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Infroductory remarks

/ HEMA is on an exciting journey to transitio
Dutch retailer to a winning, global, multi-c

v The HEMA brand is instantly recognizable,
home market and across the globe

v" We have a multi-pillar growth strategy in p
strengthen the core, (ii) further accelerate
commerce platform, (ii) scale our strategiq
partnerships, and (iv) expand into selecteq
markets

v In the last 12 months, HEMA entered into J
Franprix partnerships, expanded in the G
disposed non-core assets to further strea
business

v Today, HEMA'’s proposition and outlook are
the foundation is in place to support profitq
the coming years
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HEMA at a glance

[ HEMA key facts and figures ] ‘ Proven global brand and concept ]
™ Asia sourcing setup: 774
l _\ stores!
& 11 countries across 3 continents % ()
() (

. Buying office agent
. Sourcing locations

Warehouse locations

THHLE
I

Key Partners

JUiB 0

Walmart

franprix @

@ wehkamy

S e———

Source: HEMA brand tracker, Mediabrands Marketing Sciences
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Our founder’s values are part of our DNA

[ HEMA founders J [ First store J [ First advert J
A revolution in retail in 192é6: a self-
service store offering products at L8] I@ N4 “these sfores meel
rices never seen before customer needs”
Q D P EENHEIDSPRIZEN
HEMA orr.nwrﬁél ':z;i;‘u:s‘w:mﬂ ’
adiiumgn [ f':;:’:z;;*::ﬁmg:
e el l,m'u“.m., m.’:"“f‘ ) “Value you have not
e it seen before”
rovrmcan "'".:;*:.:53,1"::..’;2:4: )
‘ﬁ:’. ,. o I...«‘
T | 2T NGOIT GEKEND HAD “Simplicity,
icnin reliability,
= effectiveness,
s po v efficiency”
oy g y
The vision of our founders i§ e £ | i § —u“nww""“:":oz“:"w “The best for 25 and
that HEMA should offer quality i ;1 o 1 S‘G[L)g%sgg?g:fmg 50 cents. This is the
that everybody can afford . s : . - AUSTEIDAN power of HEMA”
—— )
We put the We deliver We keep We do We win Every Act as an
customer as #1 quality things simple what we together penny counts enfrepreneur

say
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HEMA plays a key role in the lives of our customers making daily
life better, simpler and more fun!

Brand

Great quality

Compelling
valve

Designed to
inspire

Respect for
planet and
people

Proposition

Providing all customer missions
for daily life

Accessible for everyone with
average prices of €3

100% own products with HEMA
optimistic design, since 1926

Frontrunner in sustainability

Source: Company information, Market Research

100% brand awareness and

strong customer loyalty in core
markets

4 to 5 star customer review
ratings for HEMA products on
Walmart.com

Strong international brand
strength (e.g. 71% brand
awareness in Paris) without paid
advertising J

Most sustainable value retailer with
highest CSR standards, e.g. 100%

sustainable cotton and paper, and
single use plastic ban

A




HEMA: From Dutch retailer to global, multi-channel brand

oa| |0
From B[ ®

The Netherlands Retailer Products

v

Global Brand Products & solutions

4




HEMA is an atiractive investment opportunity

Brand: iconic brand with truly differentiating product designs at exceptional value for money

Omnichannel: Strong omnichannel proposition: healthy store base + reinvigorated e-
commerce business

Value chain: Integrated, well-invested value chain: great design, sustainability, quality
and low cost

HEMA

AMSTERDAM

Financials: Robust financial profile with upside potential

S’rraiegy: Multi-pillar growth strategy in place to become the most loved value variety
brand globally

Team: proven executive commitiee supported by experienced and diverse team and seasoned
supervisory board

Solid

foundation...

...to drive
profitable

growth

AMSTERDAM




Iconic brand instantly recognizable both in our home

markets and across the globe

( — ) (

Global

B Customer: women, 35+ years old
B Categories: women'’s apparel, baby/kids

B Brand: reliable, value for money, great quality —
brand awareness close to 100%

B Store footprint: Dense store network, a HEMA is
just 5 minutes away

B Customer: women, younger than 35 years,
meftropolitan

B Categories: celebration, study, gifting
B Brand: browsing, tfrendy, pleasure to shop

B Store footprint: mainly large cities in high traffic
locations, e.g. Paris, London, Dubai, Barcelona




HEMA products are sustainable, clever, well-priced and of o

great quality

made

and playfu
colours and
prints on durable
materials

| "HEMA is and remains a
unique store!”

