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ANALYST DAY 2021

WELCOME

25 MARCH 2021




MASSIMO GARAVAGLIA

CHIEF EXECUTIVE OFFICER




De' LONGHI ANALYST DAY 2021
AGENDA OF THE DAY

TIME SUBJECT SPEAKER(S)
9:00 25' 2020 overview and the years ahead Massimo Garavaglia Chief Executive Officer
5' break
9:30 20' Commercial strategy Paul Accornero Chief Commercial Officer
Opportunities of E -commerce Filippo Olearo Head of global E -retailer and E-commerce
5' break
9:55 20' Brand and communication strategy Fabrizio Campanella Chief Marketing Officer
NPD: a case study Nicola Serafin Chief Operation & Technical Officer
10:20 20' Industrial platform Nicola Serafin Chief Operation & Technical Officer
5' break
10:45 20' 3 years plan Marco Cenci Chief Strategy & Control Officer
5' break
11:00 20' Capital allocation and M&A strategy Massimo Garavaglia Chief Executive Officer
11:30 30 Q&A Session
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De' LONGHI ANALYST DAY 2021

THE AGENDA OF THE DAY: THE SPEAKERS

MASSIMO PAUL FABRIZIO NICOLA MARCO FILIPPO
GARAVAGLIA ACCORNERO CAMPANELLA SERAFIN CENCI OLEARO
C.E.O. CHIEF COMMERCIAL CHIEF MARKETING CHIEF OPERATIONS CHIEF STRATEGY HEAD OF GLOBAL
OFFICER OFFICER & TECHNICAL OFFICER & CONTROL OFFICER E-RETAILER AND
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De' LONGHI ANALYST DAY 2021
FY 2020: RESILIENCE PUT TO THE TEST

2020: A YEAR OF IMPORTANT ACHIEVEMENTS...
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..... WITNESSING THE GROUP'S RESILIENCE TO A CHALLENGING ENVIRONMENT
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De' LONGHI ANALYST DAY 2021
FY 2020: A RECORD GROWTH

NET REVENUES: 2,351 M€ +11.9%
+12.4% NORMALIZED
+13.8% ORGANIC
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De' LONGHI ANALYST DAY 2021
FY 2020: STRONG MARGINS...

ADJUSTED EBITDA (NORMALIZED):
383 M€ +27.6%

16.2% OF REVENUES IN THE FY
18.5% OF REVENUES IN Q4

...INCLUDING INCREASED

INVESTMENTS IN A&P
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De' LONGHI ANALYST DAY 2021
FY 2020: EXCELLENT PERFORMANCE OF THE CORE SEGMENTS...

...SURFING THE OVERALL GROWTH OF THE GLOBAL MARKETS :
U CONTINUOUS INNOVATION BY LEADING PLAYERS
U STRONG STRUCTURAL TREND OF HOUSEHOLD PRODUCTS
U PERMANENT POSITIVE IMPACT FOR THE "HOME EXPERIENCE"
U CONSUMPTION SWITCH FAVOURING PREMIUM BRANDS
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6.9% GLOBAL FOOD PREPARATION GLOBAL ESPRESSO MAKERS

25,00% 4,00
3,88 3,49

=100 20,00% 3,50 25,30% 7
3,50 3,00
3.00 15,00% :
) 2,50
2,50 10,00%
2,00
2,00 5,00% 150
1,50 ,
0,00% 100
1,00 ,
0,50 -5,00% 0,50
0,00 e e e . -10,00% 0,00
2017 2018 2019 2020 2017 2018 2019 2020
mmc 20l f C22R teMSdradwth 86y € ¢201 t 9 &LINBEZYrowthy% €

(1) EUR billion / % growth, global market excluding USA, India and China
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De' LONGHI ANALYST DAY 2021
FY 2020: EXCELLENT PERFORMANCE OF THE CORE SEGMENTS...
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De' LONGHI ANALYST DAY 2021

FY 2020: EFFECTIVE PRICE MANAGEMENT...

...SUPPORTS THE BRANDS' PREMIUMNESS.

FROM SUFFERING
STERILE PRICE

COMPETITION...

