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Disclaimer | Forward looking statements

Certain statements in this communication may constitute forward looking statements. These statements are based on
assumptions that are believed to be reasonable at the time they are made and are subject to significant risks and
uncertainties. You should not rely on these forward-looking statements as predictions of future events and we undertake no
obligation to update or revise these statements. Our actual results may differ materially and adversely from any forward-
looking statements discussed on this call due to a number of factors, including without limitation, risks from macroeconomic
developments, external fraud, inefficient processes at fulfillment centers, inaccurate personnel and capacity forecasts for
fulfillment centers, hazardous material / conditions in production with regard to private labels, lack of innovation capabilities,
inadequate data security, lack of market knowledge, risk of strike and changes in competition levels.
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Today’s speakers

Stefan Smalla Delia Lachance Sebastian Sauberlich
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Our mission
56 To inspire and make every home a beautiful home.?
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Our agenda for today

Westwing’s unique Westwing’s Strategy and
business model love brand Targets 2024/25 Financials Q&A
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Summary of Westwing Capital Markets Day 2021

Westwing uniquely combines the superior profitability of a consumer love brand with the
opportunity of a high-growth eCommerce business

Creativity, inspiration and loyalty are at the very core of Westwing - this is what makes us a
consumer love brand and this is how we differentiate

The opportunity is massive in our EUR 120 billion market due to dynamic eCommerce
adoption and our brand’s transformational power to make everyone a Home Enthusiast

With our “Westwing Customer Experience 2.0” we follow a clear strategy to
grow to EUR 1 billion revenue by 2024/25

We are a highly profitable and cash-generating, high-growth business
targeting 15% Adj. EBITDA margin in the long term
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Westwing’s unique business model

Speaker: Stefan Smalla




Westwing: The Home & Living consumer love brand

G

Interior
design is
never just
about what
you see, it’s
about what
you feel.

)2

Love brand

Much more
than furniture

Inspiration,
curation, editorial

We have built a brand that
customers
love

We sell gorgeous products across all
Home & Living categories

We inspire our customers with the
best products, styles, and rich
editorial content
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We are uniquely combining the profitability of a consumer love brand with the
opportunity of a high-growth eCommerce business in a EUR 120 billion market

Consumer
love brand

Home & Living
eCommerce

Superior
profitability

Massive growth
potential

WESTWING ¢



We are uniquely combining the profitability of a consumer love brand with the
opportunity of a high-growth eCommerce business in a EUR 120 billion market

~ gy

Home & Living
eCommerce

Massive growth
potential
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We are targeting a huge addressable market

Global Home & Living market c. EUR 575bn
B EEEEEEEEEEEEEE———————————————————————————————————K

Westwing footprint Home & Living market

Source: Euromonitor International as of April 19, 2021. Scope: Home & Living is defined as “Homewares and Home Furnishings” WES’ | \ A }ING 11



Home & Living is very early in eCommerce and provides a massive growth opportunity

eCommerce market penetration of total market [%]

60% ..............................................................................................................................................................................................
50% ............................................................................................................................................................................................
40% .........................................................................................................................................................................................
X . Consumer
c. 3x penetration upside electronics (2020)
30%
Fashion (2020)
20% ..........................................................................................................................................................................................
eCommerce Home & Living (2020)
10% ............................................................................................................................................................................
eCommerce Home & Living (2019) u
0%
Source: Euromonitor International as of April 19, 2021. Scope: Home & Living is defined as “Homewares and Home Furnishings” within Westwing’s European footprint. Consumer W’ESTWING 12

electronics market defined as “Category Consumer Electronics” and Fashion market defined as “Category Apparel” for Western European markets.



We are uniquely combining the profitability of a consumer love brand with the
opportunity of a high-growth eCommerce business in a EUR 120 billion market

Consumer
love brand

Superior
profitability

WESTWING 13



Consumer love brands generate superior profitability by building long-term
customer relationships

Consumer
love brand Standard eCommerce
g Customer lifetime value Low
Pricing and margin power Low
i@ : .
#o Marketing efficiency Low
€ Profitability Low

WESTWING
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All consumer love brands start from a core of enthusiasts — the great ones have the
transformational power to make everyone an enthusiast

Best practice consumer love brands

2 Core of :: '1: EVERYONE becomes an enthusiast for
‘ DESIGN ENTHUSIASTS well-designed electronics products
Core of :
'1: Trans- '1: EVERYONE becomes a sports enthusiast
2Bl B Bl formational and athlete, or dress like one
AND ATHLETES sower
Core of :: '1: EVERYONE becomes an enthusiast for
COFFEE ENTHUSIASTS : casual high-quality and on-the-go coffee
WESTWING
Core of HOME ENTHUSIASTS C:> C{> EVERYONE becomes a Home Enthusiast
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We are uniquely combining the profitability of a consumer love brand with the
opportunity of a high-growth eCommerce business in a EUR 120 billion market
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The Westwing love brand

WESTWING
85%

of sales from
customers who visit
us on average

Note: As of 2020

>100x
per year

WESTWING
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The loyalty of our customers results in best-in-class
repeat order shares of 80%

Best-in-class

O /0 of orders are placed by

loyal repeat
customers

Note: Repeat order share calculated as average of 2019 and 2020 WESTWING
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We have almost subscription-like GMV retention rates

GMV and retention rate of existing members [EUR m, GMV share of previous year in %]

502

252

230 - W 93% _
90%

2015 2016 2017 2018 2019 2020

GMV from new members of that year - GMV from existing members of prior years Retention rate

Note: Members are defined as successful registrations (incl. mail address). Cohorts of new vs. existing members are based on registration date. WES’ | \ A }ING 19



Westwing customers have a very high lifetime spend:
EUR 1,300 after 7 years already (and counting)

Cumulative GMV per DACH customer over 7 years [EUR]

1,600

S
S

1,200 -

800 H

400 A

0 I I ! ! ! ! 1

First 1 Year 2Years 3Years 4Years 5Years 6Years 7 Years
Purchase

Note: Based on the DACH 2013 cohort of c. 80k first-time customers

1,300 EUR GMV after 7 years

Loyal customer base results in a
very high lifetime spend

7 years and counting

Customer lifetime spend continues to
increase and increase, it doesn’t stop

WESTWING
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Business model: We build our customers’ loyalty through our unique Flywheel

Organic Marketing Daily Themes

WESTWING

Westwing Collection Permanent Assortment

WESTWING
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Business model: We build our customers’ loyalty through our unique Flywheel

Organic Marketing ) Y Daily Themes

WESTWING

Westwing Collection Permanent Assortment

CCCCCCCCCC
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Daily Themes are the start and end of our business model Flywheel — as a curated
shoppable magazine, we combine daily inspiration, freshness and unique content

Daily Broad Home & Storytelling Rich editorial Attractive
themes Living assortment presentation content prices

IIUHV M
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Sichtschutzwiinde fiir draufen
Neugierige Nachbarn? Mit den Sichtschutzwanden
haben Sie einfach mal Ruhe. Jede Garten-Party, das
Sonnen oder Daydrinking auf lhrer Terrasse bleiben so
herrlich privat

Endet So., 09.05. 23:59

1 In den Warenkorb

Lieferdatum: in 3 bis 4 Wochen
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We uniquely combine inspiration and shopping in a “curated shoppable magazine”

Inspiration/content

Badezimmer einrichten
Unsere Interior
Experten verraten
Ihnen die besten Tipps
& Tricks fur die
Badezimmer
Einrichtung. Lassen Sie

sich inspirieren!

Balkon gestalten

Der Balkon ist ein
schoner Rickzugsort an
langen Sommertagen.
Grund genug ihn etwas
zu verschonern. Wir
zeigen |hnen die besten
Tipps zum Balkon

gestalten!

