the UK while we were only allowed to

do emergency jobs, and are very proud of the 3,000 free
emergency jobs.we did for key workers: Our care for

our people pard dividends. As at March 2021, employee
engagement exceeded pre- pandemrc levels.

People strategy has been a key topic for the Board this
year ~ making sure we have the right people in atl of our
key seats. It is a pleasure to welcome to the Board Ross
Clemmow in the new rolé of CEO, EMEA, and also new
Non-Executive Director Roisin Donnelly, who bririgs 30
years of marketing and advisory éxperience. We ended the
year one appointment away from reaching the Hampton
Alexander target of one third female Board representation,
and will continue to work towards this target this year.

The Board agenda this year has been well balanced
between overseéing the operatronal resilience of our
business, and planning for the future. Our operating

- “Throughout my cargeér;1 have always
stuck to the simple prrncrple that if we

“took after cur people, our people will look
after our customers. Never has this been
more important than curing the CO\/ID

pandemrc

results speak for themselyes, notwithstanding the impact
on the statutory results (FY21 statutory PBT: £47.2m FY20:
£1379m) of exceptronal charges. We were delrghted to
delivera 6% uplrft (o £191 3mi i adjusted profit befsre
tax the profit measure we use to mariage the business.
Strategrcally the Board focused on folir kéy topics. We
Aremarn wholeheartedly convinced by our growth prospects
in North America and encouraged by the progress being
made at Checkatrade to build a market-leading onlrne
.platform to match consumers with trades. Inthé UK, we
took the difficult decision to fully i impair our investment in
the eServe customer relationship managemem system, ‘and
in the coming yeafs the Board will support the UK business
as it embraces digitisation and automation and refreshes its
customer base. The Board also spent consrderable time on
international business development. With the exceptron of
—our high potentiat joint venture with Mitsubishi Corporatron
in Japan, we décided to adopt a “near neighbour” strategy,
“to make the most of our existing infrastructure and minimise
risk, and focus on adjacent territories such as Canada,
Belgium and Portugal )

— Given the resilience of our busrness in FY21 and strong
prospecls for future growth, the Board proposes a final
dividend of 19.8p to take the total dividend for the year to
26.0p. This represents an incréase of 10%, significantly ahead
of FY21 growth in adjusted earnings per share.

To fulfil our purpose to make home repairs and
improvements easy, our strategy, in a nutshell, is to

match customers: needs with trades, to generate repeat
and recurring income. In order to assure the long-term
sustaj'nability of our business, we must do this responsibly,
not least’beca_usé of the deep emotional attachment we all
have to our homes.

The last toprc I want to highlight is our progreéss this year
‘on artrculatrng our responsible business approach which is
based around four key pillars.
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§ Delivering for B
our customers

b Building the workforce B
of the future and treating

j our people responsibly g
LGRS ORI A4 138, |
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. Using our ski .
f support communities
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do
 Participating in the B
§ transition to a lower
{.carbon future Fue

In the course of the year, we have done the right thing for
our customers, our béoble and our communities, put more
formal responsible business policies in place and for the
first time, committed to a carbon reduction pathway of 1.5
degrees by 2030 in respect of our Scope 1& 2 emissions, a

42% reduction on our 2020 baseline.

With operational resilience proven and future prospects
strong, | am delighted to be handing over the Chairmanship
of this great company to Tommy Breen. | do so in the
certain knowledge that | am leaving HomeServe and all of its
stakeholders in good hands. It remains for me to say a very
sincere thank you to everyone who has supported me in my
time with the company, and to wish you all the very best for
the future,

JM Barry Gibson

Chairman

18 May 2021
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Our Chairman designate

TOMMY BREEN

I waht to start by acknowledging the i’m'port'a:_'nce of the
contribution Bairy has rhade to HomeServe in his 17 years
of the Board. HomeSeve is bt on strong foundations
and has an exciting future ahead of it Barry's influence
and oversight have béen sigriificant in gétting us to where

we aré today.

lam excited and honoured to be taking over as Chairman
at a time of opportunity for significant development of
the business in the coming years.

Since joining the Board in January, I have spent the
time meeting (albeit virtually) many of the senior team
and getting to understand the business. | am hugely
impressed with the entrepreneurial Culture, drive and
ampbition emanating from Richard and percolating
throughout the Group.

I am looking forward to working with Richard and all of
the Board on behalf of all of our stakeholders, to coritinue
the great HomeServe growth story.

Tommy Breen- .

Chairman designate

140434 D193 1vy1 S I
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‘purpose is to make-her

RICHARD HARPIN

This has been an extraordinary year, with Sur éntire financial
year playmg out urider the shadow of the COVID pandemic.
Throughout we have remamed focused lon dorng the
'rlght thrng for our people and our customers and thls has

€ onal charges (FY21 statutory
PBT £472m FY20 £1379m) adJusted PBT rose by 6%. This
demonstrates the power of our business fodel and the
dedication of our people: | am gratefut to every single one of
them. We have also made significant progress strategically
this year, which sets us up well for continued strong growth.

One of the most difficult decisions Wwe took this year was
to halt the mplementatron of eServe, the UK CRM solution
we procured in 2013. This drove an exceptional charge

of £84.8m, which reduced statutory profit before tax to
£47.2m (FY20: £137.9m). eServe was highly configured

to our business and became costly and infléxip!e to
implement, with further configuration issues emerging as
implementation progressed It will be replaced by a more
flexible, cloud-based solution. Current planning suggests this
will be a Salesforce solution, similar to those |mplemented
successfully in France and planned for rmplemematron in
North America. As ever at HomeServe, we will look very
carefully at what we can learn from this experience. We now
have the opportunity to move forward and standardise on
an industry leading solution.

In the'last year, we have all been vvorking,
learning, exercising and socialising from

home, and our homes nave become Mmore

important to us than ever. HomeServe's
irs: and

improvements easy, Whether it be fixing
wear and tear or helping us transform our
homes and gardens. We have seen more
dernand than aver for our services'”

each with drfferent fi nancral pror" iles: Membershlp [} HVAC
(Heating, Ventllatron and Arr Condmonrng) North America;

that each gets the focus it deserves, they are %Ecrf 'r(]n by
one of our Executrve Drrectors wrth ourfourth Executlve

onsrderatrons The, k'.
as follows. )
Membership & HVAC ~ North America
Tom Rusin is focused on delivering our medium- term
growth targets and developing our North Amencan
partnerships, product suite and service capablhty to keep
growing beyond our $230m adjust operatrng profrt
milestone. Tom has global prod'u' thir e §nsnbrlrty for
Membership. w, T A

» o

Membership & HVAC - EMEA

Ross Clemmow joined us in March 2021, and brings online
retail, digital and private equity transformation experience
to our executive team. -He is focused on adding value

to our established busrnesses in Frénce Spain and the

UK, and on developing new routes to growth including
through expansron into adjacent markets in Europe. He
also has responsibility for our joint venture in Japan. Ross
has global product responsibility for HVAC, where we now
have a global portfolio of 46 businesses and installation
revenue of £101.6m. There are significant opportunities to
develop HVAC as a new channel for policy sales and realise
efficiencies as we build a global HVAC infrastructure.

Home Experts

| work directly with the leaders of our Home Experts
businesses in the UK, North America and Spain to build a
market-leading model to match consumers with trades
online, and to share expertise across our businesses.
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Membership & HVAC - North America
Our North American business had a great year, despite
much reduced marketing volumes in the first few months
of the pandemic. We achieved 7% predominantly organic
customer growth to 4.7m, 85% rétention (an i increase of
two percentage poirits), 22% revenue growth of which 9
percentage pornts were organic, 27% growth ih adjusted
operating profit to $137.9m and a percentage point
improvement in margin to 21%. Weé were delighted to sign
néw partner agreements which cover 6m new households,
a59%i increase on gross new household adds it FY2O
despite the mterruption in utrlvty partner conversations early
in the pandemrc We made good decisions to withdraw
from rélationships where marketing returns had started to
decline, and instead to market direct. We ended the year
with access to 66m households (@ netz2m increase) with our
prpeline of poteritial new partners at its strongest ever. Our
HVAC busrness had an outstandlng year, wrth installatrons
revenue growth of 43/ to $76. Om We are making excellent
progress towards our prevrously announced $230m
operating profit target and are starting to look beyond our
medrum -term targets to the long ‘term continued growth
potentral ofour businéss in North Amefica

Membership & HVAC - EMEA

All of our European businesses display attractive
characteristics: loyal recurring customers with high
retention rates; strong and stable cash generation and
several opportunitres for growth through new partners new
channels and new markets.

The UK is HomeServe's most established market. The UK
businéss continues to deliver attractive return$ and provides
a high quality servrce to a smaller iumber of loyal customers
that value and use our products. Under the new leadership
of John Kitzie, previously CEO of our North American
business, we have developed plans to take the UK business
forward and return it to a growth trajectory.

With this new transformation programme, we have started
the process of reversing the long-term Customer decline
which drove a 10% fall in adjusted operating profit to £72.5m.
John is one of our very best operational leaders, and brings
with him sighificant experience of the operatlonal processes
and technology that have created a strong platform for
growth in North America. John's initial focus will be to bring
these operational best practices to the UK. As an example,
we are making rapid progress in claims automation and in
driving efficiency in our field-based service operations.

Alongside the implementation of operational best practices,
our UK team is developing opportunities to return to top line
growth through digitisation, improved marketing and new
partnerships. We will also implement the successful HVAC
buy-and-build strategy already in progress in North America,
France and Spain.

strategic report ' 7
Chief Executive’s review

in France, we added 0.2m gross new customers, our highest
ever level and a 10/ % year-on-year ificrease; to end the year at
12m customers in total Investment in growth opportunlties
lncluding arenewed partnership with Vedlia and accélerated
customer acquisition via drgital channels meant that ad)usted
operating profit grew relatrvely modestly Up 2% to' €39.8m.
Our French business is characterised by strong working
relationships with long term and newer afflnity partners and
excellent lT rmplementatlons WitH ¢ our legacy customer
management system now replaced wrth Salesforce The
HVAC buy and burld strategy is performing well in France
and marketlng activity wath Eneco Belgium will scale up as
the COVID pandemic subsides. ln its 20th anniversary year, it
is great to see our French business continue to grow.

In Spam performance improved inthe second half in
Claims, after Claims turnover suffered early in the pandemic
Just as we boosted our resources in anticipation of higher
volumes: The first half effect of this investment drove a 14%
fallin full year adjusted operating profit to €19.8m. Mesos

is proving to be a successful acquisition in the Claims

space and gives us service capability.in Portugal. HVAC

is performing well and in Membership discussions are
ongoing with a range of energy companies to develop new
Membiership propositions.

Our joint venture with Mitsubishi Corporation in Japan
continues to progress well, with two partnerships giving us
access to ¢.7m households and the partner pipeline strong.
We have over 17,000 Customers; are seeing good take-up
on marketing campaigns and €arly indications suggest a
very strong retention rate. It is still early days, but prospects

_for the Japanese market look good and we are happy to

continue to invest at current levels to realise this potential.

.liome Experts

During the COVID pandemic, consumers spent more
time and money than ever around their homes, British
~homeowners spent an average of £2,608 on home
improvements in 2020, anincrease of 15%, according to
Checkatrade research. We continued to develop our Home
Experts platforms at pace to match more homeowners with

trades (tradespeople) online.

'

Checkatrade continued to strengthen its leadership position
in the UK with the highly successful ‘Julius Caesar’ television
advertrsrng campaign. Consumer visits to the website grew
a market-leading 23% to 29m and the number of contacts
(telephone calls and quote requests) between consumers
and trades grow strongly to 8.1m. On thé supply side, the
number of trades grew 11% to 44, ,000 paying trades. Our
décision to support our trades with deep discounts in the
first thiee months of the pandemic helped keep trades on
the platform when they were not working or earning. A key
area of focus at Checkatrade is to improve the distribution

LEOd3Y 21031y }
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Continued

of contacts, so that as many trades as possible see value
from their subscnptron These systematic enhancements
are expected to drive an acceleratlon in trades acqulsrtlon
and retention in FY22 as Checkatrade S predomrnantly
subscrrptron -based model moves towards profrtabllrty in
FY23 and substantial growth beyond

eLocal Had a very successful frrst full year as part of
HomeServe delrvenng a32%i rncrease in monetrsed calls
ori a like-for-like basis, to 3.6m; a first full year of revenue

of $119m and an adjusted operatrng prot” it contnbutlon of
. $18m elocal has a proven model and strong potentral for
growth in the under—penetrated us Market.

At Habitissimo, the transition of the business model
continues, with the launch of Directory Extra expected to

stimulaté more matches for Habitissimo’s 89m website visits.

Doing business responsibly

For most of us, our homie is a refuge. Because we work in
people’s homes, doing business responsibly is crucial to our
continued success. The resitience of our business model
depends above all on the dedicatioh of our people and the
service they provide to our customers.

! have always been impressed by the courage, persistence
and integrity our people show every day in the service of
our customers, and this year we matched this everyday
reality with increased prominence for responsible business
initiatives on our Board agenda. We created a Corporate
Responsibility Committee in January 2021 and agreed four
key areas of focus: '

» Delivering for our customers

« Building the workforce of the future, treating our people
responsibly and embracrng drversrty

« Using our skills to support the communities we touch
« Participating in the transition to a lower carbon future.

We are now commiitted to a carbon reduction pathway of
1.5 degrees by 2030 in respect of our Scope 1 & 2 emissions,
a 42% reduction from our 2020 baseline. Opportunities
are emerging to help homeowners participate in the green
revolution and support decarbonisation, for éxample
through alternative heat sources and the installation of
electric vehicle charging points. | was particularly pleased
with the launch of the HomeServe Foundation in the UK
this year, to champion the recruitment and training of
more apprentices for our industry. We see doing business
responsibly as a differentiator and an opportunity, and | am
looking forward to seeing it continue to deliver benefits.

Honesaive ple, Annae i Repat & Acco.nts 2021

A tribute to Barry Gibson, and welcome to Tommy Breen
Tommy Breen takes over as Chairman from Barry Gibson
on 19 May 2021, Barry has been on the HomeServe Board
srnce the demerger from South Staffs Water in 2004, and
has chalred the Board with dedication and Skl" since 2010.
He has always championed putting the customer at the
heart of everything we do, and focuses above all else on
people Barry created the Board People Commlttee and
champloned talent recrurtment and development drversrty
and mclusron fwantto express my srncere thanks to Barry,
who, helped steer HomeServe from a market capitalisation

" of £300m to close to. £4 bllhon It was a fitting tribute to

Barry's achlevements that he was the 2021 FTSE All Share
winner at this years Non-Executive Director Awa_rds.

