


About this report

This annual report is available as a PDF, on our website justeattakeaway.com and as a limited
print version. The PDF/print version of this annual report has been prepared for ease of use and
does not contain ESEF information as specified in the Regulatory Technical Standards on ESEF
(Delegated Regulation (EU) 2019/815). The official ESEF reporting package is available via Just Eat
Takeaway.com’s website at www.justeattakeaway.com. In case of any discrepancies between
this PDF version and the ESEF package, the latter prevails.

Forward-looking statements

This annual report may contain forward-looking statements. These statements are only
predictions and are not guarantees. Actual events or the results of our operations could differ
materially from those expressed or implied in the forward-looking statements. Forward looking
statements are typically identified by the use of terms such as “may”, “will”, “should”, “expect”,
“could”, “intend”, “plan”, “anticipate”, “estimate”, “believe”, “continue”, “predict”, “potential” or
the negative of such terms and other comparable terminology. The forward-looking statements
contained herein speak only as of the date they are made. By their nature, forward-looking
statements involve risk and uncertainty because they relate to events and depend on
circumstances that will occur in the future. Actual results may differ materially from those
expressed in these forward-looking statements, and you should not place undue reliance on
them. For a discussion of factors that could cause future results to differ from such forward-
looking statements, see also the section ‘Risk Management’ of this annual report. You will be
solely responsible for your own assessment of the market and the market position of Just Eat
Takeaway.com and you will conduct your own analysis and be solely responsible for forming your
own view of the potential future performance of Just Eat Takeaway.com’s business. This
document does not constitute or form part of, and should not be constructed as, an offer or
invitation to subscribe for or purchase any Just Eat Takeaway.com securities.

Market and Industry Data

References to market share and position are Just Eat Takeaway.com’s estimates based on the
latest available data from a number of internal and external sources. Sources used by Just Eat
Takeaway.com include: data and web traffic monitoring (Google Trends from Google Inc and
Total web and mobile visits from Similarweb), app download and use data (App Annie), credit
card use data (Cardlytics) and email receipt analysis (Fox Intelligence), and inhabitant numbers
(Michael Bauer Research GmbH). While we believe that the publicly available information and
industry publications we use are reliable, we have not independently verified market and
industry data from third-party sources. Moreover, while we believe our internal surveys are
reliable, they have not been verified by any independent source.
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Highlights 2021

Processed 1.1 billion Orders from 99 million Active Consumers
Completed the acquisition of Grubhub in the United States

Announced several on-demand convenience grocery delivery
partnerships globally and Skip Express Lane fulfilment centres
being rolled out nationally in Canada

Launched our ambitious Responsible Business and
Sustainability framework and published our carbon footprint

The Grubhub and Just Eat businesses were consolidated on an IFRS basis from 15 June 2021 and 15 April 2020 respectively. The figures in the parts 01-03 (The Company, Report of the Management Board and Governance) of this annual report, unless
stated otherwise, are presented as if the combinations were completed on 1 January 2019 to provide comparable information on a combined basis. The Acquired German Businesses were consolidated into Just Eat Takeaway.com from 1 April 2019.
Bistro.sk was consolidated into Just Eat Takeaway.com from 30 September 2021. The combined figures do not reflect the operations or results of the Acquired German Businesses and Bistro.sk prior to 1 April 2019 and 30 September 2021
respectively.

Due to rounding, amounts in the tables may not add up precisely to the totals provided. Percentages used are based on unrounded figures.
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“Profitability is in our DNA,
and we are uniquely
positioned by owning so
many highly-profitable
positions already”
— Jitse Groen, CEO
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Message from
the CEO

Dear reader,

2021 was another year of strong growth, despite a challenging environment
due to the Covid-19 pandemic. We continued the integration of Just Eat and
Takeaway.com, and Grubhub joined our business in June. Just Eat
Takeaway’s platform for future growth is in an even stronger position than
when we started the year, and we expect that our improved scale and
position will strengthen our leadership positions and profitability going
forward.

Following the combination of Just Eat and Takeaway.com in 2020, we have
continued to invest significantly in the legacy Just Eat markets. This has led to a
dramatic increase in our rate of growth, with orders now six times higher than
what they were nearly two years ago. Our investments in the UK business,
already the largest food delivery platform in Europe, translated into this part of
our business more than doubling in size during the pandemic. As another
example, we also saw impressive growth in our Australian business.

