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'Retail technology
IN every shopping
experience for
a smarter and

. |
better life
Driving . Improving both
efficiency Boost_lng the in-store and online
savings margins experience for shoppers
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StrongPoint at a glance
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Our grocery retail solutions - aisle to aisle & door to door
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Solution portfolio well suited for
grocery retailers in core markets

---------------

Service
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Update on financial
results vs. ambitions
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What we In 2020 communicated as our
2025 financial ambitions

& e 2.5en

NOK

% EBITDA 1 3'1 5%




Where we are today and our 2025 estimates

2023 Results 2025 Estimate
% Revenue 1 358“ 1 5_1 8Bﬂ
NOK NOK

ﬁ?ﬁ EBITDA O% 4—6%




Why did we hold onto ambitions for so long?

@
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Business developed far weaker than anticipated

Revenue 2023 MNOK EBITDA 2023 MNOK

1451
134271

All markets
significantly
weaker than
anticipated in
Q4 except
Baltics

2023 Estimate 2023 Actual 2023 Estimate 2023 Actual
as of Q3 as of Q3

* EBITDA shown for 2023 is excluding 21 MNOK in non-recurring items
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_|

nree major challenges in 2023
nd continuing into 2024

Q

PAN

@@ &

v

Challenge 1: Challenge 2: Challenge 3:
Difficult market for Currency depreciation Specific challenges
grocery retail and in Norway and Sweden in UK business unit

retail technology against EUR and USD
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Challenge 1:
A difficult time for grocery retall

Top 15 trends mentioned by CEOs
for the grocery industry 2024* W oois Top 4-7 CEOs about the grocery industry 2024*

Cost & margin pressure

Disposable household income

Downtrading of consumers

Talent hiring and development Challenging/complex under pressure"'
S Sustainability/ESG Stagnant
Ready o ea, ready to C 't 't Concentrated
Advanced analytics &Al R 'I' t Ompe I Ive PR |eading to more
Store netwark expansion eSI Ien Cost focused . |
- Sy . Recovering discounter growth...
Product sustainability
_ The profitability of rice rocuse Purchasing power
s 1 grocers declined . ) )
suply st aorion. further in 2023, and Inflation Dynam|C/V0|at|le
Goverrment regulations - the pressure W||| ﬂOt .. Continuousl 1 i
: . | | y improving
et | go away in 2024, Declining vo “meéh o) _ ...pushes supermarkets and
Shift towards discounters - anglng uncertaln high_end grocery retailers to
e -_ invest more in price than in
Loyalty programs
0 10 20 30 40 50 60 70 80 0 teCh nOIogy
Mc&%icrzpany Eur;‘c’c:mmerce
*McKinsey report, The State of Grocery Retail Europe, published April 2024 https://www.mckinsey.com/industries/retail/our-insights/state-of-grocery-europe-2024-signs-of-hope#
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Challenge 2:
NOK and SEK depreciating against EUR and USD

Development of currency exchange rates indexed to average monthly rates December 2021

12-18%
- O
- depreciation
since start of
2022
NOK/EUR
SEK/EUR
NOK/USD
SEK/USD
Jan Mar May Jul Sep Nov Jan Mar May Jul Sep Nov Jan Mar
2022 2023 2024
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4 Challenge 3:
UK business specific challenges

Overview
_ H2 2023 > Q1 - 2024

Q M&A is part of long-term

strategy

* Replacement of UK » As result of changes,
, _ executive management are experiencing short-

Q ALS business: great team initiated term negative

and outstanding customer repercussions in

service reputation « New MD and SVP with shopfitting business

significant grocery
retail and technology

Q Important contributor in experience appointed

winning Sainsbury’s
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Challenges summarized — now, what actions®

@

QD
Challenge 1: Challenge 2: Challenge 3:
Difficult market for Currency depreciation Specific challenges
grocery retail and in Norway and Sweden in UK business unit

retail technology against EUR and USD
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Actions taken in Scandinavia and Baltics

Transformational actions in our traditional markets:

Immediate cost reduction, reorganisation and
commercial actions taken following signs of
challenges:

« 25 MNOK gross cost reduction announced in Q4
2023 with full effect from January 1, 2024

« Additionally, 20 MNOK gross cost reduction
following Q1 2024 with full effect from July 1, 2024

» Reorganization of Norway and Sweden with teams
under one MD & SVP, Magnus Rosén
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Actions taken in UK and Spain

Further investments in key markets of UK and Spain to
leverage recent large customer successes

Recruitments and reorganization:

« Alex Eveleigh, former Aldi, Ocado, ASDA and Takeoff
Technologies executive, as new MD SVP for UK and
Ireland

« Strengthening UK and Spain teams to capitalise on
Sainsbury’s and Mercadona projects

* Neil McCourt, former Tesco Retail MD and Amazon
Director, as new strategic advisor

» Reorganization of product team to support customer
opportunities in UK and Spain

@ StrongPoint




Continuing to
develop strong
base of recurring
and re-occuring
revenue Recurring

revenue

2023 Revenue

New sales

We are still to a large extent a
project driven company.

