TALEA GROUP

DIGITAL PEOPLE ORIENTED

July 26,2024




LEADER IN ITALY WITH A MULTI-WEB SITE APPROACH FEEDING
DATA FOR MEDIA ACTIVITIES
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10 YEARS OF CONTINUOUS GROW TH

REVENUES GROWTH
CAGR 2015-2023
50.7%

1H2024

2014 * 2019 ® 2020 ? 2021 ? 2022 * 2023 ? 2024

Riccardo Listing on Stock Acquisitions of Acquisition of Acquisition of Farmaé Group evolves into Acquisition of
lacometti exchange Sanort and Amicafarmacia Farmaeurope Talea Group Best Body,
establishes AIM Market Valnan VitaminCenter
Farmae Entry of new product Launch of Talea Media and their related
Launch of Beautye categories (e.qg. Pet) Private Labels
and new logistics hub Launch of Talea Logistics and
new logistics hub Launch of the
‘Farmaeé’ Private
International Label and Amica
Farmacia

Acquisition of Mood, Gooimp
and Doc Peter, Superfarma
and Farmahome




Consumers Area

Market leader with 25% share

In the Consumers Area we operate in 4 different markets: Health and Wellness,
Beauty, Orthopedics and Furniture Design.

We have been the market leader in the Health and Wellness segment for years,
the goal in 2026 is to reach a market share of 25%.

In 2023 on all our eCommerce platforms we had an offer of more than 100,000
SKUs.

We have a stabilized conversion rate across platforms over 4% and enough
critical mass at the performance level to enable us to improve our economies
of scale.

N° Active customers 2023: N° Active customers 2024 (5 months):
1,087,572 632,96
(customers who made a purchase in 2024)

Active Customer Analysis: 71% women, 29% men

24.5% 22% 21% 17% 12% 3,5%
are 45-54 are 35-44 are55-65 are25-34 areover65 arel18-24

Average Order 2023: Average Order 2024:
€56.07 €58.71

HEALTH & WELLNESS

“+farmae amicafarmacia Y farmaeurope
2% docpeter.it < % farmahome
XC1 SOCcperet SUPERFARMA JaL OIS
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Consumers Area

Improving profitability through private labels

In order to improve the commercial margins of the Consumers area and
offer new, high quality products to the end consumer, we acquired three
Private Labels in 2023: Gooimp, Best Body and VitaminCompany.

Gooimp has an extensive range of products in the supplement,
dermocosmetics and personal care segments, made with special
attention to the rules of sustainability.

Best Body and VitaminCompany have long been considered two
references on the Italian market in the sports supplement segment.

In 2024, we launched the Private Label of the commercial brand Farmaeé
(Farmaé - E Fatta per Te), focused on the supplement segment,
contributing to the strengthening of the Group's commercial positioning
and profitability through the control of production costs and the
expansion of the offer online and in Farmae shops.

The recently launched Private Label of the commercial brand
Amicafarmacia offers both the uniqueness of exclusive products and
higher margins, all while prioritizing the needs of the consumer.

PRIVATE LABEL & BRANDS

——— SUPPLEMENTS SUPPLEMENTS
amicafarmacia % farmae
—— SUPPLEMENTS AND SPORTS SUPPLEMENTS
DERMOCOSMETICS
Qooimp ' VITAMINCOMPANY

SPORTS SUPPLEMENTS

BESTBODYr




TRUSTPILOT REVIEWS

3 9 3 . 3 0 5 Certified Reviews

Current TrustScore®

4.3 oo

Based on 393,305 reviews you received

Days at your current

TrustScore 158

Reviews received in the last

-3% ¥
28 days 1,893

TrustScore benchmark

Current TrustScore
4.3 EIESEIEIE

Category average
(Health and beauty shop)

2.8

@ Your TrustScore is higher than the average TrustScore
in your category.



A WIDE RANGE OF PRODUCTS MANAGED IN...

More than 100.000 SKUs in 2023

Herbal remedies Homeopatic _orthopedics

0, 0,
T AR
5,44% ‘
3,48
Medical Devices
6,94% .
Parapharmaceutical/

8,27%

Beauty & Skincare

e 30,17%

otc/sop_/
8,99%

Vitamins,
supplements &
slimmings
33,73%

Over 8.4M of products sold in the first half 2024 (+9.9% YoY)
through 1.7 M orders (+ 6,2% YoY)



.. THANKS TO TWO AUTOMATIZED LOGISTIC HUBS

. . . . Tuscany (Migliarino): 5.000 sgm + 1.500 sgm
Two automatized logistic hubs to support growth and to improve speed delivery Piedmont (Nichelino): 13.000 sqm
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The goal of the two automated logistics hubs is to provide a fast and streamlined shopping experience for consumers and through
increased automation of processes and operations to make industrial costs efficient (30%).
The Group's current logistics capacity can support revenue growth of up to 350 million.



