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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

Presence in more than 150 countries

> 400m

_Products sod por year -3,000 ~500

dedicated employees patents filed in 2025

> 32,000 e ——

Employees worldwide

47

Industrial sites
(o/w 29 in Europe)

(]



GROUPE

World -leading positions W | Strong brands

80% of Consumer sales in 2025

Tefal

of 2025 salesin
markets where the
Groupis a leader

No. 1
Professional-automatic coffee
machines

No. 1 No. 2
Electrical Blenders
cofking

No. 1 No. 1

Cookware ldhen care
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Our keysuccess factors
A "multi" model in Consumer and Professional

Global presence Extensive product offering -

Other Asian countries

Professional

%
' 12% ’ Cookware and
Western Europe kitchen utensils
36% 30%
Home care and

Consumer sales personal care Group sales
2025 19% 2025

South America '
4%
’ s . Kitchen electrics

North America Other EMEA countries 39%
10% 17%

Omni-channel excellence Diversified industrial footprint

Americas
Group retail %

7% E-commerce Europe
45% 23%
Specialist
14%
Consumer sales Group sales
Sourcing
2025
39% 2025
Traditional
13% ~ .

Mass retail
15%
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CONSUMER MARKET PROFESSIONAL MARKET
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CONSUMER MARKET
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Key features of the market Development of multi -equipment and uptrading

Vacuum cleaner example
> Structural growth ( >3%per year) driven by various factors s

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

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

A Rise of the middle classes in emerging economies

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

i\ 2
Fragmented market Canister Versatiles 21%f Washers ' '

.

Highly seasonal market

Harris Interactive 2022, household equipment rate France
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PROFESSIONAL MARKET
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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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w Full auto
Mf schaerer coffee machines
‘wﬁ’ \W Traditional and
; filter coffee makers
La San Marco
Cold
Z2ummo beverages
A W,

World leader 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
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Before 2017

Tefal -
Indirect historical ﬁh{\cnlgg
presence e e

PROFESSIONAL
AND SEMIPROFESSIONAI
CULINARY

GROUPE

2004 7008 T
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‘ Cookware and
B

tableware
LA BRIGADE

DE BUYER
5 Food preparation
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R&D center, purchasing and production facility

Keymllestone in the strateglc development of Professmnalbeverages
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Rebound plan
Acceleration In the transformatlon o |

Acceleration of
iInnovation

Transforming
brand -consumer
relationships

Shift in the
Go-to-Market

Launch cadence
Product virality

Product -centric to Consumer
Experience

Social First

Social media

Influencers, user-generated
content

Ratings & reviews

Real-time data

E-commerce
DIEE
Social Commerce

Omni-channel

Rising importance of
sustainability

Repairability and product
lifespan

Energy efficiency

Refurbishment, second life

An imperative of speed, marketing practices and resources invested
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Act as a leader in innovation Simplify our organizationsand operating

_ _ methods
Systematize our new marketing and e

commerce practices Increase our industrial and purchasing

efficiency

Accelerate in the most promising segments
Reduce our overheads

By~ L
- Nourish connection Develop meaningful Our employees at the
and involvement innovations center ofthis
of our consumers and inspiring brands transformation
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X-Clean

Aerosteam

Titanium Wok
Supor

Pizza Pronto
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X-CLEAN CLEAN-IT
June 2026 June 2026 End of 2026
° ° ® >
70 countries 20 countries 20 countries
5 models 3 models 5 models
AEROSTEAM FUSIONCORE
June 2026 End of 2026 June 2026 End of 2026
Y @) ° @) >
25 countries 30 countries 25 countries 30 countries
Lmor 3 models oot 4 models
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50% more compact
appliance compared to
a conventional full -
auto

Recruitment of a new
generation of
consumers
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() LAUNCH - FRANCE ()5 AMPLIFICATION

SYSTEMATIZATIOION KEY LAUNCHES IN 2026
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Rebound plan

K = MM luetimmhgld.hnual savr

H oWk = MM | Target ofk = M M GeltliRiddLannual savings, at run-rate by end of 2027 5

Organizations | Main levers

Structure costs & _ ) _ ) o
industrial efficiency > Organizations: structure costs and industrial efficiency E

> Indirect purchases

> Group-wide: simplification of product ranges andprocesses

Indirect purchases | Exceptional cost of the plan estimated at 1x to 1.25xrecurringannual savings

> mainly recognizedin P&L at end of 202%I k = lAuidsén H1 20261k NT Y U b

Targetedrecurring annual savings > cash outflows mostly in 2027
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Progress Main levers Actions launched in H1 2026

Organizations Reduction of structurecosts Labor agreements signed in France and in
most German entities

Industrial efficiency Departures starting in September

Indirect purchasing Poolingand standardization needs Over 400 actions launched

-5% t0-6% of the indirectpurchasesin scope  Firstresults visible in P&L

Cross-functional Simplification of processes Pooling of several functions

ORfA impact Target . i i i -
2026p 2027-%028 levers Reduction of SKUsby 25% to 30% 90% ofreductions identified; 9%already

initiated, completion by early 2027
Data focus & Al roHout
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ORfArecovery IN H1

GROUPE
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Deteriorated economic and geopolitical environment , mixedconsumption
prospects

> Slight organic sales growth in H1
> ORfArecovery, notably driven by internal levers
Rebound plan: roll -out on track with objectives and firstresults in H1

2026 outlook confirmed :
A Full-year ORfAgrowth

A return to a more normative free cash flongeneration, continuing H1 trend

> Recognition of the] | Y 2 EBGdommitment: improved EcoVadis (Platinum)
and CDP* ratings



Deteriorated macroeconomic and geopolitical environment
Mixed consumption prospects
Increased inflationary pressures oncosts

Resilienceof Small Domestic Equipmentmarkets

Innovation pipeline momentum

Targetedpricing actions

Strict COGS and OPEX management, and Rebound plan
impact

2026 outlook confirmed :
> Full-year ORfAgrowth

> Return to a more normative free cash flow
generation, continuing H1 trend

> Lower financial leverage, with the objective of
returning to the Group's standard of around 2x
(excluding acquisitions) by 2027
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Medium-term ambition confirmed and supported

by our strategic model
and Rebound plan implementation

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

> and anoperating margin of 10%,
then progressingtoward 11%
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