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Our Vision & Mission

MAKING A BETTER EVERYDAY,
VISION JUST FOR YOU, JUST RIGHT

BRINGING DELIGHTFUL,
MISSION MARKET-FRESH AND EASY
COOKING BACK TO THE PEOPLE




Our ambition for Marley Spoon by 2030
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We are solving everyday problems | A

Why Marley Spoon:
40% of consumers say iy N
Marley Spoon solves consumers’ “planning different >\
everyday cooking problem meals every day” is an
at-home eating challenge
e gy |

30-40% of the entire
US food supply is
wasted every year

Marley Spoon addresses
the global food waste crisis

Marley Spoon provides “50% believe healthy

access to healthy food is too expensive
T to buy on a regular
nutrition

basis

o —//
1. Acosta Custom Shopper Survey, July 8-15, 2020 /

2. RTS, “Food Waste in America in 2021: Statistics & Facts” \ @ 5
3. Mintel Global Food and Drink Trends 2021 (survey among Australian consumers )



We have a large and addressable market

ONLINE GROCERY: GROWING FOOD AND BEVERAGE MEAL KIT PENETRATION OF GLOBAL
MASSIVE “UNCLAIMED” MARKET ONLINE PENETRATION:? GROCERY...JUST GETTING STARTED*

Forecast Post-Covid

8.3% 2020
penetration of
I I
T global grocery

= 0.1%

Global grocery market
[ [ 1
$7 tl"l"IOn >3% That translates to

9% / 47 $8 b
3-4% 3.6% in global

Online meal kit sales

penetration? 23% __/ 25%
18%/ 25%

1.4%
1.2%

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

1. Source: Euromonitor 2020 4. Source: Euromonitor; "Meal Kit Delivery Services - Global Market Trajectory & Analytics" report from
2. Source: McKinsey “Digital Disruption at the Grocery Store,” February 2020 (US only) ResearchAndMarkets.com; company analysis @
3. Source: Barron’s, September 22, 2020 (Global X ETFs, US Census Bureau, eMarketer) (US only)



Our category is vast, growing and under-penetrated

Marley Spoon’s reach of ~190m Q12021
households today provides an ideal platform Sus:;“r‘iﬁers
to capture this global growth opportunity 252.000

Australia

Marley Spoon
Household Reach:

Europe O Fulfilment Centers N1 90 M i I I io n




We have been on a strong growth trajectory...

Net Revenue (EUR m)

O

3

20

53

92

130

254

Guidance: 30-35%
Revenue growth

2014

May
Marley Spoon founded

August
Launch in Germany

December
Launch in the
Netherlands

2015

May
Launch in the US
(Northeast)

Company re-launch
with introduction of
subscription model

June
Launch in Australia

September
Acquisition of Austrian
business Kochabo

2016

June

Start of Martha Stewart
partnership and
nationwide expansion in
the US

2017

January
Marley Spoon brand
relaunched

April
Launch in Belgium

July
Launch of Dinnerly
brand in US

November

Launch of Victoria
fulfillment center (FC)
and expansion to
Adelaide in Australia
(AUS)

2018

March
Launch of Dinnerly in
Australia

July
MMM IPO on the
ASX

2019

March
Expansion to Northern
Territory (AUS)

June

Strategic partnership with

Woolworths

Q2

AUS business turns
profitable with positive
Operating EBITDA

August

Expansion to Tasmania (AUS)

October
Launch in Denmark

2020

January
Launch in Sweden

July
Launch of Dinnerly in
Germany

Q2

US and Global business
turn Operating EBITDA

positive

December
Opening of Perth FC

2021

February
Launch of Dinnerly in
Netherlands

Q2-Q3
Opening of new Sydney
and US (CA) FCs



...and continue to have ambitious growth plans

GROWTH STRATEGY

Grow base business
in @ massively
underpenetrated market

Grow service offering

and basket size

Grow via
adjacent categories

Grow by entering
new markets

2020:
EUR 250m

Net Revenue ambition

2030:
2025: | EURSb
EUR 1b

Attractive unit economics
guide the way



We are also building a sustainable business with a long-term view

REDUCE FOOD WASTE ENVIRONMENTAL SUSTAINABILITY
Source-to-order @) Climate neutral
manufacturing limits waste Company
We only purchase what
you will cook and eat We cut emissions by:
Leftovers are donated * Reducing food waste
P or composted * Reducing energy usage

» Offsetting the balance
(35,000 tons in 2020)

Marley Spoon is operating
as a carbon neutral
company

ClimatePartner.com/12486-1704-1001

DIVERSITY

25% M

Supervisory
Board

75% F

37% M

Executive
Committee

63%F

46% M

Total
Company

54% F

10



D-to-C Subscription Model

2. D-to-C Subscription Model

1
2

Personalized solutions serve
key consumer demands
better than one-size-fits all

Manufacture-to-order
operating model translates
to high contribution margins

D-to-C acquisition excellence
delivers controlled, low CAC
and attractive unit economics

®



Multiple consumer trends converge toward the services we offer

. s Shift to
Personalization .
online
Convenience Conscious
and experience consumption

\ &
oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Health and wellness
and healthy eating

12



We make life easier and cooking delightful

SOLVING EVERYDAY PROBLEMS

&

i

You decide what
Our chefs
. you want to cook
design
and when
great
recipes
§$ %
Q A
You simply Lott55
cook and enjoy We source
ingredients
and deliver to
your door

