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Disclaimer zabkagroup

This presentation (the 3Presentationj) has been prepared byDuchayb lod Gruxiempmb®.uA.g witthte .
together with its subsidiary undertakings, the 3Groupj ) t o petad seledkdhighligngseThie Presdntatmry er v i

contains neither a complete nor a comprehensive financial or commercial analysis of the Group, nor does it present its positi on or prospects in a complete or
comprehensive manner. While all reasonable care has been taken in preparing this Presentation, certain inconsistencies or omi ssions might have appeared in it. No
warranties or representations can be made as to the comprehensiveness or reliability of the information contained in this Pre sentation. Neither the Group nor any of its
directors, managers, advisers or representatives of such persons shall bear any liability that might arise in connection with any use of this Presentation and no information

contained herein constitutes an obligation or representation of the above persons.

The Presentation does not constitute an offer or invitation for the sale, issuance or purchase of securities nor does it give or purport to give legal, tax or financial advice.
Nothing herein shall be taken as an investment advice or an inducement to enter into investment activity in any jurisdiction and this Presentation is not intended to
provide, and must not be taken as, the basis of any decision and should not be considered as an invitation, inducement, solic itation or recommendation to purchase,
underwrite, subscribe for or otherwise acquire any financial instruments of the Group. Anyone looking to make an investment d ecision in respect to any financial
instruments of the Group must make its own independent assessment and such investigations as it deems necessary and rely on i nfo rmation disclosed by the Group in
official reports, written and published in accordance with applicable laws.

The Presentation may and does contain forward -looking statements. Examples of these forward -looking statements include, but are  not limited to statements of plans,

objectives or goals and statements of assumptions underlying those statements. By their very nature, forward looking statemen ts involve inherent risks and uncertainties,

both general and specific, and risks exist that such predictions, forecasts, projections and other forward -looking statements wi Il not be achieved. A number of important
factors could cause the GroupAs actual results to diff er ntemtidneexpreasedinysuch forovard tldolengp | an s,
statements. Past performance of the Group cannot be relied on as a guide to future performance. Forward -looking statements speak only as at the date of this
presentation. Any forward -l ooki ng statements in this Presentation must not skaceumingdutureexpectedresaltsoft h e
the Group. The Presentation is not and shall not be understood as a forecast of future results of the Group and as a conseque nce, no undue reliance shall be placed on any
forward -looking statement contained in this Presentation. The Group expressly disclaims any obligations or undertaking to releas e any update of, or revisions to, any

forward -looking statements, except as required by applicable law or regulation.

Copying, mailing, distribution or delivery of this Presentation to persons in some jurisdictions may be subject to certain le gal restrictions, and persons who may or have
received this Presentation should familiarize themselves with any such restrictions and abide by them. Failure to observe suc h restrictions may be deemed an infringement
of applicable laws.



Alternative Performance Measures - Disclaimer zgbkagroup

This presentation contains certain financial metrics which are not defined or specified under IFRSand therefore qualify as Alternative Performance Measures ( 3 AP Ms } )
in accordance with the ESMA Guidelines on Alternative Performance Measures (ESMAR015/1415). These APMs are presented to enhance the understanding of the

Gr o u pndeslying operating performance and financial position . However, APMs should not be considered in isolation or as substitutes for measures prepared in
accordance with IFRS

Alternative Performance Measures ( 3 A P Mengtidute a significant component of an e nt i fingnéiad communication and serve as an important supplement to
information presented in the financial statements . APMs are financial measures that are not defined within the applicable financial reporting framework . What
qualifies as an APM therefore depends on the framework applied by the reporting entity . For the purposes of this formulation, the perspective is that of an entity
preparing its financial statements in accordance with IFRS,without reference to any jurisdiction -specific requirements that may further influence what constitutes an
APM.

The APMs used in this presentation include, among others : STeG Adjusted EBITDA,Adjusted Net Profit, CAPEXFree Cash Flow, and Net Debt to Adjusted EBITDA Each
of these APMs is accompanied by (i) a precise definition, (ii) an explanation of its relevance for the assessment of the Gr o u jperfasmance, and (iii) a description of the
calculation methodology, as required by the ESMA Guidelines. Full definitions and methodological explanations of all APMs referenced in this presentation are
provided on the slide 64 ( 3 A Pefihitionsand Met hodal ogyi} )

APMs may differ from similarly titted measures used by other companies and are not directly comparable to IFRSmetrics. While the Group believes that these
measures provide useful supplemental information to investors, they are subject to inherent limitations and should be interpreted with caution. APMs should be
considered together with the audited IFRSfinancial statements and the notes thereto .

For readability purposes, certain slide-level notations (e.g., 3 * fefer to the relevant APM explanations included in the 3 A P Difinitions and Me t h o d o &ppegdyx;.
The Group does not provide any assurance that these measures will be calculated in the same way in future reporting periods, nor does it undertake to update the
definitions unless required by applicable regulation .
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Z a b ks ¢he Ultimate Tech -powered Convenience Ecosystem Zabka group

Serving time -sensitive consumers across Ypl aying across three
physical and digital <c¢hannel s Yconsumermegatrends

@
@
@
<
<

&
@

Leading convenience network of
+12.75k stores in PL & RO

Open every waking hour

~18m consumers live within
500 meters of stores 1

~4.3m daily transactions 2

Al-powered technology backbone
at the core of Z a b k sudbess

Z a p pdorssumer app Z gateway to
the Ultimate Tech -powered
Convenience Ecosystem

PLN 31.1bn Sales® (FY 205)
Adjusted EBITDA of PLN 4.1bn* (FY
2025) with 1 3.1% margin® (FY 20%)

Source: Company information.
Note : 1 Internal company analysis. 2 As of Feb/2026. 3 Represents Z a b kades to end customers and sales of Maczfit, Dietly, Drim Daniel, Froo andQ-c omm and does not represent CddystadEBINDA calcalaen astEBITDApE Rentande .
margins calculated based on Sales to End Customers. 5 EBITDAMargin calculated as % of STeC® Based on OC&C analysis. 7 Based on OECD, average of France, UK, Germany for 202 3. 8 Based on GfK. ® Based on PMR. 1° Strongly agree and agree; OC&C Survey, OC&C
analysis 2023-204 on Z a b KCaensumer Segments (CAS).

