


DISCLAIMER

This presentation might contain certain forward-looking statements that reflect the ¢ o mp a n
current views with respect to future events and financial and operational performance of the
companyand its subsidiaries

Forward looking statementsare basedon De' L o n g ¢tuireBtexpectationsand projections about
future events The forward looking statements involve certain risks and uncertainties that could
cause actual resultsto 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 pressuresand regulatory developments,
many of which are beyond the ability of D e Bbnghi to control or estimate Consequently, De'
Longhi Sp.A. cannot be held liable for potential material variancein any looking forward in this
document.

Any forward-looking statement contained in this presentation speaksonly as of the date of the
document. Any referenceto past performance or trends or activitiesof D e lnghi Sp.A. shall not
be taken as a representationor indication that such performance, trends or activitieswill continue
in the future. D e Bonghi Sp.A. disclaimsany obligation to provide any additional or updated
information, whether asa resultof a new information, future eventsor resultsor otherwise.

This presentation does not constitute a public offer under any applicable legislation or an offer to
sell or solicitation of an offer to purchaseor subscribefor securitiesor financial instruments or any
adviceor recommendationwith respectto suchsecuritiesor 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 correspondsto the results documented in
the books, accounting and other recordsof the company.
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DEFINITIONS & ASSUMPTIONS

In this presentation:

A Adjustedst ands for Ebef or e imputtad costs ofthe stockn g
optonp | ansé

A " At constant exchange rate$ means excluding the effects of exchange rates'
variations and of hedging derivatives

A ForExor FXstand for ForeignExchangeRates
A " Like-for-like" or " LFL' standsfor at constant perimeter;
A EMeé standsfor million and Ebné standsfor billion;

A Reportedstands for officialdata including (1) since Dec. 29, 202@he consolidation
of Capital Brands Holdings Inc. and itsubsidiariesand (2) since April , 2021, the
consolidation of Eversy$roup, (3) sinceMarch 1st, 2024, the consolidation of La
Marzocco Group.

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

PRODUCT CATEGORIES (FY24)

The

Gr oupbs

HOUSEHOLD

50%

OF TOTAL SALES

COFFEE MAKER.

DelLonghi Group
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14%
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Homecare
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COFFEE MAKER




HISTORY

The beginnings: the first Product diversification: the range T h e Lbrghdbrand is launched In 1985 the first foreign branch The Group

product created byD e B L 0 n g h éxpands, from radiators through globally through major was opened in the US. launchesPinguing,
is an oitfilled radiator electric fan heaters to catalytic sponsorships the iconic product
stoves.

D e Lomyhi established himself as the Historic partnership with Public Iisting onKeMioddarRrete
market leader in the superautomatic Nespresso stock exchange. acquisition
espresso machine.

Braun joined the Group,

specifically its household 1 "
products. - ' ' '

l. . |‘Im'.

—

AMARZOTCO

~ Acquisition of Nutribullet De DL ocoffpd | G - La Marzocco
40% of Eversys acquisition, global leader in the Global campaign T acquisition

DéLonghi Group completed in 2021. personal blenders segment 5




THE GROUP AT A GLANCE FY24

KEY MILESTONES THAT BOOSTED GROWTH
V 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 acquisitionof Capital acquired acquisition of a

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

DelClimaS

KENWOOD P veRSYS

> De' Longhi Group goes H

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: internalcompany analysis, 2025
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REVENUES BY PRODUCT CATEGORY

m 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: internalcompany 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

KENWOOD

nutribullet

DeLonghi Group

BRAUN
2 &

reddot

GERMAN
DESIGN
AWARD
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CONTINUOUS INNOVATION

DeLonghi Group

INNOVATION CENTRE

In Italy, several teams are fully dedicated to thlPD(New
ProductDevelopment)process, in order to continuously
feed the innovation

LOCAL RESEARCH CENTRES

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

Italy, Germany, UK, California, as well as crodsand structures
dedicated to specific business segments

INVESTMENT IN INNOVATION

In the last 5 yearsthe Group investedca.G3 1 6 toMG
improve its products andinnovation processes, of which
G 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 =
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GLOBAL OPERATIONAL FOOTPRINT & R&D

KENWOOD BRAUN

®
..&
G, —
la marzocconooonghi

nutribullet

‘Professional plants
‘Household plants

DeLonghi Group

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

A 7 R&D CENTERS, ONE FOR EACH OF OUR BRANDS
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REVENUES BY PRODUCT FAMILY (Fy 2024)

COFFEE

Single serve
1%

Pump Espresso

MAKERS B
(HOUSEHOLD) al sl |

S ds
50% —— ]
OF TOTAL SALES Coog) B
o #1IN ESPRESSO COFFEE il Ao

MAKERS 35%

CAG R 2014-2024: Soyrce.:.lndependent Researf:h Institute, Value Sales, Full Year 2024, 49 countries (ex. USA and

ca12%
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THE GROUP AT A GLANCE FY24

COFFEE CATEGORY BY PRODUCT LINE

FULLY
AUTOMATIC

Magnifica Magnifica Evo Dinamica Rivelia Prima Donna Aromatic  ‘aestosa

MANUAL

' — g

lcona Dedica Duo La Specialista Arte La Specialistaouch La Specialista Maestro

%
5

—

® 0 E»r

NESPRESSO. NESPRESSO.

0G 100G 400G 800G >2000G

PRICE RANGE

Dé Longhi Gl‘OLIp Prices are indicative only 19



FULLY AUTO MACHINES ("BEAN TO CUP")

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

DeLonghi Group
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MANUAL ESPRESSO MAKERS

THE “BARISTA STYLE” AT HOME

DeLonghi Group

8% of
sales
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CAPSULE SYSTEMS: THE NESTLE PARTNERSHIP

D e Bonghiis authorized distributor for OEMNespressanodels in
more than 15 countries.

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

/
NEescare

00stS

®
(.

(DeLonghi)

4

11% of
sales

X
A1
J "NESPRESSO.
5w (DeLonghi)

The Group has also distribution rights foNestlé
Dolcegustomachines in 18 countries worldwide, and
launched an internallymanufactured model Jovig 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
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I R s R

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




#

e

a6

i

—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%

Espressa 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
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COFFEE MAKERS MARKET IN VALUE TERMS

Coffee makers market world (value bnG

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
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THE ESPRESSO MAKERS MARKET: SUB-CATEGORIES

THE FULLAUTO & MANUAL CATEGORIES
HAVE DRIVEN THE GROWTH OF THE
Espressa@offee machines subcategories: World*trend (units) @ WHOLE COFFEE SEGMENT, BUT THE
PENETRATION (ON ANNUAL UNITS SOLD)
Million Units IS STILL VERY LOW.

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

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

FULLY AUTO (ESPRESSO)
B . . . l 5Y CAGR (19-24) i

World 49 countries panel #hina excluded. (1) Internal company analysis
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