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Platform and value
creation strategy

Martin Hansson, CEO



Salix Group’s vision and business concept for value creation

Vision

We build successful businesses through long-term and
genuine commitment

Business concept

Salix Group is a customer-centric B2B trading and
distribution group that creates value through acquisitions
and organic initiatives

Our committed co-workers are the building blocks that
enable each company to reach its full potential
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Platform and value creation strategy

Salix Group — a leading and rapidly growing B2B trading
and distribution platform with an active M&A agenda

sk 4,115m

Leading Nordic B2B trading and distribution company Net sales 2025

Offering products for building and industry, primarily hardware, consumables, materials, SEK 400m
and packaging plus a broad range of products for home, garden, agriculture and forestry EBITA 2025

The offering includes market-leading own brands as well as well-established distributed
third-party brands

Creating value via M&A and organic growth — ready to deliver in an improving market 38%
EBITA / TWC 2025

Well-positioned to deliver significant value creation as a standalone listed entity
-
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Pan-Nordic presence with market-leading positions and

recent market entry into Ireland

@ Primary markets
Secondary markets
@ New market

Strong pan-Nordic presence with market-leading positions
across several product categories, and an expanding pipeline
of opportunities
supporting stable growth

Operating in 5 primary markets and
—and a new primary market added with Ireland

8 secondary markets

New market 2026
I 4
f HQ Malmé'® .
Y 4

Net sales

13 by country

2025%
operating
countries

\‘ggss Note: 1) 2025 illustrative refers to 2025 financials including acquired companies. For Laydex, the figures relate to FY24/25.
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Platform and value creation strategy

Salix Group has a long and successful history as a market
consolidator

1892 @ roundation of wholesaler Thomée Net sales, SEKm
| . # of acquisitions

1921 . Foundation of product developer Habo 13 3% /

| Thomée and Habo become part of the same group, CAGR 2019-2025

2006 ® forming the backbone of today’s Salix Group / (incl. Laydex) 2026 April
| tvomee habo acquisition
2007 HDF, Industribeslag and Sgrbg are acquired )
Sorbo ) embo
The holding company is renamed Lomond Industrier Wallco .ﬂ gurmar Eiklid @ A rimeeRmMANE <l = Laydest
2014 &‘9‘35‘}2:}3 Blomstra™ . I @ beslag design E
SWEJAWL 7.
| BEHECO e NIBU SE
2015 . Lomond Industrier (later Salix Group) is acquired by Volati
and becomes one of three business areas SWE Pls LA /
VOIatl. Vaggmaterial JQ /
2017 @ T-Emballage, Miliscenter and Kellfri (previously
owned by Volati) becomes part of Salix Group
Kellfri @ Miljocenter ' Emballage 2
() () o o
2019 2020 2021 2022 2023 2024 2025 2025
illustrative?
\‘ggss Note: 1) Acquired brands, excluded from ‘# of acquisitions’; 2) 2025 illustrative refers to 2025 financials including acquired companies. For Laydex, the figures relate to FY24/25.
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Platform and value creation strategy

Salix Group operates in a large diversified market supported
by essential product demand and stable renovation activity

Total Nordic construction @ Salix Group’s business areas
- 1
material market?) Large addressable market with continuous
SEK ~591bn demand

Consumables Trade
& Agriculture

Other @

retail?

Structural exposure to stable renovation

SEK ~21bn demand

Forestry and
agricultural
customers?

SEK ~52bn @

Builders’ merchants?
SEK ~162bn Broad range of product categories

Home & Fittings

@ Construction &
Salix Group