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Migros Ticaret A.S. has prepared this document for the sole purpose of providing information which may include forward looking
projections and statements about the Company. All opinions and estimates contained in this document constitute Company’s
judgement as of the date of this document and are subject to change without notice. The company does not accept any liability
whatsoever for any direct or conseguential loss arising from any use of this document or contents. This document cannot be copied,

disclosed or distributed to any person other than the person to whom the document and/or information delivered or sent by
Migros Ticaret A.S.
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VWVhat we will talk about today/

* One of Strongest Brands in the Country * Leading omnichannel model  Every business and investment
* Very large and active customer base * Ancillary high return digital growth platform empowers Migros' growth opportunity
+ Nationwide footprint + Rising share of stomach and share of and return on invested capital
« Unique online success wallet

* Multi formats for all of Turkiye
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opeakers & Agenda

Ozgurr Tort
Migros Group
CEO

Mehmet Mustehlik
MoneyPay
General Manager
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Migros’ vision to grow & deepen
customer reach

Our new generation ecosystem

Migros' outperformance and
competitive moat

How Migros history has shaped
our culture of success

Fintech operations in the
ecosystem

MoneyPay 14.3mn wallet users
poised to capture greater share
of customer wallet

Mustafa Bartin
Migros
General Manager

Kina Demirel
Mimeda
General Manager

Physical store network amplified by
online

Omnichannel success driving
profitability & productivity

The premium growth opportunity

Capturing future demographic
opportunities

Technological strength & Al initiatives

Retail media supporting brands
empowered with data

Significant return opportunity

Orcun Onat
Migros One
General Manager

Cem Dogan
Migros Group
CFO

Disciplined return culture set to pay off
as digital ecosystem grows

MiIGROS




CEQO Introduction

Speaker:

Migros Group CEO, PhD, Ozgur Tort

Senionty
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\oving "Beyond metal’

1o be the most loved and valuable new-generation retailer in Turkiye

» PURPOSE: Better Future .
»

TARGET: | ‘ VALUE PROPOSITION:
Company with the highest customer Omnichannel multi-format retailer targeting to
transactions in Turkiye [50% digital] reach all households within 15 minutes

MiIGROS




Vigros Today: The Ecosystem Goes "Beyond Retal” —
The Uttimate Omnichannel Experience That Futureproofs Our Migros Group

7S Meal [Emek ™\
| Traffic +100k("].

“MiGROS

Core Business

Leveraging physical
presence to digital
dominance

.

Online Grocery

MiIGROSONE

Traffic +300k(|

L Online facil itating digital
high growth and
profitable ecosystem

Traffic +2,300k(1)

b

\ Momy.

| Traffic +400k®

2
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—-rom Organized Retal Pioneer to Omnichannel Leadersnio

f i f anF om o .
H MiGROS ﬁ mGEn
. . sanalmarket waros
MiGROS TURK ANADOLU GROUP vemek
1954 1997 2015 2020 2022 2024
R e Online operations Strategic MoneyPay Migros Yemek launched Named the strongest
between the : . grocery retail brand in
SwissMigros and were launched investment by operations started Micen Eneril formee Europel?
. Istanbul Municipality . . Anadolu Group . ‘ i : . :
raditional Migros created the PE Deleveraging and return to leadership Expanding the ecosysten
Retail organized retail in Ownershi
eta Tiirkiye P Strategic shareholding
' 1991 2008 2016 ’ 2019 ’ 2021 2023
Mimeda formed
Shares began trading Private equity Acquired Kipa from Migros Hemen Mobile 50% stake in
on the Istanbul Stock investment; only 2% Tesco app is launched Migros One formed to GurmePack acquired
Paket Taxi was acquired online operations
M | TESCO fiémen MiGROSONE
MiGHOS MIGHOS PAKET : d qurmepock
TiCARET A.S. oIz SAxT m:medada
" y 9 ) O R 2z ) 4§
ﬁ Note: (1) European Supermarket Magazine —
ANADOLU GROUP MIGHOS




“arsistent Market Share Growth. .

