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Europe’s leading consumer electronics retailer with good traction
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We are market leader in consumer electronics in Europe

Sales: ﬂ// m

€22 bn .. and growing 9 Brand
“' awareness >75%

v' A
WME o ' #1 / #2 market position

Al in 9 of 11 markets
Strategic stake in Fnac ¢

Darty S.A. (23.4%) ¥ Constant lookout for attractive
) * *, opportunities in core markets

(e.g., recently in DE, NL and CH)

. ol PR, Recent expansions in NL,

Divestment from Portugl Switzerland, Italy and Germany
and Sweden in 2022/23 o
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We are well-diversified in terms of both regional and product sales
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Substantial progress in transforming our business

1Adjusted for FX and portfolio effects, pre-IAS 29. 2Excluding associates, adjusted for portfolio changes, pre-IAS 29 and excluding non-recurring effects.
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2024/25 sales and EBIT outlook

// Moderate increase in fx- and portfolio-adjusted sales

/ All segments are expected to contribute to sales growth

// Clear increase in adjusted EBIT

/ Improvement in adjusted EBIT driven by DACH and Western/Southern Europe

The outlook is adjusted for portfolio changes and does not take into account the earnings effects from companies accounted for using the equity method. Accounting effects of the application of IAS 29 in Turkiye as a hyperinflationary economy are
also not taken into account. It excludes non-recurring effects, particularly in connection with the simplification and digitalisation of central structures and processes or changes to the legal environment.
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We create Experience Electronics to enrich people’s life -
Our omnichannel strategy shows visible progress

“We create

EXPERIENCE
ELECTRONICS

to enrich
people’s life”

1Excluding associates, adjusted for portfolio changes, pre-IAS 29 and excluding non-recurring effects. 2Adjusted for IFRS 16 leases
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We transform and enhance our business model to strengthen financial
performance with proven track record

Retail Core: Moderate sales growth & c. 30% online share

c. 5.5% €750 m c. 5% up to 20

Services & Marketplace Private Label Lighthouses
Solutions GMV share
income

(% of total net sales)

1Excluding associates, adjusted for portfolio changes, pre-IAS 29 and excluding non-recurring effects
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CECONOMY’s transformation from a decentralised retailer to a
customer-centric service platform

10n 14 December 2020, CECONOMY concluded an agreement with the minority shareholder of MSH, Convergenta Invest GmbH (,Convergenta®) which included the acquisition, transfer and contribution of the stake in MSH held by
Convergenta to CECONOMY. The Convergenta Transaction was closed on 3 June 2022 by entering the respective measures in the commercial register of CECONOMY AG.
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Demerger of METRO and CECONOMY in 2017

GROUP

METRC

v i
METROI
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Convergenta transaction in 2022: Simplified governance & structure

Convergenta

CECONOMY CECONOMY

Convergenta

IConvergenta can increase its shareholding further via conversion of new convertible bond. This corresponds to Convergenta’s intention of becoming a long-term anchor shareholder with a stake of up to 33.7% of ordinary
shares. 2Issue price, nominal amount €151 m.
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Overview of CECONOMY investmentsl

FNAC DARTY

IAs of September 2024
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Freed from the burdens of the past, we are driving our transformation
faster
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We effectively shifted from being a discount-focused retailer to
becoming the experience electronics champion

Integrating new branding into
campaigns, making them more p
purpose-oriented

Focus on messaging
our experience in
consumer electronics
to customers

New bold, dynamic
brand design while
maintaining identity

EXPERIENCE
EXPERIENCE T ECTRONICS WHAT'S
TO ENRIF  PEOPLE'S LIFE POSSIBLE

Discount-focused retailer,
based on aggressive pricing
and promotional campaigns
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Our Purpose

€

We create Experience
Electronics to enrich
people’s life
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We guide customers through an increasingly complex world

1SKU: Stock Keeping Unit. 2As of September 2024
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We operate in a constantly growing industry

