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Disclaimer | Forward-looking statements

Certain statements in this communication may constitute forward-looking statements. These
statements are based on assumptions that are believed to be reasonable at the time they are made,
and are subject to significant risks and uncertainties. You should not rely on these forward-looking
statements as predictions of future events and we undertake no obligation to update or revise these
statements. Our actual results may differ materially and adversely from any forward-looking
statements discussed in these statements due to a number of factors. These include, without limitation,
risks from macroeconomic developments, external fraud, inefficient processes at fulfilment centres,
inaccurate personnel and capacity forecasts for fulfilment centres, hazardous materials/production
conditions with regard to private labels, insufficient innovation capabilities, inadequate data security,
insufficient market knowledge, strike risks and changes in competition levels.
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Europe’s leading
premium one-stop The Beautiful Living Company
destination in

Home & Living
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Westwing 1s a premium
design brand with high

customer engagement

>10 Biggest

o Home & Living
million brand account

globally on
follower Instagram®

social media

>1 million
people every
day on

Instagram ()
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We are targeting a huge
addressable market of

EUR 130b

WESTWING

Global Home &
Living market

c. EUR 630b

Westwing’s
footprint
c. EUR 130b



Massive potential
from country
expansion...

Today: active in 12 countries

Many more to come!
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E-commerce market penetration of total market [%]

Consumer
electronics
Home & Living is ve
. 515 VELY > 35%
early in e-commerce,
which offers additional Fashion

growth opportunities > 25%
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Westwing 1n a nutshell

WESTWING

A e

WESTWING

das perfe

Westwing Shop durchsuchen...

CLUB-SALES

Q

Leuchten Teppiche

Neuheiten Shop the Look

Shop

Westwing Design Service

Take it Outside!

Mobel, Geschirr & mehr far

kte Outdoor-Dinner

11:39

Aktuelle Sales

50 € fiir Sie

Design Service

SHOP

Westwing Collection

Inspiration (Club-Sales)

westwingcom

2.349 8,6 Mio. 289
Beitrage Follower Gefolgt

 WESTWING |

WESTWING
@ westwingcom
The Beautiful Living Company
Discover how to create a home that unlocks the full beauty

of life

Gefolgt v Nachricht

esv e

EuroTour New In Press Recipes
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We have built a very strong private label business, our Westwing Collection

WESTWING

\V\HU"
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5,700
premium
design
products

Many more to come!
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Our customers love the
Westwing Collection as
a premium design brand

Westwing Collection share
[as % of GMV]

Q3 2020 /
26%

..with high margins for
us.

Q3 2024

58%

WESTWING

x\\\\‘ 1117
CL )
-

Marmorschale Santorin:
EUR 99

Metall-Regal Neprun
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... and many more

WESTWING 15



Westwing offers best-in-class premium services to its customers,
leading to high customer satisfaction

Westwing Delivery Service Westwing Design Service Westwing customer care
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We are also expanding our offline presence with own stores and
partners

Store Hamburg Store-in-store Breuninger Stuttgart

WESTWINE‘

| Wcstwing
gocs
| Stittgart

WESTWING 17



[n everything we do, we
focus on sustainability

* Products: Sustainable products and
packaging

* Planet: Reduction of CO2 emissions

* People: High social standards and
involvement in social projects

WESTWING Note: (1) Products are labelled as WE CARE when they or materials they are made of meet
referenceable and credible sustainability standards.

Target

75%

reduction of Scope
1 and 2 GHG

emissions by 2030
from a 2022

baseline

Q4 2023: 43%

76%

Q22024

of plastic packaging
have >60% recycled

content

AAA

rating received
in 2023 in the
MSCI ESG
Ratings
assessment

Q4 2023:48%

60%

Q22024

of online Westwing

Collection products
feature the WE
CARE label®
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We are fully on track to meet 2024 guidance

[in EUR, as % of revenue]

FY 2024
Guidance

415m to 445m

Revenue (-3% to +4% yoy)

Adjusted EBITDA 14m to 24m

Adjusted EBITDA 39% to 5%

margin

WESTWING

for these items.