."f-

Total FMCG(1) Market Share (%) Modern FMCG() Market Share (%)

[ 60 bps ["50 bps . [+ 90 bps [+110 bps | BOHE "
/ L9 -

| i!

2022 2023 2024 2025 2022 2023 2024 2025
J

[+50 bps

Source: Nielsen

Note: (1) Fast Moving Consumer Goods. Modern and total FMCG markets include all food-retail formats.

MiIGROS



L With Faster-than-Market Growth In Online Channél, .

Migros’ online sales / total sales(!) (%) - E-commerce FMCG Market Share

[ +180 bps } o

/ ki 1315 |
2019 2022 2024 2025

_ 2024 2025
B Migros | Global Peers' Avg(2) | | Global Peers’ range

b 4 b f

Notes: (1) Company data excluding tobacco and alcohol (2) Comprises Tesco, lidl, Ahold, Colruyt, FY2025 (3) Nielsen data, E-commerce market
includes: [marketplaces, organized retailers, specialty stores personal care chains & other N/F operators] under the coverage of Nielsen.
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. And an exceptional sales Performance

Fastest Revenue Growth(!) (TL mn)@ L-f-L Highest Traffic (%)

o —

{20%. real growth in 2 years}
f roe h e Migros is the
412,756 real gr;w' rgcr;lisllefrovgﬁh
/o 384,934 20% positive L-f-L
343,105 ~ . 14 traffic growth
Competitors’ ' 0.1 0.9 for 3 years in
real growth® I il - a row®
~9% 05 )
: g 2023 2024 2025
2023 2024 2025 .
CW'Th AS 2@ B Migros L-f-L traffic | Competitors' L-f-L traffic®

Notes: (1) In public food retailer companies in Tlrkiye. (2) All figures are represented as of 31-Dec-2025 figures (3) Represents publicly available data of listed discounters’ average
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Ssubstantia

d

—cosystem Ira

Core Retail & Online

1C (Growt

Fon
r
i

23 2.4
= 2.1
CEE B B
2023 2024 2025
9 B Customer Traffic (mn)
ml G H|_| G HTS 2 6Mn Retail traffic
& 2026 transactions S
XPECTATIONS | Pereay other

-

N 1O clevate

Meal Business(1)

"

Going “beyond
groceries”:

Substantial cross-traffic
across different businesses

74.1
52.3
32.6
b |
2023 2024 2025
B # of transactions (k)
up to 100k Sl Jtd 400k flow into core retall,
et one changing transactions | boosting sales and
per day customer needs per day 'proﬁtability .
N
2026E Cumulative — 3 1
transactions per day: . 1MnN
7

Source: Company data (1) Includes Gurmepack and Migros Yemek
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Strong Customer Penetration on the Back of Superior senvice

and Product Quality at Improved Price Perception

2
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Superior NPS for Migros

\\
‘ Significantly improving price percey

114 114

Migros household reach

51% 92%
Monthly Average® Yearly Average
(over 10mn) Households... Households...
..With Further Growth Opportunity
from Increasing Frequency

Q

N
102
100
2016 2025
Migros Competitors: 100 Index
4 A 4

Source: (1) Ipsos Customer Loyalty Study 2025 (Migros Exclusive) , 1,574 surveys, shoppers, nationally representative sample of Tlrkiye. (2) Ipsos Brand Health Tracking Study (Migros One Exclusive) 3,000 surveys per year, nationally representative sample of Turkiye.

(3) IPSOS Household Consumption Panel data 14,000 Household, Nationally Representative Distribution for Turkiye

MiIGROS




Cositioned as a Digitally strong and [rusted Retal

2025 Image Endorsements (%)

[~ Stronger in online grocery services I 32 -

ZIIE Offers broad oroduct e 39
= [® ors Droad prociict Tahge e 59
’ lts products are high quality D 38
e - R
= . .. e ———
~ | It provides ease through digital payments —_— 41 &8

S ]
It is technologically advanced s

W
O

" Market Average B Migros

MiIGROS

ﬁ Source: Ipsos Brand Health Tracking Study (Migros Exclusive) 3000 surveys per year, nationally representative sample of Turkiye