1GfK trend analysis, Source: GfK, CECONOMY analysis. 2Including MMS countries, Denmark, France, Norway, Russia, and United Kingdom. Including smart home devices, addressable residential solar PV, AR/VR devices,
addressable e-mobility, and digital health. 3Compound annual growth rate between 2022 and 2026. “Compound annual growth rate between 2021 and 2025
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We are well positioned to gain further share as we are focusing
on growth trends

IMDA: Major Domestic Appliances. 2SDA: Small Domestic Appliances. 30wn CECONOMY analysis based on market research data by GfK - An NIQ Company incl. CECONOMY countries w/o LU
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Our four strategic pillars provide direction

(T
We create

EXPERIENCE
ELECTRONICS

to enrich

people’s life”
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We are better placed than many competitors to deliver
a great omnichannel experience

Omnichannel Excellence Industry Relationships

NMediaSMarkt

SATURN

1Source: Externally conducted surveys between July to September 2023. 2Based on FY 23/24. 30wn CECONOMY analysis based on different sources for 2024
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We are moving from traditional retail to a service platform with
attractive and growing business models

Retail Core

Services & Space-as-a-

Marketplace Private Label

Solutions Service
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Our strategy is underpinned by clear KPIs until 25/26

Retail Core

50m loyalty members | C. 30% online share
>90% modernisation rate | =10% stock reach!

Services & Market- Private Space-as-
Solu a-service

c. 5.5% . Up to 20
Income Private Lighthouses

(% of total place GMV Label share
net sales)

Marketplace

Services & Solutions

1Compared to FY 21/22. 2Marketplace gross merchandise value in % of total gross merchandise value (Marketplace + Retail Online), only countries with a Marketplace considered

regularly
communicated to
capital markets
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Our key focus areas show transformative progress

Business fields FY 21/22 FY 22/23 | Progress FY 23/24 Target FY 25/26

KPI
Retail Core 39 m 43 m 50m

Retail Core Stock reach progress? 10.3 weeks 9ol WEELE 99 HIEE 6 -10%

(-11%) (-10%)

Space-as-a-service # Lighthouses 8 11 Up to 20

Services & Solutions Income in % of total sales3 c. 5.5%
Marketplace GMV €750 m
Private Label Private Label share c. 5%

10nline share with third party sales. 2Compared to FY 21/22. 30Operational Services & Solutions income in % of total net sales (excluding e.g., Retail Media, Marketplace commissions & fees, deliveries).
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We aim to achieve €500 m adj. EBIT and grow our sales slightly above
market growth by FY 25/26

+5.3%! +26%

1Adjusted for fx- and portfolio effects, pre-1AS 29. 2Excluding associates, adjusted for portfolio changes, pre-1AS 29 and excluding non-recurring effects
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Our transformation leads to higher gross margin and FCF

IPortugal & Sweden adjusted. 2Excluding associates, pre-1AS 29 and excluding non-recurring effects. Adjusted for IFRS 16 leases
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Based on our growth businesses, we strive to achieve our 25/26

p I'Ofita b | l.lty am b |t | on | Simplified illustration

.
C. . 00.

1Excluding associates, adjusted for portfolio changes, pre-IAS 29 and excluding non-recurring effects
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Our growth businesses are significant in size and show strong progress

28% 32%
68%

1Growth plan FY 25/26
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With sustainability as part of our DNA, we pursue an extensive
sustainability strategy

Impact
Experience

Impact experience is a core
component of our strategy. By
adapting our offerings and
reducing our emissions we aim
to help our customers to lead a
sustainable lifestyle. To achieve
our ambitions, we seek to
ensure environmental and
social responsibility at every
stage of the value

chain.

We aim to offer a climate-
neutral shopping
experience, the most
sustainable range of CE
products and be circular

business pioneers in Europg

Environment

We aim to take social
responsibility for our
employees, suppliers and
communities

We aim to ensure ethical
business practices and a
culture of integrity in our
company'’s steering and
management bodies

Governance
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Our sustainability strategy focuses on 7 of the United Nation’s 17
Sustainable Development Goals (SDGs)

GENDER
EQUALITY

SDG 5: Gender Equality

To ensure social diversity, we are
working towards a share of women in
companies and management positions
that reflects the overall employee
structure.