Focus going forward is to grow
recurring and re-occuring base of
revenue, in particular for new
large-scale customer projects

Re-occurring
revenue
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Big wins from
DIg INvestments
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Our investments are bearing fruit
N A ?
4 -

Sainsburys MERCADONA

Exporting our world-class Order Picking Developed new cash management
solution to the UK driving essential solution with Mercadona to improve
efficiency savings efficiency of cash operations
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Contextualising the size of these grocery retailers

2023 Revenue

AN MERCADONA

NorgesGruppen

NOK 110Bn NOK 400Bn NOK 410Bn

@ StrongPoint



Value in project opportunities are very large in themselves

MERCADONA
(©)
NOK 60Bn NOK 140Bn

E-commerce revenue Cash transactions value
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As an incumbent we are well placed
to upsell additional solutions 4_7

average number

of solutions
used/
Recent clients Number of solutions being used 77
currently using 1 and by largest 10 grocery customers " 7
2 solutions in Norway, Sweden and Baltics

respectively 6

-»
-
-
-
-

2

-
-
-
-
-
-
-
MERCADONA

1

&) MERCADONA Sainsbury’s Coop EE IKI Maxima Remal000/ Norges Coop ICA- RIMI Coop Axfood
Lietuva Reitan Gruppen  Norway  Gruppen Sweden
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Large serviceable customer base of grocery retailers

o
UK grocery retailer market A\ N4 Spanish grocery retailer market fﬁ!
percentage share, by retailer* 4 ) percentage share, by retailer® v
&) MERCADONA 2e
Sainsbury’s 143

Lidl 6.4

©
a

K o croup [
The Cooperative - 5.3
Consum - 3.4
Waitrose - 41
T. Alcampo - 3.1

Marks & Spencer - 3.2
lceland - 2.3 Aldi

[y
a

*Source: Kantar, IGD
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Large opportunities in key markets

Market size StrongPoint grocery StrongPoint Examples of
Country (BNNOK)* chain coverage solution penetration  opportunities
Self-checkout, Vensafe
1 Oo ) )
2 Norway 270 00% , E-Commerce
'
@
c_i E-Commerce, Electronic
= Sweden 300 Shelf Labels, Self-Checkout
§
=3 Baltics 130 Vensafe, Self-Checkout,
& Finland Electronic Shelf Labels
. . Cash Management,
§ &, S Lol Self-Checkout, E-Commerce
0 <
3 ®
5 S UK 2 650 ’ E-Commerce, Electronic Shelf
& Ireland ’ Labels, Vensafe, Self-Checkout

*Source: IGD
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Deep dive on
Scandinavia, UK and Spain
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Deep dive on selected core markets

All
Al 4

N ?
iy o

Y

Scandinavia

@ StrongPoint



Scandinavia
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Decades of grocery customer trust

A 4
\|' A\l 4

Scandinavia

StrongPoint currently serves all the grocery retailers in
Norway and Sweden representing amazing starting point

COOP REMAI00 o  COOP
AXfOOd I“ NorgesGruppen Norge

Took us 30+ years to get there, and 4 ;
. - | \
are now a solid and trusted supplier average w

of solutions
used

/\I:I Position as trusted supplier

= long-term prospects remain strong

@ StrongPoint



Transformational actions 4= g

Organisational efficiency: Commercial steps:

* One SVP for Norway and Sweden * Pricing measures

« More synergy effects « Harder sales targets and
incentives

« More best practice sharing
« More targeted marketing and

selective campaigns

@ StrongPoint



Commercial overview of Scandinavia

Highly penetrated

solutions
All AR
N .
CashGuard
‘|. = Product “‘ ‘ "'
‘ ' éllllllllll€19-pl.“:

Electronic Shelf Labels

AR ¢

v o yaraa
A==

Order Picking -

AR 4'5

N — |

Scales

Less penetrated

solutions
4'5 AR
w W .
Vensafe \l
AR = LR
w

Grocery Lockers

\ L
= Product > . ¢
5 uuu|u|€19_° :
= IR

Electronic Shelf Labels

Solutions that have yet

to be adopted

4= o

iy W |
Th.e

Self- ";P

Checkout W

4
w W

Micro-
Fulfillment

el%

E-Commerce in
general in Norway

AutoStore

oe @)

oe

Experimenting with

new solutions

Autonomous stores

Fraud detection

Store operations
management
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Introduction to StrongPoint ALS UK

N A

1

« StrongPoint invested in the UK and Ireland with acquisition of
Air link Group Ltd (ALS) in June 2022

