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Our mission
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> 40%" shareholders from founder group Listed on Euronext Paris since 1975
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Who we are

>400m

Products sold per year

>32,000

Employees worldwide

47

Industrial sites
(o/w 29 in Europe)

Presence in more than 150 countries

A life-centric innovation

~3,000 ~ 500

dedicated employees patents filedin2025

Net zero trajectory approved by SBTi

(o)
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Our key success factors

A broad and diversified global
presencethatbolsters the
Group’sresilience and growth
Strongand More than150 countries Continuous

complementary / innovation:
brands thatensurethe @ afundamentally

Group’sleadership / life-centric approach
positions \ / \

€2.5bninsales
80% of Consume
S % OURKEY 3

generated by
sales made productslaunched

via 5brands (( SUCCESS since2023

porégggzg\gr?:gu;‘l: _ FACTORS Eﬂ- {-r\lg?lrsr;figltlfggtepﬁnt

categoriesand 4 \ allowing flexibility

cateringtoall and control of costs
consumer needs X rany, / andsupplies

anduses P .
duse = Production:

>50 product . 60% in-house
families Multi-channel go-to-market 40% external

excellence to maximize presence and
performancein all markets.

Multi-channel distribution:
55%* offline | 45%* online
l J
|
PROVEN EXPERTISE IN EXTERNAL GROWTH + PIONEER INSOCIAL AND ENVIRONMENTAL RESPONSIBILITY

*% of Consumer sales
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Our key success

Leadership posi

World-leading positions

of 2025 sales in
markets where the
Group is aleader”®

No.1
Professional automatic
coffee machines

No.1 No.2
Electrical Blendefs
cooking

No.1 No.1

Cookware Lifen care

Strong brands

80% of Consumer sales in 2025

Tefal

GROUPE
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Our key success factors
A "multi" model in Consumer and Professmnal

Global presence Extensive product offering

Other Asian countries
7%

Professional

12% Cookware and
’ kitchen
utensils
30%

Western Europe
36%

Home care and

ersonal care Group sales
: 19% 2025

V(itchen

electrics
39%

Consumer sales
2025

South America ’
w " Qg

North America Other EMEA countries
10% 17%

Omni-channel excellence Diversified industrial footprint

Americas
Group retail 5%

7% E-commerce Europe
' 45% 23%

Specialist
14% c ’
onsgroneeg sales Sourcing Group sales

30% 2025
Traditional
T

Mass retail
15%

10



GROUPE SEB PRESENTATION - JUNE 2026

GROUPE

CONSUMER MARKET
Market estimated at €85bn

=
Development of multi-equipment and uptrading
Vacuum cleaner example

Key features of the market

= Structural growth (>3% per year) driven by various factors

= New local lifestyle and consumer habits
= Development of multi-equipment

= Uptrading, fueled by new technologies that meets the
needs of consumers

= Rise of the middle classes in emerging economies

Rapid expansion of new distribution modes (e-
commerce, social networks and more)

J
Canister 78% Versatiles 21%f Washers ' '

- J

Fragmented market

Highly seasonal market

Harris Interactive 2022, household equipment rate France
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PROFESSIONAL MARKET

Market estimated at €15bn

Sustained growth ( ) driven by:

Development of out-of-home consumption,
particularly coffee and snacks

Use of coffee as an ingredient in hot or cold drinks

Growing demand for coffee in traditionally tea-loving
countries

High barriers to entry and higher profitability { ~3

Recurring revenue from services

Concentrated market in coffee

. . Espresso Flat white Salted caramel
Fragmented market in culinary cold brew
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ME

schaerer

ez

./

La Sén [Tlarco

N

Full auto
coffee
machines

Traditional and
filter coffee makers

Cold
beverages

2ummo

A World leader

~machines ,

Geographic expansion and extension of our Professional Beverages offering

Product launches and coverage of a broad customer base : offices, convenience
stores, hotels & restaurants, chains & public spaces

GROUPE

SEB
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GROUPE

Before 2017 2023 2024 L

Tgfl.' _J : Cookwareand\
S AR b SEOT
PROFESSIONAL e | L REBUYER
AND SEMI- | jet re ar::ig:
PROFESSIONAL L
CULINARY ‘ : |
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Acceleration in the transforma
environment