Highly profitable legacy Takeaway.com markets like Germany and the
Netherlands have continued to grow, and we are confident that we will further
increase the size and profitability of these fantastic businesses in the year(s)
ahead.

In June 2021, we completed the all-share transaction of Grubhub in the US.
While Grubhub has some specific issues today, it is a large and growing business
with good underlying profitability. While we have a clear improvement plan to
refocus on key strongholds, we are continuing to explore opportunities with
several potential strategic partners to further strengthen Grubhub’s position in
the US.
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During the past year, we have evolved to become more of a hybrid food delivery
platform, with a very significant Delivery share alongside our impressive
marketplace business. We are working relentlessly to enhance our technology
and increase the efficiency of our algorithms and we made great progress in
2021. While Delivery, excluding fee caps, is already profitable in Canada and the
United States, scale is very important to ensure Delivery also becomes
profitable in Europe. We are well advanced in our objective to achieve such
scale, and in combination with our marketplace network, we believe we are
uniquely positioned. We have also started to diversify our Delivery network by
adding a convenience offering, which will be further developed in the coming

period.

Our sponsorship of both the UEFA Euro 2020" football tournament in the
summer of 2021, and of the UEFA Champions League have helped to further
establish us as a major household brand in many of the countries in which we
operate.

I would like to thank our staff, couriers, consumers, partners, shareholders,
Supervisory Board and works councils, for their ongoing support to achieve our
vision ‘to empower every food moment’.

2022 will be a crucial year for our industry. We expect to see more rational
behaviour in the sector and a further market rotation towards profitability,
both of which will be beneficial for Just Eat Takeaway.com. Profitability is in our
DNA, and we are uniquely positioned by owning so many highly-profitable
positions already. The team is working hard to make 2022 a successful year for
both the Company and our stakeholders.

Jitse Groen
CEO and founder
Just Eat Takeaway.com






Just Eat Takeaway.com Annual Report 2021
Company profile

Company profile

Just Eat Takeaway.com is a leading global
online food delivery company, connecting
tens of millions of consumers with their local
partners, and benefitting from an attractive
business model with powerful network
effects.

Who we are

Just Eat Takeaway.com is a leading global online food delivery marketplace,
connecting nearly one hundred million consumers with 634 thousand local
partners through our apps and websites, and with leading positions in attractive
markets. As per 31 December 2021, Just Eat Takeaway.com operated in 23
markets divided in four reporting segments: North America (Canada and the
United States), Northern Europe (Austria, Belgium, Denmark, Germany,
Luxembourg, Norway, Poland, Switzerland, Slovakia and the Netherlands),
United Kingdom and Ireland; and Southern Europe and Australia & New Zealand
(ANZ) (Australia, Bulgaria, France, Israel, Italy, New Zealand, Portugal, Romania
and Spain). In addition, we operate through partnerships in Brazil and Colombia.

Just Eat Takeaway.com began operating in 2000 in the Netherlands when
founder and CEO, Jitse Groen, launched the online food delivery marketplace
under the brand thuisbezorgd.nl and expanded rapidly both in the Netherlands
and internationally, building European and then global scale through a blend of
strong organic and acquisitive growth.

Our proposition benefits both consumers and partners. We offer consumers the
ability to order from a large selection of local restaurants, grocers and specialty
retailers, enabled through our apps and websites, and delivered rapidly by our
network of couriers. For restaurants and other partners, we provide access to
our large pool of Active Consumers, our brand strength and presence, and our
Delivery capabilities — allowing them to increase their orders and grow their
business.

10
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In 2021, Just Eat Takeaway.com processed 1.1 billion Orders for our partners,
facilitating €28.2 billion in Gross Transaction Value (GTV). On average, Just Eat
Takeaway.com had 20 thousand full-time equivalent employees (FTE) in 2021,
of which almost 7 thousand represent the full-time equivalent of our employed

couriers.

The shares of the Company are listed and traded on Euronext Amsterdam (AMS:
TKWY) and its CREST depository interests (CDlIs) are listed and traded on the
London Stock Exchange (LSE: JET). The Company’s American Depositary Shares
(ADSs) began trading on Nasdaq on 15 June 2021 (Nasdaqg: GRUB).

Our business model

Just Eat Takeaway.com’s core business model connects consumers with
partners, enabling the consumer to order and pay for a meal through our apps
or websites, which is then delivered to the consumer or collected by them in
person (Fig. 1). We offer two primary models of fulfilment — our marketplace
model where participating partners deliver the food themselves, and our
Delivery model where we use our courier network to deliver orders.

