Understanding WPTG’s Branding Strategy: Why
White Pearl Doesn’t Trade Under Its Own Name

For investors examining White Pearl Technology Group (WPTG), a common area of misunderstanding is its unique,
yet intentional, branding approach. WPTG, a publicly traded holding company, does not actively promote or conduct
business under the "White Pearl" name in its customer-facing activities. Instead, it operates through a collection of
fully or partially owned subsidiaries, each maintaining its own distinct brand identity. While initially appearing
intricate, this strategy is underpinned by robust marketing principles and has been successfully implemented
globally.

Why This Structure?

White Pearl Technology Group serves as the strategic backbone and financial engine of its portfolio. It provides
centralised governance, capital allocation, digital infrastructure, and strategic direction—while allowing each
operating entity the independence to tailor its brand to specific industries, markets, and geographies. This flexibility
supports agility, relevance, and customer intimacy, critical in the fast-changing digital services and technology
sectors.

The Power of a House of Brands

This strategy is known as the “House of Brands” model, which contrasts with a “Branded House” approach
where all products and services are marketed under a single unified name.

Major global companies like Procter & Gamble and Alphabet Inc. (Google’s parent company) use the same
approach. For instance:

e P&G owns and operates brands like Tide, Pampers, and Gillette, none of which use the P&G name on store
shelves.

e Alphabet includes Google, YouTube, and DeepMind—each maintaining its distinct branding while leveraging
centralised strategy and capital.

The rationale? Brand specialisation. Each brand can:

e Target its niche market more effectively
¢ Build brand equity on its own merits.
e Avoid reputational risk spillover from unrelated subsidiaries.s

e Respond faster to market-specific customer needs.

In this way, WPTG aligns with best-in-class multi-brand strategies to unlock value across diverse verticals.
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Deloitte Insights: Winning in the Future of Brands

Application at WPTG

WPTG has strategically built and acquired a diverse set of digital and IT services businesses under this model.
These include operations in:

e Enterprise Solutions & Managed Services

e Cybersecurity & Encryption

e Smart Infrastructure

o Digital Marketing

o Big Data & Analytics

e Call Centre & Helpdesk Services
Each of these businesses operates under its name, brand identity, and often localised marketing strategy. For
example, a digital marketing business in the Middle East may use a brand name and visual language completely

distinct from an enterprise software firm in Scandinavia, but both roll up to WPTG on a financial and governance
level.

Addressing Investor Concerns

We understand that investors may initially find it difficult to track performance without a unified White Pearl brand in
the marketplace. That’'s why WPTG is committed to transparency through:

e Clear segmental reporting of revenue and EBITDA per operating company

e Disclosure of major brands and their ownership status

e Active IR communications to bridge the gap between operational complexity and investment clarity
WPTG’s capital allocation is also governed centrally. This means that all profits flow up to the group level, where
they are reinvested or distributed in line with shareholder value creation priorities.

Investor Takeaway: The branding strategy is a business enabler, not an obstacle. It allows each
subsidiary to scale effectively in its domain while benefiting from the parent’s strategic umbrella. White
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Pearl acts as the orchestrator, not the frontman.
Conclusion

Branding is not just a name; it's a strategic decision. WPTG’s structure is purpose-built to empower subsidiaries,
foster innovation, and serve a broad range of customers without diluting market focus.

For investors, the key is to evaluate value creation at the group level while understanding how brand
independence at the operating level fuels agility, specialisation, and long-term growth.

To stay updated with WPTG’s portfolio brands and performance, visit our Investor Relations page and subscribe to
our updates.



