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DISCLAIMER

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 consequential 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 AS.
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Migros

Company Overview

“ h By
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Turkiye's leading food

. . Omni-channel, Targeting to reach all Core grocery business
re.taller, offering a multi-format retailer households within 15 leveraged by meal
wide range of FMCG minutes delivery, financial

products and high services and retail
quality fresh

Al %) z ™ 4

Mmacroacenter

macroaonline

AAAAAAAAAAAA 2035

||
Included in BIST indices: BIST 30 (Bluechip Index), Sustainability 25, Corporate Governance M IG ROS
ﬁ VISI®N 3



M ig ros With IAS 29

TL 294 bn TL 15.8 bn 9.8% 3,621

USD 8.3 bn USD 0.4 bn Total retail space: 2 mn sgm
5.4% margin

18.5% ~ 75,000 USD 2.8 bn

of total sales*

* excl. alcohol & tobacco
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Initiatives supporting Migros' Core Business 2024

Migros is investing in the future of retail to enhance long-term growth & profitability

PAKET
AXI

& op

Online grocery & Last-mile delivery Fintech financial Migros’ offline & online Packed ready-to-eat Charging services for
meal delivery platform solution solutions retail media assets meal production electric vehicles
Leader in online grocery, 7,500+ riders E-wallet, BNPL, B2C, B2B Digital, Insight, Online, Ready meals offering in EV charging stations
active in 81 cities Instore, Content ~700 stores
700+ vehicle fleet BNPL boosts

Scheduled / Ultra-fast

delivery Shopping frequency by 1.7x

Basket size by 1.6Xx

MiIGROS
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Persistently Gaining Market Share

&

Omni channel &
Multi format

ol

Market
Share Gain

Source: Nielsen
Note: FMCG: Fast Moving Consumer Goods, Modern and total FMCG market include all food-retail formats
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Migros FMCG Market Share

3.8

2022

(%)

+100 bps

/—L

9.4

2023

9.8

2024

+200 bps

17.0

2022 2023 2024

B Total FMCG B Modern FMCG

MiIGROS



Competitive Advantages Driving Success

ot o & N

Growth Mindset Migros' Knowing the Digital Growth
Competitive Moat customer Initiatives
Increasing market Omni-channel, multi Well penetrated Online grocery business
share format loyalty scheme

Basket size of hybrid customers is 43%
higher than offline-only customers

14.3 million registered

Growing footprint Customer first e e Fastest growing online
meal delivery platform
Expanding into Wide product range, Personalized Fintech solutions
adjacent categories high quality products campaign capabilities

L 2 5 .
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Migros Evolution as Turkiye's Leading Food Retailer

7S

ANADOLU GROUP

7y TESCO kipa

ANADOLU GROUP ittt

Anadolu Group's
acquisition of
40.25% of Migros

Acquisition of
Tazedirekt, online
fresh dedicated
platform

2015 2016

rnion

qp qurmepack

EUROPEAN SUPERMARKET MAGAZINE

Migros, “ESM: Europe's Launch of Mion,
most strong retail

Mmarket brand”

Acquisition of %50 of

%100 ownership
in Paket Taxi

packed meal
production facility

2024 2023

VISI@N
2035

personal care format online meal platform

AGC's share in Migros Acquisition of Tesco Launch of

reached 50% Kipa Migros Hemen
Acqusition of 25% of
Paket Taxi
2017 2018 2019

mimeda
ONE

/ pay

Establishment of
dedicated business to

Launch of Migros Launching our

own fintech

mMaximize advertising solutions
Establishment of revenues
Migen Enerji MigrosOne, online
subsidiary
piloyy. 2021 2020

MiIGROS



Without IAS 29

Migros

Revenue ($ mn) EBITDA ($ mn)

28.6% margin
> 14.4% CAGR > 14.2% CAGR

36.4% / 7,890

726

2024 2019 2020 2021 2022 2023 2024

2019 2020 2021 2022 2023

Net Debt / Net Cash ($ mn) * 606 Number of Stores 3621

2024
*w/o IFRS 16

Vay glgl?g ‘ 9 M iG BOS
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VISION

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

Purpose Better Future
Target Comypany with the Value Omnichannel multi-format
highest customer Proposition retailer targeting to reach
transactions in Turkiye all households within
[50% digital] 15 minutes

MiIGROS
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Where to Play

—_—— —~
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P ~ Adjacent Categories Non-Cores /~ \
\ ° /

- . & Geographies

N

=) K A .

S Grow the Core . Expand New Businesses
Core Grocery Growth New Verticals and New Geographies Leverage Group Synergies with
LFL and Margin Growth Existing Capabilities

. Beyond Retail
Digital Ecosystem Growth

Sustainable Growth

Develop Digital and Customer
Mindset Talent

VISI@N
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STRATEGIC PRIORITIES

-

Core Grocery Growth

Expansion in proximity stores,
supermarkets and Macrocenter formats

Sustain and expand online leadership

Monitor bolt-on acquisition
opportunities

"%

N

LFL and Margin Growth

Personalize offers, optimize assortment
and price through Al based RGM
INnitiatives

Fresh and frozen expansion

Margin increase through differentiated
PL offering and supply chain
capabilities

GROW THE CORE (1/2)

B
\_/
Digital Ecosystem Growth

Improve online grocery profitability
and cost mitigation through Al

Grow Migros meal marketplace

~ 2% sales uplift through Al initiatives

Key Metrics: Sales growth, market share, space growth, EBITDA, FCF, Market cap

VISI@N
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STRATEGIC PRIORITIES
GROW THE CORE (2/2)

2

Sustainable Growth

Grow the local sourcing, support
domestic agriculture & local producers

Reform, repair and regenerate our
ecosystem

Ambition for %50 loss reduction

Develop Digital and Customer
Mindset Talent

Strengthen digital capabilities

Develop future-ready leaders with
customer mindset

Implement Al and process driven
workforce optimization

Key Metrics: Sales growth, market share, space growth, EBITDA, FCF, Market cap
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STRATEGIC PRIORITIES
EXPAND & NEW BUSINESSES

\@/ | \QJ \/
New Verticals and New Beyond Retail New Businesses
Geographies

Moneypay Expand Migros One & Moneypay

* Transform Money customers into leveraging Anadolu Group's
financial customers geographical footprint, customer base

& business needs

Strengthen our vertical integration
capabilities [F&V, fish, bakery, meal]

Expand banking services

Actively look for expansion possibilities Become a major player in retail media,
INn adjacent geographies data analytics & consumer insights
Key Metrics: Sales growth, # of customers, # of transactions, EBITDA, FCF, ROIC M iG ROS
VISI®N 14
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The Decade Ahead

P Outperform the market growth and gain market share K_I_I Maintain a dividend payout strategy that balances
Achieve quality growth shareholder returns with investments
Open 250-350 new stores each year . . :

B Maintain the strong growth of online operations @ Increase local sourcing at different geographies

Improve profitability margins

& with better capex returns Q Eeczgﬁ:/e Cacrlboorl/fOOtprln'{ ar:d :)OOZdOW;Ste
leading current 18%* ROIC to improve y 42% and 50% respectively by 203

K\ Explore the potential of adjacent businesses 9 Be recognized as a top-tier benchmark
\ Monetize the customer traffic in the ecosystem in corporate governance practices
MIGROS
ANADZEiROUP glglgg * Company Definition: Net Income / (Total Equity - Goodwill + Financial Debt) 15
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