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DISCLAIMER

Thispresentation might contain certain forward-looking statementsthat reflect the ¢ o0 mp a cugebtsiews with respect
to future eventsand financial and operational performance of the companyand its subsidiaries

Forward looking statements are basedon De' L 0 n g burrddtsexpectations and projections about future events The
forward looking statementsinvolve certain risksand uncertaintiesthat could causeactual 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 pressures and 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 reference
to past performance or trends or activitiesof D e Ednghi Sp.A. shall not be taken as a representation or indication that
suchperformance, trends or activitieswill continue in the future. D e l®nghi Sp.A. disclaimsany obligation to provide any
additional or updated information, whether asa resultof a new information, future eventsor resultsor otherwise.
Thispresentation does not constitute a public offer under any applicablelegislation or an offer to sellor solicitation of an
offer to purchase or subscribefor securitiesor financial instruments or any advice or recommendation with respectto
suchsecuritiesor 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 resultsdocumentedin the books, accounting and other recordsof the company.
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DEFINITIONS & ASSUMPTIONS

In this presentation:

A Adjustedst ands for Ebef or e impottad cost ofthe stockn g
optonp |l anseé

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

A ForExor FXstand for ForeignExchangeRates

A " Likefor-like" or " LFL standsfor at constantperimeter;

A EMé standsfor million and Ebné standsfor billion;

A Reportedstands for official data including (1) since Dec. 29, 202@he consolidation
of Capital Brands Holdings Inc. and itsubsidiariesand (2) since April #, 2021, the
consolidation of Eversyssroup.

In some cases, the mandatory adoption of new accounting standards can affect the
comparability of figures across the/ears.

DéLonghiGroup | KeENwooD BRAUN nutribullet. -Ariete. 3



CONTENTS

D E BONGHI IN A NUTSHELL

MAIN DRIVERS OF THE BUSINESS
COFFEE

FOOD PREPARATION

HOME CARE & COMFORT

OPERATIONAL FOOTPRINT

MARKETING PLAN

CAPITAL ALLOCATION
ESG

¢ ¢ 6 ¢ ¢ ¢ ¢ 6 ¢ @

ANNEX




DE' LONGHI IN A NUTSHELL




THE GROUP AT A GLANCE

THE GROUP IN A SNAPSHOT

Revenues
2351 M G

CAGR 20102020:
Mid to High single digit

A PALETTE OF
LEADING

KENWOOD
BRAUN

nutribullet

Adj.Ebitda
366.5M G
@ margin15.6% *

b;d 5 PLANTS

2o >9,300 PEOPLE

$3s  >30 SUBSIDIARIES

@ >120 COUNTRIES

Net Cash
Position:

232 ‘MG
Expected Free Cash Flow

plan 2021-2023
ca. 250

Unparalleled commitment
to investments in the industry:

Over the last 3years

750+ MG i n
210+ MG i n
150+ MG i n

*FY 2020
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THE GROUP AT A GLANCE

PRODUCT CATEGORIES
4 3 . 4
Coffee Makers G 3 & Tl Home Care & Comfort
Preparation

‘

\
|

iy

28% 20%

of Sales

Comfort
11.3%

Hand Blenders
4.8%
‘ Others Kitchen

of Sales

Home care
4.5%

g g y

Others

Source: internalcompany analysis, 2020
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THE GROUP AT A GLANCE

KEY MILESTONES THAT BOOSTED GROWTH

V \

V

Dec. 31,2011:

the professional

1,089

a/c division is
spun-off (and

listed as
DelClima SpA)

1,290

1,429

2001: 2003:
> Kenwood Group  start of the
acquisition diversification of the
2,500 KENWOOD industrial platform
> De' Longhi Group
goes listed at the
2,000 Milan Stock Exchange
1,500
1,154
1,111 -~
1,019 1,001 1,014 gos o7 el =
973 ,
1,000 T S—
500
2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

