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Key Corporate Figures 2023

#1 WORLD LEADER IN NATURAL RAW MATERIALS$

*without Mint & Citrus

2 400+ EMPLOYEES WORLDWIDE*

1 700+ soranicaL EXTRACTS SOURCED FRE \)

60 COUNTRIES

32 INDUSTRIAL SITES &

80 SALES OFFICES WORLDWIDE

55 CERTIFIED SUPPLY CHAINS

) CREATIVE & PRODUCTION CENTERS
14 AROUND THE WORLD

*unauditeddata



Key Financial Figures 2023

721 aL[[Lhb{ € C2083 ¢! wbh+9w

REPRESENTING ,6¥0GROWTH ON AN IFRS BASIS
AND+4,4% 0N AN ORGANIC BASIS

+ 10 y 6% OF AVERAGE EBITDA GRO

SINCE 2019

+3 y 9% OF AVERAGE ORGANIC GROWTH
SINCE 2019

18 : 19 oF averace eaitoa MARGIN

BETWEEN 2019 AND 2022

8% OF TURNOVER INVESTED IN R&D

*unauditeddata



A «Seed to Scemt» Business Model

Over 170 years of expertise in natural ingredients.

Robertetintegrates all stages of the creative process to be the natural partner for fragrances, flavors,
health, and beauty actives.
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A unique Business Model

PRODUCTS SOLD TO OUR
CUSTOMERS

COMPETITORS

SECTORS / CUSTOMERS
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Robust financial performance for the last 5 years

ORGANIC TURNOVER 703 EBITDA MARGIN 128

554

FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022
EEmWO £ 9b| 9 O feymQGREANIC GROWTH mEmO . L ¢5! OmyeERITDA MARGIN
CASH FLOW 101 NET DEBT TO EBITDA
85 1.3
yoX
72 /8
51 44
39
I 32 I I

FY 2018 FY 2019 FY 2020 FY 2021

|
FY 2019 FY 2022
-0,1x

-0,7x

H Operating Cash Flow m Free Cash Flow -O,7X



Dividend growth aligned with business performance

CAGR 2018/2022
+11,0%
+6,3 %
+42,9%
yzp
y 2N

+7,7 % +12,0%

-10,7%

pXc pXc

pZn



Solid performancenainlydrivenby organicgrowth

0
s RoJdAE@ —a—:gﬁ/o - T HM a¢
2ya RQSd (+5.5 %)
Organic
Organic +4,4 %
+5.,4 %
-d
Change ' ‘( j g5
-2,9 %
o

* With comparable exchanges rates FY 2022 ROB FR TET FY 2023 10




A balanced geographical revenue mix

NORTH
AMERICA
36%
(34%)

(vs. 2022 Data)

* With comparable exchanges rates

EUROPE
39%

(40%)

+0,3%
280392 281172

EUROPE

+7,6%
256902
238830
+15,5%
44229 1076
NORTH LAﬂN

AMERICA AMERICA

-5,3%
110582 104689

ASIA
PACIFIC

mFY 2022 mFY 2023

-5,9%
29003 27290

MIDDLE EAST
AFRICA
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Organic growth across all divisions except Raw Materi

+9,1% +5,0%
251 os8 260
-9,7%
186
168
Materials
23%
(26%) +3,9% :
19 1
(36%) [
+2 6% FY 2022  FY 2023 FY 2022  FY 2023 FY 2022  FY 2023 FY 2022  FY 2023
0 FRAGRANCES FLAVORS RAW MATERIALS HEALTH & BEAUTY
+5,5%*
(+5.5%7) N2 oC0
SO
9 Q0
| 35% 33% 32% 51% 26% 14% 5% 4% 40% 35% 25% 50% 45% 5%
Flavors -
il T I W O 0w T W,m O Ccm > o) T O
36% > m O m > = I Z O wWd T % m m O
(35%) m & = S5 3 m 3§ = T2 Q Iz B ©
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* With comparable exchanges rates 12
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Enhanced governancéNew Directors

CHRISTOPHE MAUBERT CATHERINE CANOVAS COLETTE ROBERT
Vice President Member of the Audit Committee Chair of the Compensation Committee
Member of the CSR Committee Chair of the CSR Committee

N\
-

PHILIPPE MAUBERT ISABELLE DE CREMOUX LUCIE MAUREAUBERT ALAIN MOYNOT ELIE VANNIER
Chairman of the Board of Directors Member of the Audit Committee Member of the Compensation Chairman of the Audit Committee Representative of MAUBERT S.A.
Committee

Member of the CSR Committee




Enhanceajovernance NewExecutivd_eadership team
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JEROME BRUHAT
Chief Executive Officer

