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DISCLAIMER

This presentation might contain certain forward-looking statements that reflect the ¢ 0 mp a auyréntsviews with respectto
future eventsand financial and operational performanceof the companyand its subsidiaries

Forward looking statements are basedon De' L o n g turréntsexpectationsand projections about future events The forward
looking statementsinvolve certain risksand uncertaintiesthat could causeactual resultsto differ materiallyfrom those contained
in the forward looking statements Potential risksand uncertaintiesinclude such factors as general economic conditions, foreign
exchangefluctuations, competitive product and pricing pressuresand regulatory developments,many of which are beyond the
ability of D e IBonghito control or estimate Consequently,De' Longhi Sp.A. cannot be held liable for potential material variance
in 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 activities of D e tonghi Sp.A. shall not be taken as a representation or 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 result of 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 advice or recommendation with respectto such securities
or other financial instruments

The manager responsiblefor preparing the company's financial reports declares,pursuant to paragraph 2 of Article 154-bis of
LegislativeDecreeno. 58 of February24 1988, that the accounting information contained in this presentation correspondsto
the resultsdocumented in the books, accounting and other recordsof the company.
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DEFINITIONS & ASSUMPTIONS

In this presentation:

A Adjustedst ands for ~bef or e impotedcosteaf the stock ppgion i
pl ansp

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

A ForExor FXstand for ForeignExchangeRates

A " Likefor-like" or " LFL' standsfor at constantperimeter,
A~ M standsfor million and ~ bnu standsfor billion;

A Q2 stands for second quarter (April 1st June 30th);

A H1 stands for first half (January 1st June 30th);

A Reportedstands for official data including the consolidation of Capital Brands
Holdings Inc. and its subsidiaries since January 1st (following the acquisition finalize:
on December 29th, 2020) and the consolidation oEversysince April 1st (following
the acquisition finalized on May 3rd, 2021).
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AGENDA

A DE’ LONGHI IN A NUTSHELL

A H1-2021 RESULTS

A THE MARKETING PLAN:
AMBASSADOR GLOBAL CAMPAIGN
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Borsa ItalianaConsumebDay2021
PRODUCT CATEGORIES

(CoffeeMakers (Cookmg&

FoodPreparation

‘//;{Q&\ /

Kitchen Machines
10.3%

Hand Blenders
4.8%
‘ Others Kitch

52% 28%

of Sales of Sales

12.5%

30.0%
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Home Care &
Comfort

20%

of Sales

Comfort
11.3%
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Others
5.0%

Source: internal data, 2020



Borsa ItalianaConsumebDay2021
GROUP’S BUSINESS PILLARS

CONTINUOS INNOVATION
The Group has several product researc
and development hubacross the world

MADE BY DE’LONGHI
Manufacturingexcellence

ICONIC BRANDS UM
The (_Sroup COMPTISES & Widespreadgeographic
portfolio of iconicbrands distribution
SECTOR LEADER PRODUCTS EXCELLENCE
The Brands has beconggobal Wm_\ Design andjuality amongthe
leaders in their respectiveegments keysuccesgactors
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Borsa ItalianaConsumebDay2021
DE’ LONGHI REVENUES BY PRODUCT FAMILY (FY2020)

CORREE
MAKERS

52%

of Total Sales

CAGR 20162020:
1106620

N.1 N.1
IN FULLAUTOMATIC IN PUMP
COFFEE MAKERS* TRADITIONALCM*

*Source: Independent research institute, value sales leader from Jan to Dec 2020 in 46 countries
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DeLonghi
'NESPRESSO.

N.2

IN SINGLE SERVE

ESPRESSO *

Others coffee
2.3%

Capsules
machines
12.5%

Pump Machines
6.9%

FullAuto
30.0%



the es'presso stoki/sjust at the |§
beginningall acrosshe world




j —— «-—-*—-n '

“coffeeis not
just a beverage.
( 3ledinplete

sensoryexperience.
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Borsa ItalianaConsumebDay2021
DE’ LONGHI REVENUES BY PRODUCT FAMILY (FY2020)

COQOKING
& FO@D
PREP.

