


DISCLAIMER

This presentation might contain certain forward-looking statements that reflect the company’s
current views with respect to future events and financial and operational performance of the
company and its subsidiaries.

Forward looking statements are based on De' Longhi’s current expectations and projections about
future events. The forward looking statements involve certain risks and uncertainties that could
cause actual results to differ materially from those contained in the forward looking statements.
Potential risks and uncertainties include such factors as general economic conditions, foreign
exchange fluctuations, competitive product and pricing pressures and regulatory developments,
many of which are beyond the ability of De’ Longhi to control or estimate. Consequently, De'
Longhi S.p.A. cannot be held liable for potential material variance in any looking forward in this
document.

Any forward-looking statement contained in this presentation speaks only as of the date of the
document. Any reference to past performance or trends or activities of De’ Longhi S.p.A. shall not
be taken as a representation or indication that such performance, trends or activities will continue
in the future. De’ Longhi S.p.A. disclaims any obligation to provide any additional or updated
information, whether as a result of a new information, future events or results or otherwise.

This presentation does not constitute a public offer under any applicable legislation or an offer to
sell or solicitation of an offer to purchase or subscribe for securities or financial instruments or any
advice or recommendation with respect to such securities or other financial instruments.

The manager responsible for preparing the company's financial reports declares, pursuant to
paragraph 2 of Article 154-bis of Legislative Decree no. 58 of February 24 1988, that the
accounting information contained in this presentation corresponds to the results documented in
the books, accounting and other records of the company.
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DEFINITIONS & ASSUMPTIONS

In this presentation:

* Adjusted stands for “before non recurring items and inputted costs of the stock
option plans”

» "At constant exchange rates" means excluding the effects of exchange rates'
variations and of hedging derivatives

» ForEx or FX stand for Foreign Exchange Rates;
» "Like-for-like" or "LFL" stands for at constant perimeter;
* “M" stands for million and “bn" stands for billion;

» Reported stands for official data including (1) since Dec. 29, 2020 the consolidation
of Capital Brands Holdings Inc. and its subsidiaries and (2) since April 15, 2021, the
consolidation of Eversys Group, (3) since March 15t, 2024, the consolidation of La
Marzocco Group.

In some cases, the mandatory adoption of new accounting standards can affect the
comparability of figures across the years.
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THE GROUP AT A GLANCE FY24

PRODUCT CATEGORIES (FY24)

The Group’s brands enjoy a clear global leadership in its core product segments.

HOUSEHOLD
COFFEE MAKERS

50%

OF TOTAL SALES

DelLonghi Group

NUTRITION & FOOD
PREPARATION

26% ;"

OF TOTAL SALES

HOMECARE, COMFORT & |
OTHERS ~

14%

OF TOTAL SALES

Homecare

PROFESSIONAL
COFFEE MAKERz_V




HISTORY

The beginnings: the first Product diversification: the range The De’ Longhi brand is launched In 1985 the first foreign branch The Group
product created by De’Longhi expands, from radiators through globally through major was opened in the US. launches Pinguino,
is an oil-filled radiator electric fan heaters to catalytic sponsorships the iconic product

stoves.

De 'Longhi established himself as the Historic partnership with Public listing on Milan’s Kenwood and Ariete
market leader in the super-automatic Nespresso stock exchange. acquisition
espresso machine.
Braun joined the Group,
specifically its household \ " -
products. ) ; o <
~ Acquisition of Nutribullet De’Longhi coffee: b La Marzocco
40% of Eversys, acquisition, global leader in the Global campaign —_ acquisition

DéLonghi Group completed in 2021. personal blenders segment 6



THE GROUP AT A GLANCE FY24

KEY MILESTONES THAT BOOSTED GROWTH
V \ VYV V vV V Y

2001: 2003: Dec. 31,2011: 2012: acquisition of 2017: acquisition of o 2020: 2021: 2023:

> Kenwood Group start of the diversification of the professional a/c the perpetual license ~ 40% of Eversys acquisition of Capital  acquired acquisition of a

acquisition the industrial platform division is spun-off to use Braun brand in  (Professional coffee Brands  the residual majority stake
(andlisted as  kitchen and homecare  makers). nutribullet 60% of Eversys of La Marzocco

