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Time Topic
Part 1

9:00

Proven Winners H1 2015 Financials

9:45 — 10:00 Update LPV and Underlying Assumptions

10:00 — 10:45 Update Rocket Strategy

Path to Profitability — How to judge a successful model and invest in
h

Break
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CFO Rocket Internet
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Part 2

11:30-12:30 HelloFresh

12:30-13:30 Global Fashion Group

13:30 - 14:15 Home24

14:15 - 14:45 Lazada

14:45 - 15:00 Break

Part 3
15:00 - 15:30

15:30 - 16:15 Update Rocket Platform

16:15-16:30 Summary Remarks
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Dominik Richter
CEO HelloFresh

Romain Voog
CEO GFG

Domenico Cipolla
CEO Home24

Oliver Samwer
CEO Rocket Internet

Oliver Samwer
CEO Rocket Internet

Christian von Hardenberg
CTO Rocket Internet

Oliver Samwer

CEO Rocket Internet
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asabi-GIazed Steak
ith Soba Noodle salad & Creamy
ocado-Lime Dressing
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Sonoma Chicken Salad Y

Start Cooking

Building the Leadin O :
September 2015 ne Global Online Consumer Food Brand



@ Our Mission

AT HELLOFRESH WE WANT TO CHANGE THE WAY

\"* } PEOPLE EAT - FOREVER.




% We Are Bringing Innovation To A Massive And

Underserved Industry

The average household eats of their meals at home'

While innovation for out of home dining has exploded, the at
home market has gone




% In Four Years We Created A New Market And Are
| The Global Leader

Massive Growth at Scale

386% CAGR IN o
MEALS DELIVERED * S:;?:ifhlc expansion in

* HelloFresh ships more than
4 MM boxes / month to 7

* HelloFresh crossed mobile different countries
Entered Largest Market first threshold * Growth investments across
Globally platform to support future
growth
* Launch of operations in the * Roll out of HelloFresh

i mobile A
Established the Fresh United States ) PP
Food-at-Home Category * Expanded fulfllm_gnt centres WS
for future scalability = P (e

* Pioneered the category in 5
countries across the world

2015YTD
O
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Why Consumers Love HelloFresh

No No
Planning Shopping

D

1 Box Delivered Perfectly Portioned Personalised Easily Managed
Weekly To The Ingredients For 3-5 Fresh Food, Via Subscription
Door Meals Per Week Locally Sourced Platform
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HelloFresh’s Path To Hyper-Personalization

A,
) 2 4

Taste Clustering

Curation

My friends

~

call me
their chef

uollezijeuosiad Jo 93433Q

My kids
should eat
healthy
sports, | live
my job

j'ewwifeP

Chipotle-Rubbed Chicken Salad

with Pico de Gallo & Avocado

R Edit Box Settings




A

P HelloFresh Revolutionizes Food Consumption

v CURATION
N E T F I' Ix v PERSONALIZATION

PROGRAMMING Y SUBSCRIPTION MEAL
CONSUMPTION v ONLINE CONSUMPTION
NETFLIX B

x v Compelling Online Platform x

x v Subscription Based Model x

x v Habit Forming Product x

x v Asset Light Infrastructure x

x v Data-driven Content Creation x

x v Personalized Content Curation x

v International Reach
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ﬁ Key Business Characteristics
<7

"3

Significant and Underserved Market in Largest Area of Consumer Spending

Global Leader on a Massive Growth Trajectory

Proprietary Technology Platform Powered by Big Data and Analytics Engines

Disruptive Supply Chain at Global Scale

Global Consumer Lifestyle Brand

Compelling Subscription Model with Attractive Unit Economics

Massive Growth Potential for Further Penetration and Expansion




% @ We Target The Largest Area Of Household Spend With
Lowest Online Penetration, Ripe For Disruption

<1%

39% 15%
11% l I
Filmed
Entertainment!? Travel Consumer
Electronics

Food

i

<7

| s :
Note:. b v A
rtai n cludes: Iitronic home video (OTT / streaming and th;puerV subscri ome video (rentals and sell through) and box office revenWadvertising revenue.
-~ L 4 -
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% @ HelloFresh Is The Global Leader In The Fresh Food
Subscription Market

Number of Meals Delivered per Month? Fresh Food Subscription Market (2015E)? i

m

sy ) s ) SCANDI3

0.1
as of Jul-15 as of Jun-15 as of Sep-14

Blue  pgELINAS ELINAS
Apron  MATKASSE MATKASS

Source: Management data for. h, press releases, Technomic
1 Management d. r of pron press release as at Jun-2015, Ehandel.se article as at S -2015 for Linas Matkasse, WSJ article as at Sep-2014 for Plated.
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% @ HelloFresh Growth Is Outpacing Other Leading Disruptive
Consumer Brands