Transforming
brand-consumer
relationships

Shiftin the
Go-to-Market

Acceleration of
innovation

Rising importance
of sustainability

Launch cadence Social media E-commerce

Product virality Influencers, user- DTC

Product-centric to generated content Social Commerce
Consumer Experience Ratings & reviews Omni-channel

Social First Real-time data

Repairability and product
lifespan

Energy efficiency

Refurbishment, second
life

An imperative of speed, marketing practices and resources invested
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Rebound plan
Return to our profitable growth

Reinventing our
growth model

Act as aleader in innovation by
developing new product segments

Systematize our new marketing and
e-commerce practices

Accelerate in the most promising
segments

Restoring our
profitability

Simplify our organization and
operating methods

Increase our purchasing and industrial
efficiency

Reduce our overheads

Strengthening our
stakeholder
engagement

Nourish connection and involvement
of our consumers

Develop meaningful innovations and
inspiring brands

Our employees at the center of this
transformation
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Rebound plan
Product Development & Innovation

Accelerate innovationin high-
potential areas

New categories; new uses; new
Faster launches & more consumers (Gen 2)

impactful innovations
Product co-development:
consumers, partners

Professional: Shaoxing hub ramp-up

Key KPl examples

(@]

o

Accelerating innovation: -1/3
development time

80% of key innovations > 4.5 %
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Rebound plan
Digital Marketing & E-commerce

Focus efforts on social media and
influencers

Accelerate the production of

Systematize new digital targeted content through Al

marketing practices
Guide digital marketing investments

Accelerate online sales using data

Increased allocation of resources to
online sales, including DTC

Key KPl examples

Social media: investments x3 (by
2027-28)

Influencer videos: views x3 (by 2027-
28)

Active consumer base x2
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Rebound plan L
Group-wide levers: Al, data and s1mphﬁcat1on

(@]

@)
Reduce complexity to
gain operational agility ©

(@]

Focus on data and generalize use of Al
Simplify product ranges
Simplify organization and processes

Reduce indirect purchases: massifying
and harmonizing needs

Key KPl examples

o Reduce SKUs by 25% to 30%

o ¢.5to 6% reductionin addressed
indirect purchases
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Rebound plan
€200m in recurring annual savmgs by 2027

c.€200m

Target of €200m in recurring annual savings, at run-rate by end of 2027

3 cost-saving areas:

Organizations * indirect purchases

= industrial efficiency
= overheads

Impacting up to 2,100 positions worldwide, of which 1,400 in Europe
including potentially 500 in France on a voluntary basis

Indirect

TR P&L provisions mainly in 2026, disbursements mostly in 2027

One-time plan cost: 1x to 1.25x the recurring annual savings

Annual recurring savings
targeted

23



Medium-term ambition confirmed and supported

by our strategic model
and Rebound plan implementation

Return to our historical trajectory, targeting:
> 5% annual organic sales growth

> and an operating margin of 10%,
then progressing toward 11%

GGGGGG
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In 2025
€2.5bn in sales

generated by products launched since 2023
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New categories

Washers Sp‘ot cleaners Garment steamers

€100m in sales in g ": ; €90m in sales
year 1 e ¥ | Double-digit growth

€25minsalesin
year 1

“

Position #2 inyear 1 Position #2 inyear 1 Strengthened #1 position

-




GROUPE

SEB

2012-2024
Success of the Cookeo series

5m products sold
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Titanium Wok Cookeo
Supor Infinity

X-Clean Aerosteam Pizza Pronto
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R&D center, purchasing and production facility

Key milestone in the strateglc development of Professwnal beverages
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GROUPE

Consu mer

“All the taste, less space”