34% 24%

Ultimate . .
. of consumers willing to higher average weekly
Convenience pay significantly more to working hours vs.
save time © Western Europe 7
0
Digital 68% 85%

of Polish population

Engagement ?stli::)l'f:t;(l)(fru;a“osng using grocery loyalty
9 PP schemes?

%

4 &
‘..

66% 58%

Responsible _ ,
believe companies

Choices should be more consider packaging when
responsible 10 choosing products 10

e’ 6



Constantly Innovating Convenience for 2 7+ years zabkagroup

Old concept @ Format Evolution Ultimate Tech ngafeﬁgd Now &

Corner Store | Modern Convenience Convenience Ecosystem ‘ * Future

Polish TAM 3 : Polish DAM 4
2000-2015 2016-2019 2020-2023 PLN 615bn ! PLN 123bn
+4.4% CAGR I +8.5% CAGR
Selected Grocery Adjusted Grocery [ Adjusted Grocery ] E + Expanded QMS ]
(Zablkcaf é 2.0)
[ Selected Services ] [ Expanded Services ] [ Expanded Services ] [ }
+ Expanded Digital Offering
+ Selected QMS } [ Expanded QMS ] [ | o }
+ International
[ + Launched E -Grocery / D2C Meals ]
+23%
2000-25 CAGR - 31,135
Sales to End 22,775
customers ( PLNm)? 14.498 18,530
|
| 5167 10 ogg | 11802
5643 6335  /.197
,Av—_pv_ - AV ]
2004 2008 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 Mid -term

Source: Company information, OC&C Market Report. Notes: ! Represents Z a b kates to the end customers and sales of Maczfit, Dietly, Drim Daniel, FrooandQ-c omm and does not represent CReigsan2p2 28ErCAQRS TdtabAtidrassablee nu e .
Market refers to all market spend in Physical Grocery, Health & Beauty, Convenience Services, Foodservice, eGrocery and Dietary/D2C catering. * Directly Addressable Market that are addressable by modern convenience with fully penetrated store networks. 51n line with
Za b k anitl serm targets to more than double Sales to End Customers vs 2023

e’ 7



Key Investment Highlights




Key Investment Highlights Zabka group

]_) Ultimate Tech -powered Convenience Ecosystem disrupting a PLN615bn+ Polish TAM

—
~—

2) Engaging time -constrained consumers through a differentiated proposition

3) Operating at the intersection of three consumer megatrends: Ultimate Convenience, Digital Engagement and Responsible Choices

_:4\

t) Over 2 7 years of consistent profitable growth of >20% sustaining a leading profit margin, payback and cash conversion

5) Multiple, tangible drivers of future growth in core Polish market

6> Entry into highly attractive adjacent Romanian market with substantial untapped TAM

7) Visionary, dynamic and highly experienced management team with strong track record of delivery



Ultimate Tech -Powered Convenience Ecosystem Touching

: zabkagrou
Consumer sA Every Waking Hour LHagrotp
Physical Channels Digital Channels

DCO Gross

: it DCO
Brand A Dail S 2 ; .
90% awa 4.3M Tansacions: 12,750 Newons R : 10.4m Actve 16.6%0 Merchandise

1
Awareness Shoppers 5 Valueﬁ ,YoYGrowth

Leading consumer app,

Al-powered ioppka | adigital gateway to our UL
) expansion (TI)) Ultra -modern yabk j ecosystem mobile app
[O[]  Physical Convenience 4 ] /

§ | D2C Meal Provider
o
QMS, Coffee & tabka gm ‘ Y.
> o Street Food Available Cafe ]
- On-The-Go / o
Digitized store / Digitally -enabled % fn
4 management _-/ °¢ logistics 0—0O
%
. ; D2C Meal —©
PA z ?‘ ﬂaelé | Marketplace _o_:
Ultra -modern Physical froo (o] b
'éﬂ‘:\ Convenience Stores il | Q. © _A/
g2 Data -driven m 8 Localized pricing X
purchasing _— | & promotion
> 2
% o
I 3
QMS, Coffee & Street froo f% g sabka
=l On-The.-Go istro | ‘e § jusht | repdcoocey S0 | auomated &
E Hyper -local (4 / robotized @,
assortment _— operating
o processes

(7 .
S = R
‘ Everyday Semices oS | Shjg delio | same-day E-grocery [
~" hece

i M

. . ) ] ) Nano Autonomous Stores 247
Source: Company information, OC&C analysis, 'Aso f Ma; § A Bfec 2025; 3 As of Ma r A in@uling Nano and Froo

stores; “As of Ma r /\eérly Active Users; ®As of Ma 26/ Yearly Active Shoppers, making a transaction over the past 12 //
months; 8As f or Yo¥growth 6Gross Merchandise Value (GMV) is the total value of all transactions processed .
through the platform, before returns, discounts or deductions i

10



ZabkaAs P dGrowssahAlnibgt Dlouble the Rate of TAM zabka group

Zabka today plays in a Directly Addr e srsgga olwdatndfrzost doale tate.obawidertTAM si ze Y

Zabka and mBUuNBhet si ze, 2024-28F growth rate

DAM growth driven by secular trends including:

Growing real Time -
/\ disposable Urbanisation constrained
@ * incomes consumers

Shift from Growing
cooking towards convenience
prepared meals preferences

Z a b ksahe

dominant leader

of DAM with a
25% share

Zabka Sal eBirectlyAddressable TAM?2 Directly Addressable TAM?2 Polish Real
End Customer Market * Market * Disposable Income

