od Tex:

Halvmat deekkende traebeskyttelse ﬂftﬁ‘
Halvmatt fasadfarg till tra "‘, iyl
Halvmatt dekkende trebekyttelse UA
Impregnat do drewna P6tmat

Investor Konference 27 August 2025 | Fliigger Group



Investor Konference 27 August 2025 | Flugger Group

Highlights to remember

1) Unique business model and proposition in a long-term growing
industry (decorative paints)

2) Futureproof and risk-adjusted strategy in place finally
"unlocking” the earnings potential

3) Focus on cash generation and ambition of attractive dividends

Fluigger
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Flugger at a glance

Selected 2024/25 numbers Fliigger’s business model

Revenue bnDKK EBIT mDKK Production Sales channels Customers

2.3 94 omoe__J

Franchisees/resellers>

E-commerce >

Full-time employees Markets

1.701 19

DIY/BM chains etc. >

Brand examples

Fliigger P2 Stiwex [ srand shops

No. factories No. stores

* %aufo Private
7 31 3 > ‘abel+ piy /BM

A JORD

==
FI u g ger *227 own stores and 86 franchise stores 3 %
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Flugger has over the last decade slowly shifted revenue from the
Nordics to growth markets in Poland/internationally and via acquisitions

Revenue per market area (mDKK)

Bl Acquisitions! CAGR (%) Key trends
I International 0500 2,550 "13/14 - '24/25 towards 2030
I Nordics? .
2,272
2,162 2,208 Long-term growth

. . within decorative

paints expected
globally

—_
[e¢]
w
w

The professional
segment will take
share from the DIY
segment (globally)

o

o Sustainability,
brand and quality
are increasingly
demanded by both
B2B and B2C

13/14 14/15 15/16 16/17 17/18 18/19 19/20 20/21 21/22 22/23 23/24 24/25
FI u g g e r 1) Unicell International and Eskaro Group; 2) Incl. Iceland 4 &j
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Gradual earnings normalization after Covid uptake and post-Covid
supply crisis

EBIT development (mDKK)
Covid
A
e N\
228
Eskaro Ukraine
/ write-down 100-120
94
58 68
44 41
i_.J |
-8
15/16 16/17 17/18 18/19 19/20 20/21 21/22 22/23 23/24 24/25 25/26F

Fliigger 5 _ﬁ,}?



Flugger Organic

STRATEGIC ASPIRATION

Being the preferred choice of painters and quality-oriented
consumers by offering sustainable and color-inspiring solutions

STRATEGIC PRIORITIES

Win core segments and Leverage and build Scale proven playbook
expand market reach brand value for profitable growth

Simplify business operations Build robustness in our
to reduce complexity operational backbone

Flugger
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Flugger Organic sustainability targets and areas are in natural
continuation of previous strategy ‘Going Green’

Focus areas and selected sustainability targets

Examples from customers’ perspective

24/25
23/24
22/23
21/22
20/21

ReColor Paint

100% eco-labelled
paint by 2030

24/25
23/24
22/23
21/22
20/21

24/25
23/24
22/23
21/22
20/21

ReColor Value Chain
CO2-neutral by 2050
(% reduction pr. liter wet good)

[ 3%
83%
82%

76%

73%

I o

30%
20%
11%
5%
50%""
47%
41%
47%

g SWAN 5009 . 3‘55\0“ o s, lua\)\\,omc ,4,%
< fe et . X k3
///// NE - EMIDE EPD):
J L ) 2 S
K77/ 4 Ecolabel D e e

Fluigger

Note: 2024/25 was part of the independent auditor’s review and opinion as part of CSRD with limited assurance for the sustainability statement
*Total CO2-footprint established in 24/25 for the entire value chain as baseline for coming years’ reductions; **Historical measure with focus on COZ2 in own production with 15/16 as baseline
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Earnings growth in the ”Fliugger segments” Nordic and International,
whereas Partnerships segment has declined due to Ukraine situation

Segment Nordic

1,467 1,491
244 §5 248 @
514 §p 531 16
709 &p 712 |

-8
2324  24/25  23/24  24/25

Segment International

Segment Partnerships

130
133 75 82

314 & 364

23/24 24/25 23/24 24/25

294 287 @
20 24 : . |
111 €3 90 28

18
163 o 173

23/24 24/25 23/24 24/25

Stiwex  Junik.

= Pl)m
Flugger EEF” Private label PRO

Fliigger Ghim  Stiwex

eskaro Private label

o NJORD

Stabile sales and cost reductions, with
growth amongst consumers, but still
somewhat difficult market for the
professional painters

16% growth in Poland, where 8 new
shops were opened in 25/26.

Flat development in rest of segment, but

with a decline of 5mDKK in Ukraine

Small increase in the Polish business,
whereas the Ukraine business had a
decline as a consequence of the
development in the war

Non-allocated costs!) constituted -22 mDKK in 2024/25 vs. -27 mDKK the year before

Fluigger

1) Non-allocated costs relate primarily to the operations of the headquarter facilities, management and IFRS16
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Positive development in cash flows with a reduction of the group’s
NIBD, leading to a greater dividend payout potential

Significant increase in net cash flow Debt reduced to a normal level after large investments
Cash flow from operations NIBD (ekskl. leasing) — NIBD /EBITDA?
Cash flow to investment activities 7.8x
256
194
2.6x
80 88 2.0x
471 1.4x
389 379
-561
84 -66 56 250
-265
21/22 22/23 23/24 24/25 21/22 22/23 23/24 24/25

Due to a normalized debt level and cash generation, dividends of DKK 60m were proposed based on 2024/25 results (in two tranches)

FI ij er 1) Excl. cash inflow from receivable of 43 mDKK from previous divestment (Eskaro) 9
gg 2) Excl. leasing debt and EBITDA less leasing costs
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Continued earnings increase expected

2025/26 headlines Financial ambitions

@ Stabile organic growth of earnings

Flat to minor increase for professional painters in the Nordics

@ Cash flow for attractive dividend payout
= Focus on the Fligger-brand, not alternative labels

2025/26 guidance

= Establishment of a digital B2B platform for our core customers
Revenue 2,200m - 2,400m  ERCeElele)
= Expansion to other craftsmen / builders’ merchants

= Poland expansion continuation, e.g. store openings

100m - 120m +6-28%

FI 'lj er By nature, all forward looking statements involve risk and uncertainty because they relate to future events that are often beyond the Group’s control 10
g g This presentation does not constitute any recommendation on buying or selling any securities related to Fligger, nor has this material been audited
oy



Flugger

Please contact IR@flugger.com for any further questions
or visit flugger.com/investor




	Slide 1: Investor Konference 27 August 2025 | Flügger Group
	Slide 2: Highlights to remember
	Slide 3: Flügger at a glance
	Slide 4: Flügger has over the last decade slowly shifted revenue from the Nordics to growth markets in Poland/internationally and via acquisitions
	Slide 5: Gradual earnings normalization after Covid uptake and post-Covid supply crisis
	Slide 6: Flügger Organic
	Slide 7: Flügger Organic sustainability targets and areas are in natural continuation of previous strategy ‘Going Green’
	Slide 8: Earnings growth in the ”Flügger segments” Nordic and International, whereas Partnerships segment has declined due to Ukraine situation
	Slide 9: Positive development in cash flows with a reduction of the group’s NIBD, leading to a greater dividend payout potential
	Slide 10: Continued earnings increase expected
	Slide 11