SDG 7: Affordable and clean

energy

For the expansion of renewable energy,

we continue to advance the group-wide

conversion to green electricity and offer

green power contracts to our customers.

SDG 8: Decent work and

economic growth

As an employer of c. 50,000 people, it is

our duty to offer safe and attractive jobs
while ensuring that our suppliers adhere
to environmental and social standards.

SDG 9: Industry, innovation and

infrastructure

We provide people all over Europe
access to communications technology
and the opportunity to participate in the
digital world

SDG 12: Responsible

consumption and production
With a c. 2 bn customer contacts per
year, we exert a substantial influence on
sustainable consumer electronics and
actively support a conscious lifestyle

SDG 13: Climate action

We continuously strive to reduce our
environmental footprint by adjusting
our product offering, optimising our
processes and supporting consumers to
repair and buy used products

SDG 17: Partnerships for the

goals

Through partnerships, we address current
and future complex challenges. We have
committed to ambitious goals by signing
the EU’s Sustainable Consumption Pledge.

The UN’s 17 SDGs are among the world’s
best guidelines for sustainability. They
set out a clear plan for sustainable
social development while also
accounting for environmental
constraints. Our materiality analysis

has identified seven SDGs on which

our own sustainability

strategy is based.
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Our environmental, social and governance focus areas

Reduction of GHG emissions through emission-free energy sourcing, low

Climate action emission logistics and sourcing and sale of more energy efficient products

Reduction of resource consumption through promotion of sustainable
products, extension of product lifecycles and waste management

Environment

Promotion of fairness at the workplace and reduction of barriers for diversity

Partnerships with suppliers and industry partners to achieve ambitions

Integration of compliance and ethics within managerial structure and
guidelines

Safeguarding of the safety and integrity in storing and managing
data and information

Data protection & Information security

Governance
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We have set ourselves ambitious sustainability targets

Environment

At least absolute At least absolute
target reduction target reduction
of 59% by 20332 of 33% by 2032/333

1Directly purchased electricity. 2Baseline 2019, SBTi targets. 3In Private Label, external brands, transport and distribution, baseline 2022, SBTi targets
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Sustainability is part of our DNA and represents a growing business

opportunity

+32% +94% +280%
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By marking more sustainable products with BetterWay, we are guiding
customers towards a sustainable lifestyle

BetterWay serves our customers a tool to navigate the increasingly complex
product specifications landscape, helping customers cut through the
informational noise. Based on our set of solid criteria, our BetterWay logo
signals to our customers a high degree of economical friendliness,

A product qualifies to receive the BetterWay logo when it fulfills at
least one of the following criteria:

It is certified with a Type 1 ecolabel

It is among the most energy-efficient products according to the
EU energy label + additional BetterWay criteria

It is among the most repairable products according to the
French Repair Index

Our t t
fourrF\?;gSe/Zé 7!000

It is made from certified recycling material

1By our definition, BetterWay products (products labelled with the BetterWay logo) equal sustainable products
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Social: we care for our employees

'i\
Share of female
employees
Women in ‘
management positions

Share of women in top two ‘

management levels
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We integrate sustainability into our governance

Governance

Supervisory Board

CECONOMY AG Management Board

Sustainability department

Sustainability-Manager Business owners/

o Subsidiaries
at country organisations departments




1 Company Overview | 2 Business model || 3 Market Overview || 4 Financials || 5 Outlook || 6 Capital Market
eeoeo CECONOMY . 38
| | CECONOMY at a glance || II' Our history || Il Purpose & Strategy | IV ESG

Collaboration between Supervisory and Management Board following
the German two-tier governance system with defined responsibilities

Supervisory Board
(20 members)