Growth Above Key Disruptive Consumer Brands

Revenue (€m)

300 1 Proof of Growth (1)
Concept Kicks In MF
200 -

amazon

grubHuby
/ Linked [}

100 -

Year 1 Year 2 Year 3 Year 4

Sourceknagemen.tdata co blic filings, Capital IQ
rted to EUR at historical fx-rates (source: Capital 1Q); Year |nd|c S t e second reported fiscal year revenues (Amazon: 1995, grubhub: 2011, eBay: 1996, Just Eat: 2009, LinkedIn: 2007,

rnj;aples for illustrative purposes). '

Netflix: 1
Mbase on ieved et revenue of €67.1m multiplied by 4. Annuallsad}et revenue is of actual results which may be achieved for the financial year 2015. Act [ results may be higher or lower. 89
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‘Ma Proprietary Technology Platform Empowers Global Data
<7 Driven Business

@

HelloFresh Technolo’gy Platform T

LUCY PAUL
Personalisation Procurement
Engine Engine

Offering the right 4 Sourcing high quality
recipe for our ingredients at
subscribers ’ attractive prices

’ FRESH .“ ‘
JULIA Unified Application & % JESSICA
Logistics Engine Data Layer ’ Subscriber Acquisition &
Just in time Our proprietary layer . Retention Engine
manufacturing & for application services Finding and
last mile delivery and big data

retaining high-CLV

=il .& BN subscribers
g b |
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Perfect Desif_;n

Regional @
Preferences w

Subscriber
Feedback

Ingredients
Database

Seasonality
Trending
Items
Cooking
Time

Dietary
Requirements

Wi

|

Cooking
Skills

Tom Rutledge
& Team

Patric Drake
& Team

Exact
/ Quantities
@ — Cost Forecast

Internal &
External

Testing \
Predicted Rating

Chef Inspiration

Food Design
Team

Our data informs every step of the design process
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@ HelloFresh Is Disrupting The Traditional Food Supply Chain

Typical Food Supply Chain HelloFresh Supply Chain Revolution
10 Days & 5 Parties 3 Days & 3 Parties

0 Producer
Day 1

Producer

Faster & Fresher

Warehouse
Day 4

% Day 2

No Food Waste

Home
Day 3

3% Waste

e e .
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4 Data-Driven Demand Forecasting Minimizes Inventory
And Waste

3

Data-Driven Demand Forecasting

FRTRI g  Planning menus Minimal waste through the

Ahead and estimating )
order quantities supply chain

v—'

Refining order 258,000

quantities e Minimal ongoing inventory

v
Finalizing exact 257,086 All products effectively sold
order quantities steaks prior to delivery

A\v l 7 z‘ 93ﬂ‘



Transportation
&
Closing

Today
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@ Our Multi-Operator Model Creates A Massive
Accessible Market

Own Last Mile

Local Couriers

*  Develop “Best-in-Class” agreements *  Utilize local expertise *  Achieve lowest cost per drop where
*  Exploit global scale *  Achieve “Best-in-Class” rates in certain density allows
* Retain better rates for remote locations geographies *  Develop “Best-in-Class” consumer
* Retain high quality *  Opportunity to “blend image” where experience
appropriate = Turning your drivers into your best sales
men
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e Virality Is Our Fastest Growing Subscriber Channel

3 - s
:
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of new customers
come via referral

“Fantastic meals
that are healthy
and fresh” Melissa

“I can’t ask for
) more...
/ I’'m hooked! p,ty

“Nothing short of

awesomel!”
Courtney




% o We Leverage JESSICA To Track 360° Of Data Across
All Brand, Acquisition And Retention Channels

Reporting INPUT: Key Marketing Metrics DEYERETEE BT Output: Automated KPI Reporting

v s =
PR Eﬂ_

Cooperation

HelloShare

Acquisition Gift Cards & Inserts

Online Performance

CRM

Loyalty

Retention
Community

4l

Mobile

=l 1
JMI :
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% @ The Ultimate Goal For Every Brand Is To Make Its Customers
Their Best Brand Ambassadors And Create A Thriving

30808 .

