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STRONG FUNDAMENTALS

ASSETS UNIQUE COMPETITIVE EDGE

Highly devoted and capable people with a

PEOPLE shared sense of pride & commitment
INERASTRUCTURE Widespread manufacturing facilities
and a unique leveraged Go To Market
STRONG | FOUNDERS:
BRANDS Strong well known and loved nomesast TR

brands with consumer loyalty

Growing, on-trend & diverse
PORTFOLIO categories, geographies and partners



WE PLAY IN THE RIGHT CATEGORIES SUPPORTED BY LEADING POWER BRANDS

WE PLAY IN THE RIGHT CATEGORIES

SHARE OF TOTAL EXPECTED CAGR 2023-2028 IN HIGH POTENTIAL IN
SALES GEOGRAPHIES WE PLAY OUR GEOGRAPHIES*
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4 * Market potential refers to Brazil in Coffee category, Israel in snacks and China in POU. Snacking Including dairy, sweets & salty snacks

Source: Mintel, Storenext, Euromonitor ** including China sales
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~15%
FUN FOR YOU
Salty & Sweet

WE STRIVE TO ey |y
OFFER A s -
HEALTHY
PORTFOLIO FOR
BALANCED
NUTRITION

~85%
GOOD FOR YOU

Nutritious Dairy,
Dips and spreads,
Coffee & Water



2021-2023
TRANSFORM

OUR WAY

* Strauss one

e Portfolio management

* Cost savings

* Transforming the way our
company operates

* Increased investments

e

2024-2026
UPDATED
STRATEGY

* Culture of performance

* Focus and improve the core

* Snacking in homebase

* Expanding in Brazil

* Developing water solutions

* Planting seeds for future growth

* Harvest seeds of growth
engines

* Expand into new categories
and geographies through our
competitive edge




2023 PERFORMANCE DEMONSTRATES SOLID GROWTH BUT A DECLINE IN
MARGINS vs ~11% EBIT MARGIN IN THE PAST

10,549m 3,383m 772m 439m 354m
Net Sales Gross EBIT Net profit FCF
+11% 32.1% 7.3% 4.2% 81.7%
Growth Gross Margin EBIT Margin Net Margin Cash conversion*
+ Cosh Conversion =FCE/ N THE OVERALL DECLINE IN PERFORMANCE NECESSITATES

A REVIEW AND UPDATE OF STRATEGY



WHERE WE WANT TO GO

UPDATED STRATEGY — DOUBLE DOWN ON THE CORE

STRONGER BRAZIL COFFEE &

BEYOND

HOME BASE

FUTURE READY & RESILIENT

INTERNATIONAL
WATER PLAYER




&
ENABLERS
&

OPERATIONS
& QUALITY

PARTNERSHIPS
PEOPLE
ESG
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RENEW THE CORE

= QOptimize core categories & brands in
Israel with a focus on snacking

= QOptimize and maintain R&G leadership
in Brazil

= QOptimize and increase portfolio offering
of water solutions

EXPAND & BUILD

= Build plant-based solutions & Innovation
around the core in Israel

= Expand Non-R&G and beyond coffee in
Brazil through M&As and organic growth

= Grow China and enter new geographies in
Water

TRANSFORM

= Embark on a journey of Performance
transformation

= Maintain values while adopting a high-
performance culture

= QOptimize portfolio to focus on the core



STRATEGY WILL LEAD TO GROW CORE

STARTING POINT

2023

TARGETS

CORE = MID SINGLE
DIGIT GROWTH & +10%
PROFITABILITY

10

STRATEGY

2026




Snacking company in Israel




MARKET SIZE** sj‘
46%
s Out of Total
SG Sales*

WE ARE A UNIQUE SNACKING POWERHOUSE
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TASTE THE JOY OF UNIQUE CHOICE ALONG THE DAY THANKS TO A 3; o
DIVERSIFIED PORTFOLIO IN ISRAEL 56 Saless

We provide unique taste with high quality that delivers joy to consumers throughout the whole day

BREAKFAST
FOR
ON THE GO

MORNING

HEALTHY SNACK FOR
LIGHT DINNER ‘ VEGANS

SNACK FOR
ATHLETES

COFFEE
BREAK

FOR SUGAR ]
i o [ ok
AVOIDERS — 2a PO I :

*in 2023
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EXPAND NON-R&G AND BEYOND COFFEE THROUGH K @ o
M&A AND ORGANIC GROWTH 56 Sales*

Increase Non-R&G activities & Beyond coffee

Categories in Non R&G

EXPECTED IMPACT

. G; BY 2026
Capsules & Appliances tr.E'S) Corn c{
4 nr’-ﬂmi{
Powder juices @ Plant based (non soja) m
INCREASE NON R&G
& p \ = SHARE FROM TOTAL
Chocolate powder 8 RTD & Proteins > M) REVENUES IN BRAZIL
Choc 3coracoes