Source: OC&C analysis; Euromonitor; PMR
Note: All TAM numbers are incl. sales tax; ! Directly Addressable Market: Physical: Missions that are potentially addressable by modern convenience with fully penetrated store networks, all e -grocery and D2C Dietary Catering;
2 Refers to all market spend in physical grocery, Health & Beauty, Convenience Services, Foodservice,  eGrocery and Dietary/D2C catering

e’ 11



Targeting a Distinctive Mix of Shopping Missions Zabka group

Targeting convenience missions for immediate Y and customers are willin g“‘Q‘“ @ y
consumption Y Jfree up their timei ’

-

Split of shopping missions, 2024 1 Rebased to Z a b k2624*

100

\

—— e ———
o o e o o o e

Discounters ° .
Discounters °

‘ . For Same Day? . Rural & Not For Same Day 3

Source: Customer NPS survey, OC&C Market Report, consumer survey based on N=5,013 participants with 186 Z a b keapondents. Notes: ! Based on OC&C analysis. 2 Urban only (locations with population >20k). 2 Rural includes only villages with population <20k. 4
As of March -2024. ° Includes Biedronka and Lidl.

e’ 12



Stores Tactically Designed for On -the-Go Consumption zabkagroup

(WELTONA)

|\ iZabkaf é !2.Selfcheckout

B Upto4-hours [l Forlater RS RN

7 For now

Source: Company information.



QMS is at the Core of Z a b k Rifferentiated Proposition zabkagroup

Pre-2012

% Q MS <3%1
e &=

v
A

2016-22

v
A

2024 - Now

Towards 20%

v

(\:/J Sandwiches

.5- 4
@/J Smoothies E
o

(\:/J Sandwiches
@/J Smoothies
@ Vitamin shots

(\:/J Hot dog
@/l Coffee

@ Vitamin shots

(\:/J Hot dog . \
@/l Coffee \g

(\25 Hot dog - |
(‘Z‘i Coffee \g

| |
| |
| |
: : (‘:/ All stores are equipped with street food ovens 2ensuring seamless
] . .
| | expansion into street food category
! : (‘:/ Our new Street Food offer included 20+ SKUs 2and is actively
: : ) developed, e.g. with warm breakfasts offer
: : (\:/1 Vast majority of QMS sales from own brands
| |
| N #1 All stores 16.5m +28%
1 'l \Warm snacks and with street food . a Own brand sales
: : street food provider ovens?2 Pizzassold
: : @/J French fries X
: : @/l Burgers
| 1 .
" I (\:/J Pizza
: : | (\:/J Churros
|
(\:/J Salads | (\:/J Salads
|
|
|
|
|
|
|
|
|
|
1

Source: Company information. (1) Respectively as of 2012 and 2016. (2) As of J u n /A3 Bnique products, excluding combo deals (e.g. Chrupbox variations). (4) In ~ 2025. (5) CAGR 20202025

e 14



Engaging Close to 40m Consumers Nationwide Across

12.5k+ Points of Sale

12.5k + Points of Sale z largest convenience network nationally E

~18m consumers
(\:/} within 500 meters

of stores 1

‘ Countrywide

C\:/, coverage

in cities with

/ > 20k population !

+1,300 store
openings p.a.
in 2025-2028

zgbkagroup

With relevant  stores for a variety of catchments

———
| | o m = IAETEE
Vilage —__ ware e
\
<20k B s00k-1m
\ 14.0% ™
~12.5k - 7
POS r Big city

100-500k

20-100k 23,204

Small city

Medium city

Source: Company information. Note: Number of stores reflected  (including Nano stores , excluding vending machines); 12 546 Stores in total in Poland as of 31 March 2026 ;1.Based on company analysis ; 2. Based on number of stores (in Poland, including Nano

stores).

N ——
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Leveraging Al, Data and Technology in all Core Operating Processes Zabka group

The Al -powered backbone at the core of Z a b k aubcess

@@ Al model scoring >9m Polish

20+ unigue Al -generated
addresses for store expansion

) of ed AHyPeh( store se gme nts
?‘\R 3“5'\0“ SSor, t, 00(9/
o g

o \n-House Al angy (o
; ; lo [
Data-driven lier @ & tech Developmep, > - .
ata-drive Su%p © N ¢_9‘%, Al models deriving pricing
cooperation wit Ny 2% elasticity/cross -elasticit
dedicated ACIT? 55 Core-Tech A e y y
ad 5% 23
: szl = YW
g 3 P %%
SIg 7 e )
Advanced WMS and TMS g 2 33
- (,94 e BY Microsoft o & £ Al-enabled franchisee
fol Systems robotised 3 ¢ Y digital app, with ~90% ]
warehouse, 1 stin Poland %z ¥ snowflake \ 29 9 PP, .
in e-logistics % oL S automated replenishment o

Gr°up Custome
Data platfor™

Moving towards segment -of- N
one modelling with LfL upside
based on Al-driven

personalisation ?

(73 p@,.
TRRLY
% 4,00”?/ iseq
/'CatiOn

Internal RPA and

S
2
Autom?‘., o{\sefe & |
RO™ "o¢O automation platform

T

1299

oper atnd

Source: Company information, OC&C. * Advanced Customer Insight Tool; 2 Growth of BNS per customer



Easily Scalable Fully Franchised Operating Model zabkagroup

Clear split of responsibilities Selected proof points

Store location selection

1 ~10.8k

J # of Franchisees !

2,625

Store design and equipment

Franchisees
recruited in 20252

ZabkaAs
responsibilities

Central sourcing and delivery

Lease ownership

’ Consistently positive
Training and support N PS score

for a number of years

Store staff management

Customer service

Franchisae / Attractive revenue profile

responsibilities - N

Store management & P rofitabll |ty

vs. benchmarks

Inventory ownership

Source: Company information. 1Asof De ¢ A22A5qf D26 £ Qhange from Dec 2024 to Dec 2025.