STEPHANIE GROULT
Director Purchasing

-,
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CHRISTOPHE MAUBERT
Director Fragrance Division
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CATHERINE GADRAS

Director Regulatory Affairs
& Product Safety

OLIVIER MAUBERT
Director Flavor &
H&B Divisions

JEANDANIEL DOR

Director of New Projects

JULIEN MAUBERT Twel lw [9
Director Raw Materials Chief Growth Officer
Division

3

EUGENIE COSSART

CLELIA REVINCI
General Counsel Head of Corporate

Communication & Digital

& A3

sl

¢h! wb 9 | HERVEBELLONb
Chief Operating  Officer

GUILLAUME CASTEL

Chief Information  Systems
Officer

—

ISABELLE PARDIES
Chief Financial Officer

ROBERT WEINSTEIN

Director North America




EnhancecgeographlcaManagement
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Accelerationof growth strategywith two acquisitions

February 2023 December 2023 —
AROMA ”
ESENCIAL sonarome .
A producer of highvalue An important localflavors .;.
materials for perfumery creatorand producer
Highquality ingredient Establishedamilybusiness
Prestigiouslients Blend of international and top ‘ ‘
clients .1’

Unique knowhow

Creative knowhow for local
Topqualityindustrialtools tastes |

Largeavailablecapacity Performingindustrialtools

30% of business iAfrica



Continuingiargetedexternalgrowth

ecdin

sonarome
BIOﬂO Aroma
Astler Demarest Esencial
chara bot S| Q mega

INGREDIENTS

SQEn o
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Acceleratingnnovation tounlockfuture of F&F

VillaBluRobertet Biopodinterstellar Green Solvent

Incubate& acceleratethe Launchresearchprograms in Patentedsolutions for a
startups ofil 2 Y2 NNE g Q& agronomyfor (i 2 Y 2 NNE ¢ Q Jreen future in extractions
naturals naturals
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Impactfulmeasuredo tackle achallengingenvironment
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Intensity COe Water consumption

(of CQe tons per torproduceq Per ton ofproduct(m3/ton)

20202022 20202022
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An offensive strategy of certification

550of our supply chains already audited
(39 in March 2023)

Score 2023
77/100

(vs. 72/100 in 2022)

T ¢
2023
ecovadis

Sustainability
Rating

47%of our strategic supply chains audited or
certified in the last 3 years.

] MEN

B WOMEN
JASMINE EGYPTVANILLA MADAGASCAR ROSE TURKEY

fair

for life

>

UNION FOR

ETHICAL .
BIOTRADE GenderEqualityIndex

MEMBER

SOURCING” 81/100

WITH RESPECT

(vs. 64/100 in 2021) 21
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Our 5pillar growth strategy

INNOVATION ESG GLOBAL BRAND PEOPLE & TOOLS

g
ROB I‘I:i TET

Agronomy Supply Organization Communication IndustrialCapacity
& Security
Extraction Industry Big clients Customers
Global IT
Applications Social Data Sharing Trade Shows _ _
Chemistry & Analytics
Creation

Social Media 23



Ourambitioussustainabllitystrategy

GOVERNANCE & TRANSPARENCY

. SOURCING

1.  Raise the sustainability standards of our supply chains

2. Protect and restore nature in the supply chain & beyond

3. Improve the livelihoods of our producers and
communities

I1l. CREATION & INNOVATION

8. Innovate to enhance our products’ sustainability profile
9. Develop safe and healthy products for the consumer

-
>
wn
c
(O]
>
(0]
=
Q
-
wn
3
()]
25
S
o(/)
93<>
s O
=)
50
= H
Q)]
5 >
o U
S
o
QD
>
o
o
o)
wn
S
QD
>
()]
=)
©




Key 2030 objectives and 2023 results

SOURCING

T Perform a CSR assessmentl@®0%o0f our natural ingredient purchases at least every five years
T Audit or certifyl00%of our strategic supply chains using a recognized sustainability standard
T Develop longerm (>3 years) partnerships with at le@%of our natural ingredient suppliers

TRANSFORMATION

T Reduce our GHG intensity (scope 1 & 2 per ton produce@pry
T Reduce our water intensity (m3 per ton producéy)20%

T Keep our lost time injury frequency rate bel@w

T Keep our absenteeism rate belci¥o

CREATION & INNOVATION
T Maintain the percentage of product orders delivered without defects al@f,&0%
T Increase the share of renewable raw materials purchase2Déb

*These 2023 results have not yet been auditgithal numbers will be provided in our 2023 Annual report, to be published ofpti® 2024.