2017

DeLonghi Group

PRICE-MIX 2017-2020

17,4

...TO COMPETE ON

INNOVATION AND
A&P INVESTMENTS

2018 2019

Price effect m Mix effect

| (DeLonghi) KENWOOD

2020
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De’' LONGHI ANALYST DAY 2021

FY 2020: COVID-19 MANAGEMENT

PEOPLE COMMUNITY CLIENTS
V SAFETY MEASURES A SUPPORT THE FIGHT A SUPPORT OF OUR BUSINESS
) PARTNERS
V  FLEXIBLE WORK A €3.1MTOLOCAL
HEALTH SYSTEM A ADAPTING DIGITAL
vV GIVEBACK: € 9.5 M MARKETING TO MEET NEW
BONUS CONSUMPTION PATTERNS
A INVESTMENTS & COST
SAVINGS
A ENSURING A HEALTHY
BALANCE SHEET

11
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De’' LONGHI ANALYST DAY 2021

THE YEARS AHEAD
VISION FOR THE LONG TERM CORE PILLARS DEVELOPMENT {3
FOUNDED ON SOLID VALUES REDESIGNING THE CONSUMER JOURNEY 65{59

€ PROUD OF OUR BRANDS ACCELERATE E-COMMERCE \Q

®\¢o3) DISCIPLINED EXECUTION

2

=/ SUSTAINABLE DEVELOPMENT

GROWTH ENHANCERS (¥)

0
LONG TERM INVESTMENTS PLAN Y¥

DéLonghiGroup | DeLonghi) KENwOOD BRAUN nutribullet -Ariete. 12



De’' LONGHI ANALYST DAY 2021

THE YEARS AHEAD
MTP 2021-2023
STRATEGY + EXECUTION = SUCCESS
: Food Innovation
— Aghise\i I(A?\fsitliia' Exploi(t:lfl)J];r(;gtential protectand Make it even more
M Pl LLARS mass and incr.ease in the categor_y, ng[g\éilr(;[? grc;rceial cegggléz;h; ftlrJ:re
relevapce in further cementing for the Group's Group, stepping up
attractive & leadership brands, portfolio approach and
futurable markets and economics capabilities
@ PEOPLE PEOPLE AND STRUCTURE
lal PROCESS UNIFIED CULTURE
DIGITAL SUSTAINABILITY
(| — 4 ENABLERS HARMONIZATION DIVERSE TALENTS
> SR
SR PROJECTS KEY PROJECTS EXECUTION
@ VALUES GROUP'S COMMON VALUES

The Group's
Values

A

RESPECT TEAMWORK

H

HERITAGE AMBITION

[e]
o
o
o 00

PASSION COMPETENCE

=

COURAGE
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PAUL ACCORNERO

CHIEF COMMERCIAL OFFICER
&

FILIPPO OLEARO

HEAD OF GLOBAL E-RETAILER AND E-COMMERCE




De' LONGHI ANALYST DAY 2021
CORE SEGMENTS AND MARKETS

CURRENT
CONSUMERS
V TOTAL EUROPE LY e S

UP +14.7% IN 2020 Y &0 ' CATEGORIES

) ) & PRODUCTS

V CONTINUED GROWTH IN
WESTERN EUROPE

TRADITIONAL
GEOGRAPHIES

V ACCELERATION IN EASTERN
EUROPE

LEGACY RETAIL
CHANNELS
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De’' LONGHI ANALYST DAY 2021

CORE SEGMENTS AND MARKETS
- ———

V KEEP FOCUS ON ESPRESSO COFFEE

V DEFINE PORTFOLIO PRIORITIES AND GUIDE
ORGANIZATIONAL FOCUS IN FOOD PREPARATION

V A&P INVESTMENT PLAN TO MAXIMIZE RETURNS
' V EXPANSION IN UNDERDEVELOPED MARKETS
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De' LONGHI ANALYST DAY 2021
ACCELERATING GROWTH BEYOND CORE

BALANCING ONLINE AND OFFLINE

UNDERDEVELOPED CATEGORIES
EMERGING GEOGRAPHIES

ADDITIONAL DISTRIBUTION CHANNELS
NEW SHOPPERS
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De' LONGHI ANALYST DAY 2021
ADDITIONAL DISTRIBUTION CHANNELS

KEY ENABLERS

' REDEMPTION &
| .’ FOOD & GROCERY LOYALTY
CORPORATE HO.RE.CA. &
& WORK FROM HOME FOOD SERVICE
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De’' LONGHI ANALYST DAY 2021
EXPLOITING GEOGRAPHIES

MAIN REGIONS
OF FOCUS REGIONS OF
OPPORTUNITY

NORTH AMERICA & MEXICO

GREATER CHINA AFRICA & MIDDLE EAST
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De' LONGHI ANALYST DAY 2021

FOLLOWING MIDDLE CLASS SPENDING POWER

Global RegionaDistribution of the Middle Class (all regions = 100%)

2009 2030

DE’ LONGHI

IS UNIQUELY POSITIONED TO
CAPTURE THE OPPORTUNITY
OF INCREASING SPENDING
POWER OF THE MIDDLE CLASS

Quelle: Kharas, Gertz. The New Global Middle Class: A Cross-Ovgr from
West to East. Wolfensohn Center for Development at Brookings
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De' LONGHI ANALYST DAY 2021
ACCELERATION IN GREATER CHINA