Competitive Franchise Proposition, Resulting In High
Engagement Of Our Franchisees

lllustrative Store Economics Split Between

Zabka and the Franchisee

Franchisee Take Home Pay

Revenue
Sales to 83%

End
Customers
100%

Franchisee

Mar in

& Franchisee take home pay designed to
be attractive in context of Polish
benchmarks

4 On-going in -store productivity program
to boost franchisee profitability by
reducing the need for in -store labour

“@Zabka continuously
franchisees take home pay to ensure
it remains an attractive proposition

Zabkans resplonsi br2elegted Polish Market References

rent, marketing
expenses, central costs,

among other expenses
Franchisees responsible
for store staff
remuneration, fixed costs
(water, garbage, service
and admin charges etc.),
costs related to running a
business (e.g. accounting
and insurance), and stock
losses

Zabka Minimum Average Average Store
Franchisee Take Wage? Wage? Wage in Manager
Home Pay! Sector?® Wage®

zgbkagroup

Franchisee Engagement

Attractive proposition and franchisee -
centricty result in:

@ a stable business model
& stable and falling voluntary churn

& strong pipeline of franchisees,
sufficient to cover expansion needs,
as well as churn

t 0 (S stable, positive NPS

Voluntary churn 4 (%)

10. 5%
8.1% 7.8%

2021 2024 2025

Source: Company information. Note: 1As of 2023. 2 Based on data from Poland Statistical Office. 3 Z a b lestimate based on job postings for competitors. 4 Voluntary churn represents the percentage of customers, partners or franchisees who actively choose to exit

the network or discontinue their relationship with the Group within a given period

j —
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Nationwide Logistics Platform and Dedicated Centralised zabkagroup

Procurement Function

Well -invested modern logistics platform Steadily improving and resilient direct gross margin

®Gdansk
98%

.Tychy

99%

Store service Level

|

|

own delivery I

|

|

Poznan  gWwarszawa 8 :
Plowiska @ Nadarzyn distribution centres ,
|

[ ) Gliwice 19 :
Wrioct aw . i :
® cross-docking facilities I

|

|

|

|

|

Cutting -edge automated 2019 2023 2024 2025
DC in Warsaw
- , \ &/ Significant investment in own food brands
& Well-invested and fully i Enabler of profitable digital growth

digitalised logistics platform

v/} Dedicated logistics for o
C g Q #1 Supplier Satisfaction in Q Retailer of the Year in 2024 2

digital channels

Poland?

Source: Company information. ! Retailer of the Year z chosen by suppliers, award granted by European Conferences United; survey conducted by Nielsen IC. 2 Covers all audits for the company. 2 Retailer of the Year z chosen by suppliers, award granted by European
Conferences United; survey conducted by Nielsen IC.

e’ 19



Key Norfinancial Highlights: In 2G2Ne Delivered On ESG Expectations

Key.

Sustainable lifestyle

2025 esult
Multiply the sales value
of own brand products 2 1bn

promoting a sustainable Eﬂ:»

lifestyle (in PLN) N

4

Circularity
2025 esult
Reduction of share of

virgin plastic in weight 36 . 1%

of own brand B@b

packaging ﬁv

expectations for
2025 partially met

L

expectations for
2025 exceeded

i

expectations for
2025 met

p —

‘

Mindful business impact
2025 esult

91. 8)/02€>
S

Percentagef business
partners familiarized with
the Code of Conduct (%)

2025 esult

-34.9%

15,797tCO2e gg>,
4

Decarbonization

Reduce total Scope 1 and 2
greenhouse gas emissions (%)
by 25% (vs. 2020)

expectations for
2025 not met

—

CAAA

8 e
oW R
Employees engagement

2025 esult

Get to top 25% of the best
employers globally according to
the Gallup Institute engagement

89perce9é[ile

survey 2{} g P
4
A
EUPD
TRANSPARENCY EXCeI |e nt
Level
reporting
ESG Top Zabka Group class
Performance
MST :Mtluumm 4th t|me
ESG RATINGS ecovadis  Ecovadis
[ccc] 8 [ 88 [BBB| A | An VYN Isz;zoy:s” Platinum
Medal
2025 top AAA

MSCI ESG Rating

zgbkagroup
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Uninterrupted +25 -years Track Record of Top-line Growth

Number of

stores 3.
(B000) o4 06 0o 12 14 16 18 19 20 21 24 22 2.8

zgbkagroup

12.3
10.0 111

+14%
2000-25 CAGR

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

27.3 31.1

22.8

Sales to End +230
0
Customers = 4.1 2000-25 CAGR
(PLNbn) 02 05 07 09 11 12 14 18 20 22 25 29 34 %
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
2,552
2 1512’3462’488
Sales to End 91,934
Customers | 1641,2651,33314111,388 1.4611,5271,573 | 3x+ |
3 1,0221,0741,091 ' Unit economic
per Store 777 844 879 856 850 g23 859 972 improvement

(PLNK)

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Source: Company information.
Note: Top-line refers to Sales to End Customers and not revenue. 1 Number of storesasofyear -end. 2 Represents

3 Calculated using average number of stores for the period for  total store network .

D &nd &lstorers@nd ploes not3epriesers company reported revenue.

Includes Zabka P oRrmlstaressrddane stores.