In Tommy Breen, we have found a wérthy successor to
Barry. Tornmy is an experrenced non-execuitive drrector and
until 2017 was Chief Executrve of DCC plc, where he spent
a’highty successful 30 year career, A chartered accountant
by trarmng Tommy bnngs to HomieServe an extensive

track record of dehvenng sustamable growth in a diverse,
mternatlonal buslness' both organlcally and by acqursmon
Tommy started addrng value to our Board as sooh as he
joined in January 2021, and ! am very much looking forward
to working with him.

Conclusion
HomeServe makes home repairs and improvements easy
py'ma‘tChing customers’ needs with trades (tradespeople),
to generate repeat and recurring income. Our continued
progress towards our ambition of doing every job, in every
home takes me back to where | started this reviéw - to
our people Our March 2021 employee survey shows
engagement ahead of pre-pandemic levels, with each of
our businesses currently certified as a Great Place to Work.
The dedication shown by our people to our customers and
our business dunng the pandemic has been extraordinary. |
am very proud of what we have all achieved in the last year,
and we are now well placed to achieve significant growth in
the coming year and beyond.

In FY22, we expect to see strong growth in our North
American Membership & HVAC business and continued
progress in Home Experts, particularly at Checkatrade. Our
European Membership & HVAC businesses remain resilient
and cash generative, each with routes to future growth. We
are confidentin the Gioup's proschts and expect to return
toa traJectory of strong earnings growth in FY22.

Richard Harpm
Founder and Chief Executive

18 May 2021
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Our customers are at
the heart of our business.
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Market overview

Fvel UPD,

f s e s

' As aTesult of the COVID pandemic,
:homeowners spent more time and money at
home Whether itbe on DIY or tradespeople,
ngend on home repairs and improvements
creased both to combat wear and tear
adapt o mes-to home working:
‘By.wayohllustrallon consumer. visits to the.-' “e
Checkauad‘e Web5|te increased 23%1 inthe ! Ui Want to avoid the disruption of dealing with a problem in
their home
* Like to budget carefully and avoid unexpected repair bills
¢ Tend to be an older demographic; often on fixed incomes

HOMESERVE OFFER
= Membership B HVAC

What's changing?

This segment constantly renews as homeowners’
circumstances change. Many buy a policy when they retire, and
only give it up when they move into sheltered accommodation.
There may be a demographic shift in this segment as younger
homeowners accustomed to subscnptxons in other areas of

. . : their lives - Spqtlfy Netﬂlx consider buying a policy, having
“Se.page 28 formiore on the HomeSer : 54 been targeted through direct marketing and social media.
F.our.dagion, : i LEY

~ Unserviced .

[ 'lsrupt the 4tatus quo
i";‘v i




* Have the knowledge, skills and mouvatron to carry out
repair wo k themselves :

. These h eowners may call on a thrrd party for jobs
requmng specrallst skrlls equrpment or quallt” catlons
T

i
HOMESERVE OFFER ! :
8 HVAC B Home Experts

_ In most countn s, there are fewer confident DlYers and
) younger homéowriers are less lrkely to live closer to the

support network provided by their family.
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o ' -‘We are best placed to serve all t ee homeownert

Strategrc report
Market overview

+Find a trade when needed by word of mouth, paper
dlrectories and lncreasmgly online

Fnd:ng a hngh qualrty trade, wrthout hassle, is often just
as rmportant as fi nancral consrderatlons

Typrcally appeals toa younger demographrc whose
lnstmcts are to search onlrne

HOMESERVE OFFER
E Home Experts

Competrtwe dynamrcs remarn relatrvely stablé. In -
Home Assrstance HorneServe remarns the foremost
company to partner wrth utrlrty companres whrch

grves u a unrque o'pportunrty to grow market share

In HVAC our buy' and burtd strategy ocﬁs’r'onally

pnvate equrt)g but acqursrtron pncrng i largety stable
ln Home Experts we cont ue to develop our market-

leadrng D’ ectory Extra model and are no aware of

therr home rn the precedlng 12 months - the same
share as the next three largest platforms combrned
- wrth Checkatrade havrng grown |ts share by 4pp S
We continue to mo'mtor actrvrty from potentral new..

e, . B y
.1..‘y . e .

HomeServe remarns rn a unlque competltlve pOSItIOI’l
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Business model and strategy

What we do
HomeSeive's pUrpose isto make

Thé answers to three questions sum up our busmess

del. _ “

home repairs and |mprovements asy, | ™% . Ly

and OUI' VISIOI"I IS tO b the } orld S 1 What are we deeply passnonate about7 '
we are deepty passuonate about n akir ng home repairs

lal' gest and most: trUSted pl' ovnder of i and |mprovéments easy, for ﬂwomeowners and trades
home repalrs and |mprovements K (tradespeople) Thus passion comes alive through our
customer-centrlc ‘culture and our deep understandlng

of customer needs which has been years in the
making and keeps evo!wng.

We achieve this principally in three ways. To ihsurance-
minded homeowners we sell pollcues to cover a range of
home emergenaes via subscnptaon—based Membership 2. What cah e be bést in the worid at?
services. Our HVAC mstallatlon capabllmes complete our We have the potential to be best i m the world at
servicé offefing for Hiomeowners who heed réplacement Matching customer.neéds with tradés, as we develop
units. For people who' preferto deal wnth issués as !hey arise : our product line; investin partnershnps marketing,
{(Home' xmprovers) or DIYers who need s| ec!agst help, technology and innovation; and create the world’s
we have onlme on demand Home Expert§ platforms that largest trades network.

;3. What drives our economic engine?
i Weunderstand the value of generatung repeat and

t N T 1NC H
INSURANCE MINDED ! recurring income to create sustainable growth'and

:  resilience. .

R ;

Membership ! Ourambition
' is to do
:  everyjob,in
{ everyhome.

SEIvCC and e dedication of ourpcople we Go
ty. Our lscat netweris of enployed :

The strength of this business model five key sources of

. .HOME IMPROVRS 3 D!Yers ¢ value, thatare distinct to us.
1. Partnerships: we have strong affinity partners who
provide us with ourprimary route to market.

2. Marketing our marketing expertise enables us to
reach our homeowners and trades W|th the right
product at the nght price.

-
Home Experts
- ok e < e - — —
In Home Experts:trades (iradespcople) are our
customers, and our job is to match them with
consumers in their tocal area, who need their
services. This provides our trades with an income
siream and vse aiso provide systems and processes ) i
1o help them run their businesses more cfficiently. ;
\Ve aim 1o suppor: our trzdes at every stage of their
career, from apprenticesnips through building their
career 1o mamniaining their reputation. °

3. Customer service: our culture puts the customer at
the heart of everything we do.

4. Local networks: we work with trades (tradespeople) to
deliver great service to homeowners.

5. Fmancnal resources and expertise: we are disciplined
in the way we deploy capital and have ciear processes
in place to deode where we will and will not invest. -

Executing well relies on deep knowledge of customer
service and the commutment and expertise of our
people Our respoqsuble busmess approach focuses
above all on these two stakehoﬁder groups

SN SO AN

ALL TYPES OF HOMEOWNER

(Hesating, Ven

HVAC Air Congiionin

[

5 %See page 20 for Responsible business.
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The world's
lergest trades
network

L80d3y 21031vuLs
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impact elements of our business modél, and theréby our growth
strategy and future profitability. The impact of sorme but ot all risks
could lead o tipside potential as weil as downside threat. Foréxample,
market distliption in the digital world miay als6 accelerate customer
take-up; or in respect of partnerships, we may conceivably sign more
partners than we expect in Noith América. . .
B See page 20 for Resporisible business.

Our principal risks, and in particular our Group. Enterprise riskse each
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MEMBERSHIP & HVAC — NORTH AMERICA

Homei ene ¢ Anviust Report & Accounts 2021

Our Membership product line appeals to
insurance-minded homeowners who are
minded to buy policies to remove the hassle
and cover the cost of household repairs.

We drive growth in our Membership businesses by:

» developing new partnerships to give us access to more
homeowners

+ marketing effectively to turn homeowners into
customers

* adding value to our products to increase net income
per customer, and

» providing excellent customer service to encourage our
customers to stay with us.

We have significant opportunities to deploy new

technology, systems and processes to provide state of the

art customer service and increase the efficiency of our

operations.

Developing the capability to instalt and replace heating,
ventilation and air conditioning (HVAC) units completes the

circle of service we provide for our Membership customers.

It 3lso gives us new opportunities to sell Membership
pohcnes and partlupate in the green revolution to promote
new souices of domestic energy. Our strategy is to acquire
and integrate high quality local businesses, work with their
management teams and apply our marketing expertise to
help them grow.

Targets
North America Membership & HVAC represents our
biggest short to medium term growth opportunity.

- - : . A

1 et Aveaxariecrm Mernioarsni e FAAC Fedl & aeeh

r@mw@m@aymmmmwg Y
é%”é? GG

P1____ Medumtolong term bige
Customers 4.7m 6m - 7m
ncomepercomomer 108 Si0-525
Margin (policies) 25% 24% - 26%
HVAC profit $10m $30m - $45m N
Adjusted operating profit $138m $230m

KEY PERFORMANCE INDICATORS:

Affinity partner households Retention rate
Customers Income per customer
Policies

PRINCIPAL RISKS:

@ Competition @ MBA strategy
@ Underwriting capacity and concentration @ Regulation
@ Digital transformation Technology investrnent

HVAC integration .Parlner loss @ People @ Financial

Ween, @Emie M redluaad GRerieiing weltummes in
e oot oy paerrlag off 4 promdane. We aefieuce
P# prasteranertly Srepaic Gusierng: erawilh @
40, 6% valemiiion m tnereEe off Qe mEreaiERR
PERlS), 22% FeusRe Srewiin of wiiidh S pereaese
DNl $aie CIERRIE, 277 Grawithn ﬂmacmmaj _}
SRl Erefts to SAE28m il o @ :
mmﬁ@mhmagn E@ L. w@m@, J

Mm@m @@@%mm @n @a@sﬁﬁw ity
L SRR EYAY, dsiaine nRamsieaRd iy, O

et rettip Shadlpeated
cm@m@m’ y
O B Bl
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HVAC-EMEA . e

MEMBERSHIP &

HomeServe's European Membership
businesses are more established than our
North Americen business.

Allof our European businesses display {he attractive
characteristics of good visibility and strong cash generation,
and have routes to futlre growth. | |

i

L80d3Y 2193 1vyLs

We entered the Japanese market in a joint venture with
Mitsubishi Corporation in February 2019. Mitsubishi .
Corporation is very successfully facilitating introductions to .

Japanese utility companies. ‘

KEY PERFORMANCE INDICATORS:
Affinity partner Households Regentiorf rate
Customers Income per customer

Policies

A3 J > n io 3
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HOME EXPERTS

Home Experts enables HomeServe to serve
the home improvers customer segment:
homeowners who go online to find a local

v
S

~ by g d
-

T trade to help them with home repairs and
2 improvements. ‘
;y: We have three online platforms:
2
g‘j ‘ the UK's leading online
&} Checkatrade odiectory of checked and
W R ' vetted trades
L hablt m Q  the market leader in Spain

in the US, where we acquired e

ﬂel_ocal com a79% stake in November

2019.

. 'Each glatform is current(y pursumg its own growth path ] ———— o s . R o

- and weare lea nmg from each opportunlty Over tlme * During the COVID pandemic, consumers'spent more 5

. we expect to. mov towardsa smgle W'nnlng model = | _time and money.than ever.around theirhomes. ,We. o....:)
B:rectory gxtr Homeowners w»ll be able to choose from a { continued to develop our Home Experts platforms =

" al pace to match more homeowners wulh uades
{tradespeopte) online.

Checkatrade continued -
tostrengthenits - - ~
leadership position in

We have a multl-yea he UK with the haghly

. out our network of trades and generate consumerdernand : r-successful Juhusv
through effectlve markeung, to help trades grow and
manage thelr busnnesses “
The most advaniced investment plan is at Checkatrade. M 175390 29 M

' ' ) ) cal(s and quote ref

Targets for Checkatrade -

Fr21 Medium to long-term target
Trades 44,000 150,000 - 200,000 WIS
—— b+ — —————— . —— A —— v—" P——————— —— e b l a es qg% 1y
T T - 3 tade subscrip
Average revenue per trade £939 £1,200 - £1,300 N0 ‘és*towar s‘pro | abl{,"fyéﬁgr
Margin - 25% - 35%
Adjusted operating profit (£16_m) £45m - £90m

KEY PERFORMANCE lNDlCATOi?S:

Trades
Web visits

PRINCIPAL RISKS:
@lnformauon security and cyber resitience @ Dtgxtal transformation

@Technology mvestment People @ F nancnal
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Busingss model And strategy .

.‘
| Of the future and treating
| OUr people responsibly j

If we take care

of our people, our
people will take care
of our customers
and our business.

uilding the workforce il

g
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Key performance lndlcatrs

At HomeServe we measure progress against the key strategic initiatives of our global business tines by tracking eight Key
performance indicators (KP!). Directors’ remuneration is structured to support the Group's strategy and its financial and
operational performance. As such, certain of the KPIs, of those listed bélow, forrh part of the performance measures to which
Executive Directors’ remuneration is linked. 8 See page 97 ‘Directors’ Remuneration Policy’. Definitions for each KP! are given
below, B See page 215 Glossary for more detail. In addition to the strategic initiative to which they corfespond the KPI, and
factors driving movements on the prior year, are discussed in more detail at the country level in the Operating review.

Customers

m

84 1%

e | 2o AR

1 T —r
Y —————

Affinity partner households
m
118 Tex

2021

2020

2019

2018 109 2018

2017

102 2017 B¢

Tracks our success in converting our addressable market into

Tracks the growthin Membership’s addressable market,
revenue-generating customers by delivering great productsand .

delivered through existing and new partnerships with utilities

and municipals. services.
Strategy Strategy

MEMBERSHIP & HVAC - NORTH AMERICA MEMBERSHIP & HVAC - NORTH AMERICA
. MEMBERSHIP & HVAC - EMEA <. 7 MEMBERSHIP & HVAC - EMEA

Good growth driven by signing over 2 new partners a week in Continued strong growth in North America with customers
up from 4.4m to 4.7m, giving further confidence in the

North America.

medium to long-term target of 6-7m customers in this
territory. Offset by Spain where the Endesa book is in run-off
and a reduction in the UK.