Kitchen Machines
10.3%

Hand Blenders
4.8%
‘ Others Kitchen
appliances

12.5%

28%

KENWOOD KENWOOD of Total Sales
N.1 N.1
in Europe* Brai ** in Europe* . CAG R 20 1@020 :

3.1°%

*Source: Independent research institute, value sales leader from Jan to Dec 2020 in 46 countries
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The Groups
among the leade
In the sector,

» thanksto the

5 strong awarenes .
of Kenwood |
Braunand
Nutribullet
brands.
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Borsa ItalianaConsumebDay2021
DE’ LONGHI REVENUES BY PRODUCT FAMILY (FY2020)

COMIRAAT
% IHHOWE

] ‘ 20%
of Total Sales
BRAUN portable portable
Comfort . air conditioning heaters
11.3% Ironlng and treatment L CAGR 201er020:
Home care 2-8 ‘%
Others 4.5%
5.0%
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-2021 RESULTS
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Borsa ItalianaConsumebDay2021

HIGHLIGHTS

revenues' growth % +60%

Strong growth driven by the core
products andthe increasedattention
of consumersf o r sty & homeu

adjusted Ebitdagrowth %

Volumes and pricemix propelled the

+125% margin expansions, more than
/7 \offsetting higher costs

6 months cashgeneration

In H1 the Group covered the

196 Mu | acquisition of Eversy$129M( d
before dvidends ance i q ys u) an
(before dividends andEversyscquisi IOFI) \\ the distribution of dividend (81Ml:|)

. . - A\ Strong financial position, thanks to a
Net FinancialPosition 218 Mu robust 12 months Cash Flow (450Mi
/4 before dividends and acquisitions)

DeLonghi Group

| DeLonghi

keNwooD BRAUN nutribullet -Ariere

Like for like
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Borsa ItalianaConsumebDay2021
REVENUES BY MARKET (at constant perimetey

Russia, Ukr.
& CIS
avws &% Main Ups & Downs (at constant FX)
' others NEEU
others SW_EU . 14.9%
9.9%
France MEIA
8.8% 7.7%
H 1 2021 Up Australia & New Zealand,

singledigit GreaterChina

Gﬂrg?/ny Americas
70 11.9%
‘ ’Australia & NZ
4.4%

Ital reater China
y others g

2.2%
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Borsa ItalianaConsumebDay2021

REVENUES BY PRODUCT LINE (at constant perimetey

Cooking & Food Prep. Main Ups & Downs (at constant FX)
28 %

Coffe Makers
53%

UP
singledigit ==ss2s

H1 2021

Air treatment
Air conditioning

- Comfort & Home Care
15 %

Other
4%
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Borsa ItalianaConsumebDay2021
FY 2021 GUIDANCE

MassimoGaravaglia Group C.E.O.:

" Forwhat has beensaid,we believewe can continueto look with positivityat the evolutionof
the businessn the nearfuture Forthis 2021wenowseethe Group'sevenuegincludingCapital
Brands)grow at constantexchangeratesat a rate in the upperend of the range previously
communicated28%- 33%) and an adjustedEbitdaimprovingversudastyear bothin valueand
as a percentageof revenuesFurthermorethe consolidationof Eversyswill bring about 2

percentageooints of additional revenuegrowth and an adjustedEbitda as a percentageof
revenuesn linewith therestofthe Group"

new Revenuegrowing at constant Adjusted Ebitdaimproving asa
exch.ratesrate in the upper end percentageof revenuesvs LY
FY 2021 of the range 28% - 33% ols (including
- (including Capital Brands)adding Capital Brands andEvers
gwdance 2% of revenuesincluding Eversys ° 2 e
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Borsa ItalianaConsumebDay2021
MEDIA INVESTMENTS

BRANDS AND PERFORMANCE OF THE GROUP HAVE BEEN BENEFITING FROM
THE INVESTMENTS IN MEDIA AND COMMUNICATION OVER THE LAST YEARS

Investments in Advertisement & Promotions (A&P)

A&P by semester

350 16,0%

2019 ”

245M€ OF SALES e — —~ / 12,0%
2020 293M€ I I I I I
2021 ° +100 BPS 0 l l

TOTAL A&P/REV

(=2}

o+

o
R

H1-2018 H2-2018 FY 2018 H1-2019 H2-2019 FY201S9 H1-2020 H2-2020 FY 2020 H1-2021

. AP M€ em ==A&P as % of re
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Borsa ItalianaConsumebDay2021
STRONG INVESTMENTS IN NEW MARKETING INITIATIVES

DeLonghi
IN 2021 WE ARE PLANNING AND

OS  , (. EXECUTING MANY MARKETING
When it Comes to That g PRy W INITIATIVES TO SUPPORT OUR
Perfct Cup of CEH ol ' BRANDS AND THE UPCOMING
DEVELOPMENTS OF THE BUSINESS

!

N
f(
Visit our Virtual Coffee Lounge to N\ 4

join us on this route of coffee discovery

Coffee

"Gasng)) \ OUNJE g
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Borsa ItalianaConsumebDay2021
NEW MARKET INITIATIVES: BRAUN 100 YEARS

PRINT AD SOCIAL MEDIA ON LINE IN STORE
BRAUN 4 o BRAUN 10O (7] A T LU [0 = safunico |
ey J Slgia 11\ — * N ©kila [ = —
. jraoll aroanil
L P - "D
) 5 =
& progettato per durare.