22



Robust Growth In Top Line And LfL! Growth zabkagroup

Yoy . 22.8% 27.8% 22.9% 19.8%
grow
o 170 e

5.3%

14.1%

Sales to End Customers 2 PLNmM
31,135

2021 2022 2023 2024 2025

Source: Company Information. ] ]
Note: * Like-for -Like growth - defined as comparison of daily receipt sales figuresin ~ Z a b lstares operating on the same day of both the current and the previous period ; APMs descirbed on slide [66]; 2 Represents Z a b kades to the end
customers and sales of Maczfit, Dietly, Drim Daniel, FrooandQ-c omm and does not represent CompanyAs reported revenue.

e’ 23



Outstanding Financial Profitability zabkagroup

Strong Adjusted EBITDA growth,  margin exceeded the expected full -year range of 12 z13%

n 1
I(\él/a)rgln 13.7% 13.1% 12.4% 12.8% 13.1%
0

Adjusted
EBITDA

PLNm

2021 2022 2023 2024 2025

(\:/J Adjusted EBITDA CAGR of ~ 20% between 2021 -25, +16% YoY growth in FY 202 5

(\:/J Steady and attractive margin profile despite market headwind

Source: Company Information.
1 Margin calculated based on Sales to End Customers



Overview of Historical Income Statement zgbkagroup
[—
% of Sales to End Customers
Selected KPIs ( PLNm)
2022 2023 2024 2025 2022 2023 2024 2025
Sales to End Customers 1 18,530 22,775 27,277 31,135 - - - -
% Growth 27.8% 22.9% 19.8% 14.1% = = = =
Franchisee margin (%) 2 15.9% 16.5% 16.7% 17.0%
P&L (PLNm) - - - .
Revenue 16,003 19,806 23,797 27,153 86.4% 87.0% 87.2% 87.2%
% Growth 28.1% 23.8% 20.2% 14.1% = = = =
Cost of Sales (13,014) (16,273) (19,406) (22,164) (70.2%) (71.5%) (71.1%) (71.1%)
Gross Profit 2,989 BI588 4,391 5,100 16.1% 15.5% 16.1% 16.4%
Marketing Costs (212) (225) (267) (316) (1.1%) (1.0%) (1.0%) (1.0%)
SG&A (317) (329) (461) (582) (1.7%) (1.4%) (1.7%) (1.9%)
Technology, Innovation and Development (178) (230) (286) (336) (1.0%) (1.09%) (1.09%) (1.1%)
Other Costs 52 9) (14) 9) 0.3% 0.0% (0.1%) 0.0%
Reported EBITDA 2,335 2,740 3,363 3,876 12.6% 12.0% 12.3% 12.4%
Adjustments 84 94 142 190 0.5% 0.4% 0.5% 0.6%
Adjusted EBITDA 3 2,418 2,834 3,505 4,066 13.1% 12.4% 12.8% 13.1%
D&A (1,115) (1,359) (1,704) (1,890) (6.0%) (6.0%) (6.2%) (6.1%)
EBIT 1,220 1,380 1,659 1,986 6.6% 6.1% 6.1% 6.4%
Adjusted Net profit 4 452 430 714 1,003 2.4% 1.9% 2.6% 3.2%
Reported Net profit 384 356 593 1,057 2.1% 1.6% 2.2% 3.4%

Source: Company Information

1 Represents Z a b 8ales to End Customers and sales of Maczfit, Dietly, Drim Daniel, Froo and Q-Comm and does not represent company reported revenue.

based on Sales to End Customers. 4 The adjusted Net profit includes Net profit plus EBITDA adjustments (

increase by netted amount adjustments for the respective year

e.g in 2024 mainly IPO costs) net of tax effect. For 2021 -2022 we have not tracked nor published this metric so it has been calculated as re

N ——

2 Inrelationto Z a b Palska StEC ® Adjusted EBITDA calculated as EBITDA pre Rent and margins calculated

ported profit

25



MULTIPLE, TANGIBLE
B . DRIVERS OF GROWTH &
gafe o237 ROMANIAN OPPORTUNITY



We Remain On Track To Deliver On Our Long -term Strategy

) zgbkagroup
Of More Than Doubling STeCBetween 2023 7z 2028
Strategic aspirationsnovingfast-forward with the guidance Strategy execution in line with the guidance
Execution Guidance

+14.1% 2%+

y/ 8 BN

& /ﬂ @ﬂ 2025 StEE growth driven by: StEGncrease

y &%

Ta;gqet: Target: Target: \/}
1,500 Mid- to high- ~5x increase C
*\5 _ single-digit in sales +1 3 9 4YO Y - 1 )300 +

ew target: annualised LfL ) Store openingss agoalfor
1,300+ p.a. growth Store openings in Poland and Romahia 2025

new store

openings

+5 . 30/0 Mid- to high-singledigit

. . range in themid-term
LfLC growth in 2025

2x+
Sales to End
Customers

5x @

Increase in DCErles

+25%

2023 Sales to End 1. Newstore 2. Likefor-Like 3. DigitalCustomer 2028 Sales to End !
Customers growth in DCCsalesto end customers (2023¢ 28)

Customef openings growth” Offering

Source: Company Information
Note: (1) Gross rollout in Poland and Romania ; (*) All Alternative Performance Measures referenced in this presentation are defined and explained on Slide 66 3 A PAbbreviations and Definition sj e.g.: STeC[1]; Like-for -Like[4]
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Our Whitespace Potential Across Both Markets Allow Us To

_ ig_lg kagroup
Double Our Current Footprint
Total long -term white space potential

(2x)

~ + Total
_ ~27.5k whitespace :
7 ~19.5k in PL =

~7.6k in RO 11
vs 14.5k /
previously 7 ~11.0k % Incremental
%/ runaway
~16.5k 7
~4.0k ~4.0k @
RO white space
upgraded to
7.6k stores vs 4k
at IPO 2025 Store
network 1
2025 Store network 2026-28 Openings 2028 Store network Remaining long -term Total store
white space PL + RO network potential
Source: Company Information.
Not e: 1. As for DecA25
D g 28



Our Confidence In The White Space Potential Is Built On A :
zgbkagroup

Foundation Of Scientific Approach To An A I-based Model

Y allowing our store format to work in all
mo d e a# 9

Quality ofourexpansion issaf eguarded by the robust Af( tlypes 0of vcatchment s

Store network expansion process Store openings in Poland by city size  , 2021 z 2025