Policies Retention rate
% —_

o

161 11 83 1ot i

R N e T R e A 5
WY B e A,V VT P 2

lllustrates our ability to grow our product line through customer : The percentage of policies which are renewed after 12 months
focus and innovation and to market those policies to customers. ¥ forafurther term. This reflects our ability to deliver fit-for-
i  purpose products and great service to our customers.
Strategy
’Q MEMBERSHIP & HVAC — NORTH AMERICA

MEMBERSHIP & HVAC - EMEA

Strategy
MEMBERSHIP & HVAC ~ NORTH AMERICA
MEMBERSHIP & HVAC - EMEA

Existing customers are continuing to choose more products
and benefit from increased cover. 10% increase in North
America, partially offset by Spain where the Endesa book isin
run off and a reduction in the UK.

Retention rate up by 1ppt, driven by increase in North
America, with other territories broadly stable.
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Income per customer

T3%
£144
Te6% T1%
$108 : €109
me V2%
‘ €60
Né’rt‘h Aﬁ:wérica ) UK . . .Fr'an.cé . Spain

Measures our ability to design and rﬁérkg@ increasingly valuable
products, and sell them efficiently. Due to currency. differerice,
we track this measure ét’a’ gqura'_'phic',fl'evél,i o
Stré\g'gy o ' b

LI  MEMBERSHIP & HVAC - NORTH AMERICA

* "MEMBERSHIP:S HVAC - EMEA '

Growth in all businesses apart from Spain.

The number of paying customers in our Home Experts
business, being tradespeople. Tracks our progress in building
the supply of a large oriline community of trades. For
Checkatrade in particular this KP! measures progress to our
stated long-term goal of 150-200k trades.

Strategy

HOME EXPERTS

Total trades at Checkatrade grew 11% to 44k, whilst trades at
Habitissimo fell by 4k to 20k.

*2020 includéd, elocal.

Web visits

I18.0 Texn .

Adjusted profit béfore téx
Em

191.3 7Tex
202 I 5 ;

Total web visits to our Horme Experts platforms Checkatrade &
Habitissimo. Tracks our success in driving consumer awareness
of our online community of trades. This exc,ludes elocal, for
which monetised calls is the key live metric.'

Strategy
O HOME EXPERTS
We continue to drive higher consumer awareness of the

availability of local trades through our Home Experts ’
businesses.

Our key profit measure by which we monitor business growth,
efficiency and sustainability.

Strategy

Q MEMBERSHIP & HVAC - NORTH AMERICA
% MEMBERSHIP & HVAC - EMEA
HOME EXPERTS

Robust profit growth, driven by strong performance in North
America.

Bsee page 210 Glossary for réconciliation back to
equivalent statutory measure.
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Responsible business

An introduction from the
Chairman designate

TOMMY BREEN

HomeZene pic Annue e Repon § «caounss 7022

Our stakeholder engagement

During the COVID pandemic, we invested more than ever in
our relationships with key stakeholders in order to maintain
and grow the resources and relationships on which our
business is based.

The resilience of HomeServe's business model is based
on doing business responsibly - and on the dedication
of our people and the service they provnde toour
customers. This has never béen more important than
during the COVID pandemic. The last year only served
to emphasise the significance of our homes and the
emotional attachment we have to them. The fact that
HomeServe works in people’s homes means that doing
business responsibly is crucial to our continued success.

While HomeServe has a strong culture of doing business
responsibly, there has been a step change during the
last financial year in Board-level focus, particularly on
our environmental impact. We created a Cdrporate
Respensibility Committee in January 2021, which |

_ will chair going forward. Our Environmental Policy

and targets have been approved, with implementation
plans now being put in place. We have also formalised
our Responsible Busmess Policy and updated and re-
published our Code of Business Conduct. Much of our
work-$0 far has been to formalise and document what
we already do, but by upping our game particularly
around our environmentat impact, we have shown
everyone at HomeServe that this work is strategically
important, and that we care.

We are at the early stages of a long j Journey, inwhich !
look forward to participating.

Tommy Breen
Chairman designate

@ Homeowners =

Homeowners are the key consumers of our servnces and
making home repairs ang vmprovem’ nts easy for them is at
the core of our busmess is essenttal that we remaun abreast

-fangl eds ar !
research 5nd customer feedback Wf want homeowners’
_interest in HomeServe to increase, and are working to build
brand awareness to achleve thls goal

I R ‘Ln oo bi g e Taais o

IS, T 2 b::éc:ﬁ&:qa Py |
' * = W

FY21 UPDATE g o Tae =

-Dunn t S COVID panoemxcwe |esponded oulckly to} ,'
FEMaintain service levelsand to'adaptiolocalrestiiCtionsE|

arid zequ:rements We'enabled all of our contactcentre

ln the {JKxwe used SPAIE

engmeer caaaty whn[e

Lon 1y emergencyjobs were

~1‘,

135430 A0t | oed 12 2ovme AP
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,‘sa §‘0 th

o ) L T

- o — e

2 Afhmty bartners and the
248 communities they serve

Affinity partnerships with utilities provide our most important
marketing channels in Membership. We continue to expand
our range of partnerships, but recognise the importance

of maintaining our existing relationships, understanding

the pressures and opportunities in the utilities sector and
delivering excellent customer service to justify our partners’
faith in us. We wdrk with our pann'ers to add value to the

communities they serve.

Y N WA Ay

CIESE L‘zv-:r’\*z::w'z-m:_a T
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Trades (tradespeople) including
% directly employed engineérs and contractors
We want to make home repairs and improvements, easy for
" trades as well as homeowners. For our business to grow,
the network of trades we work with must expand - be they
directly employed engmeers the sub-contractor network
that powers our Membershlp business, or the trades who
find work via Checkatrade, Habitissimo and eLocal. We are
working to deliver value to our trades, wherever they sit in
our network, and expect their influence on our business to
increase as we grow.

Checkatrade engages with its members in a number of
ways for example via the Checkatrade Commumty an
online platform used exclusnvely by Checkatrade members.
The platform was set up in 2019 and néw has nearly 9,000
trades signed up, who are all given the opportunity to
engage direcCtly with Checkatrade representatives and offer
their feedback and suggestions on exnstlng products Around
150 forum members have also applied to be involved in
Checkatrade’s Membér Research Gron which allows

the business to gain valuable feedback on new ideas and
lnnovanons before they launch to a mass audlence

£
3 urmg lockdowp our

v 380‘1?’5-?5'0"

13;515:0“' t1c ‘5"‘1u :. St
%a de IC klac

8ok 354k 1)
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Responsible business

Our people, their representatives
and the communities in which
they live

- We have a diverse international work force = technicians,
contact centre teams; marketers, salespeople accountants,
lawyers and HR specnahsts to name but a few. We are

1 investing more than ever in developing our people focusing

on key DOIIC)/ areas like diversity and inclusion and ensuring
that our people s voices are heard as we deliver our plans
for growth. We encourage our people to engage in the
¢ommunities where they live and work, and support them
when they do SO.

] 'home and kept our OfflCE’ :

-open for those who were
‘ _unable to do SO, As ares|
) ‘productuv«ty remained
@ strong throughout -
§ the pandemic and o
employee engagement o
scores r.??}?‘”‘ifi‘li.g .

<ot eage

Financial community

We maintain a regular dialogue with cuirent and prospective
shareholders and the wider investment community to

make sure they have sufficient information and contact to
drive investment decisions. We investtime in our banking
relationships and with our financial markets advisors.

Underwriters and other
key suppliers

The firms who underwrite the short-term cost of our
Membership repair network are key suppliers, protecting our
business from short-term claims volatility and enabling us to
always do the right thing for our customers. We will continue
to manage these and other key supplier relationships
carefully and review them regularly.

=>
We maintain active relationships with our regulators and will

build our relauonshlps with government, opinion formers
and mfluencers a5 our business g grows.

Regulators, government, opinion
formers and influencers
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Our approach to responsible business has four pillars. We are developing

measures and targets for each.

.
| ;' !

Delivering for our customers

Customer dissatisfaction

+
Bwldrng the workforce of the future
and treatmg our people responsrbly
Employee engagement

78%

' Delivering for B
| our customers

retentuon ‘drives reven'ue $6 strategy
and responsuble‘busmess are: alrgned

Membershrp busmesses .
Customer centricity is about havrng great products and
service, technology that supports ang ) the )
customer expenence eff tive customer fee back processes ’
and decrsron makrng proce es that take the rmpact onthe
customier into account. We take gréat care to work only

with third parties and partners who share our passion for the
customer and we mohitor their performance to ensure they
deliver to the same high -s'tandar,ds we expect of ourselves.

The Group has adopted a customer.governance framework
with which each Membership business must comply.

Each business is required to complete & detailed annual
questionnaire on compliance with the framework, the results.
of which are reported to the Audit & Risk Committee. Each
questionnaire is signed off by the busiress unit's CEO, with
whom ultimate responsibility for custor_ners rests.

UK Customer Promlse .

North America Customer Promtse '
: Nottmgham ’

Chattanooga :

" FY21 CASE STUDY

Each commrttee ‘has developed custo

Product Management - HomeServe Spain

We have a full and robust process for managing products
from desighn toin- -life ‘performance and revision, and
through to rétirement. This follows a “review and adapt®
approach to assess whether products are meetlng '
stakeholders’ needs and focuses on three core elements:

" improved customer expenence (great products and,

great customer servrce) value to our partners and strong
commercial performance

We conducted a review of product value froma .
customer perspective with our-partners in FY21. As a
result, addrtronal appllances are now rncluded inone of
our; prod ,cts anki for,'another res nc < As o the age of

instances these enhancements were ‘made wrthout
addrtuonal cost to our customers Furthermore the.review

KPI dashboard to
help assess the quallty o servrce’provrded to customers and
whether the business is meetrng its Custormer Promisé. The
metncs tracked vary from business to business.but typrcally
cover customer satrsfactlon. quality of serv:ce prod cte
values; early cancellatron rates; clairhs repudlatron rates; and,
complalnts

Call recordmg and screemng

Sales,. clarms and complaints calls, are wherever possrble
recorded and subject to fofmal call screenrng processes.
Where a call is assessed as having falted to meet the expected
standard of service, the customer is re- contacted andthe ‘
agent |s provrded ‘with formal feedback and coaching. '

Comphance functron 5

Each business has a comipliance function which provrdes
advice to operational managément on customer and
regulatory matters and undertakes monrtorrng actrvrtues
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Using our skrlls to support
communities we touch
Volunteer days allowance where appropriate - &y

2 per year i

Part:cupatlng in the transntlon to a
lower-carbon future- _ :

.

FY21 CASE STUDY
Customer First - HomeServe UK,
' v

Customer Feedback
Obtamlng relevant and tlrnely feedback from oun; customers
is key to ensunng we delrver great servnce o our customers
and continue to do $0.° S

PR SN

FY21 CASE STUDY
Customer Week — HomeServe France

For the last three years, HomeServe France has run an
event dedicated to c}ur customers ~ QUstomer Week. ltis
desrgned to let our customers see what goes on within
our business, and for our team to meet dur customers
face to face. It is a wonderful way to create commitment.

In 2020, because of the COVID pandemic, we had to re-
invent our event — 100% digitally and with 100% care!

Even though we could not have our customers participate
in person, we involved them in the preparation for the
event so that the voice of our customers could be heard

clearly.

Measurement
Customer satisfaction surveys are used by each Membershrp

business to assess the level of dissatisfaction with our
quality of service at at least thiee touchpornts sales clalms
handling, englneer/contractor work at customers homes
Dnssatlsfactlon is consndered toihave occurred should a -

) h ?

, .-

.-

~a

-

FY21 CASE STUDY
Voice of the customer - HomeServe North
Amenca -

Dunng the year we broadened and enhanced the
activities of the Voice of the Customer (VOTC) Committee.

. We now consuder a broaderset of customer ceritric

metncs froma greater range of sources which provudes
greater |n519ht from the customers vrewpomt and allows
us 6 better understand opportunmes to lmprove the
customer expenence

One of the early benef ts of using the broader set of

data has been idéntifying and addressing an issue with
rejection of claims by contractors, which typically results
in delays. Whilst the average level of sUch rejéctions

has remained fairly constant, the increased size of our
business means that the number has increased from the
low hundreds to thousands. Details of contractors with
concerning rejection rates were passed to &ur contractor
management team, who worked with them to understand
the reasons and improve performance, or alternatively,
find other contractors in the area to take on more work or
join our network.

Incentuve schemes‘tbr front line staff .. .

Incentlve schemes for front fine staff are deS|gned to
encourage thé nght behavnours m partlcu lar the dellvery
of great customer serv:ce Wh|lst such schemes do include
commercial targets quahty of servnce is the pnmary driver
and agents only recerve payment if the quallty threshold is

exceeded.

HVAC and Home Experts
All businesses have a strong focus on the customer, but, with

the exception of HVAC in the UK, have  yet to fully implement
formal governance processes WhICh meet the principles of
the customer and customer regulatory framework.

Dunng the year, a customer and legal framework specifically
for Home Experts businesses Has been developed This
recognlses the different regulatory environment in which
these businesses operate but does follow the same core
pnncnples commitment to gréat customer service; a ¢tustomier
promlse artlculatln comrnltment to both members (trades)

2! ormpliance with laws and regulatlons and
formal oversnght and’ challenge The Home Experts busmesses
will be rmplementlng the requrrements of the framework over
the Text 12 months ’ Lt -

ot i
- Lo, .
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| Bunldmg the workforce @
g of the future and treating
our people responsnbly :

AL

~adaptable an

| tead with Courage
| believe in our strategy, keep thlngs simple and strive
for great results and commuous improvement.

1 am decisive, speak my mind and confront
challenges.

| vaiue innovation, “failing fast* and learning from
experiences.

I lead with Perslstence
' work hard, do my best, take responsibility and am

accountable for deliveting results

I am optimistic, have a “can do attitude’, choose
action and make things happen.

I am resilient when faced with setbacks, coltaborate
and find solutions.

! lead with Integrity
| arn honest, act with integrity and seek the truth.

| value open communication and debate and listen
respectfully to challenges and opinions.

I act with humility and openness and embrace diversity
to buitd great teams.

Our people strategy is overseen at Board level by the People

..Commlttee mformed byt the Internatlonal Peeple Forum,
‘whlch is made upof employee representatlves from acioss:
our busmessas .