Talea Media is our online media company. The
Group, through Talea Media, generates revenue
from both Inventory Monetization (sale of
advertising space on Group sites) and Data
Monetization (sale of audience data - Privacy
compliant).

Thanks to this new sales channel, we have the
opportunity to generate an alternative revenue
line to the Consumers Area at a higher
commercial margin by enhancing the generation
of new incremental revenue thanks to the
monetization of data and space and a new
industrial relationship (1arge advertisers +
industry players).

MEDIA AGENCY

TALEA MEDIA

Industrial Area

Managing Data for Media Activity

Valnan is our online Communication and
Marketing agency. It operates in the market
through four strategic units - Digital Create,
Tech, Marketing and Data - that offer
customized solutions to the digital market in

Ttaly.

It has recently added "Zip Strategy,” which is the
new division dedicated to creating and
1aunching brand strategies.

Valnan has established strategic partnerships
with leading companies in key industries, such as
human resources, energy, retail, fitness and
pharmaceutical.

AGENCY

valnan

A further line of revenue for the Group is
generated by Trade Marketing (co-marketing)
activities, coordinated and managed by the
Group marketing area, which since 2018 have
enhanced industry relations with suppliers in the
Consumers area by offering them custom
activities of their brands on proprietary
eCommerce platforms.

Trade Marketing activities offer industry,
particularly trade management, services on
digital platforms ranging from strategic
consulting to the creation of a marketing &
communication plan that drives levers for
improvement on positioning within 'our Group
properties.

TRADE

TRADEMARKETING




VALNAN: ITALIAN EXCELLENCE IN DIGITAL COMMUNICATION AND
MARKETING

- Targets: Health, Wellness and Beauty Iingicet s U

Le tue comunicazioni pits veloci, pits semplici e pi

Industries, Food and beverage
Industries, Tech Industries, Retail
Industries (B2B, B2C, B2B2C)

+ Key client: Chief Marketing Officer

+ Revenue stream: Consulting, Project
contracts

- Digital assets: Brands digital assets

- Business Model: Online communication
and marketing consultancy

« +24 New Clients in 2023




TALEA AND VALNAN: THE TRADE-MARKETING ACTIVITY

4 STRATEGIC AREAS

« Targets: Health, Wellness and
Beauty Industries

+ Key client: Procurement Manager

+ Revenue stream: Project
contracts

STRATEGIC
AREAS

- Digital assets: Brands digital
assets

+ Business Model: Online
communication and marketing
consultancy

Logistics




TALEA MEDIA: ANEW PLAYER IN THE RETAIL MEDIA ACTIVITIES

To manage an ecosystem of digital opportunities for businesses

Growing market: retail media adv spend will
grow at a 27% CAGR* in 2022-26

“Retail Media refers to the digital advertising space, retail data
assets and in-store opportunities a retailer or marketplace owns,
which is then made available to brands for the execution of
advertising campaigns. Campaign goals include (but are not
limited to) brand awareness, driving sales and new product
discovery.

Retail Media includes an increasing range of digital opportunities
which can be segmented into off-site, on-site and in-store
environments. Retail Media also includes the targeting,
optimisation and measurement elements of digital campaigns”.

*Statista and IAB Europe

ROGER&GALLET

CAUDALIT chicco

Targets: Health, Wellness, Beauty Industries (B2B) and FMCG multinationals

Key Client: Chief Marketing Officer, Media Center, Market Research and
Analysis Company

Revenue stream: Media contracts
Digital assets: Own digital properties
Business Model: Publisher, Data Economy

Contracts from 1 January 2024






TOTAL HEALTH, WELLNESS AND BEAUTY MARKET
€10.9 BLN, OF WHICH AROUND €0.8 BLN ONLINE

TALEA GROUP MARKET SHARE 2024% PENETRATION RATE ONLINE MARKET 2024
80.000.000 € 69 M 68 M
65.7TM 68.9 M
70.000.000 €
60.000.000 € 6.16% 6,20% 6,23%
6,08%
50.000.000 €
40.000.000 € 5,74% 5,78% 5.73%
5,62%
30.000.000 €
20.000.000 € I
10.000.000 €
Gen Feb Mar Apr
- €
o e e her m2023 m 2024