Combining ‘best of both worlds’ in
an online curated platform

Verlingerte Friihlingsabende

Auch wenn es schon linger hell bleibt, geht jeder
gemitliche Abend mit Feuerschalen, Laternen &
Plaids in die Verlangerung

Endet Mo,, 29.03. 23:59

Outdoor-Rattan-Sitzgruppe

W now

Colloction  WestwingNow

eCommerce

//
&
< > < >
Westwing Collection Westwing Collection
Wandobjekt-Set Ray aus Rahmenloser Wandspiegel Erin
Metall, 3-tlg. 4299¢€
7999 € Wik
* & & & f 204

<

Parks London
Duftkerze Parks Original
(Vanille & Zitrus)

2199€

Jacob Baden
Gerahmter Fotodruck Pier
Angeli und James Dean

3 * & % % (D
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With our daily newsletter, we gradually pull our customers into our world and build

loyalty and brand trust

Daily emails introducing the events of the day

Events are exclusive product offerings based on ...

1k
h Brands

f:»é
= W Themes
e

On average, c. 6 events per day

Im Video: 3 Bett-Stylings

Einfach morgens das Bett machen, ist ein Basic-To-do.

Warum dem Bett nicht ein Tages-Outfit verpassen? Wie
- und

as
as
genau das fiir den Boutique-Hotel-Chic, Natural
Boho-Look gelingt, zeigen wir hier

ZUM SALE

& v Antworten

=

WESTWING
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The Daily Themes model provides urgency and playful fear-of-missing-out to customers,
which helps in building loyalty and conversion

Products available for a limited time

1-300 SKUs per event
250,000%) SKUs per year

5,000 suppliers

%

Urgency and playful fear-of-missing-out
translates into loyalty and conversion

Note: 1) Example Germany 2020

Beautiful imagery
triggers inspiration

Curated selection
of products
featured as part of
the event

Limited stock
triggers urgency

Best price,
but not focused on
discounts

Wohnen am See @

Events centered
around themes

Der Look & das unwiderstehliche Gefthl, nah
am Wasser gebaut zu haben, gibt's hier zum

Endet So.,18.04. 2359 @

W f}/v‘

AUSVERKAUFT

Samt-Schaukelstuhl

Wing Kissenhiille Asteroidea

Westwing Collection Westwing Collection
399.- 1o 14.- 1

now 13

Time limitation
triggers urgency

WESTWING 26



Business model: We build our customers’ loyalty through our unique Flywheel

Organic Marketing ) Y % Daily Themes

WESTWING

Westwing Collection Permanent Assortment

CCCCCCCCCC

WESTWING 27



In our Permanent Assortment WestwingNow, we then monetize our loyal customers at
very attractive margins through cross-selling and up-selling

WESTWINGAOW

PERMANENT ASSORTMENT

WESTWING

DAILY THEMES

Acquire, retain, engage Cross-sell and up-sell

* Efficient acquisition and e Scalable supply at

retention even higher margins

° Very hlgh customer LASSIGES TISCH-STYLING (esp. WeStWIng CO”eCtlon)
engagement and repeat - * High growth and profitability
purchases

* Leverage collected customer
e Rich data on customer data to offer relevant assortment

preferences and supplies

WESTWING 28



Our Permanent Assortment serves our loyal Daily Themes customers for considered and
planned purchasing decisions

WESTWINGAOW

Mabel
2359 Produkte

c. 15,000 products always available

Search feature to look for specific products

Filters to drill down into specific categories

Shop the looks with 400+ rooms furnished and shoppable

Wishlist to save products for later

WESTWING
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Business model: We build our customers’ loyalty through our unique Flywheel

Organic Marketing ) Y % Daily Themes

WESTWING

Westwing Collection Permanent Assortment

WESTWING

CCCCCCCCCC
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Our Westwing Collection leverages the loyalty to our love brand with bestsellers tailored
to the taste of our customers at good prices, high quality, and very high margins

WESTWING

COLLECTI ON

Unique in-house designs

Strong value-for-money

High product quality

Very high margins

Strong customer
loyalty

High brand
perception

WESTWING
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We generate extraordinary Westwing Collection margins because of our pricing power
and sourcing power: 12-15%pts higher Adj. EBITDA margin than from third party suppliers

Adj. EBITDA margin [%]

+12 to +15%pts

Pricing power from love brand

Direct sourcing from factory

Third party suppliers Westwing Collection

Note: Westwing Collection Adj. EBITDA upside originates from its higher contribution margin. WES‘ [ \ A }ING 32



Westwing Collection is our most powerful strategic initiative — we are growing our
Westwing Collection share to 50% of GMV in the long term

Westwing Collection share of total GMV [%]

N\ /
o " \WESTWING ‘- .
Strategic target *—= ~ UfIVers

mg"zrx\ggc DACH Increased customer reach and awareness of

40% \
30%  OWESTWING Westwing Collection
y Q1-2021:31%

WESTWING DACH Category expansion of Westwing Collection
et 20 to cover the whole range of Home & Living
categories

WESTWING
- / Q4-2017: 12%
International growth of Westwing Collection

0% |

20%

WESTWING 33



Business model: We build our customers’ loyalty through our unique Flywheel

Organic Marketing % Daily Themes

WESTWING

Westwing Collection Permanent Assortment

CCCCCCCCCC
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Our Organic Marketing model is the ultimate love brand builder — we provide inspiration

and content to our target group through a magnitude of engaging channels

/ N Referral
7 AN )
- marketing EUR
500,000 53,000,000
ful invites t \
i | PRmedia value
in
kgyg\’n?o(:gs Content
| in top 10 search O marketmg
4700 “¥  YouTube ‘ engine FaNSES Instagram 4,350
’ : 7 400 000 videos and
nev(\a/;T:tl'lers 1’200:1?/(2)10 @ ' foIIow'ers 10,800
in 2020 views in , .
X Pinterest 53,000,000 &
weekly unique reach
2,000,000
traffic in 2020 7

posts/day/country

Note: Numbers per 28th March 2021 WES | \;V ING
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Our biggest Organic Marketing channel is Instagram with massive increase in followers

Instagram followers now at >7 million across Europe and growing

Weekly development of Instagram followers [m]

8m -

. Massive
increase in followers

dm

- “m

om |m|||||||||||||IIIIIIIIIIII||||||||||||||||||||||"l|"l|""|"l|"l|"l||||||||||||||||||||||||||m‘m‘m"m‘mH“H“H“H“H“”

2016

Note: Instagram followers based on the sum of all Instagram accounts of each country Westwing is active in

2021

WESTWINGDE
Beitrage

O westwingde @

Geféllt 2.127 Mal

westwingde Da muss ich erstmal eine Runde driiber
schaukeln! (&
#it Shoppt folgende Produkte: mehr

A Q B® © O
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Our customers’ engagement on social media is best-in-class

We trail only Mercedes-Benz in social media engagement in Germany

< WESTWINGDE

T 00000
-~ Brand analysis for December 2020 # of interactions

1 Mercedes-Benz 2.5m

WESTWING Westwing DE 2.2m

NETFLIX Netflix 2.1m

Q11D Audi 1.2m

o B~ W N

Qv
Gefallt 11.210 Mal
westwingde Wenn Boho den Balkon erobert... « | %@ H
~ isnEp Disney 0.9m
#)l Ladet Eure Freunde zu WESTWING ein und... mehr :
(4] Q ® ) ®
Source: https://www.horizont.net/marketing/nachrichten/german-brand-ranking-westwing-verdraengt-netflix-von-platz-zwei-aldi-nord-macht-riesensatz-188480 WES’ | \ A }ING 37