HorneSerss pl Anncis Repont d Accounls 2021

tion and retam th%lr sense of belng part

) 6fa team and ce.nnected with theI HomeSefve e family and its
purpose and valliés’ We concentrated on business continuity,
makung it safe for, essentnal staff such as water and gas .

personal protectlve equ:pment dlstancnng regulatlons and
health checks. . e R

Acr05$ our business we mtensnf ed employee suppon —
mcludlng conductmg employee pulse surveys provndmg
emergency paid leave, virtual doctor serv:ces and flexible
working hours to support parents and lmplementlng

well-being, programmes. Employees canalso access.

free counselllng for profess:onal help to manage anx:ely

and worry. We want to ensuré that we rétain a sense of
community across our organisation and our employees have
the right support in place, from HomeServe and from each
other, to take care of themselves and their loved ones We

also enhancéd our flex|ble worklng arrangements to support
our people as they adjusted to working from Home and
deltvenng home schoollng te

P

reﬂec ;Ehe compbsmegn fthe éommunmes in _Ah" hwe

ety vy -

loyees t{u
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fing an inclusive ¢ittuire; by valuing drversrty
every stage ’of t :

L¥Od DD31vYIS "

APAL dres

O eate gre ter opportu
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undertook ar
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Group wrde and.promo ed

L ST e

$sthe Grotip f from PRI

vy amvistn

ellgrbl e.€ 'ploy Sto 20/
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loyee .
where 82/ stated that they were proud

support our people rncludrng self—' Ol
webrnars brte srze ssrons and on the-J ctrvttres 'We

also rmpacts on our abllrty to. attract and retaln key talent and alsosupport rndrvrduals m pursulng varrou, professronal

is thérefore Crucial in our recruitment strategy 92%.of dur quahﬂcat,ons from varicus awardrng bodies.

people told us that they belreved that the company had taken

the’ right measures to protect employees health agarnst the Talent Management ‘e

COVID pandeinic in l\ﬁay 2020 * We are partrcularly focused on developrng rnternal talent
' and are commrtted to achrevrng a target ol‘ 70% rntemal

promotrons for senror leadershrp roles. Our Grgup wrde talent

Employee engagement levels have been strong over the past
programmes contrnue fo add value to our talent prpellne and -

3 years with notable progress.
they are now seen as prestrgrous and asplratronal offerlngs for
Global  Global Global Gtobal our emerging talent. Nominations for the programmes are
gﬁ?fel; zﬁ?vpeis Pulse :5?&'; Pulse :ﬁ‘,’:‘;‘j made at the twice yearly talent reviews which involve afull
Survey . P18 2019 2019 2020 2030 202 review of the global talent measures to assess if we have the
capacity, Capability, and potential wrthrn our talent pools to

Global Ernployee . o cae o e o
: 1% 68%  82%  76% 78%  necton future neéeds.

engagement ’

In 2020 all of our main seven business units completed the geés:g ;l;e;rnr;p:\c éﬁ;t‘:ﬁ&iﬂze; t:lew:t zz\virf;;:zzajf d

additional submrssron of a cuiture audit whrch is combined programmes, which rncluded the launch of the Summrt

with their Trust Index score. from May 2020 to achieve pro gramme.

certification as a Great Place t& Work. Thié was the first year

that all seven business units achleved certlfled status, In total over70 leaders have attended one of our flagship
programmes this year and whrlst the delrvery ethodology

has transferred online, the content and learning has remarned
focused on developrng our most promrsrng people to be
~ready to do more at the next level of leadershrp X

Inour March 2021 survey 88/ of our people globally took
the opportumty 10 share their feedback on toprcs such as
careerdevelopment culture WOl’kl genvrronment and

réeward. In this survey, 78/ of our people globally told us that - . B L ) fooe ok
they thlnk that HomeServe isagreat place to work., : - e i oo

" B o :
. . . - . - M : . P
o py ¥ - .
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SUMMIT ngh potentlal Semor Leaders pre| anng jtor larger roles
N successors to Market/BU ExCo 16 per ‘Cohort.-

EDGE Emerglng mrd level leaders preparing for more
responsrbrlrty wrthrn function - successors to Senror Leaders.

18 per Cohort.

LOCAL LEADERSHIP DEVELOPMENT PROGRAMMES:
Leadership development for all people managers, customised to
current pnorrtles ‘at business level - plpelme for.mid level leaders.

TR T
‘\’ PRSI

dlversrty ‘of our p_eople reflects the socretres ln Wthh we live

ahd work e

We take 2 holrstlc approach makmg sure people feel
welcome _anq are treated fairly, _regardless of therr race
gender gender rdentrty, age sexual onentatlon relrgron
or expenence and recogmsmg the: lmportance e of self-
|dentrf|catron grven the broad circumstances under which

drscnmrnatron can happen

In recognmon of these efforts HomeServe UK has become

a srgnatory of the' Race at Work charter, has beenvoted Best
Place to-Work for Women 2020, achieved! accredrtatron to
become a Drsablllty Confident Commiitted employer andis
"NOW ranked in the Stonewall Workplace Equality Index:

In the last year we have made good progress inour. ;oumey
towards gender equalrtywhere we have been workmg
towards 33% female representatlon ona combrned basis
across the Board Executrve Commlttee and therr direct

Alexan__er Review. ' TN Ry R
Our performance |n the 2020 Hampton Alexander Report

’v‘efforts are bemg recognrsed" R

Homeseve pit Annual Repon & Accuanis 2021

line wrth natronal aVerages and vvh h contrnues to!
A it 1 les in i eld opera lons

) ’a - z
\the busnness Whrle there lS more 216 do on gender balance our

P -

j

i
‘ Our new approach to nror hmng is helprng to remove

unconscious blas in our recruitment process and by provndlng
‘tools and gurdance to hmng managers we are rncreasmg the
levels of drversrty amongst potentral candldates

In addition, lntroducrng a prlnCrples based approach to working
from home during 2020 has encouraged the adoption of
greater flexibility in work pattems and base locations which in
turn is supporting greater diversity in our ¢candidate pool.

We remain comimitied to providing successful mentoring
schemes and development forwomenin leadershrp roles, with
50/50 nomrnatrons for our global talent programmes

Furthermore despite lower than usual attrition this year (Iargely
as a result of COVlD) we have been able to ensure that in
HomeServe UK alone almost 50/ of our total management
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Accident fréquency rates per 200k hours workéd
s -FY20

- FY19
HomeSeveWk . L - 7% TR L

The business continues

fe s

- . . — . R N R Ta E PN Sta v -1,-’ - a3 A e .«x-.:-. LR
O se€ an iImprovement in key metrics. Lost time accidents mainly relate to manual handling so focus has b

on training in this area. o et
Checkatrade } © 1096 577 -
No accidents have been reported in FY21. '

344 311 B

HomeServe North America .. 208

The business has seen a reduction in accident frequency rates and lost time injury rates. During the same period the proportion of HVAC
activity increased, so focus has been on improving Health & Safety standards within locally branded businesses.

elocal et - _
FY21is the first year where eLocal have been included within the figures and have reported no accidents.
230 222 106 iRi.ee vl

HomeServe Spain .

The business has seen a reduction in key metrics and traffic accidents have reduced considerably as a result of travel restriction and
introduction of working from homne as a result of the COVID pandemic. ’

Habitissimo . 289 208

No.éccidentq have been reported in Fra1 o ‘

HomeServe France . ) ) T 583 : 516

The pusjinés:k'iHe'al:i‘hé Safety metrics Have rémained ré}atively stable across FY21 as a rédﬂéiion in aCCIdents inMembership
increasedactvityinHVAC.  +. - . R T

Note: The Ac‘c_i;:ent frgqugng:y Ratg and Lost Time Injury Rate are recommended measures provided by the UK Health & $afe_|y gx_gcmm. The meaéuré; ale'atsd inline withUS slaridgrds
and are used across various boards in the US. The purpose is to allow for a consistént ratio regardless of thé number of employees within 3 business. Accident Fréquency Rate is the totat
nurber of reported incidénts per 200,000 emiployee hours worked and is calculated using the total number of réportable incidents divided by total hours worked, multiplied by 200,000,
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’;the équupmént necessa for safe ahd socrally dlstanced ;
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In France we reneWed our parmershrp with Habrtat &
" Huma |sme for the srxlh year Our englneers carned out six

5 a Ve

PRt efforts and

"over £5 0 0 through step challenges vmual group

whlch amounted to €14 000 ln respo_nse'lo \E‘he lncredrble A
,crmces of healthcare stal dunng the COVlD L

206 caring for $247,700in: +$38, ODO in 76 orgamsauons LA
 people jobs . grant fundmg granl fundrng ‘supported and
completed worth - distiibuted to - L229_emp!oyee
chamies - €

- '$462.000

[T L D

é\t Checkatrade we elected Samantans as our company

o charlty of the year and set ourselves the challenge of ralsmg

*£10, OOO |n a year Half—way through and we have fundralsed

AT i Poises
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ors: AN
fractors who deliver.a great
the heart of the HomeServe
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piocess, they'must sign ain agreernent with HomeServe
that éstablishes performance standards and a code of -

" ethics béfore they.car bégin to atcept jobs and service our

: édf_stofhé:rs. RV M e

+ t

A Regional Qpeérations Manager (ROM) is assigried to-a
contractor and tracks their performance, with an emphasis
on customer satisfaction metrics. ROMs are responsible for
tracking performance, compliance and customer satisfaction
and conduct onsite audit visits -

“Vetting our contractors is an area of focus for us,” Criscone
said. "We ensure that they are licensed and have proper
insurance. We use a respected third-party administrator,
who provides alerts when licenses and insurance policies
are set to expire.”

HomeServe contractor recruiters work thiough multiple
channels to find contractors across the country, with
particular emphasis on recruiting minority women, and
veteran-owned contractors, HomeServe benefits the many
small businesses who partner with the company.

“Our job volume gives contractors consistent and sustained
business that helps them stay busy when their own volume
of work may be s/owér, " Criscone said. "It also gives them
leads on additional work ~ when they go'into a.custorner's
home, there may be work that a Customer needs doing
unrelated to the policy or they become a trusted contractor
* the customer relies upon because of their policy work
through HorneServe. It's truly a win-win relationship.”

s _'prais'é the company for
supporting them in performing the necessary repairs and
pfdviding a great customer experience, in contrast with.

" compeétitors. T T R

HomeServe's network contracto

things correctly, i

. Whatwe d&, allowing our
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 {Thé nice thing is, HomeServe gives us the abiiity to go
“gbove and beyond for the custorer and fix things right,
Which is not the case with § lot of warranty companies,
which is why we refuisé to work with & lot of thern:
HomeServe authorizes the repair that is best for the
customer.and they pay their contractors enough to fix

A e T R R
Jason Parlier, 6w er

. 3
Arizona, said i
e
v - - ¥ W - e IS
Contractors value thei artnersh

because the cornpariy pts the

follow Suit.

-

ol

FY21 CASE STUDY

In February, a once-in-a-decade polar vortex slammed
the state of Texas, causing unusually bitter cold
temperatures.

The record-low temperatures caused lengthy electricity
blackouts across the region and impacted homeowngrs’
plumbing. Many experienced frozen water pipes inside
and outside their hormes ahd, as temperatures modeérated,
those once frozen lines poured water into their homes.

Dallas-Fort Worth-area provider Crawford Services, a
locally branded HVAC and plumbing company acquired
by HomeServe in December 2019, saw a soaring number
of calls because of frozen water lines. Despite the staff's
own pefsonal struggles - séveral technicians and their
families took temporary shelter at the company’s depot,
which retained power - technicians prioritised emergency
water and heating needs of customers.

The company was so busy and plumbing supplies so
short that their sister company, Hays Plumbing, another
locally branded company acquired by HomeServe in
June 2020, made an emergency delivery of common
plumbing supplies, making a 16-hour, more than 2,000-
mile round trip from their location in the Phognix, Arizona,
area to Crawford's location in Texas,

“When we heard about the problems in Texas, Gur
hearts went out to the people struggling down there.
We heard about the need for plumbing supplies and we
knew we could help. It was a long drive, but it was worth
it to do our part,” said Chris Hays, Hays Plumbing General
Manager.

Together with the 24 out-of-state contractors who came
to Texas to make repairs for our members, this is a great
example of how we can rely on our service network to do
the right thing for our customers.

180434 2193 vy 5 )
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Partrcratrngm the
transition to a lower
carbon future o

> and from a number ofGroupfunctro

reducrng therr envrronmental rmpact by offerrng attractnve &
reports regularly to the Board and in regpect of rrsks to the

solutions. - . +. . ) , . L
Polrcy ard Targets R T S Audit& Rrsk Commrttee of the Board R
" "Duiing the year, the Board approved a Group Environment Greenhouse Gas Emissrons . s ke

Polrcy and this is available on Gur w

- WWW. homeserveplc comlwho we ére/governance/ . under the Large and Medrum Sized Companres and Groups

{Accounts and Reports) Regulatron 2008 as amended in'

_-policies
. . August 2013. The rgportrng boundary used for collation
' Gr{)up ' ' UK
Greenhouse Gas Emissions ’ Tonnes of Tonnes of Tonnes of Tonnes of
COeFY21 COeFY20 CO,eFY21 COeFY20
Combustion of fuel and operation of facilities 13,698 12,028 6,181 7207
Electricity, heat, steam and cooling purchased for own use (location-based) 1,574 2,402 347 909
Electricity, heat, steam and cooling purchased for own use {market-based) 11,995 2817 561 1,340
Totat (location-based) 15,272 14430 - 6.528 8116
Tonnes of CO,e per employee 205 21 213 239
Group . UK
KwHFY21 - kwH FY20 KwH FY21 KwH FY20
59,359,630 49,873,203 26,745,195 29,793,806

Combustion of fuel and operation of facilities
Electricity, heat, steam and cooling purchased for own use

Total

5,256,707 7,556,054 1,489,254 3,555,306
64,616,337 57429257 28234449 33349112
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of the data.is consistent with that used fJorc dnsolidation
pUrpOsés in the financial statements. To calculate the ; -
disclosures, we have uséd the following s6¢ s; the GHG
Protocot Corprate Accounting and Reportirig Standard
(revised editioh), data gathered to fulfil our requiréments
Efficiency scheme, and e

under the CRC Energy
factrs from the UK G

“for Corfipany Repertinig 20 |
Both 6ur Y20 arid FY21 Sebpe 1 4nd 27 -3 25
'+ Carbon footprints have fe Verified by The * -3 %
: ) z 06433 stan i

.