Source: Company information, Novio

S
. ‘ Lis s Clever Sustainable
Functional: N“ z * ¢
clean, smart el W
and well- oy

- HEMA (R R L
persgnalify

QXX o xx Xz XA

OO Opi’lmiS'l'IC
OO design
{'\'/\ NNV

AAVAAVATAVAVAVY'S

Nodolelads

|_“HEMA has affordable items for office and
home that have a cool design and don't o

ok
cheap!” J

Research

(2)  Omnichannel

4) Fnoncias |

(5)  swaieay |
o) teom |

100% HEMA: Al
products are
- designed

Award
winning
designs, e.g.

Packaging
Award 2019




Market-leading positions in key categories drive store
fraffic and customer relevance

Source: GFK, IRI, Nielsen, Foodstep, CBS, NPD, DVS research 2019, company filings
Nofte: Market shares refer to November 2019YTD for Apparel and Hardgoods, and December 2019YTD for Beauty and Food, in the Netherlands.
! Excludes shoes. 2 Excludes luminaires, bicycle articles.




Healthy profitable store estate is backbone of
omhichannel business model

Store portfolio in core markets is healthy and profitable

Note: Today as of Jan-2020. FYE February.
I Own stores in Benelux and excluding outlet stores. 2Own stores only excluding outlet stores.




Multi-format store porifolio offers a solution for every

shopping occasion - offline or through HEMA webshop

“I~11

Q) |

LB

ailid, cry

E Travel J [

&«» E-commerce ]

’ 3
Store
count!
m >1,400m?2 700-1,400m?2 300-500m?2 <175m?2
Small towns Train stations Available for delivery
= Large towns = Medium towns Qomplemem‘ory Airports in Th.e Netherlands,

in large towns . Belgium, Luxembourg,
Road malls Meiro stations France, Germany and UK

= Max width / depth
= Concept dominance = Max width / depth
= Special collections

Max width / limited
depth

Localised tailoring
Max width / depth
Yolume buys

Limited width / depth
Single buys on the go
Take away

Max width / depth
Additionally available
through e-commerce
partners; Wehkamp and
Walmart.com

= A "dwelling” place

. = “Nicest” store in fown
comprehensive

with high visiting

product
offering fralec!uer-\cy
= Including food DISTI!’]CTIVG food
- services
services

Small and practical
Designed for daily
inspirational

The store providing
everyday necessities

Often the only store

Single buys on the run
with selective
assortment

High convenience

Available through
website and mobile
applications
Connectivity to ‘meer
HEMA' privileges

Source: Company information
I Excludes outlets. 2 Refers to Netherlands only.

AMSTERDAM
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HEMA e-commerce business has become an important
touchpoint for both our existing and a new generation of

customers

wonen en siapen

taart en gebak >

rindermode > babymode >

Source: Company information
I Refers to global customers.

e

“1~1 1

Launch of HEMA.nl

Opening of e-commerce DC

meer HEMA
De klantenpas op z'n leukst

Launch of webshop in Belgium -
HEMA.be

Redesign of webshop

Acquired URL HEMA.com for focused
global ambitions

je punten zijn nog E [
maar 2 weken I

AMSTERDAM
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Profitable e-commerce business drives store traffic and
cross-selling

Source: GFK benchmark. IG&H study, August 2019




Integrated value chain: great design, quality and cost
control




HEMA is the leading sustainable value brand in the world

@ Brand

(2)  Omnichannel

0 i |
0D |
0 ——

[ Sustainable materials J [ Responsible production J [

Consider society

J[ Sustainable products J

A HEMA product consists of
sustainable materials

From the start of the
supply chain HEMA fries
to reduce the impact via
sourcing

Source: Company information

A HEMA product is made
responsibly

Good insight info
the productionis a

prerequisite to achieve
this

A HEMA product takes
society into account

f \ I |
a I -

" I S -

HEMA is firmly rooted in society,
feels responsible for their
employees and contributes to the
local communities

||J

;

[ — HEMA's sustainability milestones

organic

cotfton
responsible
cotton

HEMA is going to replace disposable
plastic single use products in all cases
where a more sustainable alternative is
available

v 2019

100% sustainable cotton

v End of 2020
Single-use plastic
banned from the

range

v 2020
100% sustainable

paper

\/ Ahead of industry peers

AMSTERDAM




Robust financial profile with upside potential

Source: Company information
Note: FYE February. Financials pre-IFRS.
I Defined as (EBITDA — Capex[including expansion capex]) / EBITDA.