Note: Brand ranking for Germany


https://www.horizont.net/marketing/nachrichten/german-brand-ranking-westwing-verdraengt-netflix-von-platz-zwei-aldi-nord-macht-riesensatz-188480

We generate 94% of our traffic through our own channels

Traffic share Organic vs. Paid Marketing

in 2020 [%] Offering our customers a vast amount of

relevant content and inspiration is the basis to
our organic success

Traffic focused on engagement not conversion

C:> ) Strong organic visits driven by daily newsletter
and social media

Paid ] Organic

WESTWING
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Our Organic Marketing model is highly differentiated vs. typical Paid Marketing models

Westwing Organic

Typical Paid

Marketing model Marketing model

@#ﬂ ; Asset-building Low
KS_ A .
&@% Operating leverage Low
@ Inspiration and engagement Low
%EE Entry barrier for competitors Low

o . Expertise Budget
ﬁ Q Q Competlt“’e advantage Creative talent Algorithms

WESTWING



Our Organic Marketing model results in rapid payback times of c. 12 months and
extremely high long-term ROls

Return on Marketing Investments
Member acquisition costs to cumulative contribution profit

3x return

2017 Cohort

2X return

2020 Cohort 2018 Cohort

2019 Cohort

1x return -

Months

Note: Return of marketing investments calculated as cumulative contribution profit in relation to member acquisition costs of a given cohort. Member acquisition costs defined as WES’ | \ A }ING 40
marketing costs of a given period divided by new members in the respective period.



Accordingly, we allocate most of our marketing invests into Organic and support these

investments with Paid channels

Share of Organic vs. Paid Marketing investments in 2020 [%]

Paid
Performance

Organic

Employees in Organic Marketing functions [employees per end of period]

236
210
169
106
78
2017 2018 2019 2020 2021
(as of May)

WESTWING
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The Westwing Flywheel is the perfect business model to serve our customers

Organic Daily
Marketing Themes
WESTWING C{>
Westwing  westwinG Permanent
Collection Assortment

We attract and serve our customers through ...

In- & Outdoor-Stuhl Miriam

Great content Attractive prices

Bestsellers from
Westwing Collection

~ma,

Effective énd efficient

communication

WESTWING



The Flywheel is supported by a state-of-the art platform of Creative experts, leading-edge
inhouse Technology, scalable customized Operations, a passionate and diverse team

Creative Technology Operations

Alles fiir ein schanes Zuhause

Www.westwing.de

WESTWING 43



200+ Creatives are the foundation of our love brand

Creative Team
200+ world-class experts

Creatives cover all business areas

-
(
I
- {
|
0 1 A
i1
| \
! [ . |
/) Iy |
) If !
| yerrs
) { {
IR | A
A | ! I I
i 1| {
i H ] |
I il (I i
I’ \‘\ ek
R R 1
“u LB EREEOREEY

| Creatives scout and define new
Delia Lachance Sebastian Freitag Alexandra Tobler Giorgia d’Amico

, 15t and styles and trends
Founder & Chief Creative Director Creative Director Head of Content
Creative Officer Daily Themes Global Westwing Collection Production

of brands and products

Creatives take the final decision in
product offering

&
Y
@/ Creatives curate from a vast ocean
Y

MEDIA GROUP

%} -
8L B ELLE CONDENAST Burda..

BN AKADEMIE MODE & DESIGN my/‘ﬁﬁwa/z PRONOVIAS marie claire (H’

InStyle  COSVOPOLITAN TirFANY& COo.  HUBLOT

2NN

Marta Suchodolska Alice Etro Ana de Olazaba Sarah Bachmair

. .e, T

Creative Director Creative Director Creative Director Creative Director
Poland/CEE Italy Spain DACH
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We are a Technology company through and through

Westwing's purpose-built Technology platform

Inspirational and state-
of the art front-end on
sites and apps

&l

o ‘_J

Scalable Operations
platform for order
fulfillment

%8

In-house Technology team

Big data analytics
capabilities

of 180+ engineers

Cloud based and
highest data security
standards

WESTWING
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The front-end to our customers on sites and apps strengthens our love brand

Maobel Deko

Jetzt shoppen Jetzt shoppen

Leuchten
letzt shoppen

Textilien & Teppiche
Jetzt shoppen

WESTWING 46



We are mobile-first

Mobile visit share of total visits [%]

76% 79%

73%

Focus on mobile leads to
constantly improving customer
experience and subsequent
conversion uplifts

by Lassen
Ob die kubischen Kerzenhalter, architektonischen Schalen

oder cleanen Mobel - die danischen Design-Klassiker sind

S Wi {

— S 3
— !
—_—
—_—
—_—
—_— il A

t ommende Sales nladen ollection festwingNow

(5/5 Westwing app rating)
Based on c. 70,000 ratings 2015 2016 2017 2018 2019 2020

Note: App rating based on German Apple App Store as of April 15, 2021 WES’ | \ A }ING



We have built a European logistics and warehouse network that masters the complex
logistics in the Home & Living market

Poznan, Poland
~80,000 sgm
202, 920 Workers European logistics network of 6 warehouses
@
é”// % \N. Warsaw, Poland _
/ 4,000 sqm 110,000 sqm warehouse space provides
’ ity for c. EUR f
/ 202, 120 Workers capacity for c. EUR 650m of revenue
European wide management of
® Milan, Italy >30 international and local freight partners
\ ~9,000 sqm
. 222 62 Workers Highly scalable and CAPEX-light expansion
- options
Barcelona, Spain
% ~17,000 Eqm In-house developed fulfilment Technology
222 140 Workers olatform

Capacity 2% Workers —> Delivery areas —> Cross-Warehouse

Note: Number of workers are based on seasonal peak times and include temporary workforces, which are not considered own Westwing employees in our official employee reporting WES’ | \ }ING 48



Impressions from our main warehouse in Poznan, Poland

e T s
A

T AN
J e

W\
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Our customer service team ensures customer centricity from the core

E E What our customers say
In-house team to ensure highest quality standards
Team of 160 FTE with c. 75% in-house agents Fast answer and perfectly

solved! Thank you!

Fast and solution-oriented service That’s what | call service,
Average hotline waiting time: 15 sec? fast and uncomplicated.
98% of customer tickets answered within 24 hours? Great!

Super friendly and
High customer satisfaction competent service agent.

Trustpilot score of 4.62)

JJ

Note: 1) In DACH in Q1 2021; 2) In DACH as of April 2021 WESTWING 50



Key to our success is our team and their passion

We are proud to have built ...and our very own

a truly diverse team... and positive culture at Westwing
29
888 1,775 employees ﬁ@ﬁ? Employee satisfaction survey?
@ 60+ nationalities Satisfaction with
working at
Employees Westwing
@jlgoy 62% female
38% male
Feeling of
Senior leaders belonging to
53% female team
47% male
Note: Group data per end of 2020, employees based on headcount, Senior leaders defined as WESTWING 51

executives and their direct reports
1) Employee satisfaction survey in March 2021 for HQ in Munich




Westwing is managed by our experienced Executive team

A |
Andreas Hoerning
Managing Director

Stefan Smalla
Chief Executive Officer
10 years at Westwing

Sebastian Sauberlich
Chief Financial Officer
7 years at Westwing

Delia Lachance
Chief Creative Officer

10 years at Westwing
Westwing Collection

6 years at Westwing

M\
Tobias Seitz
Chief Marketing Officer
8 years at Westwing

J
Sebastian Freitag
Global Creative Director
9 years at Westwing

Miriam Rabung
Director HR & Organization
5 years at Westwing

Adam Maschek
Chief Technology Officer
10 years at Westwing

Permanent Assortment &

Steffani Busch
Chief Operating Officer
5 years at Westwing

Matthias Siepe

Managing Director Daily
Themes

10 years at Westwing

Jutta Rumpel

Head of Corporate
Development
(on maternity leave)

