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Organic slowdown is counterbalanced by Mohd consolidation, which increases Group’s diversified and
balanced structure. Profitability still impacted by unfavorable effects
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of put&call options/earnouts, PPA amortization and related fiscal effects. (4) Notincluded in the
consolidation perimeter. being a minority investment. 2






DEXELANCE®@Events | Meridiani presented a selection of its OpenAir collection at the Frette showroom
in Paris, creating a sophisticated setting to frame the historic brand’s prestigious outdoor linen collections







DEXELANCE®@Retail | Gamma opened in Xi'an its third Chinese monobrand store in collaboration with a
local retail partner, a prestigious 300sgm space offering an immersive experience in contemporary design
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Gamma Arredamenti Flagship Store by Jacci Mayee



https://vimeo.com/1019362145

, by Seott+Cooner
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DEXELANCE®@Retail | .and, after the monobrand store opened in Tokyo in early 2025, reinforced its
collaboration with the prestigious retail partner Omobito by opening two corners in Osaka and Nagoya

Meridiani Point @Nagoya Matsuzakaya Dept.
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Dexelance®@Projects | Very Wood collection by Sebastian Herkner stars in the Interni project at the Grand
Hyatt in Athens, a spectacular 5-stars hotel overlooking the Acropolis and the Aegean Sea
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Revenue breakdown by SBA | +18% YoY fueled by residential businesses: entry of a new SBA and overall
ongoing positive performance by Kitchen and Lighting companies

F3Q24 F3Q25® : FOM 24 Fom 25 ™ :

Furniture 32,4 25,0 -22,6% 101,6 88,7 127%
Lighting 1.7 7.0 -9,2% 23,7 242 +2,0%
Kitchen&Systems 14.6 15,0 +25% 43,9 472  +7.4%
Omnichannel go-to-market - 17,7 - 532
Residential 54,7 64.7 +18.3% 169.3 213.2 +26.0%
Luxury Contract 261 17,8 -319% 62,6 596 -48%
TOTAL 80.8 825  +21% 231.8 2728 H11.7%

In 3Q Luxury Contract signed a sharp decrease SBA %incidence - FOM 25

(-32% YoY), driven by weaker order intake and key

clients” more conservative approach towards W Furniture

openings,

| ighting

Furniture continues to be impacted by challenging B Kitchen&Systems
market conditions, which have also temporarily
affected Lighting performance (-9% YoY in 3Q),

mostly due toits exposure to the US market.

B Luxury Contract

B Omnichannel go-to-
market

Kitchen&Systems kept growing.
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(1) Full OM 2025 data prepared including 9 months of Mohd despite exact acquisition date.




Revenue breakdown by channel | Strong contribution by Mohd consolidation in Soft Contract and Retail,
counterbalancing Luxury Contract/Hard Contract slowdown

F3Q 24 F3Q25™ : FOM 24 Fom 25D :

Retail 39,7 42,3 +7,9% 127,2 1418 +11,5%
Soft Contract 15,0 219 +459% 420 7.4 +69,9%
Hard contract 26,1 17,8 -31,9% 62.6 59.6 -4,8%
TOTAL 80.8 82.5 +2.1% 231.8 2728 H17.7%

Channel %6incidence - FOM 25
In 3Q both Retail and Soft Contract benefit from
Mohd consolidation (+8% YoY and +46% YoY).

The company generates >60% of revenue through
design projects, while online and DOS revenues
are included in the Retail channel.

H Retail

Soft Contract

Organically speaking, in 3Q Retail confirmed W Hard contract

single-digit negative growth, while Soft Contract
was more heavily affected wrt to 1H by longer
lead times in projects, mostly in Furniture.

(1) Full OM 2025 data prepared including 9 months of Mohd despite exact acquisition date. 13




Revenue breakdown by region | Positive performance in all regions, supported by a truly global Mohd
business model and slight organic growth in Europe and North America

F3Q24 F3Q25® : FOM 24 FomM 25 ™ '

ltaly 215 19.3  -10.5% 617 66.8 +8.2%
Europe (excl. Italy) 18.4 210 +14.0% 48.4 57.8 +19.3%
North America 21.2 28.0 +31.9% 70.1 90.3 +28.8%
ROW 19.6 14,2 -27.6% 516 58.0 +12.4%
TOTAL 80.8 825  +21% 2318 2728 H7.7%

[taly in 3Q was down -11% mostly due to Luxury
Contract projects, but closed 9M up 8% thanks to Region %incidence - FOM 25
continued slight organic growth by Lighting and
Kitchen&Systems, on top of Mohd contribution.

Rest of Europe, up 19% YoY, benefits from organic
contribution from residential businesses in southern
countries (like France and Spain).

[taly
W Europe (excl. Italy)
B North America

Residential businesses also recorded positive B ROW

performance in both US and Canada, despite recent
tariffs introduction.

ROW was up +12% YoV, sustained by important luxury
contract projectsin Japan and United Arab Emirates.

(1) Full OM 2025 data prepared including 9 months of Mohd despite exact acquisition date. 14




9M?25 financial results | Profitability still affected by extraordinary operating costs and increased Group
cost structure, as by by