® O

v v N
® 'O Personalization
SN

* Large meal variety
* Al-driven meal pre-selection
* Menu customisation

* Frictionless cooking

* Family experience

* Personal accomplishments made easy
* Food education

Convenience
and experience

* Digital cooking experience
* Digitally driven simple meal planning

Shift to online

Health & wellness ° Balanced nutrition and portion control

. * Reduction of processed foods
and healthy eating * Transparent ingredients

* Food waste reduction

» Carbon footprint reduction
 Sustainability-focused brand

* Optimized and sustainable packaging

Conscious
consumption

®

13



Our D-to-C subscription model allows for a better solution

For many of our customers we offer the best solution for weeknight dinner

Consumer
Needs

Meal
Kits

&

Restaurant
Food Delivery

x

Grocery
Delivery

=0

Traditional 4
Grocery

What'’s for dinner?
Convenience
Variety/Choice

Healthy

Less Food Waste
Affordable
Food/ingredient discovery

New cooking skills

14



Our supply chain benefits from serving the customer directly

A &

Customer Customer
acquisition data insight
enabling
Strong number of customer-centric
referrals and menu creations
marketing
strategy

Data driven marketing
and product development

§® B = By = ©

Preference for Efficient in-house Outsourced logistics Happy customers
direct sourcing “source-to-order” for fast ‘line haul’ and enjoying quality meal
) manufacturing focused ‘last mile’ delivery kits and customer
Ingredients from on excellence using to customers support, driving
producers with standardised retention
others from processes

trusted suppliers

Simple supply chain with in-house
manufacturing and outsourced logistics

Our D-to-C model enables us to personalize the experience
based on the the individual preferences of each customer



Our lean and value adding supply chain is key for superior margins

TRADITIONAL RETAIL OPERATING MODEL

i oh

o
0
0 @
[E DISTRIBUTION OISl -
@
0
@
0

e S S

MARLEY SPOON OPERATING MODEL

v
o) u
’I &‘é &? g &? | = = 'blNNERL\{ "DINNERL\{ "DINNERL\{ "DINNERL\{
¥ vy ¥ - - - .
N a
Low SKU Count + AssetlLight ¢ Customer Relationship + Demanddriven <+ High frequency * Massive reach

®

16



High integration and low waste provide superior margin potential

Vertically integrated supply chain and ongoing reduction of margin leakage
provide superior margins vs. traditional retail and manufacturing models

Long-Term
. . Operating EBITDA
Margin Share Along the Value Chain Margin Potential
@ L @ @
Grocery Retail Producer : Wholesale Retail _QO
Profit Pool ~ Margin ALl Margin Margin 5-8%
Producer
MARLEY SPOON  Prodtcs MARLEY SPOON B+
In-house D-to-C manufacturing Lean Waste
and own brands Infrastructure Reduction

@ 17



We serve different types of customers

Our services are useful for all kinds of customers...

IS STV SS S5 SRS S50 o
i ol @ 5@ e

POoD DoD
NN -N-N NN -

St b

...but on average most of our revenue comes from recurring customers:

1st 2-5 6-10 11-30 30+

Revenue breakdown by order frequency, H2 2020

18



Ultimately leading to a loyal customer base and recurring revenue,
with retention rate improving over time

Global Quarterly Net Revenue Retention
90%
80%
Q12020 - Q12021
70%
60%
50%
40% Q12019 - Q12021
30%
Q12018 - Q12021
20%
10%

0%
Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12

2018 2019 2020



As we scale, we keep acquiring more customers at decreasing CACs

Our actively managed, lowered acquisition cost combined with higher retention
leads to faster marketing paybacks

300

250

200

150

100

50

(o}

ACQUISITIONS AND NET CAC

€72

€67

€51

Q119 Q219 Q319

€56

€46

Q419 Q120

Acquisitions (k)
Net CAC

€49

€32 €33 €33

Q220 Q320 Q420 Q121

60

50

40

30

20

10

0

PAYBACK WEEKS

Managing within a
6-month payback
framework

Q119 Q219 Q@319 Q419 Q@120 Q220 Q320 Q420 Q121

®

20



The results are attractive unit economics

The results of high margin, long-term retention and actively managed, lowered
acquisition cost have yielded attractive unit economics over the past years

ACQUISITION PAYBACK, BLENDED VIEW 2019-2020

3.0x
2.4x
1.4x
1.0x
Customer
Acquisition
Cost
4 months 12 months 24 months 36 months

See appendix for payback/ROI methodology



Our D-to-C Subscription Model is attractive on many levels

Our D-to-C subscription model has distinct business model advantages driving
strong growth potential at high margins leading to attractive unit economics

Order Frequency HIGH

Customer intelligence HIGH

MARLEy SPOON Demand Predictability HIGH

DINNERLY Revenue Retention HIGH
Operating Contribution Margin® MID 40s

Payback & Customer ROI HIGH

*Operating Contribution Margin (Operating CM) is defined as CM excluding the impacts of marketing vouchers and fixed costs such as expenses relating to site leases



US Deep Dive

3. US Deep Dive

W N

The US represents our
largest growth opportunity

Differentiated brand portfolio
uniquely positioned to win

Fulfillment network
designed to scale

23



The addressable market is huge and we are still only a fraction of it

US MEAL KIT US ON-LINE GROCERY TOTAL US GROCERY
MARKET! MARKET? MARKET?