0.5 years at Westwing

Alessa Vogler

Interim Head of Corporate
Development

2 years at Westwing

WESTWING 52



Based on the consumer love brand strategy and focus on inspirational eCommerce, the
Westwing business model is superior to standard eCommerce retail models

Westwing Standard eCommerce
e Customer loyalty Low
Pricing power Low
@@ Own collection share Low
#o[&I Marketing model Mainly Paid
@ Marketing ratio Moderate High
ﬂl}l Profitability High Low

WESTWING



Key takeaways from Westwing’s unique business model

We are a Home & Living consumer love brand

We uniquely combine the profitability of a consumer love brand with the opportunity of a
high-growth eCommerce business in a EUR 120 billion market that is moving online

Our business model, the unique Westwing Flywheel, perfectly serves our customers of
Home Enthusiasts and builds extremely strong loyalty

Our Organic Marketing model is highly differentiated vs. typical eCommerce models
and perfectly leverages our creative and inspirational core

Westwing’s love brand and inspirational eCommerce business model result in a
superior profitability compared to standard eCommerce

WESTWING
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Westwing’s love brand

Speaker: Delia Lachance




,Love brands’ — brands that exert such strong attraction on consumers that they are not

only preferred over other brands but are actually ,loved’

How does the love show?

Consumers highly identify with the brand;
it becomes part of their life and personality

Consumers have a higher brand loyalty and stay
connected

Consumers become ‘blinded by love’ — the connection
with the brand is more important than the price tag or
actual needs

Consumers become brand advocates and promoters —
beloved brands are protected by their fans

Love brand companies attract better talent

WESTWING
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We are the leading love brand for Home Enthusiasts

Love is all about an emotional connection. Love is not rational.

Love has a lot of reciprocity. The love we have for our customers
is shown in everything we do — it is part of our brand DNA. Our
mission is to make every home a beautiful home, to inspire our
customers at every touchpoint and be their one friend who
always has the best interior advice.

This intimate connection that we create with our customers and

that we tenderly nurture every day makes us the leading love
brand for Home Enthusiasts.

WESTWING 57



We are the leading love brand for Home Enthusiasts.
And this is how we do it: Customer communication

We stay in touch and create meaningful connections with our customers and our Westwing community by offering much
more than others — curation, great advice, entertainment, daily inspiration!

Our newsletter is our daily dose of inspiration

delivered to millions of Westwing customers

every day.

Daily newsletter

WESTWING

/

vfre'st" %

ALLE SALES SHOPPEN

\%‘ j

UNSERE GROSSE LIEBE? BEQUEMSTE SOFAS,
DIE DIE PERFEKTE BUHNE FURS FLAZEN,
SCHLUMMERN & ZUSAMMENSEIN SIND.
IDEAL DAFUR? DIE SOFA-KREATIONEN
Ingiaat VON FREISTIL ROLF BENZ.

/(| 1M SCHLAFZIMMER: | |

Zarte Farben

WESTWING

Our most personal voice to our customers and a
community of likeminded friends rather than simply
customers. Several times per day, we engage with our
community of 7 million followers on Instagram.

! o -\

INTERIOR |

DESIGNISERVICE

INTERIOR PROBLEM: TEPPICH-GUIDE

g Theresa Nyari oo
. Westwing Instagram Manager

Tina Dietz
Westwing Interior Design Service

Interior-Problem:

Teppich-Guide
41,2K views

Social media

O westwingde @

|

WESTWING

58



We are the leading love brand for Home Enthusiasts.
And this is how we do it: Brand experiences

We always innovate and offer new experiences to our customers. We provide value, we exceed their expectations,
and we offer the most memorable brand interactions.

Westwing Academy Delivery Service Interior Design Service

We constantly New love project:
innovate new channels to interact with Delivering beautiful homes, the ’, I shed tears when | saw the concept

our customers and educate them. Westwing way. ” R e for the first time — Julia F., Neuaigen

. g . T ”g (customer email in response to the concept created by our

for the "Westwing Delivery Service”! Interior Design Service)
Excellent customer experience!

— Lennart S., Munich (customer feedback incl. '

picture of the measuring stick and the card our delivery WESTWING
service gifted him) INTERIOR DESIGN

-5 r.»""\' i P >

WESTWING
ACADEMY

Scandi Style |

——

Unsere Designer entwerfen Thr
individuelles Raumkonzept

WESTWING 59



We are the leading love brand for Home Enthusiasts.
And this is how we do it: Brand advocacy

Love radiates! Our employees and our customers are the best and most authentic brand advocates and brand ambassadors
we can have, and they eagerly show their love on social media.

User-generated content

Employee & customer home stories With the #MyWestwingStyle hashtag,
over 188,000 pictures have already been shared on Instagram by our
Westwing community — and counting.

WNEN \
© 1,

KLEINEM
RAUM

.

s hyggelillig 5 ‘A" tasselsandfringes
Stuttgart - Miinchen

34}

Dl
ZU HAUSE BEI
Westwing Mitarbeiter Martin

i 7 TR
oQv N

ZU HAUSE BEI

- s Qv A
We Sth n g Ku n d l n | Sa b e I I a @ Gefllt westwingde und 13.384 weiteren Personen ’n‘ Gefallt i und 9.463 wei
- s, m— aboutthe_home Werbung - Verlinkung. . Personen
i ez Gefallt 182 Mal tasselsandfringes Organische Formen @
hygagelillig Hej hej! #balkonien ist jetzt startklar und ich Ein Interior Trend der wohl erstmal bleiben wird. Und

genieBe gerade jede Minute dort drauBen... da kommt
ja fast ein bisschen #urlaubsfeeling auf &
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We are the leading love brand for Home Enthusiasts.
And this is how we do it: Current trends

Being with the Zeitgeist and engaging in current trends is a key priority for us! Our business model and our strong
community allow us to identify customer needs and respond in real-time.

. Social Media & Influencers
Laughing together as well as

getting through rough patches
From baking banana together — this is what strengthens
bread to celebrating an relationships. We live with our
intimate socially distant customers in the here and now —
wedding — we know what be it by sharing a laugh or
is on our customers’ entertaining
with glances @ oo
into our -
favorite
influencers’
homes while
being stuck
at home.

o e e e e e e e o e

" WESTWING
Homies

Qv -

‘)\» Gefallt mariasp und 8.501 weiteren
Personen

Naghricht senden
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We are the leading love brand for Home Enthusiasts.
And this is how we do it: Sustainability

The planet is our home, and we are all about homes and the people living in them. Sustainability is a top priority for us,
and we launched several initiatives to support this evolving goal that is also important to our customers.

dom Our boxes are made from 100% recycled material.

areen the plonet Even the color (turquoise coating) is biodegradable.
We actively and steadily work towards reducing the
footprint we leave

WESTWING behind.

let’s

Westwing Forest

This forest was created by

Mater

Fur ihre fair produzierten Design-Mobel kombiniert die ...

Project

Westwing Forest

For every friend our customers
referred to Westwing, a tree was
planted.

With our ‘We care’ label we want to
highlight brands that care about the
environment and share our ethical
values.

WESTWING &2



We are the leading love brand for Home Enthusiasts
And this is how we do it: Collaborations

Having strong cooperations with style icons and telling great authentic stories via PR is essential to our love brand strategy.
Seeing the tastemakers with our products makes Westwing a truly aspirational brand —a go-to brand for Home Enthusiasts!

