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Disclaimer

In considering any performance information contained herein, you should bear in mind that past or projected performance is not necessarily indicative of future results, and there can be no assurance
that any entity referenced herein will achieve comparable results or that illustrative returns, if any, will be met. Statements in this presentation are made as of the date this presentation is made unless
stated otherwise, and the delivery of this presentation at any time shall under no circumstances create an implication that the information contained herein is correct as of any time after such date.

This presentation contains statements that, to the extent they are not recitations of historical fact, constitute “forward-looking statements". Actual outcomes and results could differ materially from those
forecasts due to the impact of many factors beyond the control of the Company and its affiliates. Forward-looking statements include statements concerning plans, objectives, goals, strategies, future
events or performance, and underlying assumptions and other statements, which are other than statements of historical facts. The words "believe", "expect”, "anticipate”, "intends", "plan”, "estimate",
"aim", "forecast", "project”, "will", "may"”, "might", "should", “could" and similar expressions (or their negative) identify certain of these forward-looking statements. Forward-looking statements include
statements regarding: business strategies, outlook and growth prospects; future plans and potential for future growth; growth in demand for soft flooring products; expected developments in production
capabilities, including technological advancements in soft flooring manufacturing; expected spending by our customers and competitors; liquidity, capital resources and capital expenditures; economic
outlook and industry trends; developments of markets; the impact of regulatory initiatives; and the strength of competitors. No statement in this presentation is intended to be nor may be construed as a

profit forecast.

The forward-looking statements in this presentation are based upon various assumptions, many of which are based, in turn, upon further assumptions, including without limitation, management's
examination of historical operating trends, data contained in the Company's records and other data available from third parties. These assumptions are inherently subject to significant uncertainties and
contingencies which are difficult or impossible to predict and are beyond its control and it may not achieve or accomplish these expectations, beliefs or projections. In addition, important factors that, in
the view of the Company, could cause actual results to differ materially from those discussed in the forward-looking statements include the achievement of the anticipated levels of profitability, growth,
the impact of competitive pricing, shifts in customer, market and consumer demand, competition risk, regulatory risk, financial markets risk, operational risks, the impact of general business, European
and Belgian economic conditions and other risks and factors. In light of these risks, uncertainties and assumptions, the forward-looking statements contained in this document might not prove to be
accurate and you should not place undue reliance upon them. All forward-looking statements attributable to us or persons acting on our behalf are expressly qualified in their entirety by the foregoing
cautionary statements.

Figures contained in the presentation may be rounded.

This document shall not constitute an offer to sell or the solicitation of an offer to buy any securities, nor shall there be any offer, solicitation or sale of securities in any jurisdiction in which such offer,
solicitation or sale would be unlawful prior to the registration or qualification under the securities laws of such jurisdiction. Any securities offered by the Company have not been and will not be
registered under the Securities Act, or under any applicable securities laws of any state or other jurisdiction of the United States. Distribution of this document may be prohibited in the United States.
You are required to inform yourself or, and comply with, all such restrictions or prohibitions and the Company does not accept liability to any person in relation thereto. By attending the meeting where
this presentation is made, or by reading the presentation slides, you agree to be bound by the above limitations.

The financial information included in this document includes figures that have not been subject to an audit or review by any independent auditor in accordance with generally accepted auditing
standards. This presentation also includes certain unaudited pro forma consolidated financial information. The unaudited pro forma adjustments are based upon available information and certain
assumptions that Balta management believes to be reasonable. The assumptions underlying the pro forma adjustments have not been audited or reviewed in accordance with any generally accepted
auditing standards.
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Full Year 2019 Financial Summary

+3.9%

yoy sales growth

(consolidated)

(5.7%)

Adj. EBITDA
growth

(on a like-for-like basis®)

4.0x

Leverage
Excluding IFRS 16

(on a like-for-like basis)

Notes:

A 3 Notes.
" ba Ita (1) Like-for-like IFRS16 adjustment on 2018 EBITDA

+2.6% organic

+1.3% FX impact

(7.4%) organic

+1.8% FX impact

Net Debt
€313.7m

FY2019 Consolidated Revenue of €671.2m

Solid top-line growth in Rugs (+7.4%) and Commercia
decline in Residential (-5.8%)

| (+9.7%), while

FY2019 Consolidated Adjusted EBITDA of €74.4m
Margin improvement in both Residential and Commerci al
Rugs margins impacted by negative one-offs

Investments in NEXT of €4.2m of which €0.5m non-rec  urring

Leverage slightly up from 3.9x as at Q3 2019 (3.6x
Net debt includes €44,7m increase from IFRS16

FY2018)

Net debt on a like-for-like basis slightly up from FY2018, mainly the

result of the upfront costs of NEXT
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Group Q4 2019 Revenue Performance

€m
173.3 -4.5
2.4
0.3 164.1
-8.2% +4.1% -13.7% +5.0%
Revenue Rugs Commercial Residential Non- Revenue
Q4 2018 Woven Q4 2019
A N
labalta

Q4 gﬁ;’“h Q4 Growth (%)
Organic -€10.2m -5.9%
FX Impact +€1.0m +0.6%
Reported -€9.1m -5.3%

® Rugs impacted by delayed US outdoor shipments
and e-commerce sales below initial expectations

® Residential saw reversal of the Q3 pre-Brexit
stocking by some customers in Q4

® Continued growth in Commercial, led by our US
business



Group Q4 2019 Adjusted EBITDA and Margins

Adj EBITDA margin (%) £m Lfl @ Reported % Change
Q4 2018 Q4 2019 Lfl®
Rugs 9.9 5.0 -49.4%
€m 1.8 22.9 (3.4)
Commercial 9.9 10.7 +8.7%
0.2 19.8
Residential 2.8 3.7 +28.5%
\ -14.7% +1.0%}
Non-Woven 0.3 0.4 +27.6%
Lfl® -13.6%
Consolidated
Adjusted 22.9 19.8 -13.6%
EBITDA

® Rugs impacted by delayed US outdoor shipments
and e-commerce sales below initial expectations

® Investments in NEXT €1.2m in Q4 2019

® Residential and Commercial benefiting from mix,

Adjusted LflIFRS16 LflEBITDA Organic FX impact Adjusted

EBITDA Impact Q42018  growth EBITDA price increases and cost saving initiatives
Q4 2018 Q4 2019
=
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Group FY 2019 Revenue Performance

€m
147 20.8 -11.9 1.4 671.2
646.2 ' T
+7.4% +9.7% -5.8% +5.2%
Revenue Rugs Commercial Residential Non- Revenue
FY 2018 Woven FY 2019
=
abalta

FY Growth
0,
(€m) FY Growth (%)
Organic +€16.7m +2.6%
FX Impact +€8.3m +1.3%
Reported +€24.9m +3.9%

® Continued solid growth in our US Commercial
business

® Some recovery in European Rugs after challenging
2018

® Residential market environment overall
remained more challenging both in UK &
Continental Europe



Group FY 2019 Adjusted EBITDA and Margins

. o Lfl @ Reported % Change
Adj. EBITDA margin (%) i FY 2018 FY 2019 LA®
Rugs 29.0 16.8 -42.2%
€m 6.5 78.8 (5.9)
1.4 74.4
Commercial 35.6 40.5 +13.7%
- 0, 0,
\ 7.4% +1.8% } Residential 11.8 15.1 +27.5%
LflD -5.7% Non-Woven 2.4 2.1 -13.4%
Consolidated
Adjusted 78.8 74.4 -5.7%
EBITDA
® Rugs impacted by several negative one-off
adjustments
® Investments in NEXT €4.2m of which €0.5m non-
recurring
® Commercial and Residential benefited from
‘ ‘ ‘ ‘ ‘ price/mix and cost saving initiatives
Adjusted  LflIFRS16 LflEBITDA  Organic FXimpact  Adjusted * Positi . t f €2 | | &
EBITDA Impact FY 2018 growth EBITDA ositive impact from c.€2m accruals release
FY 2018 FY 2019 c.€1m sale of excess EUA's
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From Adjusted EBITDA to Net Income