_ova

tyv Card Membership Penetration

Migros' powerful & high potential customer reach

Moneycard Loyalty members spend ~2.5x more compared to non-members

Money Card: 14.3 mn Active Members"” ] [ Online Customers: 6.0 mn Unique Customers™

@ardholderﬁouseho@ }“ .m ‘&" o

0-15% -7 ‘ #“W"
e

L Strong potential for online i

50 - 75%

,, |

Further growth opportunity in 63 cities
5 where penetration remains relatively low ) ! penetration in 74 cities

4

MiIGROS

Notes: (1) Figures represent last 12 months




Strong Corporate Culture and KPI-Based Performance System Enabling Meritocratic,
Driven Work Ethic Coupled with Existing Interational Management Experience

Core differentiators Key highlights Importance & Impact

— : . « Lowest employee turnover in the sector
e mployrnen. 77k 42% 11 years * Performance and success driven culture
| lr@gﬂ | Inclusion & total female store average white-collar + Higher employee satisfaction
Engagement workforce managers employee tenure . Unionized blue-collar
. J €
& B >
()  Talent Leadership e miﬁt'er:‘::n:rxiﬁ o Highly skiledand ~ * Focus on employee engagement
"W\ " & Human Capital PMEAT Prod J inclusive workforce » Best in class training programs
| focus on talent management
- b 4
w " N
(® Entrepreneurship New business In-house Migros * Our ecosystem is the product of our human capital
7 > & Agility developments innovation projects R&D Center * Fostering start-up and tech ecosystem
G J 5 . . :
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Migros Core Retall

Speaker:
gros General Manager, tafa Bartin

Senionty
22137
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superior execution & Operational excellence: Our Key Differentiators

- ) N ( N
9 3] Gy
Unrivalled Product Extensive Data Fresh & Vertical
Offering & Logistics Capturing & Loyalty Integration as
Capabilities Capabilities Differentiators
- P N P Y, -
0 D I A |
Mo Ole .@ (é "-— |
~ Capable of Touching 0 g
Every Household iy B
Through Shopping Talent & Human e tab'.!'ty -
: Al & Tech Changing
Instance, Income Level Capital :
Customer Behavior
___ *Geograpty = \ / N / N 4
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Unrvalled Product Offering & Logistics Capabilities

Core differentiators Key highlights l Importance & Impact
| >
» Curated mix of proprietary private label and brands
Unrivalled » Segment based and locally curated assortment >
@ Product 20k+ 600+ Private | abel SKUs - l\Dﬂata—powered&space allocation and assortment curation
L= Offerin SKUs iIn 5 umbrella brands acro space lqventory_malnag.ement | -
ing * Price perception improved significantly by 1200 bps(?)
last decade
/) Y @ o
b 4 D )
_ 80 bps L :
R Exienisive 43 DCs Store expansion End to enc;l mprovement \ertical untleg.ratnpn |
Logistics " 14 Several strategy aligned supply chain 1 shelf * Route optimization & related cost savings
Cababiliti " new DCs with logistics control for lability * Lower stock-outs leading to market share gains
apabilities CILES expansion frozen and fish ava|2a02||5ty N * Frozen and fish categories leading L-f-L growth
y @ 4

2
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‘ -

—xtensive Data Capturing & Loyalty Capabi

,-r W

Core differentiators Key highlights(1) Importance & Impac!

b A

* Attractive benefits lead to repeat shopping

2.6 bn TL® Money o 1.8 bn TL& incremental | |, Promotions powered by data more than 3x effici
, Customer members points earned sales are sales through 6.0 mn S
Loyalty 14.3 mn driving 5.3 bn TL#@ made via personalized coupons * Underserved segments via wide assortment and

| O
3— @ & Data additional sales Money Card redeemed last year
Capturing

Active

omnichannel reach

» Sales uplift from cross/up sell, churn and

Gaining insights in to customer shopping patterns personalized campaigns

MiIGROS

ANADOLU GROUP Notes: (1) In 2025 (2) Without IAS29 adi.