= ZDECQOR ARCHITETTURA DESIGN TRAVEL CASE DESIGN SHOW

IL NUOVO UFFICIO DI CHIARA FERRAGNI? UNA GIUNGLA
URBANA CHE TOCCA IL LATO GLAM DEL DESIGN

Westwing, il restyling del tempio di The Blonde Salad é un cambio look fashionissimo

EEEEEEEE

volvera empezar 9

Nuovo ufficio per Chiara Ferragni e per la sua crew di The Blonde Salad:
limprenditrice digitale da 21,8 milioni di followers su Instagram ha trasferito

la sede della sua azienda, pur rimanendo nel cuore di Milano, in uno spazio pilt
grande. Il motivo? Molto probabilmente, ampliamento e consolidamento del suo
business. Con un fatturato annuale che si aggira intorno ai 18 milioni di euro,

_ Gotvela PLATCHse hamuac e
Estambul al centro de MADRID a una casa
de hechuras clasicas que ha llenado de
DISENO. Cazy pero funky, como dice ella

Chiara controlla e amministra infatti ben tre aziende che promettono crescita e
avanzamento nonostante le ripercussioni economiche negative del Covid-19
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We are the leading love brand for Home Enthusiasts
And this is how we do it: Emotions

We want to win Home Enthusiasts’ hearts and we are not afraid to show emotions to
do so. We always speak to their heart!

Geschirr mit Herz
Boltze prasentiert uns eine Geschirr-Auswahl mit
Nostalgie-Touch, die zeitgemaRe Tisch-Deko
trotzdem ganz hervorragend perfektioniert

H
Mok S e
[y A
,6 =
- = Weihnachts-Roadtrip nach Hause
- Die wohl schdnste Autofahrt des Jahres
Outdoor im Romantik-Stil iy oo B — ' braucht cooles Gepack, Entertainment,
Ein Hauch charmante Nostalgie kombiniert mit zarten Details bringt auch e Rt Gl Difusen et Fler e mete i o S G .
drauRen den feminin-vertraumten Look auf den Punkt Kreatien Bastispeien Hoptimist TECh-GadgetS & vieles mehr

Deko-Gliick fur alle, die eine kleine Aufmunterung gebrauchen kannen.
Denn die siRen Design-Figuren sind eh langst Kult
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So, who are these Home Enthusiasts? Home Enthusiasts are all those who ...

. have a deep passion
to beautify their home

. make Home & Living
part of their lifestyle

. make up the majority

of spend in the Home
& Living market

. are highly engaged

and interested in daily
content for Home &
Living

WESTWING 65



Home Enthusiasts are across all of society, independent of gender, sexual orientation,
age, income, religion, and ethnicity

All genders All sexual orientations
OIOI0IC @) (@) (@)
All incomes | | All ethnicities
@ @ @g HOME ENTHUSIAST

YLy

€

All ages | All religions
Ve @ 1) (@) (%) ()
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We have the perfect business model to serve Home Enthusiasts, so that we are part of
our customers’ lives and routines and create strong brand intimacy

Z
o‘(\(o\gQP‘
/(o“";)\P\\
\L\<(;Y\ 8am: Wake-up and glance

at Westwing's newsletter

aam: Take the kids to school
Organic

Daily
9.30am: Go to work . e
Marketing Dowt forget to pic

Themes Meet{y\g with team ' up Westwing package

12am: Lunchbreak— checking the
latest Westwing Instagram Stories

Open WestwingNow App and
WESTWING C> browse on phone

Spm: Go to the gym and use new
Yoga-mat bought at Westwing

Westwing  westwing Permanent 7pm: Dinner with friends with

Collection Assortment favorite Westwing plates
i

Refer friends __
T ®  to Westwing v

Apm: Buy vase you saw on
Westwing’s YouTube tutorial

oo reeds T

ordered at Westwing today

WESTWING



We are storytellers, not only sellers

Westwing is a ‘shoppable magazine’, we are not only a
retailer — we are much more

We are a place for inspiration, entertainment, information,
and advice — a place to immerge and fall in love with interior
& our brand

Our storytelling retail approach is unique in the online
industry and strengthens our relationships with the leading
brands

Our ability to give deeper context to brands and their
products offers a whole new brand experience to customers

Beautiful visuals, home stories, influencers, styling advice, ...
are part of our storytelling and make Westwing a place for
inspiration, a helpful friend, a knowledgeable expert and an
opinion leader for interior

Example:
To present
the trendy Dutch =
interior brand Zuiver
we took our customers
into the home of
founder Caroline van
Velze offering exclusive
insights.

ALTBAU-FLAIR MIT
MODERNEM TWIST

,,,,,,

WESTWING
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We are storytellers, not only sellers

What’s on Westwing today? Our
offering changes daily and our
shoppable entertainment approach
creates daily curiosity by our
customers

Added-value content creates a
special connection with our
customers and leads to increased
loyalty

Our customers come to Westwing
to have fun, be inspired, be
informed about new trends, styles
and design — not only when they
need something

@ westwingde @

WESTWING

HYPPY WELTFRAUENTAG!

IMLIVE TALK: GRUNDERINNEN ZEIT 7
Wonderwoman? Supergiri? Nix dat Dieve Grinderionen und ihrn
Erfolgsgeschichten besindruckan mit Durchhaitwsoperkriften und gerisien
Ideen. Also haben wir e zum Live-Talk gobeten

(]

Hyeji Herr Stefanie Hanssen Lilly Le

Example: On World Women’s Day we
featured 7 brands that were founded
by women. We created special
product- and brand-related content
for our customers to offer a
completely new brand experience
including live video talks, interviews,
styling advices and a 360-degree
communication on all channels.
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Core to our business is our Creative team of 200+ Creatives, who bring our
love brand to life and take many of the most important decisions in our company

The Creative mindset at
Westwing spans across the
whole organization

Creatives are strategically
positioned in all departments,
in all Westwing countries, also
outside the ‘classic’ Creative
areas

Creatives at Westwing are the
guardians of brand love: from
strategy to Operations, Creatives
are highly involved and the
driving engine for innovation!

The core of our business, the
offering, is driven by Creatives to
ensure the most customer-
centric retail approach

win%t)};%s

artments

Creatives at We
countries and d

N 4
'Z

" /
Merchandising & Styl Instagram
erchandising yle

International Buying PR

Interior Design Service

P2

¢ | Marketing Development

P Editing a Influencer Marketing
/‘ { S =

o | B
” i 8
Partnerships '

International Social Media

_Jd

Design = |
%

Category Management

P & SRS
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At the heart of our Westwing universe are our Creative Directors and the Westwing
Creative Studios — the place where our unique 360-degree communication is born
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Our Westwing Collection — an affair of the heart

WESTWING|COLLECTION

* A collection of more than 3,500 products for interior lovers

* Brings a touch of luxury to everyday life

* Surprisingly affordable

* Approx. 2 million? items sold in the last 12 months

* Accounts for >30%3) of our Group GMV and growing

* Several hundred employees are working towards the success of
it across the Group

Note: 1) As of May 2021; 2) As of May 2021; 3) In Q1 2021 WESTWING 72



Westwing Collection is the perfect representation of our love brand: beautiful bestsellers
with high design aesthetics at fantastic price points for every home

Westwing Collection are products with high design aesthetics and at the same time very relatable, they have a great price
point and are perfect for daily use in every home.