Tease

> Pre-launch phase: 2 months

> Co-creation of content with influencers - Crush Crew

Reveal & Amplify

Launch evening in France at end March 2026:
75 influencers with a reach > 20M

Since launch: > 5M views on generated content

> Quickinternational roll-out: 50+ markets in 2026

y \

déljcien jel‘;‘-%illdé



GROUPE

SEB

©
I5Y
o
Y
o
=
(o
<
o
'z
]
a




GROUPE SEB PRESENTATION - JUNE 2026

Consumer -
Supor: at the forefront of shifts in e- Commerce

R SRk 8 Y S
ﬁj XiE .t ) 2010, X

A
BREABEIE 4 1HE K L
_ 5 -: ‘um HWN207% i i
o= B TR T . Social commerce Instant retail
”\""‘#“kk isome | \ery rapid growth in China Development already initiated by Supor

> 25% of Supor’s online sales > Channel growing strongly in 2025

; > Leadership in China, notably on > Supor #1brand
= Douyin (TikTok)

"’f

5‘,‘;’;(

—=

FRET)

Development outside China:
> Opening of 13 TikTok shops in 2025

35
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International ESG standards

D|T.
INCDP  [ccoveds

DISCLOSURE INSIGHT ACTION MAY 2025

Climate change 82/100 Gold
A- Top 5%

Water
A- y 4

S&P Global

51/100

4

Extra-financial rating agencies

Y
i) SUSTAINALYTICS

a Momingstar company

Low risk
18.3

4

wset @)  |ssEsgp  Ethifinance

[ccc] 8 | 88 [ BB [NINH AA [AAA| ESG ratlngs

70/100

B- Prime

’ (2024) ’
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ESG ambition by 2030

ESG

a t t h e h ea rt Of t h e Make consumers’ everyday

lives easier and more enjoyable and

G’ ro u p,S St r a t e g y contribute to betterliving around theworld

e

Actasaleaderin the Act

for Nlature Circular Economy forAll
Climate Eco-design ( Employees ]

. S
_ ( Suppliers ]
Water

( Consumers J
2 O 3 O Substances ( Communities J

5_':& Act responsibly & ethically

38
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Key ESG KPIs for the 2030 roadmap

ACT FOR NATURE

2030 TARGET

(S BEC =82% (vs 2021)

Scopes 1& 2 - Greenhouse gases direct emission

Scope 3* - Greenhouse gases indirect emission

et =25% (vs 2021)

-25% (vs 2021)

Water consumption reduction

SDA products repairable (% of sales)

Average SDA recyclability (% of weight)

ACT AS A LEADER
IN CIRCULAR
ECONOMY

Recycled materials (% of weight, direct purchases)

No inner virgin plastic bags

Refurbished products sales (in % of SDA perimeteri) 3%-5%

Included inlong-term incentives remuneration Included in short-term incentives remuneration

* Indirect emission (scope 3) from purchases of goods & services, transport and products use ** France, Belgium, the Netherlands, Italy, Spain, Portugal, Germany

39



Y

GROUPE SEB PRESENTATION - JUNE 2026

Key ESG KPIs for 2030 roadmap

OOOOO

ACT FOR ALL - oiaT b

Responsible purchasing charter
(% of suppliers covered)

SUPPLIERS

Suppliercommitment to an ESG program
(representing 80% of the carbon footprint)

Quality management
(% of entities with ISO 9001 certification)

CONSUMERS

Occupational safety and health - y
(workplace accidents, LTIR) STl

EMPLOYEES
Gender balance @

(% of women in senior positions)

(Profit sharing) Included in statutory and discretionary employee profit-sharing France @ Included inlong-term incentives remuneration

Included in short-term incentives remuneration

4

(@]
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42% GHG reduction by 2030
Scopesland 2 (CO2eq.)

Reference
year

2021 2024 2025

Eco-production ]

Deployment of solar panels in China in 2025 and
2026

Deployment of an energy management tool
continued in 2025

Energy efficiency of industrial equipment (e.qg.
injection molding machines)

Occupational safety and health
(workplace accidents, LTIR)

0.81 0.76

2024 2025

Prevention ]

>

>

“Shared Vigilance” global training program to
sustainably reduce accidents

Gradualinternational roll-out: France, Germany
(2024), Brazil, Colombia, US (2025)
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25% reductioninindirect GHG emissions by 2030
Scopes 3.1, 3.4 and 3.11 (CO2eq.)