9M 2024

+4% yoy

14m

4%

Note: All figures unaudited. Figures in this section are presented on an adjusted basis, i.e. excluding (i) share-based payments and (ji) restructuring expenses.

Adjusted EBITDA is calculated by adjusting reported EBITDA
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We are clearly outperforming the market in our largest geography

Year-over-year sales growth

German online furniture, W E STWI N G

lighting & decoration market(! DACH®? Delta

Q3 2024 -5% +4% +9%

Q2 2024 -1% +9%

Q12024 -3% +11%

WESTWING Note: All figures unaudited. (1) Based on Bundesverband E-Commerce und Versandhandel data. Market development in France in line with Germany according to data from Banque de France. (2) Based on DACH
revenue. Austria and Switzerland developed in line with Germany.
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Westwing significantly improved its contribution margin

Contribution margin per order [in EUR, as % of revenue]

(27%)

- i 95

35

/1
11/
FY’'19 FY'20 FY’21 FY'22 FY’23 9M'24
WESTWING Figures in this section are presented on an adjusted basis, i.e. excluding (i) share-based payments and (ii) restructuring expenses. Adjusted EBITDA is calculated by adjusting reported EBITDA for these items. All figures

unaudited.
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Our long-term adjusted EBITDA margin
target 1s 10% to 15%

Adjusted EBITDA margin [as % of revenue]
10% - 15%

4.1% 4.4%
- /[ /
11 17
-1.0%
FY'22 FY'23 9M’24 Long-term target (")
WESTWING Figures in this section are presented on an adjusted basis, i.e. excluding (i) share-based payments and (i) restructuring expenses. Adjusted EBITDA is calculated
t cost base, not considering price increases of input factors and no

by adjusting reported EBITDA for these items. All figures unaudited. (1) At steady current cos
one-off cash cost.

* Improvements in adjusted
EBITDA margin while we
are investing into brand
awareness.
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We are in the middle of a 3-step plan to unlock Westwing’s value potential

Turnaround & Building a Scaling with
strategy update scalable platform operating leverage
2022-2023 2024-2025 2025-202x
Profitability Organisational rightsizing Complexity reduction Cost discipline

levers

OneWestwing commercial model Share gains in existing
markets
Stronger premium brand positioning Country expansion

Topline
levers

Adj. EBITDA . . . . ]
: -1% to +4% +3% to +5%1) Path to 10%+
margin
o © © EUR600-so0m
WESTWING Note: (1) Financial guidance for 2024; no guidance for 2025. Figures in this section are presented on an adjusted basis, i.e. excluding (i) share-based payments and (ji) restructuring expenses. Adjusted EBITDA is calculated by adjusting reported EBITDA for these 24

items. (2) At steady current cost base, not considering price increases of input factors and no one-off cash cost. All figures unaudited.



Valuation upside potential as we deliver on long-term targets

Valuation based on 2023A

EV D / Revenue

EV (1 / Adj. EBITDA

WESTWING Note: (1) finance.yahoo.com accessed on November 14, 2024. (2) Assumes revenue of EUR 600 million to EUR 800 million and an adjusted EBITDA range of 10% to 15%; At steady current cost base, not considering price 25
increases of input factors and no one-off cash cost. All figures unaudited.



Investment highlights

Unique, Strong High
relevant Huge brand with margins and Strong
customer market highiloyalty operating balance
value potential 4 _and-growth . leverage In sheet
proposition | potential scaling

Clear path towards long-term adjusted EBITDA margin of 10-15%
with strong cash conversion.

WESTWING Note: All figures unaudited. (1) Euromonitor International as of May 30, 2022, scope: Home & Living is defined as “Homewares and Home Furnishings”. 26
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