€million

Revenues

Adjusted EBITDA
Depreciation and amortisation
Adjusted Operating Profit
Non-recurring income/expenses
Operating Profit

Financial income and expenses
Profit Before Tax

Income Tax

Reported Net Income

ke balta

671.2

744

(39.6)

348

(6.6)

28.1

(25.2)

3.0

7.4

104

2019 2018

646.2

724

(32.4)

39.9

(7.7)

32.2

(25.8)

6.4

1.0

7.3

’ Adjusted EBITDA & Depreciation impacted by IFRS16

> Non recurring expenses in 2019 primarily in relation to NEXT

Tax income mainly driven by recognition of previously
unrecognized tax losses as a result of the alignment of the

intercompany financing to the enacted tax legislation
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Cash Flow

€million

Adjusted EBITDA

Non-recurring expenses (net)

Changes in provisions and FV of
derivatives

Cash generated before changes
in working capital

Changes in working capital ("

Net income tax paid

Net cash generated by operating
activities

Capital expenditure, net of
disposals

Net cash generated by investing
activities

Interest and other finance charges
paid

Net debt repayments
Dividends paid

Net cash generated by financing
activities

Net change in cash

74.4

(6.6)

(0.8)

67.0

(9.9)

(7.9)

49.3

(27.4)

(27.4)

(20.8)

(8.6)

(29.5)

(7.6)

2019 2018

724

(7.7)

(6.2)

58.5

(7.3)

(4.8)

46.4

(30.8)

(30.8)

(21.0)

2.1)

(2.9)

(26.0)

(10.5)

Interest expenses and repayment of net debt above last year by

the application of IFRS 16

-
" ba Ita (1) Changes in working capital includes trade working capital and other working capital
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Leverage of 4.0x Excluding IFRS 16

€m

320
306 312 314

43,2 42,2 44,7

262 42,1

2018 Q1/19 Q2/19 Q3/19 Q4/19

m Net Debt (pre IFRS 16) IFRS16 === |f| Leverage
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Announced repayment of €35m Senior Term Loan in Q1/20

Debt Maturity Profile Post Announced
300 Transactions Q1/20

16,4

250 47

200
= 150
w
100
50 61,0
2020 2021 2022
Bentley $18m RCF Commitment
RCF Commitment
E Financial Leases
m Senior Secured Notes
A
kabalta

41,3

2022+

Sale-and-lease-back announced January 2020

Entered into sale-and-lease-back of two of our
plants in Belgium (Tielt & part of Sint-Baafs-Vijve)

Proceeds of €42m

Amortizing to the repurchase option of 14% after
10 years, which can be extended further

Fixed interest rate of 2.7%

Senior Secured Notes due September 2022

Continuously  monitoring the market on

refinancing alternatives

Prepayment penalty to refinance the €234.9m
outstanding Senior Secured Notes of c.€4.5m
until September 2020, with no prepayment
penalty thereafter

13
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NEXT: Key Assumptions

Next impacts presented in the following pages aret o be
understood as follows:

The assumptions are calculated versus a baseline of 2018 or 2019

* Impacts shown for the Revenue initiatives are the anticipated
gross impacts and take no account of possible ‘cannibalization
effects’ or the current macro-economic uncertainty

. Impacts shown for the Margin initiatives are the anticipated gross
impacts before cost inflation

* Impacts are calculated on the basis of forecast volumes
« FX exchange rates are assumed stable over the period