Employees’ representatives Shareholders’ representatives
(10 members) (10 members)

@) CECONOMY

1Certain measures further require a resolution of the General Meeting, e.g. appointment of the Auditor or capital increase
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CECONOMY's Supervisory Board - Diversity profile
reeteereen
EEEEELEEL)

e

1Based on direct representation of major shareholder group in supervisory board
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CECONOMY Supervisory Board - Shareholders’ representatives
| EsG Officer |

ESG Officer

As of September 2024
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CECONOMY Supervisory Board - Employees’ representatives

ESG Officer

As of September 2024
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Our Management Board is supported by the expertise of our best-in-

Governance

class Executive Committee management team

Management Dr Karsten Dr Kai-Ulrich
Board Wildberger Deissner

CFO
(CEO + CFO)

e-on Q) vodafene Eﬂgﬂ(}n m

2

Note: as of September 2024
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Modified Management Board remuneration system approved with
91.98% by AGM in February 2022

Annual fixed remuneration (salary)

— Agreed with each Management Board member
— Paid in monthly instalments

34.0%-38.5%

Fix

Contributions to the occupational pension plan

3%-6%
(Non- — Capped at €100,000 per year
I performance- — Financed by Management Board member and company together (“5 + 10”)1

related)

43%

Other supplemental benefits

0, 0,
1.5%-3.0% — Contributions to accident insurance. allowances for health/nursing insurance. assumption of health care costs. company car
— Capped at €50,000 per year

Short-term incentive (STI)

=~ 23% — Granted for 1 financial year and paid out after the end of the respective financial year
— Based on: EBIT, sales growth, net working capital, NPS
— Payment capped at 200% of target amount
Malus?

Clawback?

97%

R Long-term incentive (LTI)

=~ 34% — Granted annually and paid out after a performance period of 4 years
— Components: financial performance targets + non-financial performance targets
— Payment capped at 200% of target amount

Max. remuneration;: CEO = €5.15 m. CFO - €2.65 m

1If a member contributes 5% of his/her defined assessment basis (basic remuneration and STI target amount), the company pays double the amount of his/her contribution (capped to €100,000).
2|f a member breaches his/her statutory duties or there is a reason for revoking his/her appointment, his/her entitlements to payment of the variable remuneration will lapse (“malus”);
30r can be reclaimed by the company after they had been paid (“clawback”).
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Management shareholding programme

150%

Annual fixed

remuneration

100%

(salary)

Governance

Within 4 years from

August 2025

Approx. 71% achieved

the start of contract
as a member of the

Management Board

January 2027

Approx. 87% achieved

IMeasured by the sum of shares times purchase price
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Building Blocks of our Strategy
Rewarding customer loyalty

Customer Loyalty

Retail Core

SR Marketplace Private Label SR
Solutions Service

Retail Media
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Boosting service quality and loyalty programs to maximise loyal
customer base

c. +50%

c. 50

c 34 c. 39 c. 43

Note: As of September 2024
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myMediaMarkt is a core program to engage with our customers and
elevate the customer experience to a new standard

MediaMarkt Club 2016 - 2022

. A
myMediaMarkt Since 2022
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Building Blocks of our Strategy
Omnichannel Excellence

Retail Core

SR Marketplace Private Label S[EIEER Retail Media
Solutions Service
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We offer unique omnichannel capabilities

Mod. sales growth

c. 30% online

share!?

14% 22% 23% c. 30%

1Growth plan FY 25/26. 2As of September 2024. 3Excluding portfolio effects (Sweden, Portugal), pre-IAS 29.
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Four store formats, all around experience zones, services, and the
human touch (1/2)

>90%
Modernisation
ratel

Further images on
page 117

Further images on
page 118

1Growth plan FY 25/26
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Four store formats, all around experience zones, services, and the
human touch (2/2)

>90%
Modernisation
ratel

A Par FR LN

Further images on
page 119

page 120

Further images on

1Growth plan FY 25/26. 2Focus on Tech Village format, Xperions are a separate format included in Lighthouse definition for FY 25/25 growth plan. 3Space as a Service, dedicated store space rented to brands of industry partners
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We target the complete overhaul of core store portfolio by FY 25/26

-0.2%p.

