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SETTING THE SCENE

HOME COFFEE

NUTRITION

PROFESSIONAL COFFEE
OUR MEDIUM TERM GOALS
SUSTAINABILITY BY DE’ LONGHI GROUP
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the range expands,
from radiators through
electric fan heaters

The first product to catalytic stoves

created by De’ Longhi
Is an




The De’ Longhi
brand is

The Group launches
, the
iconic product
supported by a TV
campaign
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Braun joins the

Group, specifically First step in the
Its | professional
business, thanks
to the acquisition
of

De’ Longhi
establishes itself as
the




In the US,

global leader

in the personal
blenders
segment

between
La Marzocco
and Eversys

completed
in 2021



Brand portfolio

Household Brands Professional Brands

De’Longhi Eversys
Kenwood La Marzocco
Braun Off. Flli Bambi
nutribullet Modbar
Ariete
Innovation

Research
centres

Over the last 5y more than
U300 M invested in R&D
More than 500 engineers

The Group today

Made by De’ Longhi

Factories Factories
Household Professional
business business

A Over 1000 suppliers
A More than 35 distribution centres and
7 logistic HUBS

People
2R @
+ 10.000 Over 50
employees Countries

DeLonghi Group

Key financial figures*

Revenues adj Ebitda Positive NFP
Above Above Above
03,3bin us00M Gu300M

Profitability Ratio*

ROCE ROE FCF yield %
(before DVD and
M&A)
Approx. Approx. Approx.

30% 15% 10%

*basedon pro forma FY23



We are Everyday Makers
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More than 10.500
employees

North(

Americas
"more 300

36%...

of De’ Longhi’s employees
are White collar

64%ca.

of De’ Longhi’s employees
are Blue collar

Blue collar White collar
employee employee

DeLonghi Group
basedon pro forma FY23



~ %

Chairman and Vice-Chairman & CEO Chief Corporate Group’s General Chief Financial Chief Commercial La Marzocco’s CEO
Executive Director Service Officer Manager Officer Officer

Chief Planning Chief Marketing Chief Information Chief People Chief Operations Eversys's CEO
& Control Officer Officer Officer Officer Officer



The innovation is part of our DNA

Group research centres

Italy, Germany, UK, US and China,
as well as cross-brand structures
and Design teams dedicated
to specific business segments

o %90

Innovation Partnerships

Multiple partnerships and
research activities with top
universities worldwide

Patents

over 1.000

A portfolio of more than
1000 patent families

Investment in R&D

In the last 5 years, the Groupgnvested
more than U300 MU to improve its
products
and innovation processes

Total Group ca. 2,4% on sales

DeLonghi Group

Espresso pioneers,
resulting in
innovative solutions

Nutrition explorers,
leading to clever
solutions

ActiveBlade
PowerBell Plus

iTexture Control

Extensive internal expertise in core
technologies, systems and processes,
that led to Multiple products awards

reddot winner 2024

DESIGN

AWARD
2024

basedon pro forma FY23



Manufacturing Excellence

100% of Professional Coffee
machines produced internally

HANDCRAFTED APPROACH

Over 80% of Household Coffee products

, [‘.‘:‘E < produced internally
o (100% Fully-Auto and Pump machines)

T
25

5
[BZS
8

SUPERIOR KNOW HOW
IN THE INDUSTRY

Over 40% of the Others categories
produced internally
(above 90% Kitchen Machine - Hand Blender)

Professional “M1  Household
MIX BETWEEN INTERNAL

Factories: Factories:

Switzerland Italy COMPETENCES AND CO-SUPPLY

ltaly Romania
China DéLonghi Group STRATEGY

basedon pro forma FY23



4.000

3.000

The evolution of the key financial metrics

2.000

Revenues

1.000

600

400

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2023*

200

/\V/M

Adj Ebitda

EurM

_f/

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2023*

DeLonghi Group
Reportedfigures

Revenues

X3.

From 1bln to over 3bln €

Ad] Ebitda

x/.

over 500MIn €

*basedon pro forma FY23



Profitability Ratios

The Group has demonstrated consistency in
delivering a robust set of ratios throughout time

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2023*

DeLonghi Group

*basedon pro forma FY23



(O  From Comfort & Traditional Kitchen to Coffee & Nutrition

O Expanding geographical coverage

O  Establishing as a global market leader

Key factors for
the De’ Longhi's O  Fostering sustainable choices
achievements

O  Global communication campaign

O From Appliances to Consumer experiences

O Strategic acquisitions



From Comfort & Traditional Cooking
to Coffee & Nutrition

H Coffee
© Nutrition & FoodPreparation

Confort & Home Care & Others 3,3 BLN € Over the years, the Group has

successfully shifted its focus from
traditional cooking and comfort
to a global lifestyle approach,
becoming a leader in the coffee
and nutrition categories.