DelClima SpA)

KENWOOD g VERSYS

> De' Longhi Group goes H I

listed at the Milan Stock BB u"

Exchange )

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source. internal company analysis, 2025
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REVENUES BY PRODUCT CATEGORY

W Coffee Makers
M Nutrition
Home Care, Comfort and Others

Professional Coffee Makers

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source: internal company analysis, 2025
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GROUP’S
BUSINESS PILLARS

DeLonghi Group




HOUSEHOLD: ICONIC BRANDS

Global market leader in The most loved & Lead.ing .Premum Brand Leadin.g person.al Multispeci:alist offe.arig
— coffee, comf.'ort and admired brand in “m high volume blender m.a.ccess1ble s.mart dally. solutl(.)n
selected kitchen food preparation Everyday Home nutrition with attractive Italian
— categories Essentials” design
Coffee Baking Hand blenders Personal blenders Multispecialist
— Comfort Food Processing Ironing Juicers Kitchen appl.
Breakfast Other kitchen appl. Other kitchen appl. Other kitchen prod. Flore care
EMEA EMEA EMEA North America Italy
— North America Australia & NZ North America Australia & UK EMEA
China/Asia-Pacific Other selected mkts China /Asia Internat. markets Other selected mkts

—
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THE GROUP AT A GLANCE FY24

PREMIUM POSITIONING IN PROFESSIONAL COFFEE

Persevere in the manufacturing of the finest in class

g specialty coffee equipment, while encompassing people,
2 heritage, technology, design and a spirit of sustainability
opm{

s in business.

& Semi automatic coffee makers

Q

g

5 Luxury home coffee machines

>

2

>4

Grinders

DelLonghi Group

Eversys’ mission is to create ‘true espresso with a touch’. We do this
through the optimization of technology and blend it with traditional
barista customs. We believe that Espresso is the true essence of the
bean, and our mission is to reveal it, drink after drink.

Fully automated coffee makers



SECTOR LEADERSHIP

De' Longhi KENWOOD
Epresso coffe Kitchen machines*
machines* & food-preparation

DeLonghi Group

Hand blenders*

nutribullet LA MARZOCCO:

Personal blenders* Semi automatic
professional
coffee makers*

*based on market coverage (pro forma FY23) 12



PRODUCTS EXCELLENCE

KENWOQOD

nutribullet

DeLonghi Group

BRAUN
2 &

reddot

GERMAN
DESIGN
AWARD

13



CONTINUOUS INNOVATION

DeLonghi Group

INNOVATION CENTRE

In Italy, several teams are fully dedicated to the NPD (New
Product Development) process, in order to continuously
feed the innovation

LOCAL RESEARCH CENTRES

The Group has several product R&D hubs located around the world:

ltaly, Germany, UK, California, as well as cross-brand structures
dedicated to specific business segments

INVESTMENT IN INNOVATION

In the last 5 years, the Group invested ca. €316 M€ to
improve its products and innovation processes, of which
€74 M in 2023 only.

Source: management accounts
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MADE BY DE’LONGHI

«MADE BY DF’ LONGHI»

ADVANCED AND AUTOMATED PROCESSES TO ENSURE PERFECT EXECUTION

> MATERIALS AND FINISHING OFFER THE BEST AND DURABLE CONSUMER
EXPERIENCE

STRATEGIC CORE PRODUCTS MANUFACTURED IN HOUSE

CO-SUPPLY STRATEGY: EXPLOITING THE BEST IN CLASS OUTSOURCED
TECHNOLOGIES

CONTINUOUS EXPLORATION AND BENCHMARK OF ALTERNATIVE |&swmge
SOLUTIONS py =

DeLonghi Group 15



GLOBAL OPERATIONAL FOOTPRINT & R&D

KENWOOD BRAUN

®
..&
G, —
la marzocconooonghi

nutribullet

@ rprofessional plants
‘Household plants

DeLonghi Group

9 MANUFACTURING PLANTS AROUND THE WORLD:
= #6 DEDICATED TO THE HOUSEHOLD DIVISION
= #3 DEDICATED TO PROFESSIONAL

7 R&D CENTERS, ONE FOR EACH OF OUR BRANDS

16






REVENUES BY PRODUCT FAMILY (Fy 2024)