Reference
LN

2030 target

[ Recycled materials ] Energy efficiency ]

> 52% recycled materials in our products in 2025 Solutions from product design (technical
(vs. 34% in 2021) solutions) to usage (energy saving solutions -

eco mode)
> Recycled aluminum®: 9% in 2021 2 51% in 2025

including major acceleration at Supor Improvement of countries' emission factors

*up to -90% CO2 for recycled aluminum
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> Slight organic sales growth

> Result down in 2025:
= Sales growth across many cateqgories
= Dynamic e-commerce and DTC
= Butsignificant cyclical headwinds

= And accelerationin the transformation of the environment

> Rebound plan launched in 2026 to return to the Group’s profitable
growth trajectory
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2 ﬂ'oupESEB.vREsgww-q IE2026 L —_ n
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Key ﬁ%g tgs 2025
L " PN

Y

Operating margin

€8,200min 2024 €802min 2024
LFL vs 2024

in 2024

Net profit, Group share Net financial debt Dividend

in 2024% vs end-2024%*x vs. 2024

*Including a €190m provision related to the fine imposed by the French Competition Authority

** Excluding the €190m cash outflow related to the payment of the fine imposed by the French Competition Authority =




Operating Result

from Activity (ORfA)

Operating margin

2025 Q4
€60Tm €334m
-25.0% vs 2024 -6.7% vs 2024

7.4%

-230 bps vs 2024

13.3%

-80 bps vs 2024

GGGGGG
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T T = ; il e GROUPE

Cyclical headwinds fadinginQ4

In€m
Cyclical headwinds Other effects
c.-€120m (growth, Opex)
802 c.-40
c.-40 c.-40
e — c.-80

North America Currencies Professional
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Robust financial structure

Key figures 2025

Net financial debt

€2,342m

€2,152m excluding FCA fine

Free cash flow Dividends
generation

+€124m -€207m -€121Tm

H1: -€213m
H2: +€337m

Acquisitions

Financial leverage ratio at 2.7x
(2.5x excluding FCA fine)

Financial flexibility and extension of
average debt maturity

=  New €500m bond issue with a 5-year
maturity in June

No covenants on financial debt

Over €2.5bn in available liquidity
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Q12026 key figures
g At e

‘.‘

LFL vs Q1-25 e

vs Q1-25

Operating margin

Eesss: i

vs Q1-25 14 \
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Sales and ORfA up in QI

Q1 revenue up 2.7% organically

Macroeconomic and geopolitical environment remaining uncertain
and deteriorated

Growth across all businesses and regions

ORfA up 42% to €72m

Operational roll-out of the Rebound plan in line with the announced
schedule

52
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Q12026 sales o
Growth across all businesses and reglons

Consumer +2.9%

ASIA AMERICAS
+2.2% +6.7%

PROFESSIONAL
+1.1%

53



Uncertain and deteriorated macroeconomic and
geopolitical environment

Confirmation of ORfA growth in 2026, together with
a more normative free cash flow generation

Lower financial leverage in 2026, with the objective
of returning to the Group's standards of around 2x
(excluding acquisitions) by 2027

GROUPE

SEB
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Stable shareholder base, susta

Share capital breakdown at 31/12/2025

1.0% 0.7%

Treasury shares
9.1% Y 8.1% Treasury shares

Individual shareholders Individual shareholders

34.8%

[ * . (1]
‘ voting block 26.1% Family
-~ Institutional
34.8% .
— — investors
Free float = {nstr’tt;tiona{ 55.3 million sh Free float =
43.8% of [nvestors -3 Mittion shares 34.1% of 79.8 million votes

share capital (as % of EGM voting rights (EGM theoretical votes)
share capital) 7 9%
. 0

FEDERACTIVE 3.5%
Employees

' and associates™ ’
me 0.1% 6.6% ~.— 9.9%

3.1% Other family Fsp L
Employees / shareholders*™* \ 3 ngEagsEfﬁgE ;/E

voting block*
ﬁ

4.7% 5.2% 3.6% 0.1%
FsP BPIFRANCE (LAC1) BPIFRANCE (LACT) Other family shareholders™