For consumers, our proposition provides a simple way to order and pay for food,
and Just Eat Takeaway.com aims to offer the best user experience by providing
a large and varied selection of cuisines, broad restaurant choice, an easy-to-use
and engaging product interface, seamless payment processes, and transparent
order-tracking features.

For partners, Just Eat Takeaway.com offers access to a wide consumer-base and
provides publicity at a relatively low cost, allowing partners to broaden their
reach beyond local marketing and generate incremental orders.

In addition, we provide partner delivery services, primarily through our own
Delivery solutions but also through selected third-parties in some markets.

Our business is primarily a business-to-consumer (B2C) operation, but Just Eat
Takeaway.com is also investing in business-to-business (B2B) solutions allowing
corporates to offer their employees (partially) subsidised food orders and to
remove complicated expense processes.

We derive our revenue principally from the commissions we charge partners
based on the value of the food ordered through our platforms and, to a lesser
extent, from other services such as payment services, sales of merchandise and
packaging, and promoted placement. In addition, we also derive revenue from
fees charged directly to consumers, including delivery fees for orders where
Just Eat Takeaway.com is responsible for the Delivery.

The business model benefits from powerful network effects, reinforcing growth
in orders, consumers and partners (Fig. 2). As the number of consumers
increases, more orders and higher GTV are generated, attracting more partners
to our marketplace, which further enhances and diversifies the offering and in
turn attracts more consumers. This typically provides a strong tailwind to
growth for market leaders. In addition, network effects drive operating
leverage and lead to improved operating margins in the long run. For our courier
network of approximately 500,000 couriers, we offer either an employment
relationship with the relevant benefits or a flexible way of working, which
enables them to reach their earning goals on their own schedule.
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Just Eat Takeaway.com connects consumers and partners

Consumer searches on website
or app, places order and makes
payment

Delicious food enjoyed at home
or at the office!

Fig. 1 Just Eat Takeaway.com core business model

Receive
order

Consumers Partners
Consumers place order Just Eat Takeaway.com
(and make payment) transmits order

Deliver

Order is transmitted
to partner via
proprietary hardware or
directly into POS system

Order is delivered by the partner
or through Just Eat
Takeaway.com’s own delivery
solution, or is collected in person
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Just Eat Takeaway.com leverages powerful network effects

99m 2.9
Active Average Monthly
Consumers O Order Frequency

(2=

More Orders
per Consumer

N

New Consumers
Consumers place order Consumers
(and make payment)

Network Effects
Our powerful
network effects
fuel our ability to attract
more new customers,
compounding our growth

@ £

New Partners More !
Just Eat Takeaway.com partners v MOISIOICSIS
transmits order
634k 1.1bn
Partners Orders

Fig. 2 Network effects of online food delivery marketplace

Note: Numbers represent FY 2021, presented on the basis of the combined results of Just Eat Takeaway.com and Grubhub
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History

Creation of a leading global online food delivery marketplace with a proven track record of integration and growth.

2007 2012 2016 2019
First international First external IPO at Euronext Acquisition of Lieferheld,
expansion with entry into investment of €13m Amsterdam; first pizza.de and Foodora
Germany and Belgium from Prime Ventures Delivery city launched  from Delivery Hero
Thuisbezorgd.nl
Jitse Groen launches 2011 2014 2018
Thuisbezorgd.nl in L o
The Netherlands Name change to Acquisitions of Acquisition of
Takeaway.com Lieferando.de 10bis in Israel,
and Pyszne.pl reflecting entry
into B2B market

2006

Just Eat launches in
UK and moves HQ

2014 2016

IPO at London  Acquisition of
Stock Exchange SkipTheDishes

in Canada
Just Eat
Launches in
Denmark 2009 2015 2018
First external Acquisition of Acquisition of
investment of £10m Menulog Hungry House
from Index Ventures in Australia in UK

Fig. 3 History of Just Eat Takeaway.com

2021

Acquisition of Grubhub
in the United States

Acquisition of Bistro.sk
in Slovakia

m JUST EAT Takeawaycom

All-share combination of
Just Eat and Takeaway.com
and listing on London Stock
Exchange (‘JET’)

A\
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Our Segments

Our directly-controlled operations span four segments, which have been newly
defined in 2021. These segments are: North America, United Kingdom & Ireland,
Northern Europe, and Southern Europe & Australia and New Zealand (ANZ) (Fig. 4).
North America is our largest segment in terms of GTV, representing 41% of total GTV.