Braun offre fino a 5 anni di garanzia estesa a tutti | prodotti
dell'Edizione limitata “Braun 100 anni”.

www.braunhousehold.com

GREAT PLANS & ACTIVITIES ALL AROUND THE WORLD AND THROUGH ALL MEDIA TOUCHPOINT
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Borsa ItalianaConsumebDay2021
NEW MARKET INITIATIVES: KENWOOD

Initial consideration Active evaluation Decision -

A PRINT ADS A DIGITAL DISPLAY A CAMPAIGN LANDING PAGE A ON PRODUCT POS
A TVC EDITS A FOOD FILMS SHORT EDITS A RECIPE PAGES A FOOD FILMS
A MOTION EDITS & OOH A FEATURE LED SOCIAL EDITS A HOMEPAGE BANNER A RECIPE PAGES

) ¢ ' !
L) AN L
‘"\' / &3
"‘CAN YOUR MIXER 5

ELT * 3_.
-f.-c]l:'%Q!;ﬁxiE

57%
9

7
;W
e

L) .

The Consumer Journegxampleof Campaign Assets
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,‘. OPRI DI PIU SU

{ KENWOOD % CLUB
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Borsa ItalianaConsumebDay2021
NEW MARKET INITIATIVES: AMBASSADOR CAMPAIGN

Beingthe Global Leader
and Authorityin Coffee:

) TO INCREASE PENETRATION

TO POSITION DE’ LONGHI AS
THE PREMIUM BRAND

TO BUILD A LOYAL
COMMUNITY OF CONSUMERS
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Borsa ItalianaConsumebDay2021
GLOBAL CAMPAIGN: AN AWARD WINNING TEAM T T

DeLonghi )~ &
£ e ey
T

Brad Pitt e O

3 YouTube ! perfetto de longhi

Damien Chazelle  Linus Sandgren
Director Director of Photography

'a

Justin HUrwitz | achlan Bailey Perfetto, from bean to cup
MusicComposer  photographer the campaign video

#delonghicoffee
Perfetto from bean to cup | Brad Pitt x De'Longhi Global Campaign

DeLonghi Group | KENwooD BRAUN nutribullet. -Ariete 26



Borsa ItalianaConsumebDay2021
GLOBAL CAMPAIGN: FULLY FLEDGED MARKETING PLAN

B O g

TVC

POS ACTIVATIONS

D{b < De' Longhi

SOCIAL MEDIA PERFETTO CINEMA

PR EVENTS

= | ]

=Tt D=
PRINT
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Borsa ItalianaConsumebDay2021
GLOBAL CAMPAIGN: PREMIUM LOCATIONS

W’T

Perictto, :

rran bona till kopp.

RS




Pu zmo =

| from bean (o cup. --.-;




ASCOL \"'
IL TUO PRO
PIU GF chrfetto

_‘1

I
|

1h b i




Borsa ItalianaConsumebDay2021
GLOBAL CAMPAIGN: SOCIAL MEDIA STRATEGY

Instagram B v Instagram ® v

@ delonghi_global e @ delonghi_global
: v  ; ~
- .
R,

.,

i)

FaESiart your
coflce journey

Qv

1.984 likes

1.984 likes

delonghi_global delonghi_global

Enjoy this Perfetto moment! There's nocoffe like the one you prepare
HH somethingperfetto #delonghi with your favorite coffee beans at the touch

U( $ %- ) ) Usedethingperietto3 - W,

A Q@ O 2o A Q ® O o

—
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ACreate: social Mediasystemto ensure
marketing leadership

ADefinea global framework with local
customization

ALaunchpe @ L oOffigidl instagram,
FacebookLinkedInglobal channels

AHirethe best expertsin the socialmedia

ArrackandAnalyzedata to adjustthe
strategy and execution



Borsa ItalianaConsumebDay2021
GLOBAL CAMPAIGN: KEY TAKEAWAYS

A: (123 L#ngBGlobal chrRpaign
launched at the same time everywhere

A Massive media investment
A Best in class partners and execution

A Significant upgrade of all marketing
Infrastructure and touch points: physical
and digital

A Clear KPIs in place and tracking systems

L

SR
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Contacts

InvestorRelations
FabrizioMicheli,Samuel&€hiodetto
T:+3904224131

e-mail investorrelations@delonghigrogom

Ontheweh
www.delonghigrougom