-resn & Vertical Integration as Different

AlOl'S

- B £

Core differentiators Key highlights
é ﬁ; Fruits & Highest volume growth Largest fresh 10 handling, packaging Field-to-shelf
Vegetables In the past 3 years food retailer & storage facilities traceability
7 Y J e -
.y - = Differentiation hard to replicate
Meat 700+ | 100k ton annual Processing capacity 100% cgr:ntrol INn entire meat supply » Trust and loyalty
SKU supported by livestock farming driving trust and loyalty
- A ,* Traffic generator
'f — ) € |« Cost efficiency
;J Pulses 17k tons annual legume processing & packaging capacity + Uniquely positioned to offer ful
; i customer basket nation-wide
Reah:i;rlr;ade 100+ packed & branded products 80k daily package production
\ y

MiIGROS

ANADOLU GROUP



Sest-in-Class & Profitaple Online Operations (1/2)

r - R h @
Why we are winning

Why online is a prof

b 4 A 4

Country-wide omnichannel approach allowing us to scale with efficiency

MiIGROS




Best-in-Class & Profitable Online Operations (2/2)1

&

5 g
higher basket size .

Hybrid stores
are always

more efficient

20bps 5 ‘ O days

T
lower shrinkage 4 1™ lower inventory days

& 4 \ 4

ﬁ Notes: (1) Hybrid stores vs offline stores in 2025

MiIGROS




Capable of Touching Every Household Through Every Shopping Instance (174

[ Physical meets digital at scale

) [ w

2

248
High-end
formats

29 1

Wholesale Petimo

2,625 733 52

Formats Supermarkets Hypermarkets

Vi NIV macroacenter «\ MIGROS R

5MMiGROS . o ETIM
MiGROSi¢  NINMIM ' IO e o —1em PETIM®

[Surpassed 2 million sgm of sales area, with online further digitally supporting all other formats]

‘ MiGROS
ANADOLU GROUP I




Capable of Touching Every Household Across All Income Levels & Geography: (2/4

Active in Targeting entirety of population ‘ Consumer Price Perce
511 districts in 81 cities, with already 51%/() of '
462 more to penetrate households

114 114

<=5 #Stores

6< #Stores <=10

11< #Stores <=25

26< #Stores <=50

50< #Stores <=200 yAA4
200+ Stores »
E— Migrﬁs

s Competitors: 100 Index

MiIGROS

ANADOLU GROUP (1) IPSOS Household Consumption Panel data 14,000 Household, Nationally Representative Distribution for Tiirkiye



Capable of Touching

ncome Level & Geography (3/4)

Core differentiators

—very Household Through shopping Instance,

Key highlights

[ s

Premium Formats

MacCroAcenter

1O El

Importance & Impsz

36% higher basket
size than Migros

14.6% online share
(exc. T&A)

* Revenue share up +200-300 bps by 2030E
* Gourmet, imported & organic products targeting high

B
:

iIncome shoppers
» Kiosk extends the brand into convenience
* Macrocenter targeting 2x stores by 2030E,
Kiosk targeting 3x

Stores 3,425+
Migros Jet 1,191
M Stores 1,257
M Anatolia 177

Migros Jet: differentiated
convenience format with
3k+ SKUs

* Migros Jet: strong expansion potential

* M Stores: walkable, high-density neighborhoods with

data-optimized product mix

* M Anatolia: expansion in Anatolian provinces & promising

traffic & turnover growth

S Proximity Formats
T e
90 |©  MIGROS jet
M M Anatolia
7~

ANADOLU GROUP

Unlocking further growth opportunities with proximity and premium formats

Note: (1) Tobacco & Alcohol

MiIGROS



Capable of Touching

ncome Level & Geography (4/4)

AAAAAAAAAAAA

MacroAcenter

Istanbul

| (91) KﬂGﬂEll Sakarya ‘ﬁ

Yo

—very Household Through shopping Instance,

s

"

Significant opportunities for expansion in high-end formats

_'\\

Eskisehir 1
\

izmir (31) S

pr

i Ayd In (2) Denizli

]
'
B —— ™

ugla (33N

Antalya
(20)

»~  AnKara

(28)

