LOTUS BAKERIES

Annual Results 2025




HIGHLIGHTS 2025

Revenue 1, 355 0 m EXA

NetResult 1 72 U m +13%

§ +18%

Dividend per share 9 0

Capex 120 0m,

capacity.

mai nl y t

Successful start -up of production in Thailand
(Chonburi)

EBITDA(U)2 73 Um or m 0 |
revenue

Strong reduction in  net

financial debtto 0.25x

EBITDA(u)

Successfulexitof FF2 03 20s
participation in The Good Crisp
Company

|l ncrease l.scof f .
"Partners |l ps wi th

advanced strongly and contributed
positively to the 2025 results
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20 YEARS OF SUSTAINABLE DOUBIEHT GROWTH

Il n am
20 years of strong growth
1,600 Lotus Bakeries Group d Revenue
1,400

o

o

1,200 ‘{
G
\\0/0 c,b\

1,000

800

600

40

0 I

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025



FOCUS WITH 3 STRATEGIC BRAND PILLARS

Share of revenuel

2025 growth

10-year CAGR

Strategic ambition

1 FY 2025 branded revenue
4 2 FY sales Biscoff Ice Cream included

Lotus®

Biscoff®

57%
13%

15%

Become the number 3
cookie brand in the
world

Bis?cfﬁ

Lotus ™
Natural Foods

25%
17%

17%

Become a leader in the
better -for-you snacking
segment

BEAR nakd. TREK

18%

2%

2%
Secure market

leadership and strong
cash flow
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BROABBASED GROWTH ACROSS SEGMENTS

Strong growth in US and Rest of the World

Revenue share by segment Revenue growth in % by segment

0,
= Continental Europe UK - 2%

= UK
Americas

Rest of the World )
Americas 19%

Rest of the World 16%




TOP 10 COUNTRIES REPRESENT MORE THAN 80% OF REV

Branded revenue distribution by country

Other

19% United Kingdom

Australia
Canada 29

China 3%

Germany| 3%

Spain

Netherlands

10%

Belgium
France



L otus® Biscoff®

Become the number 3 cookie brand
in the world




BISCOFF GROWING RAPIDLY

Revenue growth

CAGR

2015 92025:
+15% | ‘

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025




2025 BISCOFF MILESTONES

MARCH MARCH
Launch of co-branded chocolate g Cudruny Mondel 3z partnersh
innovations, amplifying Biscoff ® DA'RLM = into ice cream with Froneri.
. through partnerships with ancoff _:7_ Featuring a new Biscoff® ice
Mondel 3z8s iconic ) S1D g cream product range.
MAY APRIL
Biscoff® household penetration China gets bespoke dual-
reaches 21% in Australia i language Biscoff® branding and
EEBSDE. T |k packaging.
SEPTEMBER NOVEMBER DECEMBER
Jar . ) Welcome to the =
Biscoff® spread gets a bespoke ot ffl Full-scale 360ABiscoff® launch in Biscoff Feeling Record Biscoff® production year
jar design for stronger shelf Iersviatibte |SCO I ndia with Mon @;ﬁ fm‘ with new lines across
impact & brand distinction. m‘.&m»r l unlocking a major milestone in Bisc f’ 3 continents.
m ' global growth. g5 .

DECEMBER DECEMBER

Introduction of the new Biscoff ®
cookie engraving.

Biscoff is the fastest growing
brand in cookies and spread
in the US.




Biscoff Spread

Bespoke jar




SINCE THE LAUNCH, OUR SPREAD JAR REMAINED UNCHA

SPECULOOS
past
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SPREAD
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~ Crunchy
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Same
irresistible
taste




TELLING OUR BISCOFF STORY IN ADISTINCTIVE WAY

Standout
via
contoured
shape

Embossment B,\ - ,

[ S e Label
BISCOﬁ ;ndmfgmg Isco ofileﬁtation ,
- N / cookie - ‘




IN ACCORDANCE WITH OTHER GLOBAL SPREAD BRANDS
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Biscoff Cookie
engraving




OUR DI STI NCT Bl SCOFF BRAND | I

|l ntroduction of o0Biscoffod brand name _ _
Rebranding of the Biscoff logo
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CARAMELISED !
BISCUIT

250g¢

Creation of iconic red banner framework
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| Biscoff



CAREFULLY IMPLEMENTING OUR BISCOFF ENGRAVING

Connecting OFFs
ensure readability after
£ e baking

Font aligned to our

Biscoff logo Keeping true to our

iconic cookie
embossment
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BISCOFF CREAM VANILLA CHOCOLATE




Bi scoff
Partnership




®

BISCOFF INDIA




SALES CONFERENCES ACROSS 15 KEY CITIES

Boosting sales teams to paint India red
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MARKETING PLAN (1/3) STRONG PRESENCE ACROSS MED
WITH FOCUS ON PRODUCT TASTE_

Tempt Assets
Launch Thematic '
=

@)

} _ Biscoff ‘
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MARKETING PLAN (2/3) PAINTING THE TOWN RED WITH
BISCOFF BILLBOARDS ACROSS TOP CITIES