~3.3k+ ~1.2k

HeatMap Turnover Implementation
e analytics ° & competition e & opening

<20k 37%

20-100k 27%

100-500k 19%

>500k
Technical,

on-site

verification Stores opened 2021 -24 Stores opened 2025

Warsaw 7%

0 Analysis of e Al-driven e Location

potential sales potential evaluation

Source: Company Information.
Note: The numbers refer to net openings
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New Gro“‘“‘“

s\ This Approach Allows Us To Open Even Better Stores, With
& Higher Ramp Up Resulting In Lower Paybacks

There is a strong emphasis on quality of
Average Sales per store vintage per sgm (Galaxy vs. Pre -Galaxy) , 2000 z 2024, PLN/mth 1.
— Galaxy format 2launches at a higher level with a steeper sales
trajectory driven by Al -based location selection process
PLN 4.5k ~
<
/
PLN 4.0k
A 4
- -
~ -
= -
- - -
PLN 3.5k — Older vintages sustain
= stable long -term growth
*\’ = over time
G
(g -
PLN 3.0k pye--
gt -
Pre-Galaxy, 2000-15, # c. 3.6k stores
( : — Galaxy, 2016-24, # c. 7.5k stores
PLN 2.5k I — Vintage 2024 starts in the :
! upper 90 ™ percentile of the |
: total portfolio : Galaxy (68% Pre-Galaxy
B e PR ) 2%
PLN 2.0k A
A
PLN OOk /r T T T T T T T T T T T T T T T T T T T T T T T 1
1 2 3 45 6 7 8 9 1011121314 151617 18 19 20 21 22 23 24 25

Years of operations

Source: Company Information . 1 Adjusted for CPI; 2 After 2016; 3 Payback calculated based on cumulative store contribution post rent and franchise cost

rollout excluding a small number of stores that have not matured yet; 5 Small cities (<50k population), medium cities (50

new stYormre fdpeaernierdg st

zgbkagroup

an attract

Payback period 3, 2017 - 2023, # of months

20

months
in 2017

f ~

9714

months

in 2023

_________________________________________________________

For 2023, the payback profile varies by city size, with all
catchments achieving more than satisfactory results
compared to benchmarks

Small city

Medium city Large city

and includes estimated net working capital impact; 4 2022
-300k population), large cities (Poznan, Cracow, Lodz, Silesia, Tricity, Warsaw, Wroclaw)

-2023 payback period excludes Capex for MerryChef

vV e
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After 1+ Year in Romania, We Operate Over 204 Active

: : zabkagroup
Stores and Became Local Convenience Offering Frontrunner =
‘)Format has been so far well  -received by the local customer, which Y with Romanian operations rampi |
positions us to revise upwards total long term white space potential ... closing the gap to Poland
Store network , # of st cMae&5,EoPMa y A 2 Bong-term white space, # of stores Avg. daily tickets in Romania, as % of Poland, %,Q1z7Q4N2025

100% - Poland avg. Dalily tickets

7,600
204

4,000
60

0
MayA24 DecA24 Mar N26 As of IPO Current view Q1lA25 Q2A25 Q3A25 Q4AN25

Performance to be further enhanced by:

O Pite\ghi a
44 /0 Buchargs(t] o

3 5%+ : e @ Store expansion increasing brand awareness

Brand awareness in
Bucharest

QMS share as a % of
tickets

@ Range and pricing tailoring

@ Introduction of new services

Source: Company information (1) Asof S e p A 2 Guick Nepl Solutions z wide range of products, including: coffee, hot dogs, healthy snacks, sandwiches, etc. As of 2025 year
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\fL Grow,/’

All stores

Equipped with street food ovens in 2025

Driving growth through four key initiatives

— Largesteverfranchisee incentive
programme focused on foodservice

— Selfcheckoutintegrated with a
dedicated gastronomy ecosystem and
app connectivity

— Enhanced irstore presentationwith
heated cabinets and dedicated freezers

— Range innovationnew coffee flavours,
relaunch of classic Polish street food,
upgraded hot dogs, expanded pizza and
finger-food ranges

Source: Company Information

Continued innovation of
products

622 new products

SEOf dzaA @S (2 Aloll =

Relentless innovation, with hundreds of
exclusivenew launches annually to drive
discovery and keep our stores tepf-mind

— Good Moodlaunched as a new own
brand with innovative recipes,
convenient packaging and  esm
uncompromised quallty

— More than140 new products in the
good foodcategory, supporting our ESG
goals

— Introduced65 new productameeting
the PorcjaDobreGO® programme criteria

2025 LfL Growth Was Driven By A Number Of Strategic
Initiatives Driving Traffic And Basket Size

Expanded range of everyday
services

20+ services

AvdilShfe inihg stores engoing expansion

Everysecondcustomerusing our services
makes a purchase in our store

Al LILJ| IStrategicdpErtnership with -
PKO Bto develop a nexgeneration

financial product fully integrated within
G0§KS Al LILJ lsupPpddeday &4 G S Y
Visa and Pland®ay

ParcelsCollaboration with new

partners (e.g. Allegro Delivery),

improving UX and crosselling

— Vouchers & lunch card<ollaboration -
with major global players in employee
benefits

(

(

— ConversionsSolutions to increase
crossselling in lotto and gaming

zgbkagroup

Digitally enabled

11.7m digital active
shoppers asotvarzs

A | LILJthe digiak Gatewayto our
ultimate conveniencescosystem

Launched Trikia phygitalgaming

FSIEGdzZNBE Ay Al LN Ay
gameplay with realorld rewards
I ONRP&&a AlFoll adz2NBa

Launched Izidropsynergistic €
commerce service offering competitively
priced parcel deliveries with partners
incl. Allegro Delivery

Al 6 1 F¢withRwer 5900 screens
installed across 4,000+ storesmajor
player in retail media, reaching 27m
consumers

32
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Digital Strategy Initiatives Providing Customer Engagement 2abkagroup