2025YE Stores: 248

+33

MiIGROS



lalent & Human Capita

-

Performance

Pﬁg? and success

driven culture

d R 4 %

@ 32% r@ﬁ 42% f 82%
of HQ f T Female Stor . romoti - |
O rom emalile slore M Promotion from blue

| oo g e
r@¢» 26% '
% Genz '

collar to white collar

ﬁgﬁ Happy place to work®

) J
: 2

o O Talent attraction through innovation and
mﬂ tech culture fostered by ancillary new
o generation businesses

2
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Adaptability to Changing Customer Benavior

J [ Personal Care & Wellbeing, Pet Care

[ Ready to X Meal

sSOplie

B e
qQurme  MFirn
yilikle Pisirildi

\
o
L ™
A ._'-' .-I.:--.-.': [ | - L d '--_.. : '.I E . =22 Hih o I ) -| '._ = i ..I:.__—- T gl 5 -_-.-_.I.-
| § = [ = % i y = 9% o ¥ 5 i B T RE BN
| Rl B R W e fasEl e =Es |

p

boosting delivery and ready meal
adoption In the country

20% of households are single-person,

4

2
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Ready to X: Ready-to-heat, Ready-to-eat

MiIGROS



Migros Delivering on & Key Retall Challenges!!)

el . ol Zobes #
2023-2025 GUUlLEEl NN 2023-2025

Real L--L 1 [ Inventory YE:XXEVER 2
Growth Days 2023-2025

#—» Conflicts

MiIGROS

Notes: (1) Without IAS29 adi|.



\Migros One:
The Winner in Online

Speaker:
\ligros One General Manager, Orcun Onat Senory
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\ligros One: Digital Platiorm for Grocery, Meal & More

I N fic E
MIGROS | MiGROS
sanalmarket Hemen

Everyday Grocery Everyday Grocery
Fast & Scheduled Delivery Ultrafast Delivery
20K+ SKU 4K+ SKU

- 4 4

: Taze” B | [ memos )

Meal Delivery
Farm to Ritchen Pl ' | Ready to Eat Meal
Scheduled Delivery Delivery From Restaurants
3K+ SKU " / [gon
\ j\ : . Restaurants |
« — ) i . )
macroaonline raion
Premium Grocery Personal Care&Cosmetics
Fast & Scheduled Delivery K ™ Parcel Delivery
10K+ SKU 6K+ SKU
C / C 4
( MIGROS R X/ MIGROS b
PETIM® STR/

Pet Food & Accessories General Merchandise
Parcel Delivery X = Cam Parcel Delivery
5K+ SKU 7K+ SKU -

S ¢ y 3 J MIGROS

ANADOLU GROUP



\Vligros One: Fast & Consistent Growtn

‘ GMVE ‘ Daily Order
_— L
15.5% 15.6% P |
8.4%
3.5%
= 13k
2019 2020 2021 2022 2023 2024 2025 2019 2020 2021 2022 2023 2024 2025 2019 2020 2021 2022 2023 2024 2025
f ) ) [ N ([ . . & >
% 0—0- Monthly
o 20 3.6 Customer P 14mn (Q m 830mn
mn Frequency © AL
Customers® —— Downloads® User Visits®
Orders®® (5.4 excluding new customers)
o y € ) § 1\ 1 |

2
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MiIGROS

Notes: (1) GMV growth figures are inflation-adjusted (2) E-commerce share denotes total online grocery sales as a percentage of total Migros sales. Without tobacco & alcohol (3) Yearly



\Vligros One: Digital Mindset & Growth engine of MIgros

i

Strong Market Position iiij  Loyalty & Retention

e (Clear leader in online grocery in Turkiye e 6m+ online users
e [Fast scaling meal delivery platform e Online-offline and grocery-meal hybrid customers
e One ecosystem combining grocery, meal and services e Higher spend, frequency and lifetime value

: — O — e Advanced picking
* Profitable online grocery e Last-mile optimization PN
e Stores operate as picking hubs and fulfillment centers e Al capabilities G5 b