Westwing Collection
Handgemachte Steingut-Schalen
Thalia in Blaugrau, 2 Stiick

19,99 €

o W W W (168)

Westwing Collection

Beistelltisch Benno aus Mangoholz

Westwing Collection

Handgewebter Viskoseteppich Jane Westwing C“'_'““‘"‘ ) ) in Schwarz
in Elfenbeinfarben Couchtisch Lesley in Marmor-Optik 179 € e
379 € 389 € e

Hiw e e e ke e 85)
i Wi e W e (2190)

W W W W (132)
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Westwing Collection Lennon sofa: from influencer design favorite to family couch

* Atrue bestseller initially discovered by the fashion-
forward tastemakers for its unique design aesthetic

* Quickly spilled over to the masses because of its
practical modularity and its amazing value for money

e Available in in 6 different colors, 8 more coming incl.
different types of fabrics

* 500 reviews with 4.9/5 stars!)

~

4

Note: 1) As of April 2021 WESTWING



Our customers love our Westwing Collection that represents >80% of our bestsellers in
our permanent assortment with an average rating of 4.5 stars

Westwing Collection
Samt-Polsterstuhl Tess
229 € s

i e ok W (274)

Westwing Collection

Goldfarbenes Besteck-Set Shine aus
Edelstahl, in verschiedenen

Setgrofien L 8.8 8 & ¢
22,99 € ink mwst von Selma R. am 25/03/2021

ofe A ko (609) 1 ’ . il ' Endlich Eleganz, Qualitdt , Service und bezahlbar. Ohne Mangel . Danke Westwing

Sehr schone Stiihle

Westwing Collection

Grofde handgefertigte Vase Latona

aus Keramik

3900 € 1 s Westwing Collection

Graues Samt-Polsterbett Glamour

o W ok o (192)

Sehr zufrieden mit Kopfteil
899 € i 1
***** L 8 & & J6)]
von Verifizierter Kunde am 19/02/2021
Wunderschones mattes Besteck. Sehr zu empfehlen
Wunderschon!
* ok k kK |

Vase perfekt

' & & 6 & ¢
von Gerda G. am 29/03/2021

Die Vase ist sehr schon und hochwertig - im Moment im Gebrauch fiir den Osterstrauch

von Stanislava V. am 27/01/2021

Das Bett ist in natura genauso schon wie auf den Bildern. Es ist massiv und war leicht aufzubauen.
Die Lieferung verlief reibungslos und schnell. Bis jetzt bin ich sehr zufrieden. :)

Note: Rating as of April 2021 WES | \;V ING 75



At Westwing, we work with a Creative-first approach in everything we do

Just like the big love brands do (Apple, Nike, Dior) —
design is done by the Creative team, not an Excel
sheet

It‘s about connecting with customers on an
emotional level, because emotions drive purchase
decisions and long-term customer bonds

Our team is full of Home Enthusiasts, we really love
making a home beautiful and so do our customers
and that is why we click with them

Only this approach makes Home Enthusiasts and
opinion leaders fans of our brand and turns
everybody into a Home Enthusiast!
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Speaker: Stefan Smalla




o L O

Our creative and inspirational core is
the basis of everything we do




Targets 2024/25:
European Home & Living eCommerce consumer love brand at EUR 1 billion revenue

Growth

Become a EUR 1 billion company
and increase market share from
c.0.4% to c. 0.8%

Be the most desirable

TARGETS consumer Home & Living
brand for Home Enthusiasts
Highly profitable at

EUR >100 million Adj. EBITDA
and best-in-class cash

conversion Profitability Brand

WESTWING 79



Largest driver to meet our EUR 1 billion target is extremely attractive market growth,
based on a strong and dynamic eCommerce adoption for years to come

eCommerce market penetration of total market [%]

60% ..............................................................................................................................................................................................
50% .............................................................................................................................................................................................
40% ...........................................................................................................................................................................................
. . Consumer
3x penetration upside electronics (2020) _ '
30% Each percentage point of higher
Fashion (2020) eCommerce adoption equals an
addition of
20% .........................................................................................................................................................................................
eCommerce Home & Living (2020) E U R 1 2 b n
i (1,720 CEIETIRIIRIRTIERIRRER IR IR IR NIRRT PR LR U T E SR ER AR [
eCommerce Home & Living (2019) eCommerce Spend|
/7 °
0% |
Early days Acceleration Growth
Source: Source: Euromonitor International as of April 19, 2021. Scope: Home & Living is defined as “Homewares and Home Furnishings” within Westwing’s European footprint. WESTWING 80

Consumer electronics market defined as “Category Consumer Electronics” and Fashion market defined as “Category Apparel” for Western European markets.



eCommerce adoption is further accelerated by eCommerce-trained millennials entering
home shopping age and older generations increasingly buying online

Millennials entering the target demographic ...

ﬁ Bod L] (9@ ™
Digital
Natives
become
home & living
shoppers
(w! -
\ ¢
Older
generations
increasingly
online
illustrative
@ >
0-24 years 25-64 >64 years

years

... and our target demographic is buying

increasingly online
Share of population between 25 and 54 years in Europe who has
ordered goods or services online?) [%]

22%
44% Demographic  |..--*
target group
is increasingly
buying online
78%
56%
2010 2020
No eCommerce customer yet eCommerce customers

Source: Eurostat: https://ec.europa.eu/eurostat/statistics-explained/index.php/E-commerce_statistics_for_individuals#General_overview
Note: 1) Average percentage of population aged between 25 and 54 in EU (27) countries who have bought online in the respective year

WESTWING
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Technology trends such as Augmented Reality will enhance the use cases for
Home & Living eCommerce significantly

Live example of Augmented Reality in our WestwingNow app

i Massive upside of trying
products in one’s own home

through Augmented Reality
vs. offline showrooms

3D models in a real-world
environment are a game
changer for our customer
experience

@ Augmented Reality improves
ib’ conversion rates and return
rates

\_
The armchair on the image is not really there.
It‘’s Augmented Reality!

WESTWING &2



We target c. 70% of market volume

Home & Living market spend by households [%]

?

@ of households

..........................................................................................

Our inspirational core and love

. S ) 0 of market spend
brand image is highly appealing g

to this top target group Equals
c. EUR 80 billion
of spend in our market

53% 16%

18%

Households Market Spend

Il >5,000¢ M 3,000-5,000€ [ 1,000-3,000€ 500-1,000€ 0-500€

Source: Based on consumer surveys with GfK (2018) and YouGov (2020) for Germany W’ES‘ [ \ A ZING 83



We will continue to be at the forefront of the strongly growing Home & Living
eCommerce market through our unique Flywheel business model

Organic Marketing Daily Themes

WESTWING

Westwing Collection Permanent Assortment

WESTWING

WESTWING &



Westwing Customer Experience 2.0 will guide our path to 2024/25

Westwing Customer Experience 2.0

Double down on our Set the next level of Scale up
Creative & inspirational core Order & post-order experience Business model & platform
* Westwing Collection * Westwing Delivery Service e Supplier partnerships
* Creative team * Westwing Interior Design Service * Technology scale-up
* Organic marketing * Personalization * International profitability

Video & Live shopping Warehouse capacity

AR/3D/CGI : o
(@) 2O o5
II=>;

Deeply embed Sustainability into our operating model

WESTWING

85



Key Initiatives of Westwing Customer Experience 2.0

Westwing Collection as most powerful strategic initiative

Westwing Collection share of total GMV [%]

WESTWING

40%
WESTWING DACH
Q1-2021: 36%

o0% " Strategic
target

30% /
\ . WESTWING International
Q1-2021: 24%
WESTWING DACH
20% Q4-2017: 20%
(o)
10% WESTWING
International
p— Q4-2017: 4%

0% |

Drivers

Increased customer reach and awareness of
Westwing Collection

Category expansion of Westwing Collection
to cover the whole range of Home & Living
categories

International growth of Westwing Collection

WESTWING 6



Key Initiatives of Westwing Customer Experience 2.0
First mover in Video & Live shopping for Home & Living

LIVE-SENDUNG

Customers interact with
us during our Live
Shopping events and
8y can directly
e ) 3 purchase

do. Warum dem Bett nicht ein Tages-Outfit
rpassen? Wie genau das fiir den Boutique-Hotel-

Vi
Chic, Natural- und Boho-Look gelingt, zeigen wir 8 o p ro d u Ct S
hier -
Endet Do., 22.04. 23:59 = -
[F )
Ning.de :
3

Anni Wie toll - sehr schoen!