* Lean and Procurement are P&L impacts (excluding Capex savings
or cost avoidance) and affect either COGS (raw materials
consumption or costs) or fixed expenses (e.g. maintenance)

labalta




NEXT Revenue : Our Target is to add €85m of revenues to our
Top Line in the next two years

2019A 2021
Key Drivers (vs 2018A) (vs. 2019A)

Total Additional Sales

G Balta e-commerce +€5m

+€25m +€85m

New Segment
: +€10m
Direct route to market

Revenue

vs. 2018 vs. 2019

Other Revenue
Initiatives

+ €10m

abalta 16



NEXT Margin Improvement : €16m additional savings
planned in the next two years

Key Drivers 2019A (vs.2018A) 2020F (vs. 2019A) 2021F (vs. 2020A)
° Lean + €6m + €7m + €4m
e Procurement + €4m +€3m +€3m
Margins®

Incremental

Opex (€4m) (€1m) (€0m)
Total

EBITDA savings e, 8 gl
2019 2020 2021
Non-recurring (€7m) (€2m) (€0m)

expenses

NEXT

related spend Capex (€3m) (€8m) (€Om)

Notes:
(1) Impacts based on forecast volumes

ke balta 17



0 Balta e-commerce

NEXT

ambition

What we have
done so far

2020 Key

Implementation
Milestones

labalta

Establishing a strong position in the B2B e-commerc e to capture growth,

starting with Rugs in US and then EU

Supply chain redesigned for specific e-commerce requirements in 2019, from
production planning in Turkey and Belgium to dropship services requirements in US

Initial introduction new indoor rugs collection in US

Product development process and team put in place in H2 2019 in order to meet
online web trends and search patterns

Opened a dedicated state-of-the-art e-commerce warehouse in Savannah, US

Set-up strong partnerships with pure e-commerce and traditional brick & click
players in US, with a dedicated e-commerce team

Opened a photography studio design in the US to increase agility and
responsiveness to new customer trends

Introduce new indoor rugs collection in US to both pure and brick & click players
Enhanced EDI Customer Integration in US
Define strategy and roll out e-fulfilment in EU, with a dedicated e-commerce team

18



Establishing a successful position
In the US online business

e REYOND_&E

i“éi" . Tackling the US e-commerce channel
with a dedicated design team
& state-of-the-art e-commerce warehouse

in Savannah

Specific US design team
Introduced 600 new SKUs
with additional 250 designs in Q1 2020

Fast track prototyping for brick & click players
End-user delivery across US within 2 to 3 days

Same-day order fulfilment with = 99% accuracy
Continuously exceed industry standards
with our expected volume increase

19




e Focus Segments & Direct Route To Market Approach

NEXT

ambition

What we have
done so far

2020 Key

Implementation
Milestones

labalta

Be the growth leader in commercial flooring categor Y,

through delivery of unmatched value and customer ex perience

® Focus on high growth segments and direct route to market approach for Bentley
and modulyss brands (Architects and Designers, Multi-family, Education,
Government)

® Leverage synergies between Bentley and modulyss product ranges for cross-selling

® Investment in new machines to expand tiles product ranges (colourpoint at Bentley,
press nip at modulyss)

® Broadened product portfolio with LVT products in US

® Leverage additional sales hires and selectively complement segment coverage
® Expand direct route to market strategy to new geographies
® Further develop synergies between Bentley and modulyss

20



Intensifying our focus segment approach
with our award-winning brand

— TS

ooy ) BB B BENTLEY

launching new carpet and LVT styles
to meet price and aesthetic needs

of education & multi-family segment

Continued revenue double digit growth in target seg ments in 2019
Offering product design, style and customer service
to segments with high potential of business development

Education, Bentley’s second largest segment
Benefiting from highly efficient production facilities
to meet growing demands

Salesforce expansion
Recruited 13 highly skilled sales representatives to address focus
segments, with 5 additional hires planned in 2020

ke balta 21



Developing modulyss
direct route to market approach

Develop closer relationships with

Architects & Designers

Move to customer centric organization and products
Offering new product designs
Developing end-of-life solutions and cradle-to-cradle offering
Developing online tools to facilitate visualization and sampling process