A DRIVING ESPRESSO COFFEE PENETRATION
A LEVERAGING ESPRESSO LIFESTYLE APPEAL
A OMNI CHANNEL TRANSFORMATION

A STRATEGIC PARTNERSHIPS (ON-LINERS, INFLUENCERS,
LUXURY LIFESTYLE BRANDS)
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De' LONGHI ANALYST DAY 2021
ACCELERATION IN GREATER CHINA

Popup

G @ Events

Keol, SEO,

Media Online

Flagship Stores @
Fairs Expo

Jrand Builders

Demo Promoters

< Italian Journey Roasters <
‘?600 \\16\@
Co. pCt

TO-MaRKET PROGRAM OF

FAIRS & EXPOS EXPERIENCE CENTERS
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De' LONGHI ANALYST DAY 2021
ACCELERATION IN NORTH AMERICA: COFFEE

A

Global Market Insights
CONSUMERS LOOKING
TO REPLICATE THEIR
OUT-OF-HOME COFFEE
RITUALS AT-HOME

HOME IMPROVEMENT MARKET

/ DIY segment share (2018): >$680 BN
System upgrades sector share (2018):

: NA market aéqugggd over 50%
: of the global shaggih 2018 ¢

$800 BN 7]

2018

P .
APAC industry CAGR

: Global Market Insights
019-25): >4.5% :

l
$374.6 BN

ESTABLISHING DE’ LONGHI
ESPRESSO MACHINES AS AN
ESSENTIAL PART OF THE HOME

Residential

~ segment showroom

.

Kitchen improvement
& additions application

A
L " %
il - ESPRESSO MADE RIGHT

La Specsista

U.S. HOME REMODELING MARKET

2018 0 2020 2021 2022 2023 2024 2025 g

CAGR (2019-26): 4.5%

>$507.5 BN

DIFM segment market is
anticipated to showcase
prominent growth
prospects over the
projected time period

DéLonghiGroup |
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De' LONGHI ANALYST DAY 2021
ACCELERATION IN NORTH AMERICA: FOOD

ESTABLISHED
PRESENCE
WITH LEADING
BRANDS

nutribullet

liGill;

BULLET
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De’' LONGHI ANALYST DAY 2021

ADDRESSING THE NEW

NEW GEOGRAPHIES

REGIONAL PRODUCTS

DeLonghi Group

& 5 <y
st | |

| ¥ ‘Elllglliliﬂ*
1 I

‘I-,
»

"""!:

J.'m_r‘

DIFFERENT NEEDS

77
N

GLOBAL AND LOCAL

KeNwooD BRAUN nutribullet -Ariete.

25



De' LONGHI ANALYST DAY 2021
DIGITAL AND ON-LINE

A DIGITAL DATA-DRIYEN GO-TO-MARKET
A DTC ACTIVITIES
A BUILDING DIGITAL COMPETENCE

A LEVERAGING NEW CHANNELS
A FOCUS ON E-COMMERCE
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De' LONGHI ANALYST DAY 2021

THE DIGITAL JOURNEY

200 MM -

New Bean Adapt . |
Technolo: » =
> &

s
A

DéeLonghi Group

| kenwooD BRAUN nutribullet -Ariete.
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De' LONGHI ANALYST DAY 2021
E-COMMERCE & COVID-19

DIGITAL MEDIA FRUITION

CONSUMERS ARE EXPOSED TO HIGHER NUMBER AND
MORE FRAGMENTED DIGITAL MESSAGES

E-COMMERCE GROWTH

(UK) PANDEMIC ACCELERATED SHIFT TO
E-COMMERCE BY 5 YEARS

00

SRR EER AR SRS RERE IR SRR EERER SR AT S EERE S ST

2009 2010 201

o Apr

2015 2016 2017

fjusted, 2008 — December 2020
s Adisted intermet

DeLonghi Group

COVID-19
AS
ACCELERATION
FACTOR

| DeLonghi

Retail Ecommerce Sales Penetration, by Country
2021, % of total retail sales

Asia-Pacific

Central & Eastern Europe
9.1%

Latin America
7.0%

Middle East & Africa

- 2.5%

North America

14.5%

Western Europe
12.9%

Source: eMarketer, February 2021 (see below for notes and methodologies).

eMarketer | Insiderintelligence.com
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De' LONGHI ANALYST DAY 2021
E-RETAILER GROWTH AND WORKSTREAMS

De'Longhi PrimaDonna Soul ECAM 612.55.5B Kaffeevollautomat
mit Milchsystem & Bean Adapt Technologie, 18 Rezepte per

7 Old“core"
\, assortment

Sales

Best seller

New “core”
assortment

Knopfdruck, mit Farbdisplay & App-Steuerung, silber [Energy

Class A]
Brand: De'Longhi
AR Aky 168 ratings | 97 answered questions

High

” Productstobe

. disposed of J A N S e pice €1,199.00
Prices for items sold by Amazon include VAT. Depending on your delivery address,
VAT may vary at Checkout. For other items, please see details.