~$4B ~$100B

1. ResearchandMarkets.com: Global Meal Kit Delivery Services Market Report 2021, company analysis @ 24
2. Mercatus/Incisiv, “eGrocery’s New Reality: The Pandemic’s Lasting Impact on US Grocery Shopping Behavior,” September 2020



How customers acquire food has changed forever

Online grocery shopping in the US has experienced rapid growth with meal kits moving in lockstep

US ONLINE GROCERY GROWTH

Total Grocery Sales
(USD, Billions)

Total Projected Grocery Sales
(USD, Billions)

Grocery E-commerce
Sales % (Post-COVID)

Grocery E-commerce
Sales % (Pre-COVID)

$1,039

$1,087
$1,063

14.6% "
12.5%. -7~

"

& L 4
e

/

’ 6.8%
’

’ 5.4%
4.3%

$1,016
$993

V4
3.4%
2.7% -=="

2018 2019 2020 2021 2022

2023

$1,164

$1,138

$1,112

21.5%
".
o/ &
19.9%

L d

L d

13.5%
10.7%

8.5%

2024 2025 Q1

MARLEY SPOON US NET REVENUE

Q2 Q@3 Q4 Q@1 Q2 Q@3 Q@4 &1 Q@2 a3

Q4

(&)

Source: Mercatus/Incisiv, “eGrocery’s New Reality: The Pandemic’s Lasting Impact on US Grocery Shopping Behavior,” September 2020

2018 2019 2020

2021

®
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Meal kits are expected to continue to grow

US MEAL KIT ESTIMATED MARKET SIZE ($ B)

>2X
increase

2020 2027

Source: ResearchandMarkets.com: Global Meal Kit Delivery Services Market Report 2021 and company analysis

Only 7%

of online grocery Disproportionately
shoppers said they appeal to Millennials
W|IldreturJ:| to tbrlck— Healthier
and-mortar stores Experiential
post-Covid .
Save Time
At Home Experience
29% of

Millennials have
tried a Meal Kit,

2.5x
more than Baby /[ /25% of Americans
Boomers* who have never

used a meal kit
are interested in
trying one**

*Linchpin, “Trends Shaping the Meal Kit Industry Outlook in 2021” (March 10, 2021)
*Mintel, “Meal Kits: Incl Impact of Covid-19, US, October 2020

®
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US consumers’ reasons for using meal kits suggest a desire for
more than just convenience

Meal Kits offer an elevated experience versus more utilitarian on-line shopping
or take-out/food delivery

REASONS FOR USING MEAL KITS

s

Wi
o0 explore
To try new ’
new recipes cuisines

¥

O improve Had a To avoid
cooking couponor lelA
skills discount
*As a shared To follow a
activity with specific
family/friends dietary plan

Source: Mintel, “Meal Kits: Incl Impact of Covid-19, US, October 2020

27



Our brands are complementary, allowing us to capitalize on the key

drivers of meal kit adoption

Right Differentiating
to Play Proposition
= Z
=|0
= | ©
(a1
% » Tastes better
%
E '-_',>ﬁ Easy Exciting choices
1E
==
Convenient
Quality
ingredients Easy, affordable

and with a taste
you will love

DINNERLY

Reason
to Believe

Chef tested,
Chef perfected
(Martha Stewart)

High quality
ingredients

Healthy options

Super simple:
5 steps/6 ingredients

Family friendly /
Tastes you recognize

Better for
your budget

Affordable

Martha Stewart & Marley Spoon and
Dinnerly cover a large part of the
addressable market

Elevated Cooking Experience

martha stewart

&
MARLEy SPOON
g
.
=
(1]
3
=
3
HOME CHEF
Blue
Apron

DINNERLY

Low Fuss/Pragmatic



Our customers represent an attractive, large revenue pool

MARLEY SPOON  DINNERLY US POPULATION &£

Gender Female 83% 84%
Male 17% 16%
Millennials
2534 15% 43%
35.44 33% 27% e 25400)
Age 5 5. 25% 16% 72MM
55+ 28% 14% -
Working 80% 82% (22 /o)
Work : Gen X
Status Retired 11% 6% 41-56
Unemployed 9% 12% (age 41-56)
1 Adult 22% 31% 65M M
2+ Adults 78% 69% o
Household (19 /o)
No Children 70% 63%
Children 30% 37% Baby
ol Boomers
Education _  2° 67% Highly Variable (age 57-75)
70MM
Urban 48% 50% o
ceoaraghy  Suburban 30% 35% (21%)
IERIE Rural 22% 15%

Source: Pew Research Center, “Where Millennials End and Generation Z Begins,” January 2019 and Statista



Our two-brand portfolio is positioned well against different needs
and demographics

DEMOGRAPHIC SPLIT OF OUR US BRANDS YoY NET REVENUE GROWTH™*

Baby Boomers

Baby Boomers ~14%
~28%
Gen X
~25%
Millennials
Millennials L
47% martha stewart
&
MARLE)/SPOON DINNERLY
martha&stewart DI N N E R LY
MARLI;)/ SPOON

$9.00 Avg. Cost/ » $5.00 Both brands grew strongly in 2020
’ Serving* .

Excluding delivery fees @ 30
**Unaudited figures using local currency (USD), FY 2020 vs. FY 2019



Our primary growth strategy consists of driving
further penetration...

US Households @ —e

ADDRESSABLE MARKET
(>$75k annual income) Top 50% of

US Households
“60M

GROWTH DRIVER 1

Drive growth via continued Total
organic penetration in the US Households

massive, fast growing
online grocery market 128M

Q1 Active Subscribers
120k

HH Penetration

<1%

31



We acquire customers through a diversified channel mix...