Salesforces and show rooms expansion
Recruited 17 sales & marketing people
focused on specifiers and Architects and Designers
Developing unique concepts for each and every project
Opened 5 showrooms in key urban centers

22



e Other Revenue Iinitiatives

NEXT Increasing margins by generating new sales from new higher-end products and

ambition developing smart pricing across business units

® Strengthened sales force capability with solid tools required for differentiated pricing

What we have ® Increased product development capability to speed up the pipeline

done so far ® Launched business wide new collections, including our innovative recycled

Re_Generation collection and Satino, the wall-to-wall carpets with innovative fibers

® Introduce new collections to key customers, focusing on innovative and sustainable
2020 Key products
Implementation

: ® Continue communication campaign to ensure visibility and traction
Milestones

® Implement a groupwide improved differentiated pricing methodology

ke balta 23



Addressing demand
for sustainable and recyclable products

Our Rugs division values sustainable product
development through innovation,

turning trash into treasure

, RE_GENERATION RUGS:
\:"%“ A new range of in- & outdoor area rugs made fromrec  ycled materials
» y . . . . .
esess ey A ‘ ‘ comprising plastic PET-bottles, discarded cotton fabric
il e ey and pre-consumer leather waste;
£3430300 bR AR AR R AR o .
foldable for more compact transportation and storage,
and certified by the Belgian Quality Association
Launched in January 2020

NEW GENERATION RUGS:
A range of single material tufted indoor area rugs
Creating easy-to-recycle, washable and long-lasting rugs,
Generating 10% Rugs revenues

24



Differentiating our position with our
stylish and handcrafted brand

oQpIlo

by '&balta

launching a mix of hand-made trendy and

prestigious products inspired by nature

Stylish & affordable designs
Reflecting contemporary lifestyle trends
with a wide range of price categories
fitting a large customer base

T e R ot o e
F 'ﬁ. = 3 @:—_ﬁf}?ﬂ#r—_‘:r - --\_.:

T - _ .
-F'ﬂ'_?';";":.ﬁ-%‘--.—* T Sustainable production
- o =.\'1r'-u-ij-\.'-. . d .
T In-house designers and hand-made rugs

produced by experts in artisanal work

= I-'r.i-.l-

e
i = Lo B e

" o T = - ] - e I
ek - Ly -\.'--:'_.r'il 1
e L T N LS
%ﬁiﬂ|ﬁt ﬂ—_ﬁ#rh?lf‘bi'r > 3 -

o S, gy e

Orders already confirmed to double in 2020

%abalt
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° Global Lean program for Operational Excellence

NEXT

ambition

What we have
done so far

2020 Key
Implementation
Milestones

Financial Impact

(1) Ona 2020 COGS baseline

labalta

Implement the Lean program in all plants to establi  sh superior cost position and

deliver sustainable margin improvement

Implementation ongoing in all EU and US plants.
In six plants, multiple “waves” are currently rolled out in parallel
Scope covers all production areas, maintenance, quality and energy

15 change agents deployed across plants to drive cultural change and continuous
improvement, with close involvement of plant leadership

First benefits from Lean program in Turkish plant (Usak)

Fully deploy Lean waves in all plants, ramping up benefits and establish continuous
improvement process in all plants

Lean implementation is on track and has delivered expected €6m margin
improvement in 2019

In excess of €11m EBITDA impact expected in the next two years
2022 run-rate savings of 3.4% of annual production cost in scope ®
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Q Lean — case study

@' Rugs — SBV Finishing line

® Overall Equipment Effectiveness improvement on
gluing lines

® 30% productivity improvement achieved vs 2018

® Enabled by CAPEX investments with a pay-back

period of 18 months

® Increased productive output of machines and
value-added time from operators manning the

lines

ke balta 27



QCase study inventory reduction

o/
n‘?@ Broadloom

10% raw materials inventory reduction through :