Anni Konnt ihr noch einmal den schwarzen
§ Didi Tisch zeigen?

Anni Ist das Gewicht der Lampe schwer? 4 r"FS"NG
T . GO, ALY
e O ©

Live shopping

events
already done
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Key Initiatives of Westwing Customer Experience 2.0
Westwing Delivery Service as a game changer for an unmatched customer experience

Better customer
experience

Branding on the streets @=® 94%

through own Westwing fleet

Customer feedback

Net Promoter Score

Higher customer in Q1 2021
loyalty

GG Extremely friendly and helpful, in
Focus on large each aspect extraordinary. A sub-
products stantial reason to buy at

Westwing again. 0y

Pilot in Munich ongoing > Further geographical roll-out planned

WESTWING 88



Key Initiatives of Westwing Customer Experience 2.0
Westwing Interior Design Service builds loyalty and increases customer spend

Stronger customer relationships
through personal interaction and
individualization

EUR 2,200 GMV per customer
within 12 months after Interior
Design Service concept

Already generating
c. EUR 9m?Y of GMV

Scalable service: Expansion of
the service to all our markets
and customers planed

(for now in DACH, NL, FR)

Example of 3D concept designed for our customer

Note: 1) Annualized Q1 2021 run-rate considering seasonality. WESTWING 89



Key Initiatives of Westwing Customer Experience 2.0
Social media expansion in core channels and new channels

S ®
Instagram Pinterest YouTube TikTok
We are active We are active We are active We are active
since 2015 since 2017 since 2019 since 2020

v

Global followers

v

Global traffic

v

Global views

v

Global views

[m] : [m] [m] [m]
r—1 : r—- r——" r——"
I (I I I I I I I
I I I I I I I I
I I I I I I I I
I I I I I I I I
6.4 I I I I I I I I
I I I I I I I I
1 1 1 1 1 1 5.5 I I
I I I I I I I I
I I I I I I I I
25 I I I I I I I I
. I I I I I I I I
I I I I 3.0 I I I I
I I 2.0 I I I I I I
I I I I I I I I
1.2 1 1 1.0 1 1 1 1 1 1
03 06 o o5 038 I 1o 0.5 I I I I
20152016 2017 2018 2019 2020 2025 ¢ 2017 2018 2019 2020 2025 2019 2020 2025 2020 2025

WESTWING 90



Key Initiatives of Westwing Customer Experience 2.0
Double down on Creative team at our core

We will increase 400+
our Creative team to
400+ FTE by 2025

200+ ™

2021 2025

WESTWING 91



Key Initiatives of Westwing Customer Experience 2.0

Scale up warehouse capacity

9 Status quo: 2021 + - 120’000 o
1 10,000 sgm 1 Dedicated large

4
1

F{>

2024/25

F{> 2022/23 ‘

products warehouse
Daily Themes

e T 1 Westwing Collection &

Permanent Assort-
Westwing Collection & ment warehouse
Permanent Assortment

warehouse

(External) replenish-
ment warehouse

WESTWING 92



Key Initiatives of Westwing Customer Experience 2.0
Sustainability: Strong progress, and much more upcoming (1/2)

@9 Planet

Climate "‘ Carbon neutral Munich HQ since 2020
1 CO: Calculate emissions from own operations in 2021%
Emission compensation option to be offered to customers in 2021/22
Packaging . :
100% recycled paper from sustainably-managed forests in two warehouses?)
Optimized material usage with smart packaging machines?3
Operations Waste recycled in our biggest warehouses?

.....................................................................................................................................................................................................
.....................................................................................................................................................................................................

.....................................................................................................................................................................................................

Testing electric vehicles for Westwing Delivery Service initiated

Note: 1) Scope 1, 2 and part of Scope 3; 2) Warehouses in Warsaw, Poland and Milan, Italy; 3) Warehouses in Poznan, Poland and Milan, Italy; 4) Warehouses in Poznan, Poland WES’ | \ A }ING 93



Key Initiatives of Westwing Customer Experience 2.0
Sustainability: Strong progress, and much more upcoming (2/2)

Offerin L : :
g WeCare Sustainability events in Daily Themes?)
Sustainability label introduced for GOTS & FSC certified products in Westwing Collection
and Permanent Assortment
Westw!ng Westwing Collection suppliers have signed our code of conduct
Collection

.....................................................................................................................................................................................................

.....................................................................................................................................................................................................

Westwing Collection wooden furniture and textiles sustainable (e.g., FSC, GOTS) by 2023

Note: 1) Between March 2020 and April 2021 WES | \X/ ING 94



Key Initiatives of Westwing Customer Experience 2.0
Next-level customer experience with 3D and Augmented Reality (AR)

We let customers try
products in their own homes with AR...

Products with AR feature

Currently > Future /-\l

1,074 5,000 \
incl. majority )
of Westwing
Collection (

...and will show (I~
products in 360-degree model viewer |ff voco

Loungesessel Sissi mit Wiener
Geflecht
389 € inki. Mwst

WESTWING 95



With our Customer Experience 2.0 we will grow to EUR 1 billion...

Double down on Set the next level Scale up Revenue [EUR m] 1,000
our of Business model
Creative & Order & post- & platform
inspirational core = order experience
510-550
HOE 433
£ 267
Deeply embed Sustainability into our
21 : FY2019  FY2020  FY 2021 2024/25
operating model Guidance Targ{et

WESTWING 9



...and will be very profitable due to our consumer love brand

|
|
-I | = P

Consumer
love brand

Targets 2024/25

Superior

profitability EUR >100m Adj EBITDA

10-12% Adj. EBITDA margin

WESTWING 97



The long-term opportunity is massive in our EUR 120 billion market — at EUR 1 billion we
will have a market share of less than 1%

Total Home & Living
market EUR 120 billion

eCommerce
Home & Living market

Westwing EUR 1 billion -

Note: Total Home & Living market based on Euromonitor as of April 19, 2021. lllustrative eCommerce Home & Living market projection for 2024/25. WES’ | \ A }ING 98




Key takeaways from Strategy & Targets 2024/25

Strong and dynamic eCommerce adoption drives high market growth for years to come

We target c. 70% of the EUR 120 billion market by targeting Home Enthusiasts

In our Westwing Customer Experience 2.0 we have defined a clear strategic pathway to grow
to EUR 1 billion in revenue with strong initiatives underway

Our love brand and business model will enable high profitability of EUR >100m Adj. EBITDA

The long-term opportunity is massive in our EUR 120 billion market: Even at EUR 1 billion in
revenue, we will only have less than a 1% market share. We are just getting started!