' the procesi of 5s§é§s‘iri"'g. and Vé}ﬁ){}fa'g.0ur
Scope 3 emissions and intend to b‘é-“i‘n a position to reporton
them nextyear. - o _

We a_ré aware that the regqj're_rhe‘nfts of the Taskforce on
Climate-related Financial Disclosures will apply to us from

preparing t6 reportto:CDP for the first time in 2021,

Emissions Breakdown

Scope lemissions .. Scope2 emissions
broken down by-sourée: - brokén.down by source

“{market-based)

— France
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FY21 CASE STUDY
Relatiohships with regulators - North America

Our North American business has a strong culture of
compliance to ensure that we adhere to all applicable
federal and state laws and regulations. As the business
has expanded éc_ross the United States, so too has

our understanding of the regulatory landscape. This

is especially important since we now operate in'48
continental states with each having its own unique set of
requirements. In addition to all the standard state licensing
and registration requirements in each of the Departments
of State and Insurance, our US based team keeps a close
eye on legislative and regulatory activities that might
impact consumers and our partnerships with investor
owned and municipal utilities.

Within each state, the office of ‘the attorney general has,

FY22 and we are actively working through the framewdirk in % 3MONg other duties, consumer protection oversight.
order to report in accordance with it next year. We are also BN

Like other businesses operating nationally, HomeServe
has joiried trade associations that represent attorneys
geheral to stay up to date on issues of common interest
and to educate them and their staff on our business, and
commitment to delivering on our customer promise. Over
the last eight years, the company has had the opportunity
to meet with many current and former attorneys

general and their staff These meetings have been
instrumental in ensuring that our product propositions and
communications across all channels incorporate the very
best compliance practices. We believe that continuing to
engage in dialogue with this important stakeholder group
will ensure continued high levels of compliance and
Customer satisfaction, which are inextricably linked to the
success of our business.

One key to our growth in North America is partnering .
with energy utilities to access larger numbers of
households that could benefit from our products,
Investor-owned utilities are regulated by state levei public
utility commissions (PUCs). Like the attorneys general,

thé public utility commiissioners and staff also participate
in their ownTiational associations that provide industry
participants like HomeServe a forum for engagement. The
company has been increasing its focus on PUCs in recent
years, startiﬁg by attending association events to learn,
engaging former commissioners as advisors, and meeting
with individual commissioners and staff to discuss our
programs within their states. These initiatives combine to
help PUCs understand how our programs benefit utilities,
their customers, and the communities they serve. During
FY21, the business expanded this focus by adding its first
in-house regulatory counsel, the former chief of staff-at
the New Jersey Board of Public Utilities.

The energy utility landscape is continuing to evolve
towards a more environmentally friendly future where
decarbonisation, electrification and energy efficiency
initiatives are more important than they have ever been.
HomeServe has an opportunity to increase its value to

_ these utilities as a partner in meeting their goals. This

will make engaging and building relationships with state
regulatory bodies more important and we are positioned
todosofroma strong foundation.
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Principal risk and uncertainties

Risk framework

HoreServe has a robust risk management framework
which encompasses the Group's Risk Policy and overall risk
appetite. The framework utilises the three lines of defence
model which is recognised as best practice across the
industry. It provides a disciplined and consistent approach
across all of HomeServe, ensuring a structured response

at all levels throughout the Group and across all businesses

and geographies.

ol i

This structured approach is aimed not only at monitoring

and mitigating identified risks but also aims to capture and
escalate emerging risks and opportunities. The effectiveness
of this approach was demonstrated in HomeServe's response
to the pandemic, with a rapid move to home working for all
office based staff and initiatives in the field to ensure a safe
continuity of service for HomeServe’s customers.

Adgif & Rlsk Committee

Three scheduled risk dlscussnons per annum
» Risk doscussnon chaired by the CFO

» Composed of Executive Directors and representatives from each G
« Discussions are reported on at the Audit & Risk Committee. i

Executive Committee

= (v ;..-:.:x‘::

All front line and support

functions

» Lead day-to-day risk
management

» Maintain local Risk
Registers

« Ownand operate
processes and mitigating
controls

» Undertake quality
assurance activities and
provide appropriate
training.

£ et
R R ondy

sgishmery

«z'r-j{j ne ,3“.”‘"“?‘"

i _:e S
Risk, Con oLS Com hance ‘

In¢luding Financial Control, jnter'n'al Audit & ASSur;-_an:é ; N

Information Security, Risk « Review 1st and 2nd lines
?:;ag&:::t, Legaland « indeperident testjr;'g &
pl2 challenge & oversight of
* Oversee & challenge risk Lines1§& 2.
management

« Monitor and test risk
systems & controls in the
1stline

« Review & challenge
incident management in
the 1st line & develop Risk
Management framework

+ Provide risk Ml to

governance committees.

l

] T

_A Strategic risks

A Operational risks A Financiat risks
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Changes in FY21

Group Enterprise Risks ("GERs’) are considered to represent
the most significant threats to HomeServe's ongoing
strategy and operations. Risk registers continue to be
maintained at a local level in every business and are formally
reviewed by the Audit & Risk Committee at each ofits

meetings together with GERs.

During the prior year, and for the first time, Sustainability

was reported separately as a GER. This reflected the

growing focus onthe poteritial risi(g and opporturiities of

climate change and other environmental considerations on
-HomeServe’s business model. In FY21, there has been further
"‘a_‘ftentio‘n given to this issue, part.of which is detailed on

page 30 of the Responsible business section. Environmental

considerations are integral to the risk frameworks managed

by each of the Group's businesses, and the focus of the

Board on these matters was formalised during the year in
- the adoption of a Group Environment Policy. The Group
notes that the requirements of the Taskforce on Climate-
related Financial Disclosures (TCFD) will apply from FY22 and
intends to use its disclosures under this framework to report
its progress. As such, Sustainabi!ityi is no' longer reported
separately as a GER. ' : ;
During FY21 a new GER was introduced regarding the
potential to fail to deliver the desired level of strategic
growth. This risk is being mitigated by proactive planning
on which opportunities to target resources and attention,
thereby ensuring focus and that individual businesses pursue
avenues for growth consistent with the appetite of the

Group.

During FY21 the risk management framework was enhanced
further as the Group identified a nurbér of risks wheéreby
failures in any one of the business, units would result in a
change in the risk environment at a Gfoup level. As such,

these risks are deemed critical to the success of the Group.

For these critical risks, compliance with a minimum control — -
level set at the Group-wide level is deemed non-negotiable.
The Group risk team operate an approach for these risks that™
encourages the sharing of best practice across the Group to
strengthen the overall control framework. The critical risks ..
identified are detaited below:

* Health & Safety

» Data Protection

* Information Security

* Customer Culture gnd Regulation
* Financial Misstatement o

+ Corporate Governance.

Risk Appetite .

In accordance with the Group's Risk Management Policy,
the Group's risk appetite is subject to an annual review of its
definition, content and criteria for assessment scores.

The Board's assessment of risk appetite is quided by our
vision to become the world's most trusted provider of home
repairs and improvements and by our purpose to make
home repairs and improvements easy. HomeServe's values
reflect our commitment to our customers, our people, to
innovation and integrity and being the best at what we do.
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HomeServe's risk appetite is comparatively low, recognising
firstly, our status as a plc which requires strong governance
and reputation, together with delivering returns for qur
shareholders and, secondly, our regulatéd status which
requires compliance with local laws, rules and guidance.

Risks are assessed at a local level on a gross basis using a
matrix approach, to score likelihood and iripact, and on a

net basis after considering any mitigations which have been
applied. )

Brexit

Brexit has never featured as one of HomeServe's enterprise
risks, but it continued to be monitored at a local and a Group
level up until the end of the transition period on 31'December
2020. The Group notes thie Trade and Cooperation
Agreemient reachied between the UK and the EU at the end of
2020. Although the full fangé; scale and tirming of outcomes
of fhe UK leaving the EU continue to be somewhat uncertain,
as expected, the impact on the underlying performance of the
Group ha§, to date, been limited and is expected to remain SO.

COVID pandemic o

Through FY21, trading in the Group's Membership businesses
remained very resilient against the backdrop of the' COVID
pandemic, with the Group retention fite increasing compared
to FY20. The initial impact of stay-at-home festrictions on the
Group’s Home fxperts businésses was more pronounced,
with the core customer base - tradespecple providing largely
non—'emergency services - unable to access homes, and
therefore work. However, whilst the Group's territories have
su'béequently seen further rolling stay-at-home restrictions
since the initial lockdown measures of spring 2020,
tradespeople have been ableto access homes to perform
non-emergency services. Coupled with this, consumer
demand in the Group's Home Experts businesses returned
very strongly through summer 2020 and onwards,

Nevertheless, uncertainty related to the future course of the
pandemic, and indeed future public health crises, remains an
area of focus. With respect to the current COVID pandemic,
due to differences by country inimpact and restrictions, the
risk and response is being managed locally with consideration
on the spécific risk environment for each business. Any impact
seen is then reported to both the Executive and Audit & Risk

committees.

Group Enterprise Risks

The following table sets out what the Board believes to be
the principal risks and uncertainties facing the Group, the
mitigating actions for each and, where applicable, updates
on any change in the profile of each risk during the past
year. All risks carry equal importance and weighting for the
Board, however additional focus and priority may be given
to specific risks for a period of tirrie in certain circumistances
e.g. following a material acqgjs_ition or to implement plans to
reduce any risk which exceeds the appetite threshold.

The principal risks and unc’eriainties should be read in
conjunction with the Operating review and the Financial
review. Additional risks and uncertainties of which HomeServe
is not currently aware or are believed not to be significant

may also adversely affect strategy, business performance or
financial condition in the future.

180434 D1031vyLS -
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o (O Competition 4

: ) In 31l of our business tines a successful new We demonstrate to utrlmes The Group observes increased activity by Google,

that they can benefit more by malnly in Noith America, in the Home Experts space.

entrant or an existing competitor adapting

more quickly to changing customer

demands and needs could adversely impact

our business and our financial résults with

lower customers, retention rates, revenue

and profnablhty

Compeutors with active MEA programmes

could also show intefest in HomeServe's

targets, leadmg to missed opportunities or

over-pa; ymg

Competmve threats today include, but are

not lirmited to;

o Utilitfes running Membership
programmes in-house

¢ Adjacent products e.9. Whole Home
Warranty

* Existing competitors moving into other
geographies

* New entrants .9, Amazon or Google
mvestmg heavily to enter the home
services space with new products or
technologies

¢ Incumbent competitors to Home Experts
in the UK e.g. Rated Peopte, MyBuilder

partnering with HoméeServe due
to our long-term investment
horizon.
Regularmarket reviews in each
business tdenufy new entrants
andi increases in compemor
activity'e; 9. aggressive pricing
initiatives.
Agrle product development
responds to changing consumer
needs. Shared learning between
our markets, analysing consumer
trends and develop:ng leading
products and services.

We believe we have the

winning Home Experts model
in Diréctory Extra, which
Habmssrmo has recendy
followed Checkatradé in starting
to implement. Continued

happens between our Home
Expeits businesses, which are
lisising more frequently with

oyr Membershap businesses to
developt the range of services
that custommérs want and the best
means of accessing them.

The impact of players like Google ls already

dotumented within the risk registers of our Home

Experts businesses.

@ Information security & cyber resilience A

| |

1 ' |

In line with other businesses, HomeServe HomeServe has a number Cyber continues to be a key area of focus for the Group

is subject to the increased prevalence and of defensive and proactive with emphasis on both maintaining and increasing
sophusucauon of Cyber-attacks, which coutd practices across the Group the matunty and capaballues of our controls and
countermeasures .Asingle team was created during

to mitigate this risk. Thereis a
detailed Information Security
Pohcy which is commiunicated

result in unauthorised access to customer
and other data or cause business disruption
to servrces

FY20'to brmg together those people with a primary
cyber securlty responsibllity who had prewously
operated with a degree of independence within

.

A successful cyber attack might have a
significant impact on reputation, reducing
the trust that customers place in HomeServe
and could lead to legal liability, regulatory
action and increased costs to rectify. A lapse
in internal controls and a subsequent data
breach or loss would have a similar impact.
Total customer numbers and policy retention
rates may reduce and partneis may terminate
affinity relationships if they perceive customer
data to be at risk.

@ M&A strategy A

HomeServe has an active MBA strategy
focused on two primary areas; Membership
policy books and & buy-and-build strategy to
grow the HVAC business line.

There is a risk HomeServe could overpay

for transactions or underestimate the time
and.resource required to integrate new
businesses, potentially leading to tower

than anticipated cash inflows and revenue,
increased costs, reduced profitability and an .
increased likelihood of impairment.

By contrast, a successful MBA strategy should
diversify risk by, for example, mtroducmg new
partners and channels, increasing profitability
and should lead to increases in KPis such as
customers and policies.

across the Group and training
is provided as required. Regular
penetration testing is in place
to assess defences and
HomeServe continues to
investin IT security, ensuring a
secure configuration, access
controls, data centre security
and effective communication of
policies and procedures to
alt employees.

Strict criteria when building a
prospects pipeline.

Independent advisers engaged in
due diligence processes.

Strong track record and
experience of acquiring and
growing policy books.

Local managernent expertise

with oversight from central plc
function.

Clear investment hurdles and
completion of post-investment
reviews.

Allinvestments require local
and, where applicable, plc Board
approval.

individual Group businesses.

The continued arrangements at the time of writing

whereby a substantial number of the Group’s
employees are worklng from home, and the

likety permanence with which “hybrid” workmg
arrangements are adopted in future has seen a

number of the Group's buslnesses increase theur

scoring of this risk.

There has been increased HVAC MBA expenditure this
year (see note 16} but no change to the underlying risk.
All acquisitions continue to be appraised by dedicated
M&A teams, and transactions approved by local and/or

Group Board.

After pausing at the initial onset of the pandemic in
spring 2020, the Group’s HVAC buy-and-build strategy
recommenced during the summer of 2020. We note
some increased competitive activity in this space,
particularly from private equity purchasers, and retain

an even keener focus on valuation multiples.
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Underwriting capacity & concentration &

The Membership business fine ma rkets and
administers policies that are underwritten by
independent third:par,ty underwriters.-HomeServe

acts as an insurance intermediary and does not

take on any material insurancé risk.

These arrangements ae a core bgrt of the
Membership model and help protect HomeServe
from short term risk e.g. f rising claims costs of
frequencies. * . L .

" - LT
Seeking new undeérwriters _Jnd obtaining relevant|
regulatory approvals may take time, leadingto !
business disruption:

Lack of suitable underwriters could force
HomeServe to underwrite policies in-house,
exposing it to material insurance risk.