US CHANNEL MIX - SPENDING PROFILE

Channel Strategy FY 2020 Q1 2021 Reactivation CRM
fucebook Awarenéisl;\f:e(:sniigeration’ 539% 36%
Google conversion 20% 16% Partnerships
Online - Other ~ Aareness: consideration, 16% 18%
Direct Mail Consideration 5% 22% Referrals
TV Awareness, 5% 7%

Consideration

Audio/Other Awareness 1% 1% Social Media



...while also growing the customer basket

lllll

Innovation =%y Key Customer (c.s
Pillar @Q Initiatives  "\|/° Impact X
Increased Menu expansion Reduce skip
personalization New dietary
offerings
Increase retention US
YoY ARPU
Introduce new Breakfast, Lunch, Broaden appeal +239%
meal occasions Desserts to new segments in H2 2020
Offer convenience Quick cooking Inlj:rrcehngigtal
Ready-to-Heat g ortunit
Add-on items PP y

GROWTH DRIVER 2

*On a constant currency basis

Capture a larger share of our customers’ wallet by inspiring them to cook more
often with us and providing additional meal solutions

33



As we expand in choice, we increase basket size

Revenue growth outpacing subscriber growth... ...as our product portfolio expands

€ 606

Global Active Subscribers (k) 2016

Global NR/Subscriber
2017
227 2018
2019

104
75
H12018 H2 2018 H12019 H2 2019 H12020 H2 2020

Weekly menu options

MARLEY SPOON
7

MARLEY SPOON
12

MARLEY SPOON
20

MARLEY SPOON
23

MARLEY SPOON
36

DINNERLY
6

DINNERLY
14

DINNERLY
23

Increased personalization and variety,
new dayparts and adjacencies

34



Marley Spoon fulfillment networks are positioned for growth...

NATIONAL NETWORK OF FULFILLMENT CENTERS
THAT CAN SERVICE 96% OF US HOUSEHOLDS

US LOGISTICS ECOSYSTEM

Fulfillment
Centers

Sort

Centers
: New Jersey FC =
California FC 2 3 2 -o—jo%
alirornia = . . .
9 Shipping Freight
25% of our ordersl, ¥ B Points Partners Diversified carrier
e oo ; . _ Texas FC =50% - base
50 21 10+ Market specific focus
@®Distribution Center 1 CA [ NJ [ TX Trucks/ Sort Last Mile

Week Centers Carriers  Built in redundancy

™) 35



...and we are investing for growth

MANUFACTURING 2.0 —- NEW PRODUCTION LINES NEW CA FULFILLMENT CENTER
Automated production lines across all 3 US Fulfillment Centers New build facility in Tracy, CA
Phasing in May-August 2021 Completion: August 2021
 Automated conveyors » 124k sq. ft. (vs. 51k in current facility)
* 3x more picking stations and ingredient slots vs. current setup « 58k sq. ft. cool room
* Multiple automated quality checkpoints e 17k sq. ft. freezer with in-house ice production
* Real time reporting (performance/quality metrics) » 21 dock doors

Eﬂ Improved throughput and productivity $ 3x increase in weekly box production capacity

®

36



We have consistently delivered high growth for several years

NET REVENUE OVER TIME (EUR m)

YoY** 69

o
137% gq
2 yr.
CAGR*
67%
27 29
23

. " 14

H1 2017 H2 2017 H1 2018 H2 2018 H1 2019 H2 2019 H1 2020 H2 2020

*From end of H1 2017 to end of H2 2019
*YoY compares H2 2020 vs. H2 2019



Scalable Technology Platforms

4. Scalable Technology Platforms Our platform drives customer

engagement & effective
demand fulfilment

2 Data is the underlying
enabler

We are committed to investing
3 into technology

M) 38



Our business runs on one global technology platform containing
three core modules

Marley Spoon Tech Platform

FULFILLMENT
MODULE

Retain Planning Supply Produce Ship Support

N {f

DATA & INTELLIGENCE MODULE

Source Aggregate Model Predict

~N

™) 39



We use software and data to engage and delight our customers

throughout their journey

CONVERSION

CONSIDERATION
AWARENESS

Demand creation
Look-a-like targeting

Upper / lower funnel
media channel mix

Buying on predictive channel LTV
CAC:.LTV topline optimization

CUSTOMER ACQUISITION

ONBOARD
ENGAGE

DELIGHT

Cross-channel habit building

Personalized Surprise & Delight
moments within the box

CUSTOMER ONBOARDING
& ENGAGEMENT

REACTIVATE

RETAIN

Value-based targeting
& incentives

Multi-channel orchestration

Reactivation CAC:.LTV optimization

CUSTOMER RETENTION
& REACTIVATION

40



We are using technology to scale our core competencies and

increase efficiency

CAC:.LTV GOVERNANCE
# Brand/Market

_ 4
2 B

2015 2020 2025
BRAND DEVELOPMENT & ASSET CREATION

# Assets created

+2,500 ’

200

2015 2020 2025

CENTRALISED CHANNEL MANAGEMENT

# Channels
300 ’

60

2015 2020 2025

TARGET PROMOTION MANAGEMENT

# Promotion campaigns

+20K ’

2K

2015 2020 2025

a1



We are building a fully-integrated Fulfillment Module

with core supply chain capabilities

>

Der-na-nd
Prediction

98% forecast
accuracy seven
weeks before

Drives low waste
and high supply
chain efficiency

o

Purchasing

“1k SKUs, 320
suppliers & 2.5k
POs per month

High and
increasing PO
per FTE efficiency

Manufacturing Logistics

7 FCs with Pick-to- Network planning

Light production & of 115k ZIP codes
real-time prediction 47 shippers
technology
Productivity, Software-enabled
flexibility and line haul and last

quality-focused mile optimisation
manufacturing

network

u )
EiR 1S »

'
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As we continue to invest into our technology platforms, we are

preparing for future operational scale

1 L L L L L L L L L L L L L L L L L

Orders

namn
N NN
o) |0 ]).