From a Dutch retailer to a global multichannel brand
enabled by a multi-pillar growth strategy

[ Company owned assets ]

B The proven HEMA way,
all the way

B Programme to
enhance the customer
journey and store
performance

B HEMA e-commerce /
webshop to drive both sales
and shop traffic with click &
goﬂect ,

B Vision fo become the
non-food partner of
choice for supermarkets
in Europe

B Asset light expansion via
assortment swapping
and online platforms

@ wenxKamp walmart
JUdBL e

B Expand HEMA
Amsterdam brand to
new selected markets

franprix @ Casino

[ Asset light expansion ]

AMSTERDAM
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Strengthen the core

Source: Company information




(M HEMA Keuken drives traffic and experience that can’t be
rivalled online

P - R R e e S R R e e e e S e e -
W W S W WS W W W R R R RN RN R S R R R S R e R R R e e e e e

I Consisting of 3 HEMA owned Keuken stores and 6 franchise stores.
2 Average sales uplift 4 weeks after launch date for most recent basket of 5 HEMA Keukens.

Customers associate HEMA food with great
taste, great value and celebration

New on-trend food items (vegan, more healthy
options)

9 HEMA Keukens open foday!

AMSTERDAM
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Further accelerate ecommerce




targeting

Kids are the top priority and
focus of this group when
they shop...their own
needs are secondary

|
+
.

Note: Metrics as of today.

Baby
comes
first

Their baby is top priority
for this customer when she

shops at HEMA

101.c- 1029 [
+
I [

Her home is her heart and
dominates her spend at
HEMA as well as elsewhere

Beauty
essentials

A budget and convenience
driven beauty customer who
tends to buy only small items
outside of beauty at HEMA

() meerHEMA loyalty program enables sophisticated customer

‘ Budget

% foodie

A traditional convenience
shopper and restaurant
customer who tends to be
somewhat price driven

[
+
[

(4)  Financials

o) teom |

(5 omms
©

Key facts

Third largest loyalty program in NL

N

-
-
-
-
m
L L
Cases in targeting
"
0
-
1
.C
=
i
0 I
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Strengthen the core & further accelerate e-commerce -
business plan

D YOY Growth % O EBITDA margin %

Note: Includes own stores in the Netherlands, Belgium, Luxembourg, Germany, France, Spain, UK, Austria, franchise in the Netherlands, and e-commerce with ‘home delivery’ and
‘other online’.

! Includes allocations. m




Scale strategic partnerships: )
Jumbo

[ ‘The non-food partner of choice in Europe’ ] [ Jumbo partnership overview }

B Commercial partnership with Jumbo becoming HEMA's food
partner in selected stores and HEMA products being sold in all
Jumbo stores across Belgium and the Netherlands

B Sale of 19 stores while selectively opening new smaller stores in
the same catchment area

B Wholesale implementation

B Store sale implementation and relocation over 3 years
— Start from January 2020

B Co-sponsorship of cycling and skating team
— Contract for 4 years

AMSTERDAM
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Scale strategic partnerships: ]
Groupe Casino / franprix

[ ‘The non-food partner of choice in Europe’ ] [ Groupe Casino / franprix partnership overview }

B Commercial partnership with Casino Group subsidiary, franprix,
GROUPE p S 20, M in France with HEMA products being displayed on designated
( Aasino iran E@ iX @ HEMA shelves in franprix stores

"’———‘_A
O

B Groupe Casino potential
— Scaling to the wider group banners such as Casino and

AMSTERDAM
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Scale strategic partnerships, also online:
Walmart.com and Wehkamp

~]

v

[ ‘The online partner of choice in Europe’

J |

Walmart.com partnership overview Walmart }

Save money. Live better

HEMA

O
i
0

E

SH

Retail partnership with Walmart with HEMA products sold online
directly in the US followed by standalone and shop-in-shop

stores in Canada
1st European lifestyle brand on Walmart.com

Wehkamp partnership overview @r karmg ]

AMSTERDAM
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Scale strategic partnerships — business plan

O EBITDA margin %

I Includes allocations.




