cw EUROWAG

Commercial strategy

Martin Vohanka
CEO and Founder

Miroslav Novak
Country Manager CZ & SK




Our customer’s journey on the road is complex,

but critical in order to keep our world moving

Our unique suite
of services

Our customer'’s
journey

1 Beforethe
journey
> Fian the route

> Calculate expected
costs

» Insure the trip
> Book freight femies

Before the journey

Fleet dispetcher Hanna plannsc
the optimal route for Joharn to
921 to nis destination. By using
Eurowaa’s data, acquired from
Johann's prewious trips, she
cacuated ingicative costs,
securad the best insurance rate
Tar this joumey, and was also atle
to book schann fraight fery
transoortation.

Johann

“Eurowag’s solutions helped me realise maximum efficiencies.”

Driver

On the road

> Pay for traditicnal and alternative energy

Pay for talls
Navigate safely
Communicate cn the road

V VvV VvV Vv

Optimise fuel consumption

Jehann did not have to wory about
locking for a fuel statien, He stopped at
the station suggested by Eurowag,
refusiled, and had a rest, Since be drove
across multips2 countries, Johann took
advantage of Eurewags simpfied tall
payment system, and pad for servicas
with Eurnwag’s closed loop cird.

» Locate charging points
¥ Parking, washing, truck repalrs
» Roeadside assistance

> Incldental cost coverage

{towing, fines, tyres|

©On his jourrey, he was In constant
cormrmunication with Hanra and
other drivers. Whan ha nesded

10 replace a tyre, Eurowag belped
Jonenn find a repar staton quick?y.

'3 Afterthe jouney Key

Mobility solutions
2> Fleet maragement services

> Process tax refunds
> Perform cross-torder

currency exchange > Location-based products and
> Use financial restructuring v .
and factoring > Other adjacent services
» Increase cost-gffectivencss > Taxrefund
Payment solutions
D> Energy payments
> Toll payments

After Jonann comgletad his
journay, his comparny teok
sovantage of Eurowsag’s tax refund
service and did not have 10 wait

to recalve refund payments. They
were also pleased to see the
cost-effectvensss that Eurowags
soktions providec, from better price
of fuel and other services, lower fuel
usage, to tax refund and cheaper
insurance costs.




Market size and our focus on Iinternational carriers

S
(2-10 trucks)

1.5m

International
trucks

Market size Share of
(trucks) total trucks 34%
(1 truck)
EW developed markets: 0
CEE + Iberia @ 26%
EW growing markets: 0
Baltics + SEE + Turkey 2.4m 27%
EW new markets:
0,
DACH 1.1m 12%
EW green field market:
Benelux, France, 32m 36%

Italy, Nordics,
United Kingdom, Ireland

Source: Vehicle Park, 01/2021, HIS Markit. (1) 9 million trucks in Europe, UK and Turkey.

32



A diversified customer base, with significant opportunities to
expand and scale

Net revenue geographic split!

Other

-’

v Southern cluster

3
gany
=

Central cluster

« ~250k active payment and connected trucks
» 18,053 average active payment solutions customers across

4

Note: (1) Net revenue is where a customer is registered.

0
- B

Europe
» Top 50 customers represent less than 0.3% of total revenues

D
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Our sales and commercial colleagues

13

Offices

>600

colleagues
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Our “Hook” strategy

evolving from energy to multiple entry points

We hook customers with Energy and FMS!

... Resulting in a
KR-3652E .
-"' virtuous sales cycle

...Then Toll, Tax Refund, Transport Management,
ll Work time management, Smart Routing,
Other Adjacent Services...

Note: (1) FMS, Fleet Management Solutions. 36



Digital sales enabling faster customer growth
and capturing cross sell opportunity

. @  Pilot of Indirect sales cooperation started

* Launch of digital sales in SK creates seamless customer journey
with digital onboarding process

* Launch of Czech toll through direct and digital sales channels
* Automation of cross-sell sales process
+ Digital proposition CZ - fuel card with pre-approved limit

v Y Y

—— e —— — — — — — — — - —_——_——_——_——_——_— — — — — — —(FY2023 - —

* Pilot of digital sales in CZ with end-to- + Digital proposition — fuel card, CZ toll, and SK EETS pre-registration
end digital journey

Using digital tools for more targeted customer campaigns
» Pilot of Eurowag Pass subscription
model

Quality leads distributed between agile teams
« Sales campaigns driven by customers' behavior and seasonality
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Cross sell improves margins, reduces churn and improves our
net revenue retention

Average number of services per customer?! Increase in share of wallet and reduces churn? ...driving strong retention

3.5 16.8%

3.4
3.3

3.2

>110%

Average Net Revenue Retention?

3.1

2.9
1 2 3 4 5 1 product 2 products 3 products 4 products

Years of Eurowag relationship mmm Margin per customer  =O= Churn

Notes: (1) Numbers relate to the Czech Republic and Slovakia only, (2) Group retention.
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Gaining market share in developed markets,

cross-sell opportunities

Number of Customers (000’s)* Customers taking more than four products?
988
8.3
7.7
A 6.6
6.0
2019 2020 2021 2022 H12023 2019 2020 2021 2022

M Fuel card, Financing, Toll and VAT refund

M Fuel card, Financing, Toll and Fleet Management Solutions

Notes: (1) Numbers relate to the Czech Republic and Slovakia only.

with further

Net Revenue (€m)?!
51.2

41.0

35.8
32.5

2019 2020 2021 2022
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Building a customer-centric omnichannel; consistent experience
across all channels

Combines support and sales, ensuring
the best possible customer experience

Allows customers to switch between
channels during their purchasing
process

Enhanced
support

Flexibility

Unified sales
strategy

Sales strategies are integrated
across all channels

Centralised data from all
customer touchpoints

Integrated
customer journey

Consistent
messaging

Connects all stages of the customer’s
onboarding journey

Sales messaging and branding are
consistent across all channels
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Digital sales accelerates cross sell and new customer
acquisitions

Digital marketing

v Digital acquisition Medium_l_arge
companies
Small companies ) ew | OFFICE () v
Digital monetization

. Manual onboarding
CRM marketing

Advisory sales

Measure Automate Prioritise

Data

Ambition

» Thriving indirect and over 50% customers
onboarded digitally

Digital

end-to-end —=,
experience fl‘l/“‘

%

» < €300 cost to acquire per truck

l : :
—_— 7 L‘ » 1m active trucks (CRT) of which ~700k
JTK’ connected trucks

S ():
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Indirect channel — OEM deals new to truck infotainments

Three out of six OEM deals signed

>40% new medium and heavy trucks market share

Digital touch-point in the truck, starting with navigation
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Summary

Commercial strategy

@ Expand market share in developed and developing markets through
cross-sell and new acquisitions

Q

Reduce cost of acquisition through indirect and digital channels

New digital office and OEMSs opens further opportunities
and accelerates cross sell and new customer acquisitions

Q

Medium-term, further opportunities in domestic transport
and light commercial vehicles

Q
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