5.6m
d = = o i

2030

2025

2020

43



Centralized data provides prediction capabilities that enable all
aspects of our business

o)
r CUSTOMER ENGAGEMENT E@ FULFILLMENT

Customer Segmentation & Profiling Product=1level Demand Prediction
LTV Prediction Model Dynamic Fulfillment

Churn Prevention Model Quality Controller

Likelihood to Repurchase Last-mile Network Planning
Channel Affinity Scoring

Recipe/Product Recommendation

DATA & INTELLIGENCE




Marley Spoon’s ongoing commitment to technology

Our investment into our technology stacks provides the basis for our
future scale ambitions

TECHNOLOGY INVESTMENTS (EUR m)*

3
2 2
2018 2019 2020 2021
BUILDING THE TECH AS A SERVICE ADOPTING
FOUNDATIONS SERVICE BASED PLATFORM

FUNCTION ARCHITECTURE VISION

*Annual capitalized cost

45



Financial Outlook

Strong growth thanks to
efficient flywheel

5. Financial Outlook Margin and cash dynamics
creating fuel for growth

N =

3 Competitive and compelling
financial profile

™) a6



We have consistently delivered high growth for several years...

NET REVENUE OVER TIME (EUR m)

oy 138
102%
2yr. .
g"gci,“/o 16
68
61

52

32 40

H2 2017 H1 2018 H2 2018 H1 2019 H2 2019 H1 2020 H2 2020

*From end of H1 2017 to end of H2 2019
*YoY compares H2 2020 vs. H2 2019

47



...enabled by an effective flywheel and subsequent

margin expansion

MARLEY SPOON FLYWHEEL

Grow subscriber
base and order rates,
leading to scale

Realize better scale
marketing leverage,
lower costs

=

Increase
profit/subscriber

Deliver better
customer experience
(improved product,
more selection,
personalization,
flexibility)

Invest in digital
capabilities and
operational
improvements

SOLID CONTRIBUTION MARGIN EXPANSION

CM Evolution
- oo
299% 30-31%
25%
21%
17%
2017 2018 2019 2020 2021F

P&L discipline underscores
our margin profile

48



Our high margin business paired with fixed cost leverage give us
optionality to invest for growth or to drive profit margins

IMPROVING
CONTRIBUTION MARGIN G&A AS % OF NR

Low-Mid 30s

29% ,

28%

21%
17%

N\

Mid single

digits

2018 2020 2025 2018 2020 2025
Ambition Ambition



We have an attractive cash-generating business...

ATTRACTIVE CASH DYNAMICS* DECLINING INVENTORY DAYS CAPITAL AVAILABLE FOR GROWTH

4.4
5 Customer 29
Cash In
23
Delivery 17
o)
Day
Suppliers
Paid 30
(29.7) (30.3)
35-day cycle 2018 2019 2020 2018 2019 2020
Receivabl Stable, Low .
ecelvables Inventory Positive
< Payables Toe CFOA

*FY 2020



...the proceeds of which we are using to fund growth investments in
our FCs and digital platforms

CAPEX INVESTMENTS OVER TIME (EUR m)

Upweighting
Investment
°
6
2019 2020 2021F
* Global ERP implementation ¢ Opened 3" Australian FC (WA) * New Sydney FC
* Texas FC expansion * New Melbourne cool room * New California FC
* Picking line improvements * Pick-to-Light manufacturing

innovation (US FCs)

51



In summary, we have a compelling financial story

STRONG
FINANCIAL MODEL

©

Operating Contribution
Margin Ambition

MID 40s

Payback &
Customer ROI

6m / 3x

Net Cash*

€13.3m

Equity Ratio*

11%

*FY 2020

| Ambition: |

\\EUREb//

HIGHLY SCALABLE
OPERATING MODEL

Order Frequency

HIGH

Customer Intelligence

HIGH

Demand Predictability

HIGH

Revenue Retention

HIGH

e
|

™
!.J‘x




Conclusions

e ;. R < AMBITION D-TO-C SUBS_CRIPTIQN MODEL
: g Multi-billion Euro business Attractive margins and unit economics

‘. . thanks to personalized, manufactured-to-
3 ’
i PR sl @lobel Rt order solutions and DTC intelligence

FINANCIAL OUTLOOK MAKING A BETTER UsS DEEP\DIVE

Improvement across all US, with its differentiated

financial levers creating VISION EVERYDAY, JUST FOR brands and FC network

fuel for growth and a reach, is our largest
compelling profile YOU, JUST RIGHT growth opportunity

& SUSTAINABLE BUSINESS SCALABLE TECH PLATFORM
Building on our carbon neutrality Investing in technology which enables =
to meet environmental and enriches our customer engagement :
sustainability targets and fulfillment ‘N
n '\

o




Q&A

Please use the
Q&A function to
submit questions

Chat Raise Hand

or email to mbrown@pegasusadvisory.com.au

54
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Q1 2021 Key Customer Metrics