EE Gross Revenue Online Market == Talea Share on Online

* Monthly market share based on monthly Talea results and Newline market data.
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FUROPEAN PHARMACY TREND

Global Healthcare e-commerce market Legislation e-com share of CH market March 2024
size [bn USD]

@ | egal purchase of both Rx and CH products Online
cervaNy [N 19%  size DE
~5% of total B | egal sales of CH products only (registered/non registered) €3.3 bio

201 8 retail market
Legal only for food supplements and medical devices CZECH _ 18%

(not legal for registered CH and Rx medications)
seLciuv [ 1%
stovakia - [ 10%
POLAND [ 8%
ITALY B s g;g',‘faw

€0.9 bio
SPAIN - 4%

FRANCE i 2%

@S Online pharmacies not legal/
legal only in limited circumstances /
still considered, but not implemented yet

Out of scope

2025

** Spain: including pharmacy+ parapharmacy comparation
Source: IQVIA CH offline and online Information

Trend for European countries in scope

+ Online market is having a fastest growth than the offline, over 9%
- 6 countries present a double-digit growth of the online close to 20%: Czech Republic, Poland, Slovakia, Italy, Spain and France
- Germany online is slowing down at the beginning of 2024, with the offline growing faster than the online
- Although Spain and France online penetration is low, it is growing with a faster trend than in the past year (16% and 23%)



KEY DRIVERS TO GROWTH AND PROFITABILITY

Critical mas
different platfo

to have greater
economies of
scale

3 drivers:

potential of
Datain the
Industrial Area

Private Label




2026 FINANCIAL TARGET

Revenues

EBITDA

2023 2026

220-240

CAGR
@18 20%

13-15

38.9
. -

Three years cumulated
capex

Net Debt
“ B

Note: all numbers in the graphs are in € millions. Sums may add up to slightly different numbers due to rounding.
*Cumulative capex period 2024-2026.

Adj.

Consumer Business:

« Full integration of new eCommerce recently
acquired

« Fully integrated offer among the different
properties

« Full deployment of private label offer with
special focus on specialized products
(VitaminCompany & Best Body)

Industrial Business:

« Full development and deployment of Talea
Media, Trade-marketing and Valnan.

Operating costs:

« To maintain the growth of operating costs
lower than the revenue growth (enhancement
of the economies of scale)

17



TALEA GROUP REVENUES - TARGET 2026E

€/min

220-240

7%

136.4
120.9
5%
95%
65,4
37,4
2014 2019 2020 2021 2022 2023 2026E

® Consumer mIndustrial

In the three years p]zm the Private Labe] SR]GS grows up f‘rom a]most Zero in 20273 to more Eh&l’] S% OFCOT’ISUI’T‘IGT Revenues in 2026.



EBITDA BRIDGE 2023-2026E

30

25

20

15

10

€/min

13-15

(3.2)

EBITDA 2023 CONTRIBUTION
MARGIN BRANDED
PRODUCTS

Bridge figures based on the middle of the range target

CONTRIBUTION
MARGIN
PRIVATE LABEL

CONTRIBUTION
MARGIN INDUSTRIAL

PERSONNEL COSTS

OTHER COSTS

EBITDA 2026E



PFN BRIDGE 2023-2026E

-10

-15

-20

-25

-30

-35

-40 (38.9)

-45
NFP 2023

CUMULATED
EBITDA

DELTA WC

Bridge figures based on the middle of the range target

€/min

CUM CAPEX TECH

CUM OTHER
CAPEX

| (30 [

NET FINANCIAL
COSTS

-
B 1.0 (21-23)

TAX OTHER NFP



SUSTAINABILITY OBJECTIVES
AND ROADMAP

As demonstrated by our corporate policies, which aim to pursue
concrete objectives in terms of Governance, environment, and
society, sustainability has always been at the core of our growth
process. With a systemic, inclusive, and transparent approach, we
have always encouraged collaboration and involvement of all
stakeholders, with the common goal of combining economic
growth, environmental protection, and social respect.

Our objective is to preserve the sustainable Governance model and
promote a responsible economy: all the actions we have
undertaken, which align with ESG goals, are reported in our
Sustainability Report.

For this reason, we have committed to setting specific short- and
medium-term TARGETS, which are outlined here for each
relevant theme.