WESTWING 9
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Lboking back



Group GMV [EUR m] Segment DACH GMV [EUR m]

14 14




We are very profitable at an early stage, showing the power of our consumer love brand

%ofrevenue]  FY2019  FY 2020 Delta

Contribution margin 21.4% 29.5% +8.1%pts

Marketing ratio -8.6% -7.1% +1.5%pts

G&A ratio?) -20.0% -13.3%  +6.7%pts

D&A 3.4% 2.5% -1.0%pts

-3.8% 11.5% +15.4%pts

Adj. EBITDA

EUR -10m EUR50m EUR +60m

-8.3% 9.1% +17.4%pts
Free Cash Flow
EUR -22m EUR40m EUR +62m

Mostly structural improvements, driven by Westwing Collection
combined with scale and efficiency gains in fulfillment

Consumer love brand results in attractive marketing ratio

Operating leverage

Strong cash conversion based on low CAPEX and negative NWC

Note: 1) Including other income and expenses; Adj. EBITDA is excluding (i) share-based compensation expenses, (ii) expenses for the restructuring of the Italian and French business. WES’ | \ A }ING
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The strong contribution margin improvement in 2020 has been mostly structural

Contribution margin [% of revenue]

Structural improvements Non-recurring

L 9% 1.0% 1.0%

N
Driver of improvements

Westwing Collection

* Efficiency gains in
fulfillment

* Pricing power
* Improved supplier terms

Contribution Structural margin Scale in fulfillment Normalized Low inventory Low return rate Contribution
margin improvements contribution obsolescence margin
2019 margin costs 2020
2020
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Revenue [EUR m]

510-550 CAGR
20-25%

2021 2024/25
guidance target




For 2024/25, we target an attractive profitability of 10-12% Adj. EBITDA and best-in-class

cash conversion

FY 2020 FY 2021 guidance
Revenue EUR 433m EUR 510-550m
Adj. EBITDA 11.5% 8-10%
CASH NWC: Negative NWC: Negative
CAPEX 1.9% CAPEX: 2-3%

Note: Adj. EBITDA is excluding (i) share-based compensation expenses, (ii) restructuring costs and (iii) other non-recurring effects.

NERARY

Targets 2024/25

EUR 1 bn

10-12%

NWC: Negative
CAPEX: 2-3%

WESTWING

107



We are investing decisively and profitably into growth

[in % of revenue] fi20e0
Contribution margin 29.5%
Marketing ratio -7.1%
G&A ratio? -13.3%
D&A 2.5%
Adj. EBITDA 11.5%
NWC EUR -4m
CAPEX 1.9%

Note: 1) Including other income and expenses.

Indicative estimates for 2021. Adj. EBITDA is excluding (i) share-based compensation expenses, (ii) restructuring costs and (iii) other non-recurring effects.

FY 2021
expected

28-30%

-8-9%

-13-14%

2-3%

8-10%

Negative

2-3%

Targets
2024/2025

c. 30%
-9-11%
-11-13%
2-3%
10-12%
Negative

2-3%

(+) Westwing Collection margin gains; (-) investments into
customer experience and warehouse capacity expansion

Marketing investments for attractive growth rates

(+) Operating leverage; (-) Growth investments into Technology
and Westwing Collection
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Net Working Capital will continue to be negative

We have a structurally negative Net Working Capital... ...and will compensate Westwing Collection stock investments
[EUR m, as of Dec 31, 2020]

N Trade m Increase with business; increasing focus on
fffffffffff p payables supplier payment terms
17
42 Customer . .
Increase with business
prepayments
************ 38 Investments into Westwing Collection stock,
Inventory m but stock at significantly improving

-18 inventory turns
Trade Customer Inventory Trade and Net d d oth

i Trade and other . :

payables prepayments o'Fher Worlflng : m No significant impact
receivables Capital receivables

Note: Inventory including prepayments on inventories. Customer prepayments refer to contract liabilities in the IFRS balance sheet. WES‘ | \ A ?ING 109



CAPEX-light warehouse expansions ensure best-in-class cash conversion

Revenue [EUR m, illustrative capacity expansion]

<::> Current warehouse set up provides
sufficient capacity for 2021 and H1 2022
-
Warehouse expansions are planned to go
live from 2022 on to provide capacity for

433 growth

2020 Current Warehouse C{> Warehouse expansions are CAPEX-light,
warehouse expansion ) ensuring our best-in-class cash conversion

capacity plan
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The long-term opportunity is massive in our EUR 120 billion market — at EUR 1bn we will
have a market share of less than 1%

Total Home & Living
market EUR 120 billion

eCommerce
Home & Living market

Westwing EUR 1 billion -

Note: Total Home & Living market based on Euromonitor as of April 19, 2021. lllustrative eCommerce Home & Living market projection for 2024/25. WES’ | \ A }ING 112




We are raising our long-term target P&L to 15% Adj. EBITDA

FY 2021 guidance Targets 2024/25
Revenue EUR 510-550m EUR 1bn C{>
Adj. EBITDA 8-10% 10-12% C{>

NWC: Negative
CAPEX: 2-3%

NWC: Negative

CASH CAPEX: 2-3%

=>

Note: Adj. EBITDA is excluding (i) share-based compensation expenses, (ii) restructuring costs and (iii) other non-recurring effects.

NEW long-term target

Outgrow eCommerce
Home & Living market

15%

NWC: Negative
CAPEX: 2-3%

WESTWING
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There are three strategic drivers to realize our long-term target P&L

Adj. EBITDA [% of revenue, drivers illustrative]

15%

10-12% @ ‘

I

Grow number of Drive Westwing Seize the value
customers for Collection share to opportunity in
scale 50% our International
Segment
2024/25 Long-term target

Target

Note: Adj. EBITDA is excluding (i) share-based compensation expenses, (ii) restructuring costs and (iii) other non-recurring effects. \NES’ I \\ ZING 114



Westwing: A highly profitable and cash-generating high-growth business

FY 2021

[% of revenue] expected
Contribution margin 28-30%
Marketing ratio -8-9%
G&A ratio? -13-14%
D&A 2-3%
Adj. EBITDA 8-10%
NWC Negative
CAPEX 2-3%

Note: 1) Including other income and expenses.

Indicative estimates for 2021. Adj. EBITDA is excluding (i) share-based compensation expenses, (ii) restructuring costs and (iii) other non-recurring effects.

Targets
2024/2025

c. 30%

-9-11%

-11-13%

2-3%

10-12%

Negative

2-3%

NEW long-
term Target

€. 32%

-8-10%

-10%

2-3%

15%

Negative

2-3%

Westwing Collection margin gains

Consumer love brand results in attractive marketing ratio

Operating leverage based on our scalable platform

WESTWING
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Key takeaways from financial section

Based on our consumer love brand strategy we have reached a very strong profitability of 11.5%
Adj EBITDA and are Free Cash Flow positive at EUR 40m and 9% Free Cash Flow margin in FY 2020

We are investing decisively and profitably into growth to lay the foundation for our long-term success

Our 2024/25 target is to grow to EUR 1 billion and realize a very attractive profitability of 10-12%
Adj. EBITDA while maintaining our best-in-class cash conversion

We are a highly profitable and cash-generating high-growth business and target 15% Adj. EBITDA
profitability long-term

There are three strategic drivers to realize our long-term target P&L: (1) Scale, (2) grow
Westwing Collection to 50% share, and (3) seize the value opportunity in our International Segment
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Our agenda for today

Westwing’s unique Westwing’s Strategy and
business model love brand Targets 2024/25 Financials Q&A
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Key takeaways from Westwing Capital Markets Day 2021

Westwing uniquely combines the superior profitability of a consumer love brand with the
opportunity of a high-growth eCommerce business

Creativity, inspiration and loyalty are at the very core of Westwing - this is what makes us a
consumer love brand and this is how we differentiate

The opportunity is massive in our EUR 120 billion market due to dynamic eCommerce
adoption and our brand’s transformational power to make everyone a Home Enthusiast

With our “Westwing Customer Experience 2.0” we follow a clear strategy to grow to
EUR 1 billion revenue by 2024/25

We are a highly profitable and cash-generating business targeting 15% Adj. EBITDA
margin in the long term
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