North
America

GTV
€11.5bn
41%

Southern
Europe & ANZ

Fig. 4 Our segments

Note: Amounts may not add up due to rounding

Northern
Europe
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In the four segments Just Eat Takeaway.com operates in 23 markets, Despite our well-developed market positions, we believe there is significant
representing an addressable population of over 727 million people. In the 12 upside potential from both increasing penetration and order frequency.
months to 31 December 2021, we served a total of 99 million Active Consumers Our overall consumer penetration remains relatively low (Fig. 5), and we believe
across our markets, representing an increase of 8 million Active Consumers there is still a big opportunity from the shift from phone to online ordering,
versus the previous year. Our significant investments in partner acquisition and as well as continued expansion of the addressable partner population through
Delivery also enabled us to increase the number of partners to 634 thousand by delivery services. Our Average Monthly Order Frequency also has significant
year end, further increasing the diversity of cuisines we offer. upside potential (Fig. 6), with consumers ordering on average only a few times a

month in 2021, with the large majority of meal occasions still being fulfilled

offline.
Just Eat Takeaway.com penetration Just Eat Takeaway.com Average Monthly Order Frequency

16
Population aged 15+' —
302m 158m 59m 208m 727m
100% +90 meals

(3 meals / day)

e 12% ‘/ iA/m% cah

North America Northern Europe UK & Ireland Southern Europe & ANZ  JET Total 2019 2020 2021

Fig. 5 Just Eat Takeaway.com penetration Fig. 6 Just Eat Takeaway.com Average Monthly Order Frequency

Note: Population estimates from Michael Bauer Research Gmbh for the year 2021
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North America

AAA

nQa

31 EN

Partners

371k

Active Consumers

37m

Orders
374m

Delivery Share

75%

GTV

€11.5bn

The North America segment includes our US and Canadian businesses.
Grubhub is one of the US largest online food delivery marketplaces and is
currently composed of two different brands — Grubhub, which was founded
in 2004 and Seamless, founded in 1999. Our Canadian brand SkipTheDishes
was founded in 2012 and was one of the earliest Delivery-led marketplaces
within online food delivery and has since grown to be the market leader in
Canada. The segment represents 34% of total Just Eat Takeaway.com
Orders.

The North American business, the largest segment by Orders and GTV,
continued to demonstrate its leading and sustainable hybrid model.

In 2021, our Active Consumers totaled to 37 million underpinned by strong
brand awareness and investment in marketing. Soon after the completion of
the Grubhub Acquisition on 15 June 2021, the US refreshed its branding,
adopting the Just Eat Takeaway.com global brand identity, and began the

consolidation of the legacy Seamless brand into Grubhub. The launch of the

new orange Grubhub branding was part of the most successful one-day
marketing campaign in Grubhub’s history — featuring significant out of
home advertising in New York, Chicago and Boston. Grubhub was the official
food delivery sponsor of The Game Awards and also launched partnerships
with Instacart and Peacock to further accelerate the growth of its GH+
loyalty programme. The Canadian business agreed a multi-season
partnership with the National Hockey League (NHL) in January 2021,
becoming the first Official Food Delivery App of the NHL. SkipTheDishes
partnered locally with six out of seven Canadian NHL teams so hockey fans
across Canada can support their home team and local restaurants
simultaneously. SkipTheDishes was also the Official Food Delivery App of
Team Canada’s Olympic team in 2021. SkipTheDishes was voted the most
Trusted Food Delivery service by both Reader’s Digest and BrandSpark,
securing a 47% trust share amongst the Canadian population.
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The segment increased Average Monthly Order Frequency in 2021, partly
driven by expansion of our local loyalty programmes - GH+ (US) and Skip
Rewards (Canada). In the US, orders generated by the millions of GH+
subscribers accounted for approximately 25% of total Orders by the end of
the year, whilst in Canada the programme has increased consumer
engagement and loyalty.

The supply base grew by 24% to over 371 thousand partners,

with significant expansion in both independent and branded partner
numbers. Partners continued to face challenges as a result of the global
pandemic and our North American businesses continued to support
partners through commission rebates in 2021.

