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FIRST-HALF 2025 SALES AND RESULTS

DISCLAIMER

situation . These forecasts are based on assumptlons \
factors including trends in commodlty ~ pric |
markets and the impact of new product

The factors which could Cons'id.era_bly L  Groupe |
Registration Document and Annual Financial Report filed wit
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Acceleration in Q2
in Western Europe

Uncertainties and \:N'ai;t'-" - -and -see
attitude related to US tariffs

Return to growth in Professional
in Q2 1 H1 still negative

Strong currency volatility
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H1 sales

E U BZj40m in 2024
LFL vs 2024
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H1 ORfA

EUDZj OOOc Dal f DOKA O
vs 2024

Q2 sales

EUDZj 2 Ag OGc Dal f DO A
LFL vs 2024 ‘
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vs 2024
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FIRST-HALF 2025 SALES AND RESULTS

Slight increase In sales in H1

©bz & UDa f Djj ¢

+24
-64 +48

3,740

Organic growth Currency effect Scope effect
+0.6 % -1.7% +1.3%

+0.2%

Reported growth
H1 2024 H1 2025
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Return to organic growth in Q2

©bz & UDa f Djj ¢

+
== -57
+17

1,847

Organic growth Currency effect Scope effect

+1.9% -3.1% +0.9%
-0.3%

Reported growth
Q2 2024 Q2 2025
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Increased negative impact from currencies in Q2

L
EEEp l I
H1-25: - QOC[
(vs -ij 2 O GrcHDz24)

Ql:-ij Gc(Bz-ij GncCc 3
Q2: -ij n G¢bBzij n Oc 3

RUB CHF JPY PLN UAH KRW UsD EGP COP BRL MXN CNY TRY Other
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First - half sales by business

Professional Consumer

Suy

+0.3%
-9.6% LFL

+0.2 %
+2.2% LFL
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Professional
Confirmed recovery in Q2

N

Organic growth by quarter

H1 2025

ij Ot Qc

+0.3%
-9.6 % LFL

Q2 2025
i O0O0C
+10.7%
+3.5% LFL
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Professional

Confirmed recovery in Q2

H1 2025

ij Ot Qc

+0.3%
-9.6 % LFL

Q2 2025
i O0O0C
+10.7%
+3.5% LFL

23/07/2025

Professional Coffee: sequential improvement in Q2

Near - stabilization of sales after 3 quarters of decline due to an exceptional comparison
base linked to a large deal in China

Approx. 10% growth excluding this large deal in China

Services and new contracts up: good contribution of tea chains in China, roll out in
Eastern Europe and in Asia

Acquisition of Tasty in China to expand service offering

Confirmation of the expected return to growth in H2

Professional Culinary: first half - year of consolidation of La Brigade de Buyer

NB: occasional positive effect on Q2 2025 organic growth linked to the consolidation of
Sofilac from Q3 2024, including trading activity from April to September
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Consumer
Organic growth in sales in H1,
supported by Europe and China

H1 2025

~ \\
|J A A O D 8 C Acceleration in Europe in Q2 ; markets still resilient

+0.2%
+2.2% LFL*

Confirmed returnto  growth in Asia, especially in China

Unfavorable comparison base in South America , easing at the end of Q2

Q2 2025 Uncertainty about US tariffs 3 marked wait -and - see attitude from retailers

|J 8599 m in North America

19% High currency volatility , hegative impact on sales increased in Q2
-1.9%

+1.6% LFL

23/07/2025
*+2 3% LFL excluding LP
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Solid growth in H1 excluding America

AMERICAS EMEA
H1:-5.5% H1: +3.5%

North America Western Europe

+6.8%
+0.0%

Q1-25 Q2-25

+3.5% +3.2%

Q1-25 Q2-25

South America Other EMEA countries

Q1-25 Q2-25

-0.3%
Q1-25 Q2-25

23/07/2025

Other Asian countries

+7.7%
+4.9%

Q1-25 Q2-25

Organic growth in Consumer sales



FIRST-HALF 2025 SALES AND RESULTS

Consumer 1 Western Europe

H1 2025

] 2 ARQQC

+3.5%
+3.4% LFL

Growth acceleration in Q2, at +6.8%

> Double -digit growth in floor care, cookware and linen care

> Marketing investments and success of recent launches: washers,
Q2 2025 garment steamers, oil  -less fryers, blenders

.- A > Better sell-in and sell - out alignment compared to Q1, particularly
|J D D Cr in France

+6.9%
+6.8% LFL
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Consumer 1 Other EMEA countries

H1 2025

] n O
+0.2%
+3.6 % LFL

Q2 2025
i 000
-4.0 %
-0.3% LFL

23/07/2025

Growth in H1 on a high comparison base

> Rollout of innovations and double - digit growth in oil ~ -less fryg:rs, 3
KT ZZDBDTY pNDD NkkeéeDxbotuaféeUADDNNZebDAéh

> Positive momentum in Eastern Europe and Turkey

> Political/geopolitical disturbances negatively impacting Q2 business
in some countries in the region (Romania, Middle East, Algeria)
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Consumer 1 North America

H1 2025
i A Ki©
-9.0%
-3.9% LFL

Q2 2025

] 2 OGC
-18.6%

-11.5%LFL
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Sales down -11.5% in Q2, after a +5% increase in Q1

> Uncertainties regarding US tariffs, much higher than expected

>Sell-0 f D EPEGZoDACYDODPE cDA-cRA®UAD 0 Z & A UNI
and turmoil in import patterns

> Disturbances should continue in H2: lack of visibility

being implemented
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Consumer 1 South America

H1 2025
j 2 O
-17.5%

-8.3% LFL = Sales down in H1 compared to a particularly high level of sales in 2024
' linked to the 5 Z Dx alimiafé Paenomenon (H1 2024 sales +29% LFL)

Comparison base still high in Q2

Q2 2025 > Sales growth excluding fans, particularly in Colombia

. — > Fading base effect at the end of the first - half, more positive trend
|J G O C expected in H2

-19.6%
-8.4% LFL
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Consumer 1 China

H1 2025
|J 'I' G Q o4 Return to growth confirmed in Q2
+2.0% > NfUNZucbpuNfDNkDxDAZ&EpDAUt DA& Uh

+3.4 % LFL >ShDDfecDNkDZEPecEAUt aYDANDPt D f DONNZ e DAE I

> Success in Q2 of recent product launches: oil - less fryers, woks,
Q2 2025 water dispensers, blenders

|J 45 1 m > Limited impact of stimulus programs

-1.8% > Positive outlook for the full year

+3.2% LFL
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Consumer 1 Other Asian countries

H1 2025
ij 229m
+5.3%
+6.3 % LFL

Q2 2025

ij 115m
+3.2%

+4.9 % LFL

23/07/2025

Good performance over the entire semester

> Growth in almost all the markets in the region, acceleration
of South - East Asian countries (Malaysia, Thailand, and Vietnam)

> Strong momentum of cookware, especially in Japan and South Korea

> Continued expansion of the product portfolio : oil -less fryers,
rice cookers, versatile vacuum cleaners, washers, knives

> Positive outlook for  the full year
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H1 dynamics of a strengthened and
expanded product offering
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Washers
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Garment steamers
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Blenders
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Performance by product range

Consumer / Professional product lines
H1 2025 sales vs H1 2024, LFL

Home Electrical Personal Food Home
comfort Professional cooking care Beverage preparation Cookware LKA* care

* Large Kitchen Appliances
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