£
I3
s
=
]
2
S
%
2

Points and Enhancing Group Offering

Partnership withJamie Oliverintroducing chekelected menu
combining taste, nutrition and global cuisine inspiration

Double-digit-

growth for both
volume (+16%) and
revenue (+14%)

Zacznijmy

L]
dzien razem

zgppka New app <o

New production facilities underway to support scale

{GNBYIGKSYSR AYUSaANI A2y @A

@ New versioNB £ St a SR internallydeveloped fresh products

with great feedback \
Incr llingdueto / | ™ ™
@ I:ltls)?srf?n?eps;(;tior? due to GMVPLN D2C capabilities strengthened, scaling White Label
P 9 1.3bn and foodwastereduction solutions
Personalisecengagement +109 S
6/ -erdad - (+10% oY) . Supplychain integration launched following the Cool
) through unified customer acrossMasterlife o o : :
Logistics acquisition, supporting future fulfilment
database ecosystem synergies
@ Drivingfinancial
Valu'e Creatloln iapho 8m # Rapid scalaip, with ~55% YoY growth and expansion
< Upside from integrated Zacarli |USh.’ to2 N2 O Tuslénow in all 3 largest Polish cities
digital services ordersin S
) _ delio deliostrengthened its platform, expanding to 10,000+
@ Margin upside from SKUs, launching fultgrocery, and adding Wolt as a new
external partners : / consumer acquisition channel
TR =
¢NA 1A OAI LI i
Pilot gz;lmified moduldzinki;g Nano Towards Nano focused on targeting a growing base of repeat customers.

mobile gaming withretail, enabling
rewardsand driving engagement

~20%reduction

. Profitability improvements on the back of significantly lower
of operating costs

operating costs, as franchisees increasingly took on the

autonomous stores' operations

EBITDA break even achieved in 2024ith positive contribution since

Target to grow Sales to End Customers of DCO by 5x in the Medium Term

Source: Company information ; Note: (1) Gross Merchandise Value (GMV) is the total value of all transactions processed through the platform, before returns, disc ounts or deductions.
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Capital Allocation Policy - Building Long -term Value For Shareholders zabkagroup

Four guiding principles  underpinning the Policy

+1,300

Thepri mary focus of the GroupAs operati,withs a gideiciapi t al
Focus on Growth an increased target of 1,300+ new store openings per year in Poland and Romania
(during the 2025 7z 2028 period)

New Stores
p.a.

Targeted leverage ratio at 1.0x ! to consolidated adjusted EBITDA post rent: Target

Leverage Target t he Gr oup Asndtorgdierm plans should be designed with consideration given to maintaining a modest net leverage and reached
retaining appropriate liquidity to maintain operational flexibility in Q3

The Group will maintain potential for allocation of capital to M&As aimed at enhancing strategic capabilities or extending the
M&A and payout . . . ) i ; .
" lit GroupAs geographic footprint while keeping an organic expaiongoi on as the
optionality investments incl. M&A may limit the capital available for other purposesin  respectve y ear , i ncluding sharehol der sA
B Surplus of capital is intended to be returned to shareholders through dividends and in the longer -term share buyback programs

may be introduced
We target payout ratio of 50 -70% of the current y e a meh grofit

distribution

Source: Company Information. 1 Net debt calculated excluding leases, and EBITDA referring to adjusted EBITDA pre -IFRS 16



Focused Organizational Setup Primed for Success

Tomasz
Suchansk

4

Tomasz
i Blicharski

Marta Wrochna -
tast owsk

Anna
a Grabowska

Adam
Manikowski, PhD

Jolanta

Banczerow

zgbkagroup

Wojciech

s ka Krok

Chief Executive EVP, Chief Strategy Chief Financial EVP, Managing EVP,CEO, Chief People Managing Director ,
Officer, and Development Officer , Director , Zabka Pol|s ka Officer, Zabka Future
Zabka Gr ogup Officer, Zabka Groupabka Unte business unit Zabka Grolup
Zabka Grolup
27 years 21 years 19 years 28 years 24 years 25 years 19 years
experience experience experience experience experience experience experience
Selected Prior Experience
.]Cl'()lll.lll() MIDEUROPA TESCO WRIGLEY McKmsey
Martins EY ———— & Company
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Q1 2026 Results
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Q1 2026: Strong execution of network expansion and resilient operating

zabkagrou
performance =HaoreHP

Q1 26Sales to End Customérs Q1 26Likefor-Like Store network asof 31 March

2026
12,750
+1,393 YoY

Gross store openings

PLN 7.4bn
+12.0% YoY

+3.2%

il s

Q1 26Adjusted EBITDA Q1 26 AdjustedEBITDA margi Q1 26Net debt / Adjusted

EBITDA

9.1% 1.1x
+0.1pp YoY

PLN 6/74m
+13.1% YoY

(
i-{ﬁﬁ

Source: Company Information;

Note: (1) Includes Nano stores and stores in Romania; (2) Gross store openings in 2026; (3) Calculated as a % of ~ STeG (*) All Alternative Performance Measures referenced in this presentation are defined and explained on Slide 663 APMbbreviati ons and Defi
e.g.: STed1]; Adjusted EBITDA[2]; Adjusted Net Profit[3]; Like -for-Like[4]; Net debt/Adjusted EBITDA[5]
—’ 37



On track to deliver our strategic ambitions zabkagroup

External factors in Q1 2026

Q126+1,3931LTM gross open
Progressing in line with guidance of
1,300+ store openings p.a.in PL and RO

At the start of 2026, consumer
sentiment was broadly stable, with

a temporary softening in March

driven by heightened o

geopolitical uncertainty 7
i n the Middl e E(@

Ql26LfL+3. 2 %vu
On track to meet the full year
ambition of mid - to high -single-digit.

Continued expansion in Romania:
204 stores in Romani a
with expansion to 2 new cities.

Ywith some headwi nd
snowfall and lower temperatures
in January and February,
affecting footfall, with March
performance fully on track.