A material changé in the operating model would
also drive a change in accounting policy that
could affect short term profitability. Customer
numbers and retention r‘a,t'e; may fall if customers
experience reduced service levels or are not
covered throughout sy period of disiuption.

( Regulation Q

HomeServe is subject to regulatory requirements
relating to e.q. product design, marketing materials,
sdles processes and data-protection. o

HomeServe believes that regulation has a positive
impact and eéncourages a culture that promotes
customers’ interests and witl improve HomeServe's
prospects over both the short and long-term.

Liké many companies HomeServe is also subject to
wider regulation conceming e.g. anti-corruption,
anti-fraud and bribery, modern slavery etc. Specific
policies can be found at www.homeserveplc.
com/who-we-are/governénce/policies

Failure to comply with regulatory requirements in
any of its countries could result in the suspension,
either temporarity or permanently, of certain
activities.

Much regulation is intended to protect customers
and failure to adhere to the high expectations
customers have for HomeSgrve could lead to
reduced retention and higher customer losses. I
addition, legislative changes relating to partners
may change their obligations with regard to the
infrastructure they currently manage and hence
the products and services HomeServe can offer to
customers. It is possible such legislative changes
could reduce, or even rerhove, the need for some
of HomeServe's products and services,

With the exception of the UK, at
least two underwriters share the
policy books in each country,

In the UK, HomeServe maintains
relationships with a number -
of other underwriters wtio are
willirig-and able to underwrite the
business.

Regular (atJeast 6 months)
reviéws with alt underwriters
to ensure that current product
performance and trends are
understood.

Compliance with locat
regulation as a minimum to
ensure products are designed,
marketed and sold in accordance
with all relevant legaland
regulatory requiremeénts and

that the terms and coriditions

are appropriate and meet the
needs of customers.

Best practice shared across the
Group.

Regutatory specialists,
compliance teams and Non-
Executive Directors in each
business.

HomeServe maintains regutar
dialogue with the FCA in the UK,
In North America, there is regular
contact with the Attorneys

General.

All our underwriting relationships remain strong,
with regular engagement during FY21,

Thie two largest undérwriters across thé Group
(Aviva and Amtrust) are in a strong financial

position; and, as expected, allourunderwriting
rélationships have rémained stiong during the

pandemic.

With the increased amount of time-spent in
homes across our Membership teiritories. due to
measures to control the pandemic, we continue
to monitor the impact this Is having on customer

behaviour.

Inthe UK, the FCA published its final report
analysing pricing practices across the general
insurahice industry. HomeServe Is out of scope of
the main remedy requiring pricirig parity between
returning and brand hiew custorers. -

The FCA continués to be active in seeking optimal
outcomés in the interests of consumers, and
HomeServe maintains regular dialogue with the
FCA to support these airis. One example was an
exercise undénaken.duriog the year to re-contact
customers regarding disclosure of prior year
prices on wiitten communications, to ensure
these were sufficiently prominent.

There has been no material change in the
regulatory environments ih which our other
businesses operate.

(© Digital transformation a

As distinct from technology investment {below)
digital transformation relates principally to
interactions with customers (be they homeowners
or trades), ensuring we offer a multi-channet,
multi-media approach to interact with them and
that we do so in an efficient and cost-effective
manner.

If HomeServe is not flexible enough to respond
to changing needs, customers may explore
competitor products and choose not to renew.
There is also a reputational risk as complaints
logged via social media can quickly escalate if not
dealt with in an appropriate and timely manner.

HomeServe continues to review
and respond to customer
comments and needs and
Customers are offered a number
of Channels through which they
can engage with HomeServe:
telephone, website, digital live
chat, paper, email and social
media.

In Home Experts, a chief technology officer

has been recruited to develop requisite system
enhancements across the Home Experts s'a’\s%
businesses.

L4043y DIDB.L.VU.le i
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(@ Technology Investment o

As distinct from digitat transformation (above),
this risk principally relates to investment in the
key systems the Group relies on to manage its
daily operations.

Appropriate and timely maintenance and
investment is required to ensure systems
continue to meet the changing neéds of the
business and its customers.

Home Experts, pamculany Checkatrade

is well progressed with a programme of
transformation to; ready the busrness for its
ambitious growth plans : .

Failure in back office, systems may lead to
‘busmess interruption and {ack of investrnent
to provide timely and appropriate data could
jeopardise the abrh(y to anatyse performance
indicators and react to any trénds.
Over-investment in any new initiatives coutd
see investment outweigh future benefits and
tead to impairment.

All decisions are subject to
the Group's strict investment
criteria and hurdles. Major IT
programmes are allocated
specific governarice structures
and oversight with members
of senior management sitting
onthe Programme Board.
HomeServe engages anumber
of exteinial advisers on large
software pro;ects to provide
appvopnate breadth and depth
of,

on any. one suppller andto
support management in project
delivery.

in the UK, the eServe CRM system was fully impaired,
incumring an exceptional charge of £84.8m. eServe
was highly configured and became costly and
inflexible to implement, with further conﬁguratlon
issues emerglng as implementation progressed Asa
it of this customisation, the system exhlblted high

—

(

>y
P
.&‘
O]

on this pla(fomr back o the: exrsting Ensura CkM
system, which is the proven system of record in Norlh
America. Following a period of.d nissioning,
€Serve witl be replaced by a flexible, cloud ‘based
soluﬂon ‘Current planning suggests this wlll be a
Saiésforce solution, similar to those implé

successfully in France and which is planned lor
implementation in North Amenca

In France, a Satesforce CRM sy was |
successfully, which included the mrgratron of the
entire 1m+ customer basé in August 2020,

AtCh new N enhar its to both
trades vetting and bllllng went live during the yéar.
The benefit of technology investments made in the

recent past continue to be seenin enablmg effective
remote working practices for c.6,400 employees

o ,
ted

katrad,

requires dvscnphned and of(en $tandardised
processes to ensure successful integration
into HomeServe, creating strong links to the

Membership business and achieving synergies _

wrm eg.the engmeev network

effectrvely could resutt in failure to deliver
synergies, and increase costs, resullrng in
failure to achieve predicted revenues and
potentially lead to impairment.

Intégration plans form part of atl
business case approvals.

Post-investment reviews provide
tearning for future acquisitions.

Dedicated teams and
resources and retention of key
management personnel in the
acquired businesses.

HVAC managed tocally but
with.a central global team to
coordinate and ensure consistent
application of best practice.

A total of 24 HVAC acquisitions were made in FY21
across the US, France, Spain and the UK.

® Partner loss £ .

Underpinning HomeServe's success in

its chosen markets are close commercial
relationships (affinity partner relationships)
principally with utility companies, and
municipal utility providers. The loss of muttiple
relationships could impact HomeServe's
future customer and policy growth ptans and
retention rates. Growth plans, particularly in
North America, focus on signing new partners
to extend reach and provide new marketing
opportunities to grow the business.

HomeServe has benefitted from government
poticy changes in certain regions to form
new-pantnerships e.g. liberalisation of

energy markets in Spain. Any reversal e.g. to
re-nationalise utilities could have-an adverse
impact albeit HomeServe does have strong
experience working with public sector
municipals in North America.

With over 1,000 partners across the Group it

is inevitable that a few partners each year may
choose not to.renew a contract as priorities or
commercral pressures change. In the UK and
North America where partner bases are more
diversified the impact is considered small. in
France the loss of e.g. Veolia would have a
bigger impact similar to that of Endesa in Spain
where the back book is now in run-off. Any
partner loss or failure to sign new partners
coutd impact households, customers and also
retention rates.

A portfolio of partners in each
business diversifies risk.

Partners signed on long-term
contracts with beneficial financial
terms for each party.

HomeServe seeks to renew
contracts early, ahead of any
expiration date.

Regular dialogue with all
partners, particularly in markets
with more concentrated partner
relationships e.g. France.

T
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In North America we continued to sign new partners
at the rate of 2-3 per week. During the yéar we exited
relationships with some legacy partners to drive higher
returns elsewhere from the marketing expenditure.

In the UK, the relationship with Thames Water came
to an end at the close of the year, however this
relationship rep ted a proportion (<5%)
of yearly new customer adds. Meanwhile, long term
renewal agreements were signed with four existing
partners.

In Japan, a second partner relationship was signed
with Tohoku Electric, meaning HomeServe now has
access to around 7m households in that territory.
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Movement

People &

HomeServe's ability to meet growth expectations and
compete effectively is, in part, dependent on the skills,
experience and performance of its personnel.

Retention of people in established businesses is
key asis recruitment of talented people in growth
businesses e.g. Hofne Experts.

The inability to attract, motivate orretain key tatent .
could impact overall business performance,

HomeServe has a lot of growth opportunities and
ensuring appropriate bandwidth at the top of the
organisation is kéy to maintaining effective control
and oversight. .

Gender Pay disclosures in the UK and reviews such
as Hampton Atéxarider also|play an increasing rolF

in informing HomeServe's People agenda and :
ensuring we have the appropriate diversity of people,
experience and ideas to move the business forward.

HomeServe employs ¢.7,400 people globally.
88% of those people completed our Global
People Survey, returning anengagement
score of 78%, up 7 percentage points on pre-

Employment policies,
remuneration and benefits
packages and long-term

incentives are regularly %
reviewed and dg‘si_gned to pandemic levels,

be competitive with other Furthermore, FY21 saw all the Group’s
companies. Employee surveys, businesses attain ‘Great Place to Work'
performance reviews and accreditation,

regular communication of
business activities are used to
understand and respond to

Tom Rusin; previousty Globa! Membership
CEO, is now-focussing full-time on realising the
substantial growth opportunities still ahead in

employee views and needs. 2 iy
Proges)sles existtoidentify high  North American Membership & HVAC, whitst a
performing individuals and CEO EMEA, Ross Clemmow, has joined to lead

the Membership & HVAC businesses outside of

ensure that they have fulfilling
careers, and HomeServe is
managing succession planning
effectively.

North America.

There has been an increased focus across the
Group to ensure the best people are in the right

Aﬁnya,l and long-term performance plans
have been reviewed and changes are being
implemented to achieve clearer alignment
between our KPis and our reward strategy.

- roles to detiver current and future growth plans.

Aoty @

@;iernétional a

HomeServe has enjoyed success with its Membership
model in markets outside of the UK and intends to
expand to other regions, with a renewed focus on
those adjacent to our existing territories.

HomeServe has enjoyed success in France, Spain

and North America'but has been unsuccessful in past
attempts to enter Australia, Belgium and Germany.

Failure to succeed could divert investment and
management time incurring not only losses in
the new country but also reduced performance
{including, for example, loss of customers, lower
profitability) in the core markets.

Strict criteria to identify attractive Signed second utility partnership in Japan, with
markets. products seeing a good reception.
Joint venture structure, such as During the yeai HomeServeé :rlariéwed focus for

that employed to enter Japan,
diversifies risk and minimises
supported by the French business, and the

investment.

- acquisition of a claims handling business with
JV partner brings local market L N 2
knowledge and contacts, ;ziztons in Portugal gives exposure to that

Hor;\eISen:e bnngs:jMembershxp Additionally, the Group decided not to proceed
ggeﬁi:gs 'ems and process with entering other markets further afield.

intemnationat developmient to “néar.neighbours:.
A partnership was signed with Eneco in Belgium,

@ Failure to deliver strategic growth )

HomeServe continues to have a number of
opportunities to develop its businesses. Thereis a risk
thatit fails to determine where to focus energy, time
and resources and; as a result, misses opportunities or
does not deliver strategic growth targets or achieve
the expected or desired outcomes. o

S

‘@ Finaricial L

Key financialTisks include the availability of short-term and long-term funding to meet
riorities such as MEA opportunities,
d, and fluctuations in interest rates and

business needs and take advantage of strategic p
the risk of policyholders not paying monies owe
exchange rates,

Interest rate risk

HomeServe's policy is to manage interest cost using a mix of fixed and variable rate
y entering into interest rate swa ps for

certain periods, in which HomeServe agrees to exchange, at specified intervals, the

borrowings. Where necessary, this is achieved b

Credit risk

Potential strategic ventures are As a newly documented risk the individual

allconsidered ata newly formed  businesses have considered their own level of

cross-functional committee, risk.

chaired by a senior executive e . 3

and with relevant subject matter ~ This i$ considered to be a greater risk in the
Home Experts businesses which are by nature

experts, to ensure they align with 4 >
the Group's core competencies  less mature in their role within the Group.

and value drivers, —-

HomeServe seeks to drive the
sharing of best practice across .
the Group and adopts a test and

learn approach to new initiatives.

New
this year

In July 2020, HonfeServe successfully raised an
additional $250m and £54m via the US private
placement market. The proceeds were used

to clear headroom on the RCF. As at year end
HomeServe had gross debt of £634m against
its gross debt facilities of £1,036m, which
combined with a cash balance of £171m gives
3 total headroom of £573m. Of the total debt
facilities of £1,036m, only £26m is due within
the next 12 months.

The risk associated with cash and cash equivalents is managed by only depositing funds
with reputable and creditworthy banking institutions. The risk of a policyholder defaulting
is mitigated as any policy cover will cease as and when any premium fails to be paid.

Liquidity risk

HomeServe manages liquidity risk by maintaining adequate reserves and banking facilities
and continuously monitoring forecast and actual cash flows.

Foreign exchange risk

Short-term foreign exchange risk is mitigated with the natural hedging provided by

the geographical spread of the businesses. While this will

protect against some of the

transaction exposure, HomeServe's reported results would still be impacted by the

transiation of non-UK operations.