® Introducing vendor owned inventory for externally

sourced semi-finished products

® Just-in-time ordering of yarn creels, enabled by a

1 month reduction of the overall lead time

® Close collaboration through partnerships with key

suppliers

ke balta 28



6 Procurement drive

NI=4)
ambition

What we have
done so far

2020 Key
Implementation
Milestones

Financial Impact

labalta

Our ambition is to optimize spending and maximize sav ings for all product

groups, without compromising on quality, service an d sustainability

® Price, product and supplier optimization: working on multiple fronts, such as the
introduction of new suppliers, raw materials adjustments & intensive price
negotiations.

® Improved automated processing to increase purchasing efficiency and process time

Main Raw Material contracts and agreements finalized by end of January
Fourth-Party Logistics (4PL) will be setup for container transport in H2/2020

2019 EBITDA savings of €4m were ahead of plan

On track with our target to deliver in excess of €6m EBITDA savings in the next two
years

29



Creating procurement synergies
with One Balta

Bringing together world-wide Balta product speciali sts
to work on product optimization, sourcing projects

and purchased SKUs reduction

Working groups created with 10 specialists involved in each
Focusing on Plastic packaging, Cardboard packaging
and machinery spare parts

Synergies triggering important purchased SKU reduct ions
e.g. going from 3000 spare parts to 1500

Best Cost Country Sourcing Strategy
In new geographies such as in Asia and Turkey and
for new categories such as spare parts and machinery
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Supply chain optimization

NEXT

ambition

What we have
done so far

2020 Key
Implementation
Milestones

Financial Impact

labalta

End-to-end improvements to supply chain to signific antly reduce working capital

requirements and improve service levels

Enhancements made to existing planning and CRM tools

Shift to vendor owned inventory and just-in-time ordering of raw materials and
externally sourced semi-finished products, reducing lead times by 1 month through
partnerships with key suppliers

Close collaboration and feedback loop in place with Sales to realize first
improvements in forecast accuracy

Implement a new forecasting tool and support processes across Business Units to
enhance the way we manage forecasting and improve forecast accuracy

Start implementation of fit-for-purpose planning tools as a key enabler, not only for
further inventory improvements along our entire supply chain, but also to support e-
commerce growth

Resulting inventory improvements in 2019 of €5m are ahead of plan, with inventory
relative to sales improved by up to 12% (Rugs)
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Complexity reduction

NEXT

ambition

What we have
done so far

2020 Key

Implementation
Milestones

labalta

Right trade-off between a broad product offering an d the adherent cost of

complexity in supply chain and production

® Created transparency on complexity drivers and costs at SKU level
® Net reduction of SKUs in Residential by 10%

® Net reduction of different yarn types used in Rugs by 25% through rationalizing
similar colors and standardizing yarns for declining SKUs

® Further net reduction of SKUs in Residential by 10%

® Further yarn and SKU rationalization in Rugs, freeing up space for the launch of
additional e-commerce SKUs
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Balta’s Strategic Priorities

Digital Transformation

NEXT
Three year earnings Contributing to Sustainable Digital Transformation
enhancement program Development Goals
® Enhancing customer
® Delivering sustainable growth ® Appointed Head of experience through state-of-
& improving commercial Innovation and Sustainability the-art visualization and
excellence reporting to the Executive ordering tools
® Increasing cost Committee ® Connecting plants,
competitiveness ® ‘Design to Recycle’ Principle processes and people

drives our product
development strategy

® Continuous optimization
across our factories to
reduce water and energy
consumption

® ‘One Balta For Safety’ = Zero
Harm to Balta employees

With the NEXT initiatives in place we expect signif  icant top-line and EBITDA growth in the

next years. However, macro-economic conditions rema  in uncertain.
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Q&A Session