DCO:

Introduction of new, innovative services
and solutions, building a foundation

for near-term acceleration.

Source: Company Information;
Note: (1) Rollout in Poland and Romania; (*) All Alternative Performance Measures referenced in this presentation are defined and explained on Slide 66 3 APMAbbr evi ati ons an dStHYg]fLikexfortLikepdhsj e. g. :
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External environment remains broadly neutral for our business Zabka group

The market has been showing a combination of positive and uncertain trends

Inflation inched higher to 3% in early 2026,
following energy market stress, while wage grow

stayed positive despite ongoing normalization. A
result, real disposable incomes remained
supportive.

While the underlying trend remained upward,

Gross wage
\’fr —— growth
—

| Inflation

Dec23 Mar24 Jun24 Sep24 Dec24 Mar25 Jun25 Sep25 Dec25 Mar26

Monthly Y -o-Y inflation and average gross wage growth
in the public sector (Source: Polish Statistical Office 7z GUS}

_ (330)
consumer confidence at the start of 2026
experienced shorterm volatility with temporary I guston;e_r L
. oan o o on | e
declines related to geopolitical uncertainty in the index
I Dec Mar Jun Se Dec Mar Jun Se Dec Mar
Mlddle EaSt' 23 24 24 24p 24 25 25 25p 25 26
GUS Polish Consumer Confidence index (Source: GUS) 2
Consumer perceptions of their financial situation l ~— v | Household
. Ong ouseno
remained positive and broadly stable over the ye RS eSS S o s S os an ae o Sl ot S i v
and beginning of 2026, according to the GUS N
household financiasituation indicator. Dec ~ Mar  Jun  Sep Dec Mar Jun  Sep Dec  Mar
23 24 24 24 24 25 25 25 25 26
Perceived financial situation of Polish households by month (Source: GUS}
Source: Polish Statistical Office z GUS, latest available
Note: (1) At constant prices; (2) CCl Indicator receive values between -100 and +100. A positive value means dominance of consum ers with optimistic attitude over consumers with pessimistic attitude, while negative value means dominance of consumers with pessimistic
attitude over consumers with optimistic attitude; (3) A synthetic indicator reflecting Polish consumers' current perceptions of their household financial situation (ranging from -100 to +100, representing the balance between positive and negative opinions)

—’ 39
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Zabka continues growing

Zabka has been a clear winni

ng

ahead

of

t h

abkagup K €

f oY tonc@rtinuoushhincedsinghmarket dhared Y

Polish physical grocery total growth (incl. space) by channel 1,01 2026 Rolling LTM Market shar2eg026-208d uti on of Zabka
0,
10.9% 11.0% 10.8%
I Zabka
10.5%
10.0%
9.5%
9.0%
8.5%
Total 8.0%
0,
2.9% Poland )
7.5%
7.0%
6.5%
= bk ] Mar 25 Jun 25 Sep 25 Dec 25 Mar 26
y A a Small Format Discounters Supermarkets  Hypermarkets
Source: Based on NielsenlQ dat a whi ch excludes fresh products without EAN and Company data v
Not e: (1) Zabka Pol ska, Smal | For mat , Di scount e paskged ®odpdeug+rig baskett sales vatug; §2¢ Acooadind te thes restated Niglserydata rTota? LOTR Bar @ r¥fers to the market share in the last twelve months ending
Mar26 , i.e. Mar 25 to Mar 26. Total Poland, packged food+drug+cig basket, sales value
D g 40



Sequential improvement in  LfL performance through Q1 zabkagroup

LfL evolution in Q1 26

The colder period from Jan to mkeb, withheavy
snowfall, had aignificant impact on footfalland, in
turn, on overallLfL LfLon days when temperatures
were in line with or higher than the PY was already

firmly in the mid- to high-singledigit range however,
those days accounted famly 30% of the quarter
Overall, 70% of Q1 days were colder than the PY.
Nonetheless, as weather improved towards the end o
Feb, we saw &ery good exit rate

Jan Feb Mar

Sales to End Customers (  PLNm) and % of annual Sales to End Customers based on 2025 values (%)

[ \
| |
| |
| | Our business is morgeasonathan most retailers, with
| l 8,133 8517 2 867 performance driven primarily by weatheand the
| | o sz —&— 2026 resulting footfall, and less by public holidays.
i 7,411// 6,410 6,884 —@— 2025 As a result, Q1 (typically the coldest quart.er) is usuall
| 6,618~ | 5,854 o 5,833 2024 the smallest contributor to annual salesvhile Q3 (the
| 5767 / —e T 2028 warmest) tends to have the biggest impact on-féhar
| results.
| 4,679 |
‘\\___ 9_1___//' Q2 Q3 Q4
Source: Company Information . Note: (1) The bar width symbolizes the number of days falling into each category; (*) All Alternative Performance Measures re ferenced in this presentation are defined and explained on Slide 66 3 A PAbbreviations and

Definiti® j Like-forgLike[4];
efiniti 8tBECE] Like-forgLike[4] v 41



Strategic Pillars update zabkagroup

XI'YR bSé DNRGGK 9\
innovative solutions and services

& Store openings on track with the
dzLJANI RSR 3JdzA RI yOSX

2 new citiesg

Krajovaand Ready
| Brasov meals

‘ J focused
121 campaign:
89 Thursday

.l lunches

Vendlngc 40+ machines,
mostly in factories adh offices,
with +10% MoM average sales
growth/unit and 11% transaction
growth/unit

Q125 Q126 Q125 Q126 30%+ Yoy sales growth
LTM  LTM LTM  LTM
X ) and 40%+ volume growth 1
XNBadzg GAYy3I Ay Ly dzyy
AY /99X

3 additional clients per store

Maczfit
per day

collaboration Pt

with Jamie il """ §

Olivier
£

12,75C

stores

500k+ ready meals'sold on
Thursdays

in PL and RO +11393

Source: Company information