Free Amazon product support included

Low

Brand De'Longhi
Colour Silber/Schwarz

Capacity 2.2 litres

>
Slow Moving Core New Seasonality WO fduman interface Touchscreen
input

Item weight 13 Kilograms

SECURE DEPLOYMENT OF OUR PRICE & COMMERCIAL IMPROVE E-SHOPPER EXPERIENCE AND DRIVE
POLICY TO OPTIMIZE CHANNEL MANAGEMENT CONVERSION VIA ENRICHED ASSETS

E-RETAILERS &
MARKETPLACES

— CUSTOMER CARE & PAYMENTS &
derelbulles AFTERSALE ACCOUNTING

OPTIMIZE SALES AND ADV PERFORMANCE LEVERAGING IMPROVE CUSTOMER EXPERIENCE AND DRIVE OPERATIONAL
ON A INTEGRATED INTELLIGENCE SYSTEM EFFICIENCY VIA DEEPER OPERATIONAL INTEGRATION
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De’' LONGHI ANALYST DAY 2021
DIRECT BRAND E-COMMERCE RE-PLATFORMING AND EXPANSION

4 )

KENwooD  BRAUN

~ New e-Shop o
= =

PRICE & COMMERCIAL TOP LINE & TLCV & OMNI-CHANNEL 1ST PARTY DATA &
POLICY PROFITABILTY APPROACH CUSTOMER INSIGHTS
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De' LONGHI ANALYST DAY 2021
NEW E-COMMERCE PLATFORM

KENWOOD BRAUN
New eShop
I

CONSUMER JOURNEY

INITIAL CONSIDERATION ACTIVE EVALUATION PURCHASE & SUPPORT LOYALTY & REFERRAL

ENHANCHED BRAND & PRODUCT STORY TELLING
NEW E-MERCHANDISING CAPABILITIES TO HELP CONSUMER IDENTIFY RELEVANT PRODUCTS

NEW TECH PLATFORM TO DELIVER PERSONALIZED EXPERIENCE AND EASE PATH TO PURCHASE
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De' LONGHI ANALYST DAY 2021
CONSUMER DATA MANAGEMENT & ACTIVATION

GDPR
COMPLIANT
CONSUMER

DATABASE

DIGITAL
MARKETING
COMMUNICATION

SingleCustomerView

v DEPENDING ON THE AUDIENCE AND THE
DIGITAL TOUCH POINT

v MARKETING AUTOMATION DEPLOYMENT

v SEAMLESS, PERSONALIZED, CONTEXTUAL,
TIMELY COMMUNICATION

v SECURITY & REGULATORY COMPLIANCE
v SINGLE SIGN ON & SOCIAL LOGIN
v PROGRESSIVE PROFILING
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De' LONGHI ANALYST DAY 2021
THE CONSUMER JOURNEY CONTINUES ...

ACTIVE EVALUATION PURCHASE & SUPPORT LOYALTY & REFERRAL
. U
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FABRIZIO CAMPANELLA

CHIEF MARKETING OFFICER




De’' LONGHI ANALYST DAY 2021

COMPREHENSIVE BRAND PORTFOLIO

(DeLonghi)

GLOBAL MARKET LEADER IN
COFFEE, COMFORT AND
SELECTED KITCHEN CATEGORIES

MISSION
)

i COFFEE
(a4

o)

g - COMFORT
S

> BREAKFAST
> -

- EMEA

g

% | NORTH AMERICA
P>

E CHINA/ASIA

DelLonghi Group

KENWOOD BRAUN nutribullet

THE MOST LOVED & LEADING PREMIUM BRAND IN LEADING PERSONAL BLENDER

ADMIRED BRAND IN HIGH VOLUME “EVERYDAY IN ACCESSIBLE NUTRITION
FOOD PREPARATION HOME ESSENTIALS”
BAKING HAND BLENDERS PERSONAL BLENDERS

FOOD PROCESSING IRONING JUICERS

OTHER KITCHEN APPL. OTHER KITCHEN APPL.
EMEA EMEA NORTH AMERICA
AUSTRALIA & NZ NORTH AMERICA ]

OTHER SELECTED MKTS CHINA /ASIA

KeNwooD BRAUN nutribullet -Ariete.
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