¢ Omnichannel model leveraging productivity & asset utilization e M1 Solutions

Well-defined Verticals ﬁﬁlmi Premier Showcase for Suppliers *m
fu
e Full hypermarket assortment Tl©ﬂ e Migros App is a major retail destination i ,
- o From home cooking to ready-to-eat meals e High visibility for suppliers
e Supported by all delivery models e e Drives retail media revenue

2
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\Vigros Yemek: Accelerating =cosystem Growth

MIGROS
vemek
i i ™ ra J = a
Q. O
Customer Operational Ecosystem
Acquisition Efficiency & Scale Synergies & Monetization
k > - 4 <

B

Adds 75k+ restaurants o
the ecosystem

Shared last-mile
~1 0% operations improve
delivery efficiency

Attracts new and
younger customers

p

5

30% + of new customers enter Creates advertising &

d

via Migros Yemek _ retail media revenue
30% of orders Migros

Yemek Delivery

35% also shop Grocery Drives traffic for MoneyPay

3 2‘y GMV contribution Drives scale and demand Enables faster restaurant
+9. 0 to online grocery for Paket Taxi penetration for Money Yemek

/

-

2
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WiNnning the Future Customer Througn Hyorid Mode

Online & > Online x Offline Hybrid Custome
o ‘ : Ty
Offline 17% ot all customers are hybrid Spending 2.5x higher than offline
Frequency 2.1x higher than offline
f
onli imarket .
nline
. nline Hybri t r
Grocery 21% hybrid customer rate > Online Hybrid Custome
& Meal Spending 4.1x higher than pure Hemen
Frequency 6.0x higher than pure Sanalmarket
§ 1
New Younger . .
9 54% of online customers under 35 37% of offline customers under 35
Customers
ﬁ Notes: Calculated based on data from a three-month period. MiG Hos

ANADOLU GROUP
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2chno

-

Cost Leverage: +33%(1)
picking efficiency

"\]

4

Advanced Picking
Capabilities

Multi-model picking
(store, mini dark stores, MFCs)

Smart robotic picking solutions

Best in class benchmark-level
performance

YEIOLLECTIFY
CARRGD

gy as a Compet

-

i‘f

A

Efficiency: +24% courier(

ve Advantage

y 9

High Margin & Revenue
Streams: 2.5x(1) increase in
ad revenue share in GMV

Ir..-"'

4

¥

Last Mile
Optimization

T, F s
y Py
| i

Migpack routing &
optimization engine

Improves delivery efficiency
and operational utilization

Ad-Tech & Retail
Media

¥ migpack

Data-driven targeted advertising

Retail media solutions for
brands

High-margin revenue streams

Notes: (1) 2023 - 2025 Comparison

‘\

- - 3 oy . oy © B e r e R T T R DY = oo
- o = ‘.LF‘- : AT r . r.a : c
Conversion: 2x conversion r
! y i [ T N B | W Sl R
o =

’

—_—

Generative Al across the platform

Search, recommendations
and smart baskets

Improves customer experience,
conversion, personalization and
operational efficiency

MiIGROS

MOYOu Cystré” Smartone
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\Voneyray

Soeaker;

\oneyray General Manager, Menhmet Mustenlik

Senionty
17722
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—aclitate

—iNtech Products VWell-Positioned to Attract More Consumer share of Wallet &

-Inancing for Suppliers & Distrioutors
B2C

DDDDDDDDDDDD

* Payment
* Buy Now Pay Later

Expanding Into:
* Deposit
* L ending

. N
. Supplier\

Financing — Payments

£ e

We aim to gain more consumer share of wallet through SMEs, suppliers and corporate
partnerships, unlocking new revenue streams

MIGROS




“roaduct

So0admap & va

i

= Yo | Our
ﬁi Rationale
Product
== Vision
9, Why
O Customers
(i )\ Choose Us"
Upside to
il H Migros

Payment Service Provider

.\"-\_
‘H". ff'-

2
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Monetize Migros & Anadolu
Group's vast distributor and
supplier network

Virtual POS Payment Gateway
Physical POS Digital Wallet

Trusted Migros brand,
competitive acquiring rates

Incremental Revenue
and Profitability

e Arcn

[eC

Ulre

Employee Benefit

4

Drive incremental retail sales and
merchant loyalty by expanding
employee benefit products across

new categories
Meal Card Flexible Card
* Grocery * Gift
e Restaurants * Fuel
* Transportation
e Other