In both the US and Canada, various states, provinces and local governments
imposed mandatory fee caps on online food delivery marketplaces. As of
the end of 2021, many of these have expired, but they remain in place in
some major US cities such as New York City and San Francisco. In Canada,
the British Columbia cap was extended until the end of 2022, whereas the
other remaining provincial caps are engaged by indoor dining prohibitions
and emergency orders.

We continue to innovate across our North American businesses, including
expansion of our convenience and alcohol delivery propositions. In Canada,
we entered the quick commerce market in 2021 through our launch of the
Skip Express Lane brand across several locations. When combined with
strong third-party convenience and grocery partnerships, this builds a
strong foundation and clear path to accelerating growth of non-restaurant
verticals.

18
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Northern Europe

Partners

77k

Active Consumers

31Im

Orders

296m

Delivery share

10%

GTV

€7.2bn

The Northern Europe segment comprises Austria, Belgium, Denmark,
Germany, Luxembourg, Norway, Poland, Slovakia, Switzerland and the
Netherlands. The Northern Europe markets together make up 27% of Just
Eat Takeaway.com Orders, with Germany being the largest market in terms
of Orders and GTV.

The segment has demonstrated strong growth and profit generation in 2021.
We increased Active Consumers by 20% to 31 million in Northern Europe, whilst
also expanding our supply base by 20% to 77 thousand partners. This segment
benefitted from our partnership with UEFA for the Euro 2020™ football
tournament, which took place in the summer of 2021 and generated high levels
of brand visibility.

We have strong positions across the Northern Europe segment and are the clear
leader in online food delivery in markets representing over 95% of segment
GTV.

Germany

Our Lieferando.de brand is the largest and most recognised online food delivery
marketplace in Germany, with consumer top-of-mind awareness of over 60%
and extensive partner coverage reaching over 98% of the delivery areas of the
German population.

In 2021, we continued to expand our delivery service to partners, which do not
have their own delivery fleet. Through this expansion we were able to offer an
even broader range of cuisines and several international and national chain
restaurants.

Order growth in Germany amounted to 42% in 2021.

19
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Other markets

Thuisbezorgd.nl was founded in the Netherlands in 2000 and has grown to
become one of the most recognised consumer brands in the country.

We continued to expand our base of Active Consumers and partners during
2021, whilst also trialling new product and technological developments,
including dine-in, drone delivery and the corporate solutions payment card.

In 2021, our leading Danish app and website were migrated to the continental
European platform. The Danish Delivery operations use our employed delivery
model, which enhances last-mile brand visibility and service levels.

Our market-leading Swiss business continued to expand from a strong base of
top-of-mind brands and high levels of existing penetration, whilst Poland is a
high growth market with very strong top-of-mind brand awareness.

Just Eat Takeaway.com acquired Bistro.sk, Slovakia’s leading online food
ordering platform during 2021.

20
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United Kingdom and Ireland

Partners

64k

Active Consumers

19m

Orders

289m

Delivery share

39%

GTV

€6.6bn

Our UK and Ireland segment continued to perform strongly under the Just
Eat brand, with clear leadership in online share and strong growth during
2021. The segment achieved 289 million Orders in 2021, representing 27%
of total Just Eat Takeaway.com orders, and a growth rate of 52% versus the
previous year. The UK brand Just Eat achieved a significant milestone during
the year, fulfilling its billionth order since launching in 2006.

We have continued to drive Active Consumers, which grew by 16% to

19.3 million. Our top-of-mind awareness (TOMA) was boosted by significant
investments in marketing and partnerships, including the UEFA Euro 2020™
football tournament and a new Christmas-themed advert leveraging our
renowned Snoop Dogg collaboration. In the UK, we particularly increased
consumer acquisition in London, media exposure and significant last-mile
visibility from our highly recognisable branded couriers. In Ireland, our PR-led
approach included support from the Deputy Prime Minister in promoting our
investment in the market.

The UK & Irish supply base grew by 21% to over 64 thousand partners. In the UK,
we agreed a number of new international and national chain restaurant
partnerships, such as Starbucks, Costa and LEON, as well as further boosting our
partner salesforce to add wider partner choice to our platform. Additionally,

we extended our proposition into convenience grocery with partnerships
including Asda and One Stop. In Ireland, we brought on a number of exciting
new partners including Starbucks and national convenience retailer Centra.
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Following the successful launch of our employed courier model in London last
year, the operation expanded into a further five UK cities in 2021 — Birmingham,
Brighton, Cambridge, Liverpool, and Nottingham. The expansion has created
thousands of new jobs and will further enhance our last-mile brand visibility
across these cities. We also announced a new 20,000 sgm office for UK
customer service operations in north-east England, creating more jobs in
2021/2022.