0]
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Financial performance Satonyopersing Agisied operaig
Revenue profit/iloss) profit/(loss)

. Emillion L . 2021 2020 2021 2020 2021 2020
: Membership & HVAC - North America 506.4 4295 82.2 676 1050 854
UK 3389 3729 (18.5) 628 725 810

France 1326 1118 284 269 356 338

Spain 1957 1541 147 196 177 201

New Markets o ) - - (10.0) 0.9) (6.3) 4.7)

Membership & HVAC - EMEA 667.2 638.8 146 1084 1195 130.2

Home Experts 139.8 718 (@500 ., w4 . . (002 (139)

Inter-segment ! ) (8.7) {7.8) - L -

Group ’ 1,304.7 11323 718 1586 2143 2017

Key performance indicators
Income pér customer

M Membership 202 2020
A resilient operational performance saw North America $108 $102
" the Membership retention rate increase UK ' £144 E140
on the prioryear France @0 €108
Spain €60 €61
Group ' ' nla " 'nla
Customer numbers (m) Policy retention rate
2021 2020 202 2020
North America 47 44 North America 85% 83%
UK 16 18 UK . . 78% 78%
France 12 11 France 88% 89%
Spain 09 10 Spain 83% 83%
Group ' 84 83  Group ' 83% 82%
. ' I 'x . ,
Home Experts Webs visits (m) ‘
. . 2021 2020
Against a challenging backdrop, the Home ‘Checkatrade 29.0 236
- Experts businesses grew consumer demand, elocat - ' n/a n/a
with Checkatrade particularly notable. Habitissimo 89.0 873
‘ Group 118.0 1109
Paying trades (tradespeople) (000) . Contacts (m)
2021 2020 2021 2020
Checkatrade 44 39  Checkatrade? 81 nla .
elocal n/a nfa elocal® 36 27
Habitissimo 20 24  Habitissimo nla . nla
Group 64 63 Group 17 nfa

1nter-segment revenue includes transactions with other Group companies removed on consolidation and principally comprise royalty and other similar charges. ? Checkatrade
commenced capturing contacts partway through FY20, hence a comparative for FY20 is not available. * For eLocal, contacts represents the total number of monetised calls.
VFY20 and FY2 tted ina £12.4m in the reported revenue and a £3.3m decrease in adjusted.operating

The netimpact of changes in the Euro and USD exchange rates
profit.

HomeServe uses a number of alternative performance measures (APMs) to assess the performance of the Group and its individual segments. These are used in headline financial
results and throughout the Strategic report. APMs are non-GAAP measures which address profitability, leverage and liquidity and together with operational Key performance indicators
give an indication of the current health and future prospects of the Group. Definitions of APMs and the rationale for their usage are included in the Glossary at the end of this report with
reconciliations, where applicable, back to the equivatent statutory measure. The key APMs used in the strategic repont are adjusted operating profit and adjusted profit before tax.
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North American Membershlp
and HVAC had a great year,
desplte much reduced
marketing volumes in the first
few months of the pandemlc

Financial performance

FY21 saw North America take further strides towards all of
the medium term milestone targets. set out at the June 2019
investor day, notably $230m of adjusted operatlng profit.

Total révenue growth of 22% was an extremely strong
performance in the pandemic environment, and was
underpinned by continued strong organic revenue growth
of 9%. Net policy income rose 13%, with 10% growth in the
number of policies seeing it break through the eight million
mark, whilst income per customer grew by 6%.

Smillion 2021 ! 2020 Change
Revenue )

Net policy income 510.7 451.2 13%

Repair network 749 3395 90%
Membership 585.6 490.7 19%
HVAC installations 76.0 53.3 43%
Other 4.2 21 101%
Total revenue 665.8 546.1 22%
Adjusted operating costs (527.9) (4375) 21%
Adjusted operating profit 1379 108.6 27%
Adjusted operating margin 21% 20% 1ppt
E£miltion 2021 2020 Change
Revenue

Net policy income 388.1 3549 9%

Repair network 571 306 8%
Membership 4452 3855 16%
HVAC installations 579 424 37%
Other .33 16 101%
Total revenue 5064 4295 18%
Adjusted operating costs (401.4) (344.) 17%
Adjusted operating priofit : i 105.0; 854 23%
Adjusted operating margin 21%' 20% 1ppt

Revenue from the repair network and HVAC installations
both grew strongly. Repair network revenue largely derives
from jobs completed for Membership policyholders by

Income per customer

Customers ‘
47m $108

17% from 4.4m P6% from $102 -

Policies Adjusted operating profit
8.2m $1379m
1M0% from 7.5m ’I‘27/ from $108 6m
Retentioh rate Affmrty partner households

66m

3% from 64m

85%
M2ppts from 83%

the directly employed engineers within North America’s
portfolio of HVAC businesses and, like HVAC installations
revenue, benefited from FY21 acquisitions as well as a futl
year run rate from prior year acquisitions.

Adjusted operating margin rose by 1 percentage point,
as good progress on leveraging the fixed cost base in
Membershrp was partrally offset by the dllutlve impact of
continued growth in HVAC.

Operational performance
North America is the Group's key driver of near term growth,
based on the substantial opportunity to further penetrate
avast and early stage market, and the strong position
HomeServe has today as market leader. FY21 saw further
progress in capturing this growth opportunity.

Top line growth in North America continues to be driven

by partnerships with water and energy utilities, with the
development of existing partnerships just as material as the
sugnmg ‘of new ones. The pipeline for signing new utilities is
the strongest it has ever been, and the addition of 6m gross
new households was 58% ahead of FY20. The total number
of households to which the business has access rose to
66m. Net growth was 2m after three utilities, accounting
for 4m households, were removed from the base as the
partnershlps were lnactrve

In contrast to the tens of thousands of utilities and
municipal providers responsible for water, the structure of
the North American energy utility landscape is far more
concentrated, with the top 10% of energy utilities together
serving a combined 94m households. Energy efficiency

and decarbonisation is increasingly top of mind for these
utilities and their customers, and HoméServe recognises

the potential to partner with utilities to add value for their
customers in this area. The business saw good early traction
during the second half as it launched an electric vehicle
charging maintenance product with one of its largest energy
partners. This product is already proving to be a differentiator
in opening up utility conversations more quickly.
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MEMBERSHIP & HVAC ~ NORTH AMERICA CONTINUED

Whilst adding new utility partnerships and new households
drives the long term potential size of the North American
business, near term growth in customers, févenue and profit
continues to be largely driven by existing partnershlps Some
of North América’s longest-standing partners contifiue to be
a source of the best cu'svtomer‘ growth. This gives excellent
opportunities to invest marketing dollars both with existing
partners, and also in fresh new territories wh:ch have never
previously seefi a HomeServe type offer.

FY21 saw further good growth in customers, up 7%, with
more than 6 percentage points of this driven organically. The
slight slow down from the prior year (FY20: 9% customer
growth) reflects the decision to reduce marketing spend
during the first half given the onset of the COVID pandemic.
This marketing spend was subseqUently. deployed in the
second half, during which the sequential customer. growth
accelerated to 5% (first half of FY21: 2% customer growth)

- the fastest since the second half of FY19 - as camipaigns
contiriuéd to see §ood take-up ratés.

A base of highly satisfied customers who derive value from
their membership and renew theirpolicies continues to
provide a solid foundation towards the Milestone 2 target of
between 6-7m customers. Customer satisfaction improved
on the prior year. Against a backdrop where pandemic
restrictions have prompted renewed focus on homes,
thereby highlighting the value of HomeServe's proposition,
the importance of great customer service to HomeServe's
model was seen in the materially higher retention rate,
which rose by 2ppts to 85%.

The Group's HVAC buy-and-build strategy is most advanced
in North America, and here too FY21 saw further progress
towards the Milestone 2 target of HVAC contributing $30-
45m of adjusted-operating profit to the overall $230m target.
There was a profutable in=year contiibution from afurther
jith North Américan HVAC operating
profit now’ aroun and marglns approachlng the 10-
15% range being targeted‘globally '

A SIgnmcam element of recent historical capital expenditure
has been to embed further attomation and digitisation

in Membership: This is now reducing and in some cases
largely eliminating the need for human intervention in the
claims process - bringing cost benefits whilst also driving a
superior customer expenence Progress during the second
half has given confidence on'the role this programme

will play as a component of thé remaining bridge to the
milestone targets for adjusted operating margin of 24-26%.
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MEMBERSHIP & HVAC - EMEA
The EMEA business division encompasses the established
! Membership & HVAC businesses in the UK, France and
' Spain, HomeServe's share of the joint venture operation with
: ! Mitsubishi Corporation in Japan and expansion initiatives
into adjacent territories in Europe.
Emillion » , 2021 2020 Change
Totalrevenue ~ ' (6672 6388 4
Adusted operating costs _ (5477)  (5086) 8%
Adjusted o‘pe‘ratin'g: profit 1195 130.2° {8%)
UK
Policies Income per custorner
¢11°/° from 4.-9m 1‘3/ from £14O
Customers Rete tlon rate AAfﬁmty partner households
1.6m 78% 26m
o unchanged from unchanged from
\1’10/0‘ from 1.8m, C prior year prior year

Financial performance

Net policy i Income declined by 6% as the UK business
continued to focus on fair pricing outcomes for customers
and marketed at lower levels than it has historically. The shift
away from renewal discounts for early vintage customers

is well established and drove a further reduction in the -
number of customers (down 10%), which was only partially
offset by a 3% rise in income per customer.

Emillion 2021 2020 Change
Revenue —_—
Net policy income 233.2 2494 {6%)
Repair network 803 895  (10%)
Membership 3135 3389 (7%)
HVAC installations 121 21.2 {43%)
Other 133 128 4%
Total revenue . 3389 3729 {9%)

Adjusted operating costs (266.4):  (291.9) (9%)
725 810  (10%)

Adjusted operating prpﬁt y
SRR A T A
Adjusted operating margin 2% 2% (1pp)

The lower customer base also lmpacted fepair revenue,

as the UK dlrectly employed engineer rietwork compieted
a lower Aumber of jobs (FY21: 0.8m, FY20: 0.9m) than the
pnor year. This was intensified in the first half as panderhic
restrictions lirnited the range of jobs that the directly
employed network was permitted to complete.

HVAC installations was the area most impacted by the
pandemic in the UK. Revenue declined sharply year-
on-year, installations are largely discretionary and non- -
eémergency in nature imeaning demand was heavily
dampened by stay-at-home restrictions in the first half, and
particularly the first quarter. Whilst installation volumes were
down around 60% on the prior year iri the first half, greater
access to homes and a pivot to video survey technology in
the second half resulted in a rebound such that installation

-volume during Q4 was higher year-on-year.

Adjusted operating costs fell in line with revenues, reflecting
the elements of the cost base (partner commissions and
marketmg) that flex with customer acqunsmon and retention,
leavrng the adjusted operating margm broadly unchanged
from the prior year.
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MEMBERSHIP & HVAC — EMEA CONTINUED

UK continued

Operational performance

On a statutory basis the UK business recorded an
exceptlonal charge of £87.8m, principally in relation to

the full impairment of its eServe CRM system eServe was
highty configured arid became costly and inflexible to
lmplement with further confrguratlon issues emergmg as
implementation progressed As a result of this customisation,
the system exhibited high operating costs and a high cost of
change During the second half of FY21 additional capability
issues came to light as more policies were introduced

onto the system, meaning that the duration of the parallel
run period alongside the legacy system would need.to

be extended. Following an extensive review of system
capability and robustness and the ongoing operatconal
needs of the business, the difficult decision was taken to
revert the minority of custorners on this platform back

1o the existing Ensura CRM system, which,is the proven

: system of record in North America. Follownng a period of
decommlssnomng eServe wilt be replaced by a flexlble
cloud-based solution. Gurrent planning suggests thls will
be a Salesforce solution, similar to those lmplemented
successfully in France and which is planned for
implementation in North America.

The transformation of the UK business accelerated in the
second half, with new management focused on émbedding

_the operatronal processes and technology that have
supported growth in North America, Key mmatwes include
implementation of a cloud-based integrated claims and
field management application which enables reat-time
status updates and best-in- class route optum»satnon Nearly -
all directly employed engmeers were mrgrated onto this
platformin the second half and migration of the contractor
network is underway. Looking forward, a natural language
call automation platform, which enables customers to claim
and book an appointment all within the applrcatlon will be
rolled out in FY22.

These transformational technologies significantly enhance
customers’ experience and will drive efficiency gains in the

coming year.

Alongside the transformation of operational processes and
technology, the UK team are developing several routes to
growth including sugmfrcant new energy partnerships and
acquiring more customers through digital channels. The UK
teamn has$ also started to execute the HVAC buy-and-build
strategy successfully deployed in the US, France and Spain.

In energy, the UK business strengthened its relationship
with E.On, a ‘Big 6' energy player. E.On will commence a
call transfer program with HomeServe in the first half of
FY22,in addition to the dlgltal program already in place.
Last week, a partnership was signed with Shell Energy to

Harnese a2 plc Anzead Repsan b Accours 2021

offer HomeServe's home assistance products to their iIm
customers. The UK business has been encouraged by

early engagement and collaboration with other energy
players in the UK market who seek to offer consumers a
seamless, digitally-led way to manage their home assistance

needs.

Water partnerships remain the largest customer acquisition
channel and the UK Business remains focused on
maximising these relationships. In the second half, long-
term renewal agreements were secured with five water utility
partners. Periodically, management focus and marketing
spend is reviewed and re-deployed into more attractive
acquisition opportunities, as was the case with Thames
Water, where the partnership expired on 31 March 2021.
HomeServe retains exclusive reneyval rights on the 0.1m
customer book built through the Thames partnership.

Digital customer acquisition accelerated in FY21 in all
branded channels - water, energy and HomeServe directly
owned digital channels - helped by a redesugned simplified
website with improved conversion. Web traffic significantly
increased as the improved conversion resulted in more
effective paid marketing. High quality optimised content
also helped to drive giowth in organic search traffic. Ini total,
acquisition through digital channels increased by 33% year-
on-year, with digital accounting for a quarter of gross new
customer additions. The digital channel remains a key focus
area for further improvements in FY22 and beyond.

Within HVAC, the legacy installation business has been
re-structured and improved. Alongside this, the UK joined
the other HomeServe territories in deploying an HVAC
buy-and-build strategy. North America, France and Spain
developed a successful model focussed on acquiring
smaller HVAC businesses founded on strong local
reputations. The first UK acquisition as part of this strategy
completed partway through the second half and made a
profitable in-year contribution. Looking ahead, an attractive
pipeline of other opportunities is now in place.
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France
C Policies Affinity partner households
3% from 2.4m 4% from 18m
Cust Retention rate Income per customer
ustomers
o
1.2m 88/0 €109
5% from 1.1m Vippt from 89% "M% from €108

Financial performance
France saw continued growth in FY21, surpassing the
previous records attained in £Y20 for the highest ever

revenue and operating profit.

Net policy income increased by 5% to é126.6m, driven by
further strong growth in_cqsto%ne_rnurﬁl;ers which rose

5% on the prior year. l-..gVAC' intséllétions! revenue increased
129% 10 €179m, with contribution from a further ten Fy21
ac’quisit"igns and the annualisation of prior year acquisitions.