DéLonghiGroup |

DeLonghi

KENwooD BRHUN nutribullet -Ariete

V

2012: acquisition
of the perpetual

license to use
Braun brand in

kitchen and
homecare

BRAUN

1,530

1,633

1,727

V \J

2017: acquisition of 2020: acquisition

40% of Eversys of Capital Brands
(Professional coffee nu’rri bu | I et
makers). :
(remaining 60% has 2,351
been acquired in 2021)

EVERSYS 2,078 2,101

1,973
1,891 4 845

2012 2013 2014 2015 2016 2017 2018 2019 2020

Source: internalcompany analysis, 2020
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THE GROUP AT A GLANCE
REVENUES BY PRODUCT CATEGORY

\J v V \

2005 2010: 2016: 2020
First positive signs of The Food preparation Cyclical slowdown in the “stay at home”
coffee development market started a the Food preparation spending rebound 2,500

ul

strategy strong expansion market
Strong acceleration on
the espresso segment 2 000
.
— 1,500
— [ 1,000
I I I I OO

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

o

Source: management accounting analysis
m Coffee Makers m Food Preparation © Home Care & Comfort m Others
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THE GROUP AT A GLANCE
GROUP’S BUSINESS PILLARS

MADE BY DE’ LONGHI

Manufacturing excellence

CONTINUOUS INNOVATION

The Group has several product
R&D hubs across the world

PROXIMITY TO CUSTOMERS
@E& Widespread geographic

The Group comprises a
portfolio of iconic brands
PEOPLE

SECTOR LEADERSHIP The Everyday M akers

Brands have become M
global leaders in their
respective segments

WY PrODUCTS EXCELLENCE

Design and quality among
the key success factors

LONG TERM VISION

Investments in communication,
new capacity, new products

DeLonghi Group | DeLonghi) KENwoOOD BRAUN nutribullet -Ariete 11



THE GROUP AT A GLANCE

ICONIC BRANDS

MISSION
)

KEY CATEGORIES
A

KEY MARKETS

DéeLonghi Group

(DeLonghi)

GLOBAL MARKET LEADER IN
COFFEE, COMFORT AND

SELECTED KITCHEN CATEGORIES

COFFEE

COMFORT

BREAKFAST

EMEA

NORTH AMERICA

CHINA/ASIA-PACIFIC

KENWOOD

THE MOST LOVED &
ADMIRED BRAND IN
FOOD PREPARATION

BAKING
FOOD PROCESSING

OTHER KITCHEN APPL.

EMEA
AUSTRALIA & NZ

OTHER SELECTED MKTS

BRAUN

LEADING PREMIUM BRAND IN
HIGH VOLUME “EVERYDAY
HOME ESSENTIALS”

HAND BLENDERS

IRONING

OTHER KITCHEN APPL.

EMEA

NORTH AMERICA

CHINA /ASIA

| (DeLonghi) kENwooD BRAUN nutribullet -Ariete.

nutribullet

LEADING PERSONAL BLENDER
IN ACCESSIBLE NUTRITION

PERSONAL BLENDERS

JUICERS

NEW KITCHEN PRODUCTS

NORTH AMERICA

AUSTRALIA & UK

NEW MARKETS

12



THE GROUP AT A GLANCE
SECTOR LEADERSHIP

\ Y 4 o
|, ESPRESSO COFFE MACHINES* A strong market position,
with leadership
v o ®
| KITCHEN MACHINES* (Europe) 11 COTE categories

HAND BLENDERS*

A 4
| PERSONAL BLENDERS*

= . . * Source:Independent Research Institute, Value Sales Leader, Full Y2@20 in 46 countries
DeLonghi Group | DeLonghi) KENwOOD BRAUN nutribullet -Ariete
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THE GROUP AT A GLANCE
PRODUCTS EXCELLENCE

KENWOOD BRAUN
i m N
&

DESIGN WINNER PLUS X AWARD PLUS X AWARD
[ enawedas: |
m gg‘z’{i\RD BEST PRODUCT High Quality
GERMAN Design