« ALS served largest UK and Irish grocery retailers for 25+ years

« Building a total retail solution provider on top of existing
shopfitting business

« ALS pedigree combined with StrongPoint products and solutions,
Sainsbury’s win is recent example

« Full sales, installation, service & support team

@ StrongPoint




UK priorities

3‘?" The easier way t

’l'l'lq

LR
" |

-
A

n nn ARl n
317,.11...4

e

AR R R RN R B

Penetrate UK market with StrongPoint

1 Bolster shopfitting business
solutions that have good product market fit

and expand customer base

2
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UK trends continue to drive opportunities

UK facing challenges,
some already overcome by
Scandinavian retailers:

« Labour costs increasing
* Labour scarcity

* Inflation means frequent
price changes/promotions

« Rising theft and retail crime Sainsburys
&) TESCO
\/j ALS StrongPoint
Driving opportunities \\
M&S
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Market opportunities: UK

~
N

Vensafe

Market Entirely untapped
Insights ~ market in the UK. No
other solution exists

quite like it on the

market, yet theft

continue to soar

Solution Oo
Penetration A)
Opportunity
Likelihood HIGH

AutoStore

Micro
Fulfillment

Latent demand for
automation in UK,
market conditions
have delayed
Investment
decisions

10%

HIGH

Grocery
Lockers

Many grocery
retailers have
tested lockers
in the past and now
faced with last mile

cost increases

5%

HIGH

\

Product S b
1 @

i ‘¥ )‘“'

Electronic
Shelf Labels

Many grocery
retailers testing

solution as business
case improves with
labour costs rising

30%

MID

Self-
Checkout

Used by almost all
grocery retailers,
many coming to end
of life-cycles and
looking for next
generation solutions

100%

MID

Order
Picking

Currently
e-commerce is
12% in UK, all
players except
ALDI and LIDL
already have
order picking

in place

30%

MID
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Sainsbury’s picked StrongPoint

Contract signed Q1 2024 Potential additional StrongPoint solutions
3 = T ’ —=
Giocer 0 0 @B LY et = -
Sainsbury’s taps StrongPoint for manual Vensafe | ) — E

picking solution

Grocery Lockers

Electronic Shelf Labels

@ StrongPoint






Increasing focus on grocery retalil

" k.
g
- -

Today, majority of business is serving non-grocery retailers

Only ~15% of StrongPoint Spain’s revenue comes from
grocery retailers

Successes:

MUIWIERKCA| TUQUPER

We have been successful in a number of retailers with our 4.7
strategy and are starting with a first solution to more than 5
new grocery retailers from a list of approx. 50

MERCADONA

“ Breakthrough grocery success as a door opener

@ StrongPoint



About ) MERCADONA

1,600 stores in Spain, 50 in Portugal
Employs over 95,000 people

Dominiates Spanish market with >26%
market share e

Almost half of all transactions in
Mercadona are made using with cash
= 10% of a//cash transactions in Spain

Mercadona looked for partner to develop ———— ‘ L AW ’
solution to drastically reduce the costs of R it B R MR <SR N e o ey
handling cash

PR oY -.'
SRR S

@ StrongPoint



CashGuard Connect . .

World’s first end-to-end cash via legacy pneumatic tube systems
automation solution

from customer to cash-in-transit pickup with zero
staff intervention at checkout or back office

Notes are counted, checked and
flattened. Cash-in-transit partner

alerted when pickup is needed

@ StrongPoint



CashGuard Connect: Purpose built for grocery retalil

reduces costs

~casn [

+ Makes cash transactions easier and safer for customers and store staff

@ StrongPoint



Market opportunity for CashGuard Connect

MERCADONA v

Spain €1/4BN Europe €2BN

First installation in-store.

Plans for industrialised Many European grocery

production underway 5+ grocery retailers have . .
with first output relevant infrastructure: 0 nreeutrarllaetircsg Fusbe es;r;wsllte;rms
expected H2 2025 pneumatic tube system (ALS = Air Link System)

@ StrongPoint



Market opportunities: Spain

Cash
Management
Market Mostly manual
Insights cash handling in
grocery stores
Solution
Penetration 5 %
Opportunity
Likelihood HIGH

@ StrongPoint
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Self-
Checkout

Most of tier 1
have deployed
and many tier 2
players are now

testing the
concept

25%

HIGH

\ S

Product ~ P
1 @

.
Hm 4 X 5

Electronic
Shelf Labels

Grocery retailers
testing and
deploying ESLs yet
few mass rollouts

10%

HIGH

Scales

Most grocery
retailers have scales
however many are
considering for
next generation
solution with Al
capabilities

100%

MID

Grocery
Lockers

Grocery e-
commerce
penetration is low.
Grew 20% in 2023
and expected to
continue to grow,
driving interest in
grocery lockers