Bundled employee benefit
products available to spend in
Grocery Market & Restaurants

Incremental
Sales

B2B Cash Management

b

] 1
."'-. H-.\_

Capture recurring cash flow
volume across suppliers,
distributors and sales points

 Dynamic Discounting * Direct Debit System

* Supplier Financing

* ERP Integration

* Common Payment Page

Real-time receivable & payable

visibility for dealers and suppliers
across banks

Incremental Revenue
and Profitability

Over-draft A' nt
Debit & Credit Garﬂ
Time Deposit

Lending products with seamless
in-app payment experience

Frequency & Basket Increase

MiIGROS




\oney

to the Group!®

“ay Contrioution
‘ Today
TPV TL 77bn
20% non-group
B2C
Monthly O50k
l Active User
B2B
' Corporate 15k
Customer
Pewie%::tsion 150/0

/
4

1 ‘ Value Creation

Contribution to Migros
Net Profit Margin

2025 2030t

+9 bps > +30-35bps

Notes: (1) Without IAS29 ad|.

MiIGROS




Retal Media: Mimeaa

Soeaker:
\imeda General Manager, Kina Demire

Senionty
30/30
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=etal Meaia: 3rd VWave of Media

‘fﬁ Global Media Outlook’ .
- $173bn | ~ $300bn |

In Global

* Retail media burnishes retailers’ advertising
spaces powered by shopper data

* Bringing together consumers and brands at
the moment of purchase

* Fastest-growing ad channel, growing
twice as fast as the global market

In Turkiye

* Retail market share is expected to increase

{0240 2025 2030 . | .
from 1.5% In 2025 to 3.8% in 2030E,
B Retail Media | Digital Media (Excl. RMD) B Traditional Media reaChlng a size of $4102 mn in Turkiye
ﬁ Source: (1) Emarketer (2) Company estimation M i G Hos

ANADOLU GROUP



\Vimeda: Leading Retall Media Player
F 5 Strong Pillars of Mi

meda

4 M _ . ey
® i © [ e = @
4 N (" N @ ™ (’ < -
Data Analytics Online Store Store Digital Contelljltu(;reator
\_ > \_ J \_ J \ J \

1 bn interactiol
14.3mn 350mn 3mn Migros TV, Youtube
Active Mone Channel

o y impressions / month customer visit/day First party data _ _
members integration to all Biggest Influencer
. ial media allle
Advanced segmenting s S
" and personalizing of 10x ROAS Multi format ad platforms |
. 4 Hold * | placements Cost Effective
ousenolas Return on Ad Spending Production
" < 4 L : - 4 L 4

[ Growth Engine Powered by Online Engagement }

MiIGROS

2
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Mimeda Wil Continue to Leverage Retall's Powertul Data & Advertising Inventory

‘ ‘ Value Creation
Expand customer base both to

FMCG & non - FMCG brands Contribution to MIQI‘OS
EBITDA Margin(l
Enhancing customized audience
capabilities
2025 2030E
Expanding value-added services ) 0 20 A) > ~0 50 /o

MiIGROS

Notes: (1) Without IAS29 ad,.



Financial Overview &
Nnvestment Strategy

Speaker.

Migros Group CFO, Cem Dodan Sericrty

ANADOLU GROUP

MiIGROS




summary of Historical Financialsit

if Revenues (TRY mn) IF’Net Working Capital / Revenues (%.)_ﬂ

o

2023 2024 2025 54%

Dy Dy

343,105 384,534 412,756

1 - ' . Y™ "
5,938
2023

-9.3% T -
2023 2024 2025 : -10.6% 10.1% — EBITDA Margin

—.-.-_l'

Net income (TRY mn)

~ Adjusted EBITDA® (TRY mn)

4.6% 4.1% 4.4%

\ 2.2% 1.6%

15,880 17,977

8,773

8,605 6,794

2023 2024 2025 2023 2024 2025
B Adj. EBITDA —— Adj. EBITDA Margin ,x B NetIlncome ~—— NetIncome Margin