*Founder group shareholders continuing the initial concerted voting block (Agreement of 27/02/2019) including VENELLE INVESTISSEMENT, GENERACTION, HRC and other family shareholders.
** Shareholders from the Founder group. ; ) ‘




Strong diversification of financir
well-balanced debt maturity profi

venant
on each financing

€1,048m
35%

= NEU CP = Neu MTN
= Schuldschein = Eurobond
m 12 years financing = Local Financing

S&P Global

273 50

176 127 -

A-2 puphE D aor i DnaIRG20 L D@20 D031 1 2032 - 12033 2034
B NEU CP B NEU MTN B Schuldschein
Short-Term Rating ® Bond Syndicated line M 12 years financing
AS of 31/12/2025

57
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A long standing ESG commitment

4 =
1=t cookware
range of 100%

recycled st
aluminum Charity Week

2010 2014

Sustainable
Development.

Creation
of a tinsmith's

workshop in
Selongey.

1857

2007

»
United Nations LY

2012

Code of Ethics

Global Compact First Eco Design
Groupe SEB i

Foundation

st el

& | BASED

Carbon neutrality

by 2050
2018
|

2018-2023

AC

T

FOR

SUSTAINABLE
| |VINGS

Strategic
& ESG
Committee

2022

Repc:r_ef{eb
2020

2021

©|
design

a'cjﬁmturt

Lan asningg tees pasr L baccdge g

2023
™
Reforestation

project near
Selongey

Europe’s 1=t
refurbishment center

)
\_"irn" '
World's first req,rding
program for pans

2024

New 2030
ESG ambition

58
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Glossary

At constant exchange rates and consolidation scope (LFL) - Organic

The amounts and growth rates at constant (or organic) exchange rates and
consolidation scope in a given year compared with the previous year are calculated:

- using the average exchange rates of the previous year for the period in
consideration (year, half-year, quarter)

> onthe basis of the scope of consolidation of the previous year.
This calculation is made primarily for sales and Operating Result from Activity.
Operating Result from Activity (ORfA)

Operating Result from Activity (ORfA) is Groupe SEB’s main performance indicator. It
corresponds to sales minus operating costs, i.e. the cost of sales, innovation
expenditure (R&D, strategic marketing and design), advertising, operational
marketing as well as sales, marketing and administrative expenses.

ORfA does not include discretionary and non-discretionary profit-sharing or other
non-recurring operating income and expense.

Loyalty program (LP)

These programs, led by the distribution retailers, consistin promotional offersin a
product category to loyal consumers who have made a series of purchases within a
short period of time.

These promotional programs allow distributors to boost footfall in their stores and
our consumers to access our products at preferential prices.

Scopes1&2

Direct GHG emissions from the combustion of fossil sources (gas, oil...) during the
production cycle (Scope 1) and indirect GHG emissions linked to the consumption of
purchased or generated electricity (Scope 2)

Scope 3

Indirect emissions mainly related to the purchase of goods and services, transport
and the use of products

Sell-in (sales)
Sales made to our customers (retailers).
Sell-out (resales)

Sales made by retailers to consumers.
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Agenda

Key Dates -2026

22 July | after market closes

22 October | after market closes

First-half 2026 Sales and results

Nine-month 2026 Sales and financial data
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Contacts

Investor/Analyst Relations

Groupe SEB
Financial Communication and IR Dept

Raphaél Hoffstetter
Guillaume Baron

rhoffstetter@groupeseb.com
gbaron@groupeseb.com

Tel: +33 (0) 4721816 04
comfin@groupeseb.com

www.groupeseb.com

Media Relations

Groupe SEB
Corporate Communication
Department

Cathy Pianon
Marie Leroy

presse@groupeseb.com

Tel: +33 (0) 6 79 53 21 03 Tel:

+33(0) 676 98 87 53

Image Sept

Caroline Simon
Isabelle Dunoyer de Segonzac
Clémence Vermersch

caroline.simon@image?.fr
isegonzac(@image7.fr
cvermersch@image?7.fr

Tel: +33 (0) 153 70 74 70
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