Operating KPIs

Q12021 Q12020 % vs. PY
Group
Active customers'(k) 412 241 71%
Active subscribers? (k) 252 136 86%
Number of orders (k) 1,749 972 80%
Orders per customer 4.2 4.0 5%
Orders per subscriber 6.9 7.2 (3%)
Meals (m) 14.5 7.7 89%
Average order value (€, net) 44.3 44.0 1%
Australia
Active customers'(k) 123 81 51%
Active subscribers? (k) 70 43 61%
Number of orders (k) 526 334 58%
Meals (m) 4.6 2.8 67%
USA
Active customers'(k) 196 17 67%
Active subscribers? (k) 120 62 93%
Number of orders (k) 813 449 81%
Meals (m) 6.7 35 90%
Europe
Active customers'(k) 98 42 122%
Active subscribers? (k) 62 30 107%
Number of orders (k) 410 190 116%
Meals (m) 3.2 1.4 128%

1) Active Customers are customers who have purchased a Marley Spoon or Dinnerly meal kit at least once over the past three months
2) Active Subscribers are customers who have an active subscription (i.e., ordered or skipped a delivery) on an average weekly basis during the quarter
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H2 & FY 2020 Key Customer Metrics

Operating KPIs

H2 2020 H2 2019 % vs. PY FY 2020 FY 2019 % vs. PY
Group
Active customers'(k) 327 182 80%
Active subscribers? (k) 227 124 83%
Number of orders (k) 3,099 1,537 102% 5,622 2,969 89%
Orders per customer 9.5 8.4 12%
Orders per subscriber 13.6 12.4 10%
Meals (m) 25.8 1.9 117% 46.7 224 109%
Average order value (€, net) 445 44 .4 0% 45.2 43.6 4%
Australia
Active customers'(k) 99 68 46%
Active subscribers? (k) 67 42 60%
Number of orders (k) 1,012 600 69% 1,848 1,070 73%
Meals (m) 8.9 4.9 83% 16.2 8.6 88%
USA
Active customers'(k) 161 80 101%
Active subscribers? (k) 112 54 108%
Number of orders (k) 1,532 644 138% 2,761 1,272 117%
Meals (m) 12.7 4.9 158% 22.8 9.4 142%
Europe
Active customers'(k) 67 35 M%
Active subscribers? (k) 48 28 72%
Number of orders (k) 554 293 89% 1,014 627 62%
Meals (m) 4.3 21 101% 7.8 4.5 73%
1) Active Customers are customers who have purchased a Marley Spoon or Dinnerly meal kit at least once over the past three months
2) Active Subscribers are customers who have an active subscription (i.e., ordered or skipped a delivery) on an average weekly basis during the quarter
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Q1 2021 Income Statement

€ in millions Q12021 Q12020 % vs. PY
Revenue 77.4 42.8 81%
Cost of goods sold 416 221 89%
% of revenue 54% 52%

Fulfilment expenses 141 81 73%
% of revenue 18% 19%

Contribution margin (CM) 21.7 12.6 72%
% of revenue 28% 29%

Operating CM % 38% 38%

Marketing expenses 15.5 1.7 32%
% of revenue 20% 27%

G&A expenses 13.9 8.9 56%
% of revenue 18% 21%

EBIT (7.7) (8.0) (3%)
Operating EBITDA (5.7) (6.4) (12%)
% of revenue (7%) (15%)
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Q1 2021 Segment Financial KPls

€ in millions Q12021 Q12020 % vs. PY
AUSTRALIA

Net revenue 245 14.8 65%
Net revenue on constant currency basis 22.2 14.8 50%
Contribution Margin (CM) 8.0 5.6 41%
CM % 33% 38% (6 pts)
Operating EBITDA (0.3) (0.1) (0.2)
Operating EBITDA % (19%) (1%) -
UNITED STATES

Net revenue 37.2 20.4 82%
Net revenue on constant currency basis 40.5 20.4 98%
Contribution Margin (CM) 10.6 5.4 98%
CM % 28% 26% 2 pts
Operating EBITDA (0.1) (2.9) 2.8
Operating EBITDA % 0% (14%) 14 pts
EUROPE

Net revenue 15.8 7.6 108%
Contribution Margin (CM) 3.2 1.6 94%
CM % 20% 21% (1 pts)
Operating EBITDA (5.3) (3.4) (1.9)
Operating EBITDA % (33%) (44%) 11 pts
Global head office costs included in Europe segment

Operating EBITDA excluding global head office costs (1.2) (0.8) (0.4)
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H2 & FY 2020 Income Statement

€ in millions H2 2020 H2 2019 vs. PY % vs. PY FY 2020 FY 2019 vs. PY % vs. PY
Revenue 137.8 68.2 69.6 102% 254.0 129.6 124.4 96%
Cost of goods sold 73.2 37.4 35.8 96% 133.3 71.8 61.5 86%
% of revenue 53% 55% (2 pts) 52% 55% (3 pts)
Fulfilment expenses 25.6 13.3 12.3 92% 46.6 255 2141 83%
% of revenue 19% 20% (1pt) 18% 20% (1 pts)
Contribution margin (CM) 39.0 17.5 21.5 123% 741 32.4 417 129%
% of revenue 28% 26% 3pts 29% 25% 4 pts
Operating CM %