Location costs
(% of net sales)!

— = = =
-0.2%p.

1Growth plan FY 25/26. 2Rental costs & IFRS 16 depreciations, occupancy costs, location depreciations
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Our future range of Space-as-a-Service should cater to all our
partners’ needs

Up to 20

Lighthouses!

Boutiques

Shop-in-Shop

Entrance Statement Branded Elements

1Growth plan FY 25/26. Lighthouses include all stores defined as Tech Villages or Xperions.
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Building Blocks of our Strategy
Growing our service platform

Retail Core

Services &
Solutions

Marketplace Private Label

Space-as-a-

Service

Retail Media




| 1 Company Overview || 3 Market Overview || 4 Financials || 5 Outlook || 6 Capital Market |

| | Retail Core & SaaS | [l Services & Solutions | Il Marketplace || IV Private Label || V Retail Media || VI Strategic Pillars |

eeoeo CECONOMY

56

Our Services & Solutions portfolio responds to customers’ needs

c. 5.5%

S&S incomel

1Growth plan FY 25/26 (Operational S&S income (gross profit) in percentage of total net sales)
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Deep dive on our Services & Solutions portfolio

Customer needs Our services

1Growth plan FY 25/26 (Operational S&S income (gross profit) in percentage of total net sales)

c. 5.5%

S&S incomel
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Services along the entire product life cycle - Our "life-time promise”

c. 5.5%

S&S incomel

Trade-in
Device-
as-a- Recycling
Service of products

Refur-
bishing of

. devices
Device

Insurance repairs
packages

(Sustainable)
products

1Growth plan FY 25/26 (Operational S&S income (gross profit) in percentage of total net sales)
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We expect substantial increase in Services & Solutions income by FY
25/26

c. 5.5%

S&S incomel

1Growth plan FY 25/26 (Operational S&S income (gross profit) in percentage of total net sales)
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Building Blocks of our Strategy
Improving our Marketplace offering

Retail Core

Services & Space-as-a-

Solutions Marketplace Private Label

Service

Retail Media
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Marketplace enables an endless aisle and enhances customer
satisfaction, as well as profitability

€750 m

Marketplace
GMV!

4AEEER L85 A

1Growth plan FY 25/26
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We are making great progress in achieving our Marketplace ambition

€750 m

Marketplace
GMV!

1Growth plan FY 25/26. 201.01.23 - 23.02.23. 3Median time period between acceptance of an order and marked as shipped by the seller (median).
“Marketplace gross merchandise value in % of total gross merchandise value (Marketplace + Retail Online), only countries with a Marketplace considered
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Building Blocks of our Strategy
Making our assortment even more attractive

Retail Core

Services & Space-as-a-

Marketplace Private Label Retail Media

Solutions Service
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Our margin accretive Private Label products are an important part of
our assortment

c. 5%

Private Label
sharel

1Growth plan FY 25/26
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Deep-dive Private Label brand portfolio

1Growth plan FY 25/26. 2Major domestic appliances. 3Small domestic appliances

c. 5%

Private Label
sharel




| 1 Company Overview || 3 Market Overview || 4 Financials || 5 Outlook || 6 Capital Market

| Retail Core & SaaS Il Services & Solutions Il Marketplace IV Private Label V Retail Media VI Strategic Pillars

eeoe CECONOMY

66

We set ourselves ambitious targets to grow our margin accretive
Private Label business

c. 5%

Private Label
sharel

1Growth plan FY 25/26
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Building Blocks of our Strategy
Scaling Retail Media