We also ended the year with our Christmas Meal Appeal where we worked with
our consumers, partners, couriers and staff to help provide over 200,000 meals

for the homeless and the vulnerable.
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Southern Europe & ANZ

Partners The Southern Europe & ANZ segment comprises Australia, Bulgaria, France,
1 21 k Israel, Italy, New Zealand, Portugal, Romania, and Spain. These markets

together make up 12% of Just Eat Takeaway.com Orders, with Australia the
largest market in terms of number of orders.

Active Consumers The segment is comprised of a number of markets at an earlier stage of their

1 3 m evolution, in terms of consumer penetration and operational scale, which
require significant investment. We achieved strong growth within the segment

during 2021, with Active Consumers growing by 8% to reach 13 million, and GTV

growth of 38% to €2.8 billion.

Orders

1 2 8 m This segment also benefitted from our partnership with UEFA for the Euro 2020™
football tournament, which took place in the summer of 2021 and generated 23

high levels of brand visibility.

Delivery share Australia

40% Our Australian brand, Menulog, which was founded in 2006, has a long track
record in online food ordering. In 2021, it was one of Just Eat Takeaway.com’s

fastest growing markets in terms of order numbers, demonstrating a significant

turnaround in performance following market share declines prior to the

Gross Transaction Value combination between Takeaway.com and Just Eat.
€ 2 e 8 bn The strong order growth has been driven primarily by an expansion of the
supply base, and in particular by the number of Delivery partners, which

increased significantly. The Active Consumer base also grew as a result of

increased investments in marketing, which further strengthened the Menulog
brand.
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Menulog also announced a first-of-its-kind partnership with the National
Indigenous Culinary Institute to accelerate their mission to boost employment
opportunities for indigenous chefs, as well as a partnership with OzHarvest to
donate as many as 200,000 meals through the Meal 4 Good programme.

Other Markets

Our Israeli brand 10bis was founded in 2000 and has grown to become the
leading online food delivery marketplace in the country. While Just Eat
Takeaway.com is predominantly a B2C brand, the majority of 10bis Orders are

B2B Orders, and 10bis served thousands of corporations, representing hundreds

of thousands of employees. The pandemic materially impacted these corporate
orders as offices closed, but this adverse effect was partly mitigated by
expansion into B2C ordering.

In Italy, we celebrated 10 years in business in 2021. Our employed Delivery
model is now live in 24 cities, and in 2021 we reached record numbers of
consumers and significantly increased our partner estate.

Our Spanish operations also saw record Active Consumers and strong partner
growth. In 2021, the Spanish government introduced a new rider law
establishing last mile logistics players to employ its couriers, which Just Eat
Takeaway.com already complied with through its employed courier model.
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“On our mission to empower every
food moment, we significantly scaled
up our partner supply, tapped into
convenience and provided better service
levels in Delivery and customer
service through expansion of our
footprint and tech advancements”

— Jorg Gerbig, COO
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Our Strategy

Our vision is to empower every food moment
for our consumers, partners and couriers —
from the family takeaway on Friday night to
the daily morning coffee, and from a
mid-week lunch to groceries from your local
convenience store.

That means empowering our consumers to get the food they love whenever
they want it, by providing the best choice of partners and making the
end-to-end experience as quick and easy as possible. And it also means
empowering our partners to grow and to thrive, not only by giving them access
to a huge pool of consumers through our platforms, but also by supporting
them with new tech-enabled tools and services that help them run their
business every day.

We are a strong advocate for the power of network effects and believe online
food delivery is a “winner takes most” industry, where a large-scale player will
naturally continue to generate increasing value for all participants in the
network. To harness these network effects, our overall strategic objective is
to build and extend large scale and sustainably profitable positions in every
market in which we operate.

To achieve this, we have a clear strategy:
* Expansion of supply and delivery footprint
o Build broadest partner offering, including partnerships with key
branded chains;
o  Extend Delivery operations and drive increased efficiency;
o  Develop and roll out our B2B proposition;
o Launch and expand convenience grocery offering.
¢ Increased brand awareness across markets
o Build brand love and loyalty through local brands with a single global
identity;
o  Drive top-of-mind brand awareness through share of voice and last mile
visibility;
o Leverage key partnerships to extend and enhance our