DE N 3 DES'GN Ease of Use

AWARD &) Awaro i

reddot winner 2021 2021 2021
best of the best

S -y DESIGN
GOOD ‘ P> ) AWARD
DESIGN , T S
AUSTRALIA & — ;

it reddot winner 2021

2020 AWARD

pe — — i N TESTWINNER
. j & TESTM AZIN .
o ] : o | . oA igh Quali m
RIS TGS , | Sl DESIGN s‘ e
AWARD \ 1 {’ m AWARD i _ | g

reddot winner 2021 " — 2021

2021

reddot winner 2021
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THE GROUP AT A GLANCE
PEOPLE

BORN TO DO

We build quality products and solutions that make life better. We are Makers
with an endless dedication to create and offer a unique Consumer experience

PEOPLE SUPPORT AND GROWTH

We care about the well-being and growth of our people, putting them at the
centre of everything we do, as continuous learning and management development

COMBINING PASSION AND KNOWLEDGE

We are a global community working together to share the same goals and
passion, ready to overcome the next challenge and to make the difference

OUR VALUES

Courage, team work, passion, competence, heritage and respect, are
the values at the heart of our work, inspiring us to improve day by day

DéLonghiGroup | KeENwooD BRAUN nutribullet. -Ariete.
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THE GROUP AT A GLANCE
PROXIMITY TO CUSTOMERS

BRAUN ——
KENWOOD
DéLonghi &
Russia, Ukr. & CIS L > o0
7.9% o]
UK
0, »
5.1% others NEEU o nutribullet
15.6%
others SW_EU $
10.6% -Ariete.
MEIA
5.2%
France
7.2% Revenues
1
FY '20
Americas
Germany 11.3%
13.9%
Australia & NZ
4.7%
Ital greater China BRAND HEAD @ CROUP . COMMERCIAL
aZ Others 3.7% OFFICES MANUFACTURING ~ SUBSIDIARIES
9.2% 1.8% Japan FACILITIES

3.9%

DeLonghi Group | DeLonghi) KENwoOOD BRAUN nutribullet -Ariete Source: internalcompany analysis, 2020 16



THE GROUP AT A GLANCE

MADE BY DE’ LONGHI

Wy /.
S

CONSISTENT STANDARDS ACROSS ALL FACTORIES
RIGOROUS PROCEDURES TO SELECT SUPPLIERS
FULL TRACEABILITY SYSTEM IN PLACE

SUPERIOR STANDARDS APPLIED, SPECIFIC FOR
FOOD & BEVERAGES INDUSTRY

DeLonghi Group | KeNwooD BRAUN nutribullet. -Ariete 17




THE GROUP AT A GLANCE
CONTINUOUS INNOVATION

INNOVATION CENTRE

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

LOCAL RESEARCH CENTRES

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

INVESTMENT IN INNOVATION

Between 2016 and 2020, the Group invested52 5 5
million to improve its products and processéds including
G52 million in 2020 al one

DéLonghiGroup | KeENwooD BRAUN nutribullet. -Ariete.

The Group has several product R&D hubs located around the world:
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THE GROUP AT A GLANCE

DéeLonghi Group

REVENUES BY PRODUCT FAMILY (FY2020)

Others coffee
2.3%

Capsules
machines
12.5%

COFFEE |

MAKERS
52%

OF TOTAL SALES

NESPRESSO

N.1 N.1 N.2

IN FULLAUTOMATIC IN PUMP IN SINGLE SERVE

CAGR 2010_2020**: COFFEE MAKERS* TRADITIONALCM* ESPRESSO *

I I ° 6 o/o FullAuto

30.0%

Pump Machines
6.9%

*Source: Independent research institute, value sales leader from Jan to D@20 in 46 countries
*Source: management accounting analysis

DeLonghi) KENWOOD BRAUN nutribullet. -Ariete 20




THE GROUP AT A GLANCE
COFFEE CATEGORY BY PRODUCT LINE

FULLY
AUTOMATIC

Magnifica Magnifica Evo Dinamica Prima Donna Soul — Maestosa

MANUAL

: ! e ©

4 2

¥ “ i

" / 3
—y

lcona Dedica La Specialista Arte La Specialista Prefsz‘/gio La Specialista Maestro

CAPSULE = )
SYSTEMS B

NESPRESSO. NESPRESSO.