Retail Core

Services &
Solutions

Marketplace Private Label

Space-as-a-

; Retail Media
Service




|| 4 Financials

|| 5 Outlook || 6 Capital Market

| 1 Company Overview | 2 Business model |3 Market Overview
CECONOMY

o000
| | Retail Core & SaaS || Il Services & Solutions || Il Marketplace

|| IV Private Label

| V Retail Media |VI Strategic Pillars

68

General Introduction to Retail Media

1Growth plan FY 25/26. 2Excluding digital out of home (DOOH)
Note: All personal data are handled with the utmost care and compliant with national and EU regulations, e.g., Art. 5 GDPR
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Growing Retail Media market with growth potential for MMS

Our value proposition Market opportunity Europe

CAGR 28%
Of which 75%
addressable in
CAGR 25% our 11 markets

(€3 bn)

Adjacent market
coverage opens
up additional
potential

1
3

1Growth plan FY 25/26. 273% online, 27% offline. gross count, no deduplication. source: CECONOMY;
3Source: Statista & IAB Europe. assumption: 20% CE share for Retail. MMS covering c. 60% of European market, leading to c. €3 bn potential as basis for market share-calculation
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Future Retail Media offering will be expanded with several new product
releases

Sponsored
Product Ads (SPA)

Sponsored Brand
Ads (SBA)

Reporting
(Online)

1Growth plan FY 25/26

Digital Out Of Home
(DOCH)
Reporting
(Omnichannel)
Additional
releases planned

Instore Ads

Sponsored
Product Ads (SPA)

A+ Content
Reporting
(Online)

Sponsored Brand
Ads (SBA)

c. €45 m

Retail Media
Income!
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Our Retail Media product portfolio?

Sponsored
Product Ads
(SPA)

Sponsored
Brand Ads
(SBA)

Connected
TV (CTV)
/
Digital Out
Of Home
(DOOH) J/

1As of December 2024. 2Growth plan FY 25/26

Reporting
(Online)

Reporting
(Omni-
Channel)

Offsite
Audience
Extension
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We are continuously growing our Retail Media business to drive
additional income

1Growth plan FY 25/26 reached ahead of schedule
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Backbone of our Strategy
Supply chain and tech transformation

Services &
Solutions Marketplace

Omnichannel Supply Chain | Tech Stack

Retail Core

Private Label Space-as-a-

Service

Retail Media
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We used to run a decentralised logistic network
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We are moving towards a more centralised logistics approach

1Hubs for bulky/Two-men handling (2MH) products. 2NDC = National Distribution Center mainly for “offline” products



| 1 Company Overview || 3 Market Overview || 4 Financials || 5 Outlook || 6 Capital Market

eeoe CECONOMY

| Retail Core & SaaS Il Services & Solutions Il Marketplace IV Private Label V Retail Media VI Strategic Pillars

76

Our goal is an efficient and state of the art omnichannel logistics
system

1Same stock reach as Amazon or Best Buy that have 7-8 weeks
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We are transforming our tech infrastructure and will operate fully
cloud based in three years!

linformation on this page as of June 2023
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Backbone of our Strategy
Delivering our sustainability agenda

Services &
Solutions Marketplace

Retail Core

Private Label Space-as-a-

Service

Sustainability

Retail Media
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We continuously increase the share of sustainable and energy-efficient
products in our assortment

Retail Core

3,207 4,933 6,450 7,000

_——
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Our service offering enables the extension of the product lifecycle and
drives circularity

Services &
Solutions
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Backbone of our Strategy
Engaging employees and customers

Retail Core

Services & Space-as-a-

Marketplace Private Label

Solutions Service

Retail Media
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Employee experience: Putting our front-line first

MedaSMarkt SATURN

10ther retailers including Amazon, Expert, Kaufland, OBI, and Otto
Source: Mindline survey conducted for MMS in early 2023. 600 participants in 15 minutes interviews
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We operate in an attractive and growing market

+8% +1% +3% -1% 0%
° +1% +1%

64 63 62
(40%) (38%) (38%)

77 76
(46%) (46%)

Source: Own CECONOMY analysis based on market research data by GfK - An NIQ Company and further market research sources.
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Consumer lifestyle change continues to impact the consumer
electronics product mix