37% 35% 2 pts 37% 34% 3 pts
Marketing expenses 17.9 16.2 1.7 10% 39.3 34.2 5.1 15%
% of revenue 13% 24% (11 pts) 15% 26% (11 pts)
G&A expenses 23.4 16.6 6.8 42% 423 32.9 2.4 29%
% of revenue 17% 24% (7 pts) 17% 25% (9 pts)
EBIT

(2.1) (15.2) 1341 (86%) (7.4) (34.8) 27.4 (79%)
Operating EBITDA 15 (12.6) 14.1 (112%) (0.5) (29.8) 293 (98%)
% of revenue

1% (18%) 19 pts (0.2%) (23%) 23 pts
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H2 & FY 2020 Cash Flow Statement

€ in millions H2 2020 H2 2019 FY 2020 FY 2019
Operating EBITDA 15 (12.6) (0.5) (29.8)
Change in working capital (5.7) 01 4.9 0.8
Interest & taxes paid, other (0.3) (0.3) (0.3) (1.0)
Net cash flows from operating activities (3.7) (12.9) 4.4 (30.3)
Net cash flows from investing activities (4.7) (3.2) (8.6) (6.3)
Net proceeds from the issuance of shares 324 1.5 41.6 4.0
Proceeds from the exercise of warrants & share options 21 - 21 -
Net change in borrowings (7.5) 11.5 (5.3) 33.0
Payments of principal for lease liabilities (2.4) (2.1) (4.7) (3.7)
Net cash flows from financing activities 24.6 10.9 33.7 33.3
Net increase in cash & cash equivalents in the period 16.2 (5.1) 295 (3.2)
Cash and cash equivalents at period end 344 5.2 344 5.4
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FY 2020 Balance Sheet

€ in millions FY 2020 FY 2019 Variance
Fixed assets* 16.1 1.2 4.9
Other non-current assets 12.9 13.8 (0.9)
Total Non-Current Assets 29.0 249 41
Other current assets 9.6 6.6 3.0
Cash and cash equivalents 344 5.4 29.0
Total Current Assets 441 12.0 32.0
Total Assets 731 37.0 36.1
Non-current debt™ 21.2 38.9 (17.7)
Other non-current liabilities 6.7 8.2 (1.4)
Total Non-Current Liabilities 28.0 471 (19.1)
Current debt** 3.6 0.8 2.8
Current liabilities 33.4 24.8 8.6
Total Current Liabilities 37.0 25.6 1.4
Total Equity 8.1 (35.7) 43.8
Total Equity and Liabilities 731 37.0 36.1

*Fixed assets include the sum of property, plant, and equipment and intangible assets
**Non-current and current debt represent the sum of interest bearing loans and borrowing and derivative financial instruments



Methodology behind unit economics

4-12m LTV: Actual contribution margin received from an average customer in the respective
cohort by month X (payback period) based on actuals for each of revenue, contribution
margin and customer behavior. We analyzed 52 cohorts for each payback period (a cohort is
defined as a group of customers who had a first complete delivery in the same week) that had
order history at least as long as the payback period being analyzed (4m, 12m), within the data
set ended week 4 2021 at the time of the analysis.

24m+ LTV: Forecasted contribution margin from an average customer in the respective cohort
by month X (payback period) based on the following assumptions: 1) 2019-2020 average
basket size, 2) 2021 contribution margin forecast and 3) actual current customer behavior
(2020 through week 4 2021) observed in customers acquired between 2017-2020.
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Disclaimer

This presentation (Presentation) is dated 11 May 2021 and has been prepared by Marley Spoon AG (Marley Spoon or the Company ASX: MMM). By accessing or reviewing this Presentation, you
acknowledge and agree to the terms set out below.

Important notice and disclaimer

This Presentation is for information purposes only and is a general summary of the activities of Marley Spoon only. The content of this Presentation is provided as at the date of this Presentation (unless
otherwise stated) and remains subject to change without notice. Some of the financial information in this Presentation is unaudited. Reliance should not be placed on information or opinionscontained in
this Presentation and, subject only to any legal obligation to do so, Marley Spoon does not have any obligation to correct or update the content of this Presentation. The information in this Presentation
does not purportto be complete and is to be read in conjunction with Marley Spoon’s most recent financial report and all of Marley Spoon’s other periodic and continuous disclosure information lodged
with the Australian Securities Exchange (ASX), including, without limitation, Marley Spoon’s CY2018, CY2019 and CY2020 results, 1H 2020 results (4D), Q1/2021 results (4C) filed with the ASX and available
at www.asx.com.au. Certain market and industry data used in this Presentation may have been obtained from research, surveys or studies conducted by third parties, including industry or general
publications. Neither Marley Spoon nor its representatives have independently verified any such market or industry data provided by third parties or industry or general publications.

Marley Spoon does not warrant the currency, accuracy, adequacy, completeness or reliability of the information in this Presentation, including without limitation for negligence or for any expenses,
losses, damages or costs incurred by you as a result of the information in this Presentation being inaccurate or incomplete in any way for any reason, whether by negligence or otherwise and, to the
maximum extent permitted by law, disclaims any and all liability and responsibility flowing from the use of or reliance on such information by any person.