25

HIGH

Order
Picking

With e-commerce
growth order picking
solutions demand
increases

25%

HIGH



Financial update
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Where we are today and our 2025 estimates

2023 Results 2025 Estimate
% Revenue 1 358“ 1 5_1 8Bﬂ
NOK NOK

ﬁ?ﬁ EBITDA O% 4—6%




2025 estimates: Scandinavia

Revenue and EBITDA margin

(MNOK)
CAGR 1-10%

7-82%

EBITDA

7%

EBITDA

636 650750

2023A 2025e

Overall challenging market
conditions in 2023 and so far
in 2024

Norway: Increase in in-store
deliveries, off-set by expected
reduction in payment
solutions

Sweden: Increase in in-store
and checkout

Stable margins, continuous
measures to maintain and
strengthen through
operational excellence

@ StrongPoint



2025 estimates: International

Revenue and EBITDA margin

MNOK
CAGR 10-20% . Baltics and Finland: Increase in

5-8% Checkout, plus recurring
=BITDA revenue from POS/ ERP

« Mixed performance in 2023

« Spain: CashGuard Connect
-1% rollout anticipated H2 2025

EBITDA

« UK: Restore Shopfitting volume,
850—1 050 growth in E-commerce

706

* Margin improvement through
scalability and operational
leverage

2023A 2025e

@ StrongPoint



2025 estimates: in-store & e-commerce split

Revenue
MNOK CAGR 5-15%
15001800
1 342 E-commerce
AN AN
CAGF{°
1 300-1 500
1216 In-Store
2023A 2025e

In-store

* Increase in ESL projects,
Self-checkout and
CashGuard Connect

E-commerce

* Increase in Order Picking,
Grocery Lockers and
AutoStore projects

@ StrongPoint



M&A update

Integration of completed acquisitions M&A activities and looking ahead
StrongPoint ALS (UK and Ireland) — June 2022 « Short-term focus on improving

* Revenue of MNOK 283 in 2023 current operations

« Stand-alone first year (Shopfitting) _ _
 Integration completed ~summer 2024 with new «  M&A could be important lever going

forward at the right time and in the

leadership team . .
right conditions

* Expanded offerings, e.g. ESL, Vensafe, Order

Picking » Complementary solutions which

could add to our current offering

i N and strengthen our USP
StrongPoint Hamari (Finland) — October 2023

* Revenue of MNOK 14 in 2023
» QOperating stand-alone, but included in the Baltics
region, focusing on commercial synergies

@ StrongPoint



-inancing update

Net interest-bearing debt and IFRS 16 lease obligations
(MNOK)

Increase of (not interest-bearing)
lease obligations in 2023 due to
new premises in Norway

« Gone from almost zero interest
87 bearing debt to debt situation
« Secured new financing better
suited to our growth ambitions in

UK and Spain with bigger, more
demanding customers

81 77 . .
« Equity ratio covenant of 30%
« Solid balance sheet with 46%
2022A 2023A Q1 2024A equity ratio
. IFRS 16 Leases (not interest-bearing) Net interest-bearing debt

@ StrongPoint




Strong history of dividend payment

Dividend : :
NOK per share « Policy continues to
be to pay dividend
1.50 and increase
Extraordinary o
dividend * No dividend for 2023

« Focus on managing
debt

1.00

0.90
0.80
0.70
0.60
0.50 0.55
0.45
0.35
0.30
I IIIII |||||

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
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Concluding comments
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StrongPoint 2020 vs. 2024

StrongPoint before new strategy released StrongPoint in 2024

3 business areas, 16 offices incl. Russia and
Malaysia

Solution sales with high potential for additional
recurring software income and professional
services

Mainly selling hardware with some service
agreements

Organization with competence to serve

Developed staff to serve grocery retailers with
retailers in general with legacy products

expanded portfolio of solutions

Serving leading Scandinavian and Baltic N Started serving the very top tier-1 European
retailersonty 77 &3 grocery retailer clients

Dependent on a few large customers in 2-3
countries

Platform for reduced risk profile: wider
customer base across 9 priority countries

@ StrongPoint



Challenges and opportunities

Facing multiple challenges
and working to overcome
them: reduced costs,
transformation program incl.
operations and products

Lots of opportunities in
traditional and future key
markets: and our
Investments are now starting
to bear fruit

@ StrongPoint




Long-term financial aspirations

> _—
S (@) —
Revenue EBITDA Continue to pay
growth >10% and increase the

dividend forward
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Key priorities

4n = T
0 Al 4 iy -
tose | ’
Ve Sainsbury’s ) MERCADONA
Transform traditional core markets Build on initial success for
of Norway, Sweden and further large-scale operations in
grow Baltics and Finland UK and Spain
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Ihank you
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