3% 2% 2% 2% 2%

Source: Own CECONOMY analysis based on market research data by GfK - An NIQ Company and further market research sources.
1Poland partially excluded in Software & Gaming
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Upcoming replacement cycles of consumer electronics can accelerate
through innovation such as Al integration

Source : Own CECONOMY analysis based on different sources.
1Based on Canalys 2024 study
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We have an established leadership positions in key European markets

#uchan

Source: Own CECONOMY analysis based on different sources for calendar year 2023
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We operate in highly fragmented markets

Source: Own CECONOMY analysis based on different sources for calendar year 2023. Note: Third party sales not included in top three
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Top line growing above market while EBIT has recovered after COVID
years

Note: Adjusted figures from 2021/22 onwards excl. Sweden and Portugal.
TAdjusted for fx- and portfolio effects, pre-1AS 29. 2Excluding associates, adjusted for portfolio changes, pre-IAS 29 and excluding non-recurring effects. 3Based on adjusted EBIT and reported sales pre-1AS 29
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CECONOMY product sales remained overall stable - Overall market
trends are main drivers for change

1Consisting of small domestic appliances (SDA) and small domestic appliances (MDA)
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Past net profit distorted by non-recurring costs

LAcquisition of Convergenta Invest GmbH's minority stake in MediaMarktSaturn.
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Significant uptick in online sales during pandemic with lasting effect

lIncluding Marketplace , Net Merchandise Value (NMV).
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Our core region in terms of sales and EBIT share remains DACH

1Adjusted EBIT excluding associates, adjusted for portfolio changes, pre-IAS 29 and excluding non-recurring effects. Margin calculation based on sales pre-IAS 29.
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Solid margin improvement after COVID based on S&S impact and cost
discipline

Note: Adjusted figures from 2021/22 onwards excl. Sweden and Portugal.
1Adjusted for portfolio effects, pre-1AS 29 and excluding non-recurring effects
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Volatile free cash flow due to strongly fluctuating NWC throughout
COVID years

O OO
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Typical seasonal variation in NWC throughout the year —
Cash management improved substantially

+64  +259 +395 +277 +41 +165 +493 +429 +293 +293 +202 +128

Note: FYE Sep. linventories plus (i) trade receivables and similar claims and (ii) receivables due from suppliers less trade liabilities and similar liabilities

+70 +185 +281 +241
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FCF development over the years

ILease-adjusted FCF subtracts the repayment of lease liabilities for better FCF comparability under IFRS 16.



[ 1 Company Overview || 2 Business model || 3 Market Overview

| 4 Financials | IERIIIER

eeoe CECONOMY

|I Sales & Earnings | Il Costs Il FCF & NWC

|| 6 Capital Market

IV Cash & Debt V Credit Ratings

99

NWC development over the years
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Since our bond emission in June 2021, CECONOMY has a low and stable
financial debt on a lease adjusted basis
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CECONOMY has no major debt repayment before 28/29

1,060

oo E

I
P
769

- 798 - 812

- 905 o 500
[ 14s [ 151
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Strong improvement in credit spread since start of calendar year 2023

Source : Bloomberg
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Bond refinancing transaction overview

1,060

144 151

1Based on September 2024



[ 1 Company Overview || 2 Business model || 3 Market Overview || 5 Outlook || 6 Capital Market 104
| | Sales & Earnings || Il Costs Il FCF & NWC IV Cash & Debt V Credit Ratings

eeoe CECONOMY

Prudent financial policy underpinned by much improved leverage ratio

1As of 30 September 2024.
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2024/25 sales and EBIT outlook

// Moderate increase in fx- and portfolio-adjusted sales

/ All segments are expected to contribute to sales growth

// Clear increase in adjusted EBIT

/ Improvement in adjusted EBIT driven by DACH and Western/Southern Europe

The outlook is adjusted for portfolio changes and does not take into account the earnings effects from companies accounted for using the equity method. Accounting effects of the application of IAS 29 in Turkiye as a hyperinflationary economy are
also not taken into account either. It excludes non-recurring effects, particularly in connection with the simplification and digitalisation of central structures and processes or changes to the legal environment.
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We are on track to reach our mid-term target for FY 25/26