Not financial product advice or offer

This Presentation is for information purposes only and is not a prospectus, product disclosure statement or other offer document under Australian law or the law of any other jurisdiction (and will not
be lodged with the Australian Securities and Investments Commission (ASIC) or any other foreign regulator). The distribution of this Presentation outside Australia may be restricted by law and you
should observe any such restrictions. Any failure to comply with such restrictions may constitute a violation of applicable securities laws. In particular, this Presentation may not be distributed or
released in the United States. This Presentation is not and should not be considered, and does not purportto contain, an offer, invitation, solicitation or recommendation with respect to the purchase
or sale of any new Chess Depositary Interests (CDls) in any jurisdiction.

This Presentation does not and does not purport to contain all information necessary to make an investment decision, is not intended as investment or financial advice (nor tax, accounting or legal
advice), must not be relied upon as such and does not and will not form any part of any contract or commitment for the acquisition of CDIs. Any decision to buy or sell securities or other products
should be made only after seeking appropriate financial advice. This Presentation is of a general nature and does not take into consideration the investment objectives, financial situation or particular
needs of any particular investor. Any investment decision should be made solely on the basis of your own enquiries. Before making an investment in Marley Spoon, you should consider whether such
an investment is appropriate to your particular investment objectives, financial situation or needs. Marley Spoonis not licensed to provide financial product advice in respect of its shares.

An investment in Marley Spoon CDls is subject to known and unknown risks, some of which are beyond the control of the Company and its directors. Marley Spoon does not guarantee any

particular rate of return or the performance of Marley Spoon nor does it guarantee any particular tax treatment.
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Disclaimer (cont.)

Financial information

All financial amounts contained in this Presentation are expressed in EUR, unless otherwise stated. A number of figures, amounts, percentages, estimates, calculations of value and fractions in this
Presentation are subject to the effect of rounding. Accordingly, the actual calculation of these figures may differ from the figures set out in this Presentation and totals may vary slightly due to rounding.

Investors and other readers should be aware that certain financial measures included in this Presentation are ‘non-IFRS financial information’ under ASIC Regulatory Guide 230: ‘Disclosing non-IFRS financial
information’ published by ASIC and are not recognised under Australian Accounting Standards (AAS) and International Financial Reporting Standards (IFRS). Such non-IFRS financial information, financial
measures do not have a standardised meaning prescribed by AAS or IFRS. Therefore, the non-IFRS financial information may not be comparable to similarly titled measures presented by other entities, and
should not be construed as an alternative to other financial measures determined in accordance with AAS or IFRS. Although Marley Spoon believes these non-IFRS financial measures provide useful
information to investors and other readers in measuring the financial performance and condition of its business, investors are cautioned not to place undue reliance on any non-IFRS financial information
financial measures and ratios

included in this Presentation. Certain figures, amounts, percentages, estimates, calculations of value and fractions provided in this Presentation are subject to the effect of rounding. Accordingly, the actual
calculation of these figures may differ from the figures set out in this Presentation.

Past performance

Past performance is given for illustrative purposes only and should not be relied upon as (and is not) an indication of Marley Spoon’s views on its future financial performance or condition.
Past performance of Marley Spoon cannot be relied upon as an indicator of (and provides no guidance as to) the future performance of Marley Spoon.
Nothing contained in this Presentation nor any information made available to you is, or shall be relied upon as, a promise, representation, warranty or guarantee, whether as to the past, present or future.

Future performance and forward-looking statements

This Presentation contains certain “forward-looking statements”. The words “expect”, “anticipate”, “estimate”, “intend”, “believe”, “guidance”, “should”, “could”, “may”, “will”, “predict”, “plan”

and other similar expressions are intended to identify forward-looking statements. Indications of, and guidance on, future earnings and financial position and performance are also forward-looking
statements. Forward-looking statements, opinions and estimates provided in this Presentation are based on assumptions and contingencies that are subject to change without notice and involve known
and unknown risks and uncertainties and other factors that are beyond the control of Marley Spoon, its directors and management. This includes statements about market and industry trends, which are
based on interpretations of current market conditions. Forward-looking statements are provided as a general guide only and should not be relied upon as an indication or guarantee of future
performance. Actual results, performance or achievements may differ materially from those expressed or implied in such statements and any projections and assumptions on which these statements are
based. These statements may assume the success of Marley Spoon'’s business strategies. The success of any of those strategies will be realised in the period for which the forward-looking statement
may have been prepared or otherwise. Readers are cautioned not to place undue reliance on forward-looking statements and except as required by law or regulation, none of Marley Spoon, its
representatives or advisers assumes any obligation to update these forward-looking statements. No representation or warranty, express or implied, is made as to the accuracy, likelihood of achievement
or reasonableness of any forecasts, prospects, returns or statements in relation to future matters contained in this Presentation. The forward-looking statements are based on information available to
Marley Spoon as at the date of this Presentation. Except as required by law or regulation (including the ASX Listing Rules), none of Marley Spoon, its representatives or advisers undertakes any
obligation to provide any additional or updated information whether as a result of a change in expectations or assumptions, new information, future events or results or otherwise. Indications of, and
guidance or outlook on, future earnings or financial position or performance are also forward-looking statements.

Individuals should consider any forward-looking statements contained in this Presentation in light of the risks and disclosures contained in this Presentation. Any forward-looking statements are based
on information available to Marley Spoon as at the date of this Presentation and may involve significant elements of subjective judgement and assumptions as to future events which may or may not

be proven to be correct.
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MARLEY SPOON

Company contacts Investor relations

Fabian Siegel (CEO) Michael Brown
Jennifer Bernstein (CFO)
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