== Core business

FYO4 FY23

DéLonghi Group
basedon pro forma FY23



North

America

9%

Restof
the World

]a

taly 28% |

AN

Europe 75%

2004

ca 22 commercial

subsidiaries across the
world

Expanding geographical coverage

Europe 60%

2023

Over 45 commercial

subsidiaries across the
world

DeLonghi Group

The Group has expanded its
worldwide reach, diversified its
product offerings, and
strengthened its market
leadership in both established
and emerging regions.

More balanced geographical
relevance, thanks to North
America organic growth and
acquisitions.

basedon pro forma FY23




Establishing as a global market leader

Confort & Home Care & Others

= Nutrition & FoodPreparation

De' Longhi's primary focus is to
establish its products as
premium and market leaders.

3,3 BLN €

m Coffee

Organic growth and acquisitions
were developed in order to
accomplish those purposes.

/0%

of revenues in

#top 1

leadership position*

FY23

DeLonghi Group
based. fi FY23
*based on market coverage (pro forma FY23) aseaon pro iorma



Establishing as a global market leader

5 L el o R s 5 A R T TN B S A

De' Longhi KENWOQOD Braun nutribullet LA MARZOCCO:
Epresso coffe Kitchen machines* Hand blenders* Personal blenders* Semi automatic
machines* & food-preparation professional

coffee makers*

DéLonghi Group

*based on market coverage (pro forma FY23)



Fostering sustainable choices

First espresso coffee machine
«carbon neutral»

Our machines focus on coffee
valorisation by enabling
sustainable behaviour

BRAUN

Hate waste.
= Love imperfect.

Reduce

Our appliances allow customers to
reduce food waste and encourage
the use of fresh products

sjuswanalyde s,1ybuo ,oq ay3 104 s1030e) A



Next De’ Longhi Group’s priorities

Capitalising on
brands awareness
and products
Innovation

Effective cost
optimization

Expanding
Coffee at home

Surfing professional

Riding coffee M&A accretive
Nutrition wave premiutization acquisitions

DelLonghiGroup




Coffee market growth drivers

How De’ Longhi has been |
leading the pack

Taking it to the next level




Billionsof KG coffee

10.8

o
~

1990

Coffee consumption has increased significantly

Coffee consumption (BIn Kg)

2000

2010

DéLonghi Group

2020

The rise in
consumer
education and the
emphasis on quality
in the café industry
have lifted the
coffee quality
standard and
consumer
expectation.

Source: internal analysis & ICO



1stWave:
The traditional coffee

Coffee is known as
commaodity coffee and it
was used as a morning

drink to recharge batteries.

Period. beginning to mid
twentieth century

2nd Wave
A shift from commodity to
branded chains

Coffee becomes a lifestyle
product, with social
aspects

Period: mid to end
twentieth century

3rd Wave
A shift from branded
chains to specialty coffee

Along with barista training
and professionalism,
coffee bean origin and
guality became more
important.

Period: beginning twenty-
one century

4th Wave
The expansion from coffee
to coffee beverages

Technology is used to take
coffee experiences to the
next level, variety of coffee
and beyond (such as cold
brew, myxologyé )

Period: now




Coffee has become part of our daily routine

Coffee has changed its role — it is no more a commodity —
it's an experience both in and out of home!

Frequency of drinking coffee

more than 4 3-4 cups a week
cups per day

1 cup
per day

2-4 cups per day

DeLonghi Group

Source: external survey on Global Coffee Drinking Habits , based on more than 8k respondents

AROMA and IN-CUP results are the core
essence and spirit of the coffee experience

A majority of coffee drinkers agree that the
best cup of coffee is made from freshly
ground beans and are interested in testing
new varietals

Consumers are interested in knowing and
learning more about coffee:
Country of origin of the coffee
Type of coffee beans and blends
Freshness of the coffee beans
Level / degree of roasting



Coffee at home has been expanding

Themarket for espresso makerfias grown, asconsumers havebecame more
sophisticated andEspressaoffee expansionis outpacingtotal market growth

60M pieces
‘ | . Espresso I | I l | | | |

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
DeLonghi Group

source: internal analysis on global market coverage
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]' The Fully-Auto is

. recognized as the
ff'-—'»most versatile product
—a ~ that is adaptive to the
f | = fourth wave of coffee

.I DeLonghi Group



% pearsons who own a Bean

To Cup espresso machine

100
90
80
70
60
50

30
20
10

On average 90% of households
do not have a Fully auto coffee machine
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Opportunity Gap

Average penetration
on Countries analysed

Source. internal analysis World Brand Equity Researé22



Coffee consumer tendencies have changed
over time, generations and culture.

Wz

Multi | Personalized

Beverage . Approach

e —

Coffee Variety Cold coffee Non-Dairy Beverages

Different Beans and Espresso Cocktails Other personalization
Roasts and Mocktails



Coffee market growth drivers

How De’ Longhi has been leading |

the pack

Taking it to the next level




De u.onghiis the only brand
that covers all consumer needs
and coffee segments

Full Auto
Dri ;
O p Drip ‘gith Single Pgwf?(\il::h ~
rinder '
C% Serve Pump O
O

a

DéLonghi Group