Supplier

by heficdrash
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1) Our Mobile App Has Proven To Be A Strong Driver
of Engagement

Average Session Duration in mm:ss (DE)

+ 61%

000

Sizzling Steak and Chilli Corn
Stir Fry

‘with Bok Cl

iOS Mobile App

““*. ‘t Lk i ‘




{2 Unique Business Model With Attractive Unit Economics

‘é’ Recurring Subscription Based Revenues

@ Attractive Target Margins at Scale through Demonstrated Operating
‘ Leverage

‘\é) ’ Asset Light and Capital Efficient Business Model

i :m l 3 “
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{3 Strong Financial Performance

€268m run-rate revenue! based on Q2 2015 — 408% y-o-y
Significant growth in H1 2015

Growth At Scale 429% y-o-y growth in active subscribers? in Q2 2015
352% y-o-y growth of meals delivered in Q2 2015

Demonstrated Profitable pre-marketing for the Group
Profitability EBITDA breakeven in H1 2014 in the Netherlands

Strong Cash c.€35m3 of cumulative free cash flow burn since inception

Positive cash generation from negative working capital

Conversion And
Capital Efficient

Source: Audited IFRS financials, management data

1. Based on Q2 2015 achleved net revenue of €67.1m, multiplied by 4. Annualised net revenue is not indicative of actual results which may be achieved for the financial year 2015. Actual results may be higher or lower.
2. Actlvem ique mer ID havmg received at Ieast one box W|th|n the precedlng 13 weeks prior to period end (|nclud|ng first- tlme customers, customers who received a free or discounted box and
custome ing p

3. Cumulative free ca 12 b ' ‘
. » . 101
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{3 Three Years After Launch, We Have Sustained Growth At
<7 Tremendous Scale

Unique Growth Rate Since Launch

Net revenue (€m)

Run-rate Net revenue (€m)! @

CAGR 448%

-

2012 2013 2014 H1 2014 H1 2015 ‘

FY2013 and FY2014 and reviewed financials for H1 2015.
1. Run-| et re nd Q2 2015 net revenue of €30.7m and €67.1m respectivel 4
. % 8 ¥

‘29 ct i‘er‘orlower.' ' ‘ ‘j’é‘ o, - ‘-— - . ‘ ‘ TOZ2

ay be achieved for the ‘

y 4. Annualised Q2 2015 net revenue is not indicative of actual results whi



() Growth Fuelled By Exploding Number Of Subscribers
7 And Meals Delivered

3

Hyper-growth in with Net Revenue
Active Subscribers... ...and in Meals Delivered per Meal Driven by Mix Effects
Active Subscribers (‘000s)* Meals Delivered (m) Net Revenue per Meal Delivered (€)
Y-0-Y 429% Y-0-Y352%
% 402 10.7

Y-0-Y452% Y-0-Y 369%

Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 04 Q1 Q2 H12014 H1 2015

2014 2015 2014 2015 |

Source Rewewed ancials and management data

,4- ) .
scribs having received at least one box within the preaédf@l period end (including first-time customers, customers who received a free liscounted box and
o ordere releva rnod but cancelled their subscription befor&pyhd end) As ¢ 3.9% of our Active Subscribers had only received a free box. 103
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Strong Operating Leverage With Clear Path To Sustained
Profitability — Benelux EBITDA Positive Since H1 2014

=
.

3

Historically Profitable Business pre-Marketing

Group — Adj. EBITDA Margins
13.4% 15.2%"

(18.0)%

(38.6)%

(162.8)%

(238.4)%
2012 2013 2014 H1 2015
= Adj. EBITDA Margin B Adj. EBITDA Pre-Marketing Margin
Source: Audited IFRS financials for FY2012, FY2013 and FY2014 and reviewed financials for H1 2015.
Note: A‘ted EBITDA exclu acompany charges as well as extraordinary items. —~
s release dated 23 September 2015

1. Contains certai EUIFOASm, previously allocated to marketing expense wiﬂ;ﬂn p:
v " | >
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% @ Multiple Levers For Operational Leverage To Achieve
' Attractive Target Margins At Scale

3

Overview of Key Cost Items?

1
1
1
140.7% :
Direct Costs 87.2% 77.8% | 69.4%
cos: [0 pmem mmewm | e
Fulfilment) :
FY 2012 FY 2013 FY 2014 | Benelux
: 2014
1
75.6% :
Marketing 30.7% 31.0% ! 26.1%
Costs :
1
FY 2012 FY 2013 FY 2014 ! Benelux
! 2014
SG&A and 145.6% :
Other 20.5% o |
operating [ w2 3.7%
Income and :
Expenses FY 2012 FY 2013 FY 2014 : Benelux
2014

Source: Audited IFRS financials for FY2012, FY2013 and FY2014 (including audited FY2014 Benelux financials)
il Defln d as % of net revenue. Adjusted for SBC.

Note: ux incl only the ds unt|| early 2015. when Belgium was launched .
ol - \ p i
4 - 4 Qi
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% HelloFresh Is On A Clear Path To Become A Global
Lifestyle Brand

Modern Healthy Eating Explore World

_ - Lifestyle ' of Food

Enjoy the. -+ IMake More Than A Meal| . “Sommunity

Meal Experichee” ~FocuSed

Trusted Food

- Wholesone& Fresh Catienienie
Brand