Expand into new selected markets — asset-light, low risk ]
growth driver

Offering quality, sustamqblllty Cll:ld Dutch design New market entry
at great valuve internationally

B Variety concept store is reborn
—_ — HEMA is the variety lifestyle store showcasing sustainability,

authentic European design, and great value
&
g Q ]
00 0 0
0o 0{“|0

— Miniso have trailblazed in key markets such as Mexico, Canada
and India paving the way for HEMA's entry
The Netherlands

Dubai, UAE

Dohaq,

Qatar

ol S R

AMSTERDAM
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Expand into new selected markets - business plan )

Asset-light growth model

Building the brand in new
continents and key scalable
markets e.g. Mexico

Enables multi-channel
distribution at scale

Reliable income streams due
to long-term contracts

Limited amount of SKUs to
reduce complexity and drive
profitability

Buying volume benefits group
margins

Proximity to supply chain
optimises costs

O EBITDA margin %

I Includes allocations

28



HEMA'’s business plan: key financials

Source: Company Information




Executive committee Supervisory board

Brand

Omnichannel

Valve chain

Financials

Growth

Execution Power

ca. 19.000 employees
HEMA employs
80+ nationalities

+92% of the HEMA employees
are happy to come to work

48% of our employees
is younger than 23

81% of our

employees are female




Appendix: Additional Materials
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Capital Structure

_

Sources: Company filings and Offering Memoranda




Disclaimer

This presentation contains confidential information on HEMA,, its business, certain financial, commercial and other aspects thereof, on the strategic options
under review and on the fact that you are in discussions with the shareholder about a potential fransaction (together the "Confidential Information”). This
document has only been made available to you because you have signed and returned a Non Disclosure Agreement (“NDA"). The information in this
presentation and the fact that you have received this presentation are both deemed confidential information under the scope of the NDA.

Without prejudice to any of the provisions in the NDA, this document shall not be copied, reproduced, distributed or passed to others at any time without our
prior written consent. No person other than those who have signed the NDA may be granted access to this presentation or any of the information contained
therein.

The sole purpose of this presentation is to assist you in familiarizing yourself with HEMA in the process of submitting a preliminary offer. It is not infended to form
the basis of any investment decision. Neither HEMA, not its shareholder, nor any other person involved in the preparation of this presentation render any
investment or other advice to you. This presentation does not constitute or form part of any offer for sale or an invitation to purchase assets or securities nor
shall it or any part of it form the basis of or be relied on in connection with any contract or commitment whatsoever.

This presentation contains certain historical financial information and projections with a pro-forma character adjusted to show restatements as set forth in
more detail hereinafter. Adjustments of historical financial information took place using various assumptions and allocation principles. The management has
prepared all historical financial information, estimates and projections

contained herein unless a source reference says otherwise, and these have not been audited. Estimates and projections involved significant elements of
subjective judgment and analysis, which may or may not prove to be correct. There are no, and will not be any representations, warranties, promises or
assurances of any kind, express or implied, that these projections or estimates will be realized.

You must conduct your own investigations and create your own projections with respect of the foregoing.

Neither HEMA nor any of its affiliates, shareholders, advisors, directors or any other company or person referred to above accepts any liability whatsoever for
any loss howsoever arising from any use of this presentation or its contents or otherwise arising in connection therewith.

The distribution of this presentation and any offer for and purchase of shares in or assets and liabilities of HEMA may in certain jurisdictions be restricted by law
or may require authorization, approval or consent from regulatory authorities or may otherwise be subject to limitations. Persons into whose possession this
presentation may come should inform themselves about and observe any such restrictions and limitations or obtain any such authorization, approval or
consent to the extent relevant for their participation in any transaction. HEMA nor any party mentioned above shall be liable for any violation by any party of
such restrictions and limitations, irrespective of whether such party is a prospective investor.

By accepting this presentation, you agree to be bound by the terms and conditions set forth above and you agree to cause your directors, officers,
employees, advisors and other representatives to equally observe the above commitments and to use this document only to evaluate the investment
opportunity and for no other purpose and not to divulge any such information to any other party, save to the extent expressly permitted in the NDA.

AMSTERDAM
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