0G 100G 4006 800G >20006G

PRICE RANGE

DéLonghi Group | DeLonghi) KENwoOD BRAUN nutribullet -Ariete. Prices are indicative only 21



THE GROUP AT A GLANCE
FULLY AUTO MACHINES ("BEANS TO CUP")

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

DéLonghiGroup | KeENwooD BRAUN nutribullet. -Ariete.

30% of .
Sales

22



THE GROUP AT A GLANCE
MANUAL ESPRESSO MAKERS

7% of
Sales

.. N\ y
SAVEE jj - =

0‘5%"‘5‘»&‘&%

] i
Pl : 3
’ - : .}

THE “BARISTA STYLE” AT HOME

DeLonghi Group | KENwooD BRAUN nutribullet. -Ariete 23



THE GROUP AT A GLANCE
CAPSULE SYSTEMS: THE NESTLE PARTNERSHIP

12% of

Sales
——

De’Longhi is authorized distributor for OEM Nespresso models in ’ ‘2 N
more than 15 countries. ‘r\H

Moreover, the Group develops, manufactures and distributes, "NESPRESSO.
under exclusive rights, the Lattissima range (for which it owns | . - -
patented technology) in more than 20 countries. 8 (DeLonghi)
) -
e

4
NESCAFE

00stS

(DeLonghi)

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

(N
(®

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

DeLonghi Group | KeNwooD BRAUN nutribullet. -Ariete 24



o St N

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



B

E N

4
coffee is not
just a beverage.

it’s a complete
Sensory
experience.

h

il

e
B
B
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THE GROUP AT A GLANCE

COFFEE CATEGORY: MAIN COMPETITORS

DéeLonghi Group

Breville
= KEURIG

Cuisinart

ssssss

PHILIPS

DeLonghi

KENWOOD

CROUFE

PHILIPS
BOSCH

Breville

SIEMENS

BRAUN nutribullet -Ariete

PHILIPS

q

SEB
Breville
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THE GROUP AT A GLANCE
ESPRESSO MAKERS MARKET IN VALUE TERMS

*
EURmilion Espressa@offee makers world* (value)

3,500
3,000
2,500
2,000
1,500
1,000

500

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

*Source: Market value at constant perimeter of the producers of espresso coffee machines for domestic use (excludifg and China); internatlata processing2020

D&Longhi Group KeNwooD BRAUN nutribullet. -Ariete

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
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THE GROUP AT A GLANCE

THE COFFEE MAKERS MARKET: ESPRESSO VS. FILTER (WEST EUROPE)

Units

30,000,000

25,000,000

20,000,000

15,000,000

10,000,000

5,000,000

0

Espresso

. . penetration (%)

Espresso + filter coffee West Europe (EU25) trend (unis) 1000
Y

90%

80%

70%

60%

50%

40%
30%
I I I I I I o

10%

0%
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

mmmm Espresso Coffee Filter Coffee  =====Espresso penetration on units sold

(1) Internal companyanalysis

DeLonghi Group | DeLonghi) KENwOOD BRAUN nutribullet -Ariete

OUT OF CA. 26M COFFEE MACHINES
SOLD IN WEST EUROPE (EU25) IN 2020,
ESPRESSO PENETRATION ON ANNUAL
UNITS SOLD IS ONLY AROUND 507%.

FILTER COFFEE MACHINE
CAGR (‘05-"20) -1.3%

VS.

ESPRESSO COFFEE MACHINE
CAGR (‘05-"20) 11%

29



THE GROUP AT A GLANCE
THE ESPRESSO MAKERS MARKET (WEST EUROPE)

Espressa@offee sub-categories in West Europe (EU2%)end (units)®

Espressanakers 60.0%
penetration (%)

50.0%

40.0%

30.0%

20.0%

- l I I I <
0.0% . .