COFFEE
MAKERS

(HOUSEHOLD)

50%

OF TOTAL SALES

Single serve
1%

Pump Espresso

5 -

NFSPRFSSO

[ #1 IN ESPRESSO COFFEE ] —

MAKERS 35%
CAGR 2014-2024:
© Source: Independent Research Institute, Value Sales, Full Year 2024, 49 countries (ex. USA and
p ing

China); internal data processin
CA.I 2 /o

DeLonghi Group 18
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THE GROUP AT A GLANCE FY24

COFFEE CATEGORY BY PRODUCT LINE

FULLY
AUTOMATIC

Magnifica Magnifica Evo Dinamica veli Prima Donna Aromatic ~ 'aestosa

MANUAL

A ¢

La Specialista Arte La Specialista Touch La Specialista Maestro

]

@
NESPRESSO. NESPRESSO.
0€ 100€ 400€ 800€ >2000€

PRICE RANGE

Dé Longhi G rou p Prices are indlicative only 19



FULLY AUTO MACHINES ("BEAN TO CUP")

FROM COFFEE BEAN TO YOUR CUP, WITH JUST A SIMPLE TOUCH

DeLonghi Group

20



MANUAL ESPRESSO MAKERS

8% of
sales

THE “BARISTA STYLE” AT HOME

DeLonghi Group 21



CAPSULE SYSTEMS: THE NESTLE PARTNERSHIP

De’ Longhi is authorized distributor for OEM Nespresso models in
more than 15 countries.

Moreover, the Group develops, manufactures and distributes, under
exclusive rights, the Lattissima range (for which it owns patented
technology) in more than 20 countries.

4
NESCAFE

00stS

\
(®

(DeLonghi)

4

11% of
sales

"NESPRESSO.
55w (DeLonghi)
\/

The Group has also distribution rights for Nestlé
Dolcegusto machines in 18 countries worldwide, and
launched an internally-manufactured model (Jovia) in
September 2014.

CAPSULE MACHINES HAVE BEEN THE KEY CATEGORY TO HELP PENETRATION IN NEW
MARKETS AND SPREAD THE ESPRESSO STORY ACROSS THE WORLD

DeLonghi Group

22
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the espresso story is just at the
beginning all across the world




#

e
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—a AL
coffee is not
just a beverage.
it’s a complete

Sensory




THE COFFEE MAKERS MARKET: ESPRESSO VS. FILTER

OUT OF CA. 60 M COFFEE MACHINES
SOLD IN THE WORLD* IN 2024,
Espresso ESPRESSO PENETRATION (ON ANNUAL

penetration

100% UNITS SOLD) IS ABOUT 35% AND
o CONSTANTLY RISING

80%
70%

Espresso + Filter coffee: World* trend (units) (1)

FILTER COFFEE MACHINE
10Y CAGR (14-'24) ca.-1%
ESPRESSO COFFEE MACHINE
10Y CAGR (14-"24) ca.+6%

Espresso Filter —@=—% Espresso

Source: internal analysis on global market coverage (excluding China); internal data processing 2024

DeLonghi Group 25



COFFEE MAKERS MARKET IN VALUE TERMS

Coffee makers market world* (value bn€)

THE ESPRESSO MARKET HAS
CONSISTENTLY GROWN
OVER THE LAST DECADE
AND THERE IS STILL A
TREMENDOUS OPPORTUNITY
TO EXPAND THIS BUSINESS IN
ASIA AND NORTH AMERICA

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Espresso  Filter

*Source: Market value at constant perimeter of the producers of espresso coffee machines for domestic use (excluding China); internal data processing 2024

DeLonghi Group 26



THE ESPRESSO MAKERS MARKET: SUB-CATEGORIES

THE FULLAUTO & MANUAL CATEGORIES
HAVE DRIVEN THE GROWTH OF THE
Espresso coffee machines sub-categories: World* trend (units) () WHOLE COFFEE SEGMENT, BUT THE
PENETRATION (ON ANNUAL UNITS SOLD)
Million Units IS STILL VERY LOW.

25

20

SINGLE SERVE (ESPRESSO)
5Y CAGR (‘19-°24) +1%ca.

15

PUMP-TRADITIONAL (ESPRESSO)
5Y CAGR (19-°24) +12%ca.