€miltion 2021 2020 Change -
Revenue

Net policy income 126.6 1201 5%

Repair network 0.3 04 (14%)
Merr_ib'ership ) 126.9 1205 5%
HVAC installations 179 78 129%
Other 37 . 01 n/a
Total revenue 1485 . 1284 . 16%
Adjusted operating costs {108.7) (89.4) 22%
Adjusted operating profit 39.8 39.0 2%
-Adjusted operating margin 27% 30% {(3ppts)
Emillion éoz.t 2020 Change
Revenue

Net.policy income 1130 104.5 8%

Repair rietwork ™ 03 04  (23%)
Membership —_ 1133 1049 8%
HVAC installations 16.0 6.8 135%
Other 3.3 0.1 n/a
Totalrevenue ] 132.6 111.8 197
Adjusted operatingcdsts ©  (97.0)  (78.0) 24%
Adjusted operating profit 35.6! 33.8 5%

Adjusted operating margin 27% 30%  (3ppts)

The adjusted operating margin of 27% (FY20: 30%) is
indicative of the targeted level over the medium term and
reflects the investment in the growth opportunities open
to the French business including a renewed partnership
with Veolia and accelerated customer acquisition via digital

channels, ’

Operational performance
Gross customer additions of 0.2m were the best ever in the
20 year history of the French business, up by 10% on the
prior year and helping drive the period end total customer
number to 1.2m. This was underpinned by continued

acquisition through the long-standing relationship with
Veolia (where customer additions grew 13% on the prior
year) and also developing activity in newer channels such

as through online aggregators in the home moving process
like Papernest (where customer acquisition almost trebled
compared to the prior year). The French business recognises
the opportunity to drive further customer growth through
non-utility channels, and was pleased to extend the
partn'ership with Papernest by a further two years during the
year, as well as launch partnerships with three new energy
retailers.

During the year the French business invested in its IT
capabilities in order to provide a robust platform for further
profitable growth. The legacy policy management and
Customer service systems used in Membership were
replaced by a cloud-based Salesforce CRM system, and in
the second half the first HVAC business was successfully
migrated to a Salesforce system which will, amongst other
benefits, aid policy upsell initiatives. More businessesin
the HVAC portfolio will migrate to this operating platform
through FY22.

The buy-and-build strategy continued in HVAC with ten
acquisitions completed during thé"year. The migration of
these HVAC businesses to a common operating system will,
over time, maximise the cross-selling opportunity between
installations and Meémbership cover, and the additional
policies from the ten in-year acquisitions now means the
French HVAC portfolio has in excess of 50,000 policies.

Reflecting the Group's decision to focus its international
expansion efforts in Membeérship on adjacent territories, the
French business signed a new five year affinity partnership
with Eneco Belgium N.V, the third largest energy provider
in Belgium, at the beginning of the second half. A Belgium-
based managing director is now in role and has joined

the management team of the wider French business, as
marketing activity begins to scale up in step with the easing
of pandemic restrictions.

Customer satisfaction drives the recurring revenue model

in Membership and the French business was delighted to
receive high profile awards in recognition of the éustomer-
centric culture. The French team were awarded Elu Service
Client de I'année for the fifth consecutive year, and also won
the Gold Trophy at the CX Awards.
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MEMBERSHIP & HVAC - EMEA CONTINUED

Spain

Customers

0.9m

9% from 1.0m

Hoine & ve pit Anced Report o nesount, 2021

Income per customer’

Policies
1im €60
Ya%fom1iml 1 d2x% from €61

Reteqtion rate
83%

unchanged from prior year

Financial performance

Total revenue in Spain grew by 24% to €219.0m, as
expansion in Claims and HVAC operations continued.
Revenue growth in the Claims business (captured in the
Repair network line) was driven by the contribution of

a first half acquisition (Mesos) and continued growth in
job volumes in the existing business. Meanwhile HVAC
installations revenue grew strongjly driven by contribution
from FY21 acquisitions as well as a full year's benefit from
prior year MBA. As expected, net policy income declined by
3% as the Endesa back book continues to run off.

€million 2021 2020 Change
Revenue
Net policy income 54.8 56.3 (3%)
Repair network 146.8 108.2 36%
Membership 201.6 164.5 23%
HVAC installations 174 121 44%
Total revenue ' 219.0¢ 176.6 24%
Adjusted operating costs 199.2) © (153.5) 30%
Adjusted operating profit 19.8 231 (14%)
Adjusted operating margin 9% 13%  {4ppts)
£million 2021 2020 Change
Revenue
Net policy income 489 49.2 {1%)
“"Repair network 131.2 94.4 39%
Membership 180.1 1436 25%
HVAC installations 156 10.5 49%
Total revenue 195.7 1541 27%
Adjusted operating costs (178.0)  (134.0) 33%
Adjusted operating profit 177 201 (12%)
Adjusted operating margin 9% 13%  (4ppts)

Adjusted operating costs rose by 30% as direct costs in both
the Claims and HVAC businesses grew in line with revenue:
Operating margins in the second half were broadly in line
with the prior year, though this was offset by the first half
impact of largely fixed employment costs in the Claims
business being covered by lower than expected job volumes
in the initial stages of the pandemic.

Operational performance

The Claims business saw a noticeable impact from the
pandemic but responded robustly to close out the year well.
Strict stay-at-home measures in the April-June quarter of
calendar year 2020 meant a sigriificant volume of jobs could
not be compléted, with completed job volumes running at
less than 50% of expected levels. The business supported

its people through this penod and retamed headcount
levels and actlwty returned to more normal levels dunng
subsequent lockdowns. Mesos, the claims handling
business acquired during the first half, continues to be
integrated and made a good profitable in-year contribution
of €2.2m. Mesos expands the service capabilities of the
Claims business, diversifies the customer base and also
provides entry into thé adjacent teiritory of Portugal.

In Membership, gross customer wins of 65k rose by 84% on
the prior year, with partncularly good growth in acquisition
through the retail energy channel. Though this was more
than offset by churn inthe custc;mer base, good progress
was made during the second half in advancing engagement
with potential future partners, particularly in the retail energy
space, giving a firm base for continued growth in customer
acquisition in FY22.

in HVAC, Spain made a further four acquisitions during the
second half, bringing the total to six for the full yeér. The
HVAC buy-and-build strategy prioritises well-run businesses
with strong local reputations, and the six acquisitions
enabled entry into new territories of strategic importance,
including the Madrid urban area. An exciting pipeline of
opportunities remain of both new "hub” acquisitions, as well
as smaller bolt-ons.
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HOME EXPERTS

We continued to develop
our Home Experts platforms
at pace to match more
homeowners with trades

(tradéspeople) onlirie.

Of the £6.3m operating loss in New Markets in FY21, two
thirds was driven by continuing investment in the joint
venture with Mltsublshl Corporatlon in Japan and one
third by costs associated with prospecting activity for new
Membershup temtonel whnch has novJ concluded.

Emillion i R -2 . 2:020 Change -
Adjusted operating loss (6.3) (4.7) 34%

After two years of the Japanése joint venture withi Mitsubishi
Corporation, there has been good progress. A number

of marketing campalgns have been executed with the
customer base of the first utility partner, Chugoku Electric.
Take-up rates on these campaigns have performed well,
with payback on the marketmg spend towards the shorter
end of the 18-36 month i fange observed across the
established Membershlp temtones

HomeServe Japan now has over 17000 custormers; and
is focused on increasing marketing activity to accelerate
customer growth. Early data on retention rates of the first
policies coming up for renewal are very promising.

Towards the end of the year Tohoku Electric Power became

the second utility partner signing for HomeServe Japan;
adding a further 3.9m households to the 2.9m covered
by Chugoku, and the pipeline of further opportunities is
attractive,

, ; . i

Home Experts compnses the groups onhne platform
businesses, being Checkatrade in the UK, eLocalin North
America and the group’s interests in other geographies. This
division is expected to achieve profltabnllty inFY22.

Emillion . 2021 2020 | Change
Revenue
Checkatrade 38.9 38.5 1%
‘eLocal 91.3 221 313%
Habitissimo 9.6 111 (14%)
France - 0.1 (93%)
Total revenue 139.8 718 95%
Adj'us,'teq épéféting cosfs, (156.0) (857) 5%
Adjusted operating loss (10.2) 13.9) (28%)
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HOME EXPERTS CONTINUED

Checkatrade

Financial performance !

At Checkatrade, the key dynamic impacting the top liné was
the support given to the trades base at the onset of the first
UK ntional lockdown. Tradés had the option of either a
50% discount or zero-cost “affiliate® membership for the first
three months of the financial year. 80% of the trades base
opted for the half-price discount, with 20% taking the affiliate
membership option, measures costing around £5m of
revenue. This saw average revenue per trade decline 8% on
the prioryear. However the higher number of trades offset
this to leave total revenue broadly flat.

Emitlion ) 2021 2020 Change
Total revenue 389 385 1%
Adjusted operating costs (549) (489  12%

(16.0) (10.4) 54%

Adjusted operating loss

Alongside a slightly higher depreciation charge as new
technology systeris went live, the revenue impact of the
pandemic subscription relief was the big driver of the higher
adjusted operating loss for Checkatrade.

Operational performance

Despite the challenging backdrop caused by the pandemic,
FY21 saw Checkatrade make substantive progress in
readiness to achieve the scale set out in its milestone targets.

In a year which saw significantly reduced access to
consumers’ homes due to lockdown restrictions,
Checkatrade grew the base of paying trades by 11% - a very
pleasing result. Furthermore, the second half saw a pick-up
in the sequential half-on-half growth rate in trades, setting
the business up strongly as it entered FY22.

The key headwind to faster growth in the trades base

over the last couple of years has been member churn,
particularly among newer members. FY21 saw continued
efforts to tackle this. The introduction of ‘request a quote’
and additional search functionality has delivered a more
even distribution of consumer contacts amongst trades.
The ‘request a quote’ function, where the consumer wishes
Checkatrade to find them a trade, was introduced at the end
of the first half and now accounts for a significant proportion
of total contacts on the platform. The business is focussed
on moving trades growth materially above the 11% delivered
in FY21 through strong acquisition and improvements in
early life retention.

’ Honmiienve plt Alica: Report o Ac ounts 2021

Average revenue per trade

Paying trades
44k £939
™M1% from 39k‘ 48% from £1,023

. | i i : .
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Contacts Web visits
8.1m 29.0m
from n/a 123% from 23.6m

On the consumer side, FY21 saw Checkatrade strengthen
its position as the clear market leader among UK consumers
searching for a trade online. Of those consumers searching
for a trade through both online and offline channels in

thé 12 months ending February 2021, 16% did so with
Checkatrade - significantly ahead of the second online
player in the market at 6% ard meéaning Checkatrade
gained share over that time period (+4ppts v. Febiuary
2020). This provided an optimat platform for Checkatrade
to further assert its brand leadership during the second

half as it executed its “Julius Caesar” therned advertising
campaign across TV, fadio and social media. Resuits from
the first leg of the campaign were very strong, driving an
increase of 6ppts in spontaneous brand awareness to 57%
of consumers ~ again significantly ahead of the nearest
competitor. ’

Checkatrade is clear qfri its roaqu’p to drive top line growth
arid, as the FY23 profitability target comes further into view,

it is also focussed on driving this growth profitably: The June
2019 investor day set out how technology investment would
be kéy to this, and FY21 saw the successful execution of two
major technology programmes. Firstly, vetting automation
has markedly reduced the levels of human intervention o
and time needed for a trade to proceed through the 12
different checks required to gain ‘recommended, vetted

and monitored’ (RVM) status on the platform down to just
three days as at March 2021 (March 2019: 14 days). Secondly, -
a new billing engine went live at Checkatrade in March, All—
new trades joining the platform now do so onto this billing
engine, whilst existing members will be migrated during
FY22. The billing engine will ensure the business scales in an
efficient manner, delivering cost savings as well as revenue
optimisation by providing a platform for automating new
product initiatives.

In summary, FY21 saw further real progress by Checkatrade
as it seeks to become the reference point in the UK for
sourcing qualified and vetted tradespeople online, and the
model for the Group’s Home Experts’ marketplaces.
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3.6m

T32% from 2.7m
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Other - Habitissimo and France

Emillion 2021 2020 Change
Total revenue o 96 11.2 (15%)
Adjusted operating costs (17 0} (16.5) 3%
Adjusted operating loss (74) . (5.3) 41%

habitissimo

Trade; Wep visits
20k 89.0m
418% from 24k '}‘2% from 87.3m

Fmanc:al performance
Atelocal, where the different model means calls rather than
subscnptlons are the key monetisable unit, a 32% increase

in leads drove a similar level of revenue growth compared

to the prior 12 months of FY20. HomeServe acqutred its

79% stake in eLocal in November 2019, rieaning only four
mohths’ coritfibution to the FY20 comparative nurhber,

Emiliion . 2021 . 2020 | Change
Total revenue 91.3 22.1 313%
Adjusted operatmg costs . (781)" (03]  284%
AdJusted operatlng profut o 1-3.2 ' 1.8 . 634%

elocal saw a strong ad;usted operatmg profit performance
for the year of ¢.518m equivalent.

Operational p’el"fomianc'e ’ b

Despite the impact of the pandemic elocal malntalned its
impressive growth momentum in its first full 12 months of
HomeServe majority ownership. Stay-at-home restrictions
across the US duiing the April-June 2020 calendar year
quarter impacted consumer demand, particularly in
categories such as locksmiths, however the easing of
restrictions during Q2 saw consumer demand recover
quickly, indeed to record levels, during the summer months,

Monetised calls, the number of consumer telephone calls
which elocal can sell to trades, grew by 32% across the
year, broadly in line with revenue growth had elLocal been

" majority owned by HomeServe throughout FY20.

elocal continues to see strong growth prospects ahead
based on driving penetration in its existing categories, as well
as entering new ones.

FY20 comparative for monetised calls represents full 12 months.
!

Financial performance
Habitissimo saw a- larger and more sustained impact from

the pandemic, partlcularly in its Latin Ameérican markets of
Brazil, Mexico and Chile, resultmg in a 15% decline in revenue
oh the prior year. Adjusted operatrng costs flexed down
slightly, however the top line impact still drove a hlgher
adjusted operating loss than the prior year.

Operational performance
FY21 saw Habitissimo further sharpen its focus on its key

markets, whilst launching the Directory Extra model.

The second half launch of the Directory Extra model, meant

@ pause in new trades joining the platform and a conversion

of existing trades to an automatic model of purchasing
—contacts (calls and quote requests).

~Habitissimo's exposure to the Latin American markets of
“Brazil, Mexico and Chile meant it saw the most proncunced
_impact from the COVID pandemic of the Home Experts
busmesses The greater focus on its European markets

~—saw Habitissimo purchase an online platform player in ltaly

during the second half, and Habitissimo will now be the
market leader in italy on a combined basis.

T e—