2015 2016 2017 2018 2019 2020

B Fullautomatic (Espresso) m Single Serve (Espresso)  Pump Traditional (Espresso)

(1) Internal company analysis

DéeLonghi Group

THE FULLY AUTO & MANUAL CATEGORIES
HAVE DRIVEN THE GROWTH OF THE
WHOLE COFFEE SEGMENT, BUT THE
PENETRATION (ON ANNUAL UNITS SOLD)
IS STILL VERY LOW

PUMP-TRADITIONAL (ESPRESSO)
CAGR (‘15-°20) 9.2%

SINGLE SERVE (ESPRESSO)
CAGR (‘15-’20) 2.3%

FULLY AUTO (ESPRESSO)
CAGR (‘15-’20) 17.5%

DeLonghi) KENWOOD BRAUN nutribullet -Ariete
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THE GROUP AT A GLANCE

SPECIALTY COFFEE OFFERING IS GROWING

DéeLonghi Group

OVER THE LATEST YEARS, THE NUMBER OF DAILY SPECIALTY COFFEE DRINKERS HAS
CONSISTENTLY INCREASED, STRENGTHENING THE CONSUMER DEMAND FOR SPECIALTY
COFFEE AND PREMIUM COFFEE MACHINES

| DeLonghi) KENwoOOD BRAUN nutribullet -Ariete
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THE GROUP AT A GLANCE
COFFEE: KEY GROWTH OPPORTUNITIES

\ it L — - V INCREASING PENETRATION
N\ ' : V. STRENGTHENING THE
> 3a LEADERSHIP
CAGR , . i 4 ,
@ ' — i GEOGRAPHICAL EXPANSION
| ey L CONSOLIDATING IN THE DRIP
' . / | Bl |\ COFFEE MARKET

FY2020 FY2023 ' STRONG RELATIONSHIP WITH
NESPRESSO / NESTLE'
EXPECTED GROWTH IN THE
MEDIUM TERM

b J
F o~
|

excerpt from MedD2A3In Ter m H
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FOOD PREPARATION
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THE GROUP AT A GLANCE
REVENUES BY PRODUCT FAMILY (FY2020)

COOKING
& FOOD
PREP.

28%
(o]
KENWOOD KENWOOD OF TOTAL SALES

N.1 : N.1
IN HAND BLENDER .
T e toper Brand * b CAGR 2010-2020™:

3.1%

Hand Blenders
4,8%

‘ Others Kitchen
appliances

12,5%

*Source: Independent research institute, value sales leader from Jan to D2@20 in 46 countries
**Source: management accounting analysis
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THE GROUP AT A GLANCE
FOOD PREPARATION CATEGORY BY PRODUCT LINE

KITCHEN
MACHINES

BLENDERS &
HAND BLENDERS

HB MQ7  Pure Juice Pro

OTHERS

Kettle Foodproc. Multipro MultiFry CookEasy

0G 100G 400G 800G >13006G

PRICE RANGE

DéLonghi Group | DeLonghi) KENwoOD BRAUN nutribullet -Ariete. Prices are indicative only 35



THE GROUP AT A GLANCE
KITCHEN MACHINES

ny

10% of
Sales

DéLonghiGroup | DeLonghi) KENwooD BRAUN nutribullet -Ariete. 36



THE GROUP AT A GLANCE

BLENDERS
BRAUN KENWOOD nutribullet.
hand blenders power bleders personal blenders

(

BRAUN
Ao 4

hand blender
. brand”

.L e bl b le b

DéLonghiGroup | DeLonghi) KENwooD BRAUN nutribullet -Ariete.

5% of
Sales

nutribullet.
power blenders
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THE GROUP AT A GLANCE
FOOD PROCESSORS & OTHER KITCHEN APPLIANCES

~,

13% of
Sales

KENWOOD KENWOOD DeLonghi

DeLonghi Group | DeLonghi) KENwoOOD BRAUN nutribullet -Ariete 38



Kenwood, Braun and
Nutribullet, are among
the leaders in the
kitchen space, thanks to
their strong awareness.




COE -vc: Rl 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 p

into everyday life '

DéeLonghi Group | DeLonghi) KENwOOD BRAUN nutribullet -Ariete 40