5 FULLY AUTO (ESPRESSO)
. . . . l 5Y CAGR (19-"24) +11%ca.

2019 2020 2021 2022 2023 2024

10

o

World 49 countries panel —China excluded. (1) Internal company analysis

DeLonghi Group 27



FROM ESPRESSO TO ESPRESSO-BASED BEVERAGES

1st Wave:
The traditional coffee

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

drink to recharge batteries.

Period: beginning to mid
twentieth century

DeLonghi Group

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
quality 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, myxology...)

Period: now

28



NUTRITION & FOOD
PREPARATION




THE GROUP AT A GLANCE FY24

REVENUES BY PRODUCT FAMILY (Fy 2024)

NUTRITION &
_FOOD PREP

26%

OF TOTAL SALES

(FY 2024)

KENWOOD BRAuUN nutribullet CAGR 2014-2024:

ca2%

DelLonghi Group 30



THE GROUP AT A GLANCE FY24

FOOD PREPARATION CATEGORY BY PRODUCT LINE

KITCHEN
MACHINES

Titanium Chef Patissier Cooking Chef XL

- | :
| .

BLENDERS & b [ “E"

HAND BLENDERS H bﬁ ~kt,’m1"-“ s | A

Portable  Personal o Full size
blender  blender ~ Multiquick 9 blender Pure Juice Pro

Multipro GO Kettle MultiFry Multipro CookEasy+

0€ 100€ 400€ 800€ >1300€

PRICE RANGE

Dé Longhi G rou p Prices are indlicative only 31



THE GROUP AT A GLANCE FY24

KITCHEN MACHINES 4

5% of
sales

DelLonghi Group 32



BLENDERS
BRAUN KENWOOD nutribullet
hand blenders power blenders personal blenders

Yy

BLENDING: NUTRITION MADE SIMPLE

DeLonghi Group

<

9% of
sales

nutribullet

portable blenders

$o|Inqu4Nu

|

33



FOOD PROCESSORS & OTHER KITCHEN APPLIANCES f..

sales

KENWOOD KENWOOD BRAUN

i

A WIDE RANGE OF PRODUCTS TO SUPPORT COOKING AND BAKING AT HOME

DeLonghi Group 34



- | Kenwood, Braun and

-1 Nutribullet, are among
the leaders in the
kitchen space, thanks
to their strong brand

awareness.




- KENWOOD
" Kenwood has z | \

end position,
leading market
shares vs. the
average of
competitors

DeLonghi Group

Braun’s innovative, iconic
design has won
consumers' confidence
around the world
together with aesthetics,
functionality and guality.

nutribullet.

NutriBullet is inspiring and enabling
transformational nutrition for people
all around the world, by designing and
delivering an ecosystem of products
that strive to integrate better pfitrition
into everyday life

36




LLl
a4
<
O
LLl
2
O
L
3
—
a4
O
LL
2
O
O




REVENUES BY PRODUCT FAMILY (Fy 2023)

I Comfort

6%

Home care
3%

DeLonghi Group

BRAUN

Ironing

portable
air conditioning
and treatment

portable
heaters

OTHERS
14 %

OF TOTAL SALES

(FY 2024)

CAGR 2014-2024:

(FY 2024 management accounts)

ca*2 %

(the business unit includes discontinuity in the US area)

39
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THE GROUP AT A GLANCE FY24

A&P INVESTMENTS

THE GROUP SIGNIFICANTLY BOOSTED
ITS ADVERTISING INVESTMENTS

. Advertising 126 436
406 394

Promotional expenses

293

2016 2017 2018 2019 2020 2021 2022 2023 2024

DelLonghi Group 41



STRONG INVESTMENTS IN NEW MARKETING INITIATIVES

EMILY IN PARIS PLACEMENT KEEP INVESTING IN COMMERCIAL
INITIATIVES TO INCREASE OUR
CARESTYLE 9 BRAND AWARENESS AND

Launch campaign in Belgium

PROMOTE OUR PRODUCTS

FLIP LAUNCH EVENT

Pier party in Santa Monica (California)

MAKE IT BIG

«Kenwood Go» collection launch
Digital Media Campaign

f'nufrlbulletﬁn

42



GLOBAL COFFEE CAMPAIGN

To be the Global Leader
and Authority in Coffee:

THE ) TO INCREASE PENETRATION

TO POSITION DE’ LONGHI AS
THE PREMIUM BRAND

TO BUILD A LOYAL
COMMUNITY OF CONSUMERS

DeLonghi Group 43
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CAPITAL ALLOCATION

STRATEGIC
USE OF
CASH

DeLonghi Group

PRODUCTION CAPACITY AND

1 EXPANSION OF
INCREASE OF EFFICIENCY

CAPEX

REMUNERATION OF
DIVIDENDS SHAREHOLDERS
(REF. NEW DIVIDEND POLICY)

M&A TO PURSUE EXTERNAL

3 LEVERAGING THE COMPANY
GROWTH

nutribullet
GO

©



LATEST ACQUISITIONS

RECENT
ACQUISITIONS:

CAPITAL BRANDS (2020)
EVERSYS (2021)
LA MARZOCCO (2023)

DeLonghi Group

Capital Brands' NutriBullet is
inspiring and enabling a .I.ta .ran S
transformational nutrition for
people all around the world, by

designing and delivering an

ecosystem of products that styive

to integrate better nutritionAnto - -

: / v Global #1 in personal blending
with NUTRIBULLET brand

everyday life

v ca. 290 MS$S revenues 2020
v adj. Ebitda margin 2020 > 17%

v' present in over 100 countries

v' Enterprise Value ca. 420 M$ *

* Enterprise Value at which the acquisition deal was consummated



LATEST ACQUISITIONS

[SBversys

RECENT

' Y
ACQUISITIONS: | a4 v First step into the professional

| | coffee machines business
Eversys Is a Swiss group -
operating in the premium . . -

CAPITAL BRANDS (2020) espress F}offee mactines; S8 ¢! ; ) in fullauto machines

with a Jd8€ific focus on full-

EVERSYS (2021) autom SR~ v ca. 65M CHF 2020 revenues

‘/ = -
LA MARZOCCO (2023) ca. 12M CHF 2020 adj.Ebitda

v' Enterprise Value ca. 150 MCHF *

* Enterprise Value at which the acquisition deal was consummated

DeLonghi Group



THE GROUP AT A GLANCE FY24

LATEST ACQUISITIONS

RECENT
ACQUISITIONS:

CAPITAL BRANDS (2020)

EVERSYS (2021)

DelLonghi Group

-

La Marzocco is one of the

| oldest producers of top-
- quality semi-auto coffee

machines and is synonymous

handmade in florence

Strengthen the Group’s
position in prof. coffee

Leader in the semi-auto
professional coffee machines

v' ca. 240M EUR 2023 revenues
v' ca. 56.7M EUR 2023 adj.Ebitda
v' De’ Longhi Group owns 61,5%
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SUSTAINABILITY BY DE’ LONGHI GROUP

Over the years,
WEREIS
increasingly

adopted
sustainable
behaviors

2

Largest industrial
photovoltaic park in
[taly

DeLonghi Group

Identification of
Sustainability Pillars
and BoD Committee
responsible for

Sustainability

a responsible day

A new chapter in
our journey: a
proactive approach

1° edition of the 2017 Group efforts Sustainability as a Sustainability
Group’s Non Financial supported workers key enabler of the becomes a driver
Declaration and and external Medium Term Plan of the 3 Years
Sustainability Report communities during 2021-2023 Plan
pandemic
=
O\ £\ £\ £\ £\
/ \J \/ \/ \J

Elaboration of the 1°
Sustainability Plan
and target definition

Rivelia
“carbon-neutral”

59



THE GROUP AT A GLANCE FY24

OUR GOVERNANCE MODEL

DéeLonghi Group



THE GROUP AT A GLANCE FY24

OUR SUSTAINABILITY COMMITMENTS

Decarbonizing our Sustainable products Fostering awareness,
operations and value through conscious choices &
chain responsible behaviours

(Science-Based Target) (Eco-design guidelines)

DéeLonghi Group 61



THE GROUP AT A GLANCE FY24

OUR SUSTAINABILITY PLAN

COMMITMENT AREAS

DelLonghi Group

INITIATIVES

Biodiversity risk assessment

62
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