New Categories

*1n 2023



DOUBLE DOWN ON PRODUCTIVITY TO INCREASE PROFITABILITY - &

*In 2023

Higher coffee gross Focus on business
profit per kg transformation

v Optimize RGM Productivity
improvement

v’ Logistics and selling
v" G&A and marketing focus
v’ Infrastructure Scalability

Increase non-R&G,
less volatile activities

Increase from
overall business

EXPECTED IMPACT
BY 2026

IMPROVE
OPERATING
MARGIN

“»
28%

Out of Total
SG Sales*



INTERNATIONAL
WATER PLAYER

Leadership position in China & Israel
#1 Point of Use market by 2026

Growth &
profitability







=

ILL FOSTER A HIGH-

ORMANCE CULTU

FOCUS ON NURTURE TALENT STRENGTHEN
EXECUTION & OUR VALUES
ACCOUNTABILITY

= Can-do approach = Right people in the ® Purpose-driven

= Disagree & commit right places = Caring and inclusive
= Strive for excellence = |Leadership for on- = Employee experience
= Fast decision making going change for joy, belonging

= Adaptive to changes = Upskilling and and inspiration

reskilling

CULTURE TRANSFORMATION WILL BOOST PERFORMANCE




WE HAVE EMBARKED ON A TRANSFORMATION JOURNEY

A 360 PERFORMANCE PROGRAM TO ACHIEVE HIGHER PRODUCTIVITY & CAPABILITIES

R
PLATFORM PRODUCTIVITY
Design to Value (DtV) Water AS OF 2026

L

e |
M..

Operational initiatives Commercial initiatives

Revenue Growth

Procurement
Management

Working capital

Marketing ROI

Manufacturing Design to Value (DtV) Food

Route to Market

Logistics

21



WE PLAN TO INCREASE INVESTMENTS IN THE COMING 3 YEARS

STARTING POINT STRATEGY

Total CAPEX spend

Increase investments in
infrastructure, Quality
& Growth

B Invest in core assets in
homebase

C Additional investment to
develop innovative
solutions

2021 2022 2023 2024 - 2026

TARGETS

Majority ROIC<IRR

Of investments High return on
in core investments
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THIS REQUIRES US TO OPTIMIZE THE PORTFOLIO FOR
INCREASED FOCUS AND DOUBLING DOWN ON THE CORE

Limit investments in non-core activities Divest underperforming activities that
cannot be turned around

Turnaround underperforming activities, Maintain a clear strategic rationale for
with a clear path to profitability keeping non-core activities




WHERE WE STRIVE TO BE:
GOALS FOR 2026

GROUP
ISRAEL #1 T Expand
Snacking company EBIT Margin Plant based offering
ATl #1 T Expand
Maintairj.market Non-R&G share
position EBIT Margin of total sales
WATER #1 T Expand

In China & Israel

EBIT Margin Product offering
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WE STRIVE TO HAVE A POSITIVE IMPACT ON SOCIETY AND ON THE ENVIRONMENT

25

ESG PRIORITIES BY 2026

ENVIRONMENT

100% electricity from
renewable sources by 2030
Reducing food waste

SOCIAL

= Significant investmentsin a
dedicated farmers fund

= Aiding Underrepresented
communities

® Provide food to people in need

Reduce plastic by replacing
single-use plastic bottles

Water bars donation

Optimize Packaging
Expand energy efficiency
Reduce operational Waste
Reduce Gas Emissions

= Expand hiring of local
suppliers

= Develop the Coffee Chain
through impact initiatives

GOVERNANCE

= One global sustainability
agenda and targets

= |ncrease number of women
in leadership positions

= Maintain top-tier Maala
ESG rankings



ACTION COMPETITIVE EDGE STRATEGY TARGETS
PLAN FOR RENEW THE CORE
2026 v Opimi:ecorecategiries&brandsinlsrael

with a focus on snacking

v Optimize and maintain R&G leadership in Brazil O
. v’ Optimize and increase portfolio offering
M of water solutions O
ORGANIC CAGR
EXPAND & BUILD

' 45 . . . . s 2024-2026
R . v' Build plant-based solutions & Innovation around o

> FOUNDERS' . s -
MENTALITY the core in Israel

G . v Expand Non-R&G and beyond coffee in Brazil
%.: : ' through M&A’s and organic growth
-

v" Grow China and Enter new geographies in Water 10W

TRANSFORM

v" Embark on a journey of Performance EBIT MARGIN
transformation

v" Maintain values while adopting a high-
performance culture

v" Optimize portfolio to focus on the core
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1>
| DON '
BE THE BIGGEST, ~
| WANT TO BEj 44
THE BEST AT -
WHAT WE D

MICHAEL STRAUSS