REFERENCE MATERIAL TOPICS

Emission Mitigation

Optimization of Packaging with Reduced
Environmental Impact

Use of Renewable Energy

Waste Reduction

Sustainable Logistics

Employee Well-being and Safety

Training and Valuing People
Attractive Working Conditions
Diversity and Inclusion

Community Engagement

Promoting Healthy Lifestyles for Well-being

Guarantees of Transparency and
Traceability

Process Digitalization

Business Continuity and Data Protection

Innovation and Research

2023-2026 OBJECTIVES

Calculation of Scope 3 Emissions
Calculation of Digital Emissions
Installation of Photovoltaic Panels at Logistics Centers

Elimination of Plastic Tape for Package Sealing
Increase in the Percentage of Energy from Renewable

Sources

Reduction in the Quantity of Non-hazardous Waste through
Circularity Projects

Investments in Automation
Speed Services
Delivery to Lockers or Pickup Points

Maintaining Zero Injuries
Sustainable Worker Mobility
Welfare Plans

Maintaining Existing Training Programs
Performance Management

Upskilling Processes

Implementation of Awareness Products on Diversity and
Inclusion for Company Employees

Maintaining Existing Support Programs for Associations
Educational Projects through Our Parapharmacies
Optimization of Company Information Flows (ERP)

Increased Use of Cloud Platforms

Organization, Management and Control Model (Legislative
Decree 231)
Cyber Security, Maintaining Zero Data Breach Cases

Feasibility Studies and Project Development for Company
Automation

Inclusive and Sustainable Economic Growth EBITDA 6% of revenues






H12024 KPI

—_l

« Consolidated adj revenues 83.2 million Revenues Adj. 83.2 M (+10.1% YoY)

euro in H1 2024 (+10.1% YoY)

 Consumer Area revenues showed steady
growth, reaching 77.7 million euro in Hi

Revenues Area Consumer 1.7 M ('|'7.6% YOY)

2024 (+7.6% YoY)

ial 5.6 M (+64.5% YoY
- The Industrial Area experienced a Revenues Area Industrial ( 5 YoY)

significant boost since 2023, with
strategic investments in Talea Media,
Valnan, and Trade Marketing activities
driving a 64.5% YoY revenue increase to

No.oforders 1.T1 M (+6.2% YoY)

5.6 million euro in H1 2024, leveraging
new sales channels, strategic
partnerships, and enhanced digital
platform services.

O | &~ | W | N

No. of products 8.45 M (+9.9% YoY)




UPDATE ON RECENT KPIS

Orders (m)*

P 2,9
,/
’/
e 23
TAGR : .
2016-2023 *6.2%
+1321*y
~ > 6

03
0,1
-
2016 2017 2018 2019 2020 2021 2022 2023 1H20231H2024

Product sold (m)*

P4 14,3

7

7
,’ 12,8

/
AGR < o
2016-2023 +9.9%
+11ze% 8,5
7,7
/
7
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7
rd
v
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7
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2016 2017 2018 2019 2020 2021 2022 2023 1H20231H2024




MAIN FINANCIAL HIGHLIGHTS

Revenues (€/m)**

131,5
16,3 +10,1%
82,5 7506 832
64,1
37,5
24,8
76 133 i I
- N

Italian GAAP IFRS

EBITDA (€/m)

(3.2)

2016 2017 2018 2019 2020 2021 2022 2023

*It should be noted that the scope of consolidation as at 30 June 2022 includes Farmae Sp.A. (with the results of the Farmae, Hcauryb, Sanort, AmicaFarmacia and Farmacurope plal’(bvms) Valnan Sr.l and
the Madonna Della Neve ph:n‘m:u‘)‘, while the Consolidated Half~Year Report as at 30 June 2021 did not include AmicaFarmacia and the related physicul phm‘m;u‘y ;wquircd on 1 October, and the

Fill‘lﬂ'.lL‘Ll]'OpL‘ Plill'ﬁﬂ'ﬂ] OPCI‘LIHOHLI} since May 2022.

**9M2022 figures are unaudited
€

Marketing & Distribution expenses (€/m)
18,2 18,7

mmmm |\|arketing & Distribution expenses e |NCidence on Revenues

2016

Net Profit (€/m)

0.2 03
woe M R u
(1,0) (0,9)
(7.5)
2017 2018 2019 2020 2021 2022 073



FY2023 RESULTS

€/min FY2023  FY2022  YOY

SALES 131483 116307  13.0%

Gross margin 35.935 38.357 (6.3%)

Gross margin 21.3% 33.0% | (5.7%) - Staggering numbers increase in the year, with
Selling and distribution as (24.6%)  (24.6%)  0.0% consolidated aodJ revenues of euro 131.483
percentage of sales million, up 13.0% yoy

