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SEB PROFESSIONAL COFFEE, A PROACTIVE EXPANSION STRATEGY

SEB Professional Coffee

Acquiredin Acquired in
A growth 2016 2019

platform with W o
sizeable impact MF =" (=

Global leader in professional fully #2 player in professional filter coffee
automatic brewer in USA

Integration of direct services in selected Large range including tea brewers and
countries and network of partners powder dispensers

Acquiredin TRADITIONAL

2023
7

La Sah Marco

Iconic Italian brand

Broad range of traditional machines and
coffee grinders

14/12/2023



SEB PROFESSIONAL COFFEE, A PROACTIVE EXPANSION STRATEGY
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_ SEB Professional Coffee Sales (€bn)
‘ and ORFA margin (%)
wc-,;:v' \

A g rOW-i n g +10% CAGR >0.8
and profitable

business ——
: -

>0.4

Sales weight of countries 0 o
outside Europe <30% >50%

ORFA* margin >15% >15%

—
- f—
PR
140122023 | ORFA: Operating Result From Activity (ORFA) is Groupe SEB’s main performance indicator. It corresponds to sales minus operati 14—‘"‘”“"/
advertising, operational marketing as well as sales and marketing expenses. ORFA does not include discretionary and non /ﬂ- =
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.with P >€30m
dlfferent1at1ng\
capabilities "
all along the

~150 > 160 5 factories

Active patents

with > 1,100 FTE
R&D team members x1.4 vs. #2 in operations

Revenue split Presencein

> 800

o 0 >1 00 own service specialists
value chain P % coi 140,000

market companies | "'2,400 FTE connected machines
>200

distributors

30%

services

B partnerservice | enabled for

- . ———

technicians I digital services
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SEB PROFESSIONAL COFFEE, A PROACTIVE EXPANSION STRATEGY

GROUPE

Private Small Hotels Specialized QSRs Large Offices, public
Households Offices & Restaurants Coffee Shops & Convenient stores spaces, cruise ships

Synergies FULL

A portfolio of
complementary | >
brands

Capacity (cups per day)
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SEB PROFESSIONAL COFFEE, A PROACTIVE EXPANSION STRATEGY

At home Out-of-home
fresh coffee consumption fresh coffee consumption

SHARE OF OUT-OF-HOME IN TOTAL: (@GSk&

Attractive o o
underlying &
market

201 2015 2019 2022 2026F 2015 2019 2022 2026F

Annual consumption in billions of liters of fresh brewed coffee

14/12/2023 |  Source: Euromonitor International



SEB PROFESSIONAL COFFEE, A PROACTIVE EXPANSION STRATEGY

Massive
growth
potential
in China

GROUPE

Out-of-home Fresh Coffee consumption

China total

~1-2 cups

~14
! B
China Tier China Tier
3/4 cities 1/2 cities

High share of out-of-home fresh coffee consumption in “tea markets” (Japan, UK, China)

14/12/2023 |  Sources: Euromonitor, World Bank, internal assessment | Food service only (excluding offices and public spaces)

World average: 26 cups / year [ capita

140

63

France USA UK Germany Japan Italy

- Tea market

- Coffee market
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Coffee? More and more an ingredient fo

Italy Germany USA Leading coffee chains:
& Spain & Nordics & China share of cold drinks >75%

SALTED CARAMEL ICED COCONUT ICED MANGO
COLD BREW LATTE LATTE

RISTRETTO ESPRESSO FLAT WHITE CAPPUCCINO

14/12/2023
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Unique customer

Speed to serve at peak time Fast Return on Investment

her beverage t7’enu varieties

N

Time to prepare a cappuccino: : > £ —~

Machine average payback: < 6 months
Full Auto - 25 seconds

ProCare and Autoclean: up to 45% savings on cleaning
Traditional _ 80seconds = 414 hygiene process

Visible premiumization Solution .1 Sustainability enabler
with fresh coffee beans to staff sCarcity ' i
Share of premium coffee (USA)

2015 B seeciatty Digital solutions to optimiize staff time p <4 - Controlled product end-of-life with recycling focus
2019 I ot speciatty i
2022 62% e

Efficient use of resources: coffee, milk and energy

Ease of use of Full Auto .' Minimized carbon footprint in service with digital solutions

14/12/2023 |  Source: NCA NCDT 2022, Mintel Food Service Coffee and Tea 2021. Speciality= premium whole bean or ground varieties



SEB PROFESSIONAL COFFEE, A PROACTIVE EXPANSION STRATEGY

Full Auto:
the largest

segmentin PCM
in 2026

14/12/2023 \ Source: HKI, EVA and internal estimates.

2023-2026 PCM Market by Product Category

(Equipmentonly)

~4.8bn

+5°/0 CAGR

2023e

~5.5bn

2026e

CAGR Share of Growth
Filter +3% ~5%
Traditional +5% ~20%
Full Auto +10% ~75%
Vending 0% 0%

2/3 of Full Auto equipment market future growth coming from China, North America and UK




- Our groWth-model
and key success
factors

2222222222



o=

diverse

mer insights teading
ovation, technology
igital solutions




SEB PROFESSIONAL COFFEE, A PROACTIVE EXPANSION STRATEGY

ns
1]

Customer insights leading to ric

Differentiating technology to our customers BEE USA

China =
30g brewing unit

Black coffee filter taste
N° 1 type of coffee

Espressois an ingredient
forlarge drinks

(450 to 550ml) Consumers value fresh coffee,

hot or cold, inlarge cups

@ to drink “on the go”

Speedto serve
is critical

Schaerer Soul Curtis Skyline Schaerer Soul C

14/12/2023
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Broad and
diverse
customer base
with strong
potential for
growth

d Customers worldwide

R
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Strong ability to work together with lead

- S >400

[ o
m

\@K‘ h

et . Dedicated

front office staff

== GREGGS

@

luckin coffee

M
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Business model

Mostly indirect service delivery
via partners and distributors

Brand experience

Inconsistent as left
to the local partners

Business model

Balanced between direct
and indirect delivery

Brand experience

End-to-end consistent brand
& customer experience

(-]

o

Field Service Module
connected to ERP

Digital functions like
Remote Service

Blended learnings digital
and onsite

Global footprint
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s Globalleader with the most Understanding coffee experiences
Together with

advanced trend setters from ltaly to Germany, from China
our CUStOmerSI in coffee-based drinks to the USA
we re-invent
coffee as a
cc1s - * A Coffee as aningredient, versatile,
hfe C.e nt rne enjoyable, energizing... “.I .f t ° __99
eXpe rnence without compromise on quality ITeé-centric

and speed to serve

14/12/2023 23
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DISCLAIMER ;&:,ﬁ w%.? e (,_:..-3 :_,: ‘,_!?
Some of the statements contained in this document may be forward- T ﬁ;\:;‘%f}*""’" A
looking statements concerning Groupe SEB's financial position, - TR At ,v_‘__‘t;\j

AW el e, ..

results, businesses, strategy or projects. Groupe SEB considers ﬂ [ . 1 ; AN ] Sy & —;:::\ T
that such statements are based on reasonable assumptions butgahh‘ot E e A\ - : "

b

and does not give any assurance that the Group's future performance "l\,_‘?
will be consistent with those statements. Actual results could differ- ;= b =

from those currently anticipated in such statements due to a certa'i'@
number of inherent risks and uncertainties, most of which are beyond
Groupe SEB's control, such as those described in the documents filed

or to be filed by Groupe SEB with the French securities regulator

(Autorité des Marchés Financiers) and made available for downloading

from Groupe SEB's website n

14/12/2023
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http://www.groupeseb.com/
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