1"*-.._\__

2

ANADOLU GROUP (1) With IAS29 adj. (2) The impact of imputed interest & inflation accounting is excluded in EBITDA

MiIGROS




tum on Investment
) ‘ CapEx / Revenues (%) ( /" 4 29 )

Capital Allocat

3.5% 3.4% 3.3%

| I I I

CapEx
Breakdown
2025

2.5%

Evolving into a relatively
2015-2020 2023 2024 2025 2026E-2030E asset-light, return-driven
average average s business
& - - 4 L
Fiit T Vs =N (’ = £~ ™
| We are coming out of a heavy Our dividend policy is to Currently, no plan to b_uyback shares.
investment period, with a focus We have a strong distribute 50% of If we had excess capital to return to
on warehouse infrastructure and net cash position o o shareholders, we would cancel any
. . distributable net profits
OpEXx efficiency shares bought back
S Py 9 y k J U y,
) MIGROS

ANADOLU GROUP



(Srowth

Revenue Growth

d

2025 real growth

7.3%

H\. «

2026 Guidance

5-7%

2027-2030 Guidance

High single digit
real CAGR

T —

nvers &

ONQ-

New Store Growth

2025

259

2026 Guidance

180-200

2027-2030 Guidance

2.5 - 3.5%
Space Growth

each year

o (Guigance

CapEx/Sales

»

&

2025

3.3%

2026 Guidance

2.5 - 3.0%

2027-2030 Guidance
~2.5%

each year

-\-H\"H

d

EBITDA & Adjusted
EBITDA Margins

. 2025 Actual
1 6.60% 4.4%
2026 Guidance

6-7% 4-5%

2030 Guidance

At least 100bps
improvement vs. 2025

4

2030 Guidance

27.5% |

[ Offine @@ Online

‘“ 

y \
- e

RolC" in 2025: 15%

We expect RolC to increase on the back of:

Profitability 1
Asset-light initiatives 1

~

(1) Migros calculation for RolC = Net income / (Total equity — Goodwill + Financial debt) (2) Without tobacco & alcohol

MiIGROS




Jrvers of Profitao
# {@;} Operational
Improvements

# % Cash Flow

Management

Higher ROI
Ecosystem

2

ANADOLU GROUP

v & Guidancs

>

»

-~

* Improving shrinkage levels, logistics efficiencies, warehousing automation opportunities
* Sales uplift and in-store efficiencies with the help of technology and data

L

* We see opportunities hybrid & online to improve inventory turnover levels
* Ecosystem’s contribution to cash generation will gradually increase
* Lower CapEx/Sales ratio in the future

=

4

* Expanding online categories, improving online profitability
* Contribution of fintech operations

* Retall media to improve gross margin

* Higher gross margin as stores become hybrid

MiIGROS




Sustainapility Case
Study & Returns

Speaker.

\igros Group CFO, Cem Dogar Seniory

ANADOLU GROUP

MiIGROS




SUS
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ANADOLU GROUP

anaoll

v Case Stuay &

Kirsehir

Malatya

Erzincan

consumption is from company-owned

24% of Migros’ total energy

solar plants in 2025

(AP

75,000 tons of
carbon emissions
saving annually

K@%*** =

e e e—
T

'\'-I"
-

T

1 million m?2 of land 105.3 MWp

almost 140 football Total solar plants
stadium fields & DCs' rooftops

4
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Closing Remarks

Speaker:

Migros Group CEQO, PnD, Ozgur Tort

Senionty
30/30

MiIGROS




\Vigros Group Set to Continue to Grow Further by 2030 on The Back of Our Strong Fundamentale
\oving Beyond Historical Grocery Share of Wallet

Core Growth Omnichannel Growtl

“  Fresh categories represent growth opportunity

as consumption moves to organized trade.

Digital grocery engagement
higher basket & traffic at low CapEx

Further geographical & format penetration

Improving Returns | Strong Brand Equity

/. Profitibility upside driven by technology Km) It will sharpen our competitive edge
T in store operations & supply chain in our ecosystem with higher return

2

ANADOLU GROUP
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1nank You
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