Administrative costs as (5.3%) (6.2%) +0.9%

percentage of sales . Sharp improvement in revenues and logistics
Otheroperatinq expenses as - - n.d. CapaClty Wlth a neW 13,000 Sqm Warehouse In
percentage of sales Piedmont

EBITDA ADJ (3.2) 2.5 (5.7

EBITDA margin % (2.4%) 2.2% (4.6%)

Ebit (7.742) (58) (7.684)

Net result (7.512) (949) (6.562)



FY2023 RESULTS

31/12/2023 31/12/2023

TOTAL NON-CURRENT ASSETS
TOTAL CURRENT ASSETS

TOTAL ASSETS

SHAREHOLDERS' EQUITY

TOTAL NON-CURRENT LIABILITIES

TOTAL CURRENT LIABILITIES

TOTAL LIABILITIES

LIABILITIES AND SHAREHOLDERS'
EQUITY

The increase of Net Financial Position is mainly affected
by the capex investment due to the new logistic platform

in Nichelino for a total of € 12 mn

87,2TM
56,84 M
144,10 M
31,05 M
33,49 M
79,56 M
113,05 M

144,10 M

70,93 M
53,47 M
124,39 M
39,60 M
23,89 M
60,91 M
84,80 M

124,39 M

10,00

(10,00)

(20,00

(30,00)

(40,00)

(50,00)

(21,500)

NFP 2022

(3,200)

EBITDA

2,600

DELTA WC

(15,00

CAPEX

I
(1,700) (,100)

OTHER EFFECTS
FINANCIAL CHARGES

(38,900)

NFP 2023



MAIN ACQUISITION 2023-2024

WEB SITE DOCPETER SUPERFARMA FARMAHOME VITAMIN CENTER BEST BODY

ACQUISITION PERIOD SEPTEMBER 2023 DECEMBER 2023 DECEMBER 2024 FEBRUARY 2024 FEBRUARY 2024
ANNUALIZED REVENUES AT THE ACQUISITION PERIOD 14.400.000 1.100.000 5.000.000 2.395.281 4.133.164
ACQUISITION PRICE 3.300.000 325.000 2.000.000 848.004 1.440.000
MULTIPLE ON REVENUES 0,23 0,30 0,40 0,35 0,35

PAYMENT PERIOD 5 YEARS 5 YEARS 5 YEARS 3 YEARS 5 YEARS






Disclaimer

“This Presentation contains certain forward-looking statements. Forward-looking statements concern future circumstances and
results and other statements that are not historical facts, sometimes identified by the words "believes," "expects," "predicts,"
"intends," "projects," "plans," "estimates," "aims," "foresees," "anticipates," "targets," and similar expressions.

Forward-looking statements contained in this Presentation, including assumptions, opinions and views of Farmaé S.p.A.
(“Farmae” or the “Company”) or cited from third party sources, are solely opinions and forecasts reflecting current views with
respect to future events and plans, estimates, projections and expectations which are uncertain and subject to risks. Market data
used in this Presentation, which are not attributed to a specific source, are estimates made by the Company and have not been
independently verified. These statements are based on certain assumptions that, although reasonable at this time, may prove to
be erroneous. By their nature, forward-looking statements involve a number of risks, uncertainties and assumptions that could
cause actual results or events which materially differ from those expressed or implied by the forward-looking statements. If
certain risks and uncertainties materialize, or if certain underlying assumptions prove incorrect, the Company could be unable to
achieve its financial targets and strategic objectives.

A multitude of factors which are in some cases beyond the Company’s control can cause actual events differ significantly from
any anticipated development. Forward-looking statements contained in this Presentation regarding past trends or activities
should not be taken as a representation that such trends or activities will continue in the future. No one undertakes any
obligation to update or revise any forward-looking statements, whether as a result of new information, future events or
otherwise. Forward-looking statements refer only as of the date of this Presentation and are subject to change without notice.
No representations or warranties, express or implied, are given as to the achievement or reasonableness of, and no reliance
should be placed on, any forward-looking statements, including (but not limited to) any projections, estimates, forecasts or
targets contained herein. Farmaé does not undertake to provide any additional information or to remedy any omissions in or
from this Presentation. Farmae does not intend, and does not assume any obligation, to update industry information or forward-
looking statements set forth in this Presentation. This Presentation does not constitute a recommendation regarding the
securities of the Company.

This Presentation is not an offer, or a solicitation of an offer, to buy, sell or exchange any securities in Italy, pursuant to Section 1,
letter (t) and letter (v) of Legislative Decree no. 58 of February 24,1998, or in any other Country or State and is not a prospectus
or an offer document within the meaning of Italian laws and requlations.”
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