1Portugal & Sweden adjusted. 2Excluding associates, pre-1AS 29 and excluding non-recurring effects. 3Adjusted for IFRS 16 leases. “Compared to base FY 21/22
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We continue to make good progress on our CMD KPIs

Business fields FY 21/22 FY 22/23 | Progress FY 23/24 Target FY 25/26

KPI
Retail Core 39 m 43 m 90m

9.1 weeks 9.3 weeks

Retail Core Stock reach progress? 10.3 weeks (-11%) (-10%) -10%

Space-as-a-service # Lighthouses 8 11 Up to 20

Services & Solutions Income in % of total sales3 c. 5.5%
Marketplace GMV €750 m
Private Label Private Label share c. 5%

10perational Services & Solutions income in % of total net sales (excluding e.g., Retail Media, Marketplace commissions & fees, deliveries)
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|. Share price performance

Il. Capital allocation & dividends
lll. Analyst coverage

IV. Ownership & Capital structure
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| Share price | Il Capital allocation | Il Analyst coverage IV Ownership

CECONOMY outperformed its peer group starting FY 22/231

Source: FactSet
INew strategy has been introduced on the Capital Markets Day, 2nd of June, 2023
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CECONOMY achieved a total shareholder return of c. 170% since start
of FY 22/231

Source: FactSet
INew strategy has been introduced on the Capital Markets Day, 2nd of June, 2023



| 1 Company Overview || 2 Business model || 3 Market Overview || 4 Financials || 5 Outlook |
| | Share price || Il Analyst coverage || IV Ownership | 112

eeoo CECONOMY

Our updated dividend policy

We aspire to provide attractive dividends with a payout ratio from 10% to 25% of EPS

We always consider capital requirements of existing and new business ventures

Note: Use of tax-loss carry-forwards partially restricts dividend payout
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CECONOMY is actively covered by 8 analysts

1As of December 2024


https://www.ceconomy.de/en/investor-relations/
https://www.ceconomy.de/en/investor-relations/
https://www.ceconomy.de/en/investor-relations/
https://www.ceconomy.de/en/investor-relations/
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CECONOMY shareholder structure!l

Woting rights notifications pursuant to sections 33 et. seq WpHG (excl. Instruments) as well as notifications pursuant to Art. 19 EU Market Abuse Regulation (Directors' Dealings) are taken as the basis for the calculations. total
number of shares/voting rights: 485,221,084 as of 20.09.2023. 2Free float as defined by Deutsche Bérse (German Stock Exchange), https://deutsche-boerse.com/dbg-en/our-company/know-how/glossary/glossary-article/Float-
246568
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Store format display: CORE

971 stores
c. 1,200-3,500sgm

Traditional store format

~ N NN T

Mostly located outside of city
centers with parking lots

/ Main target of modernisation
program

178

B DACH

B West/South Return to
East page 51

Note: As of September 2024
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Store format display: SMART

8 stores
70-500sgm

Smallest store format

~ N NN T

Focus on delivering services
and offering supplementary
products

I DACH

B West/South Return to
page 51

Note: As of September 2024
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Store format display: Lighthouse

/11 stores (Including 2
Xperions)

/ >4,000sgm
/ Extensive presentation space

/ Leveraging the full potential
of our SaaSs services

/  Flagship stores to promote
MMS branding

1

I DACH

B West/South Return to
East page h2

Note: As of September 2024
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Store format display: XPRESS

/40 stores
/ c.400-1,100sgm

/ Accommodation of
customers’ needs in urban-
central areas

/ Smaller assortment and
store size with integration of
online offering and advisory

6

I DACH
B West/South
East

Return to
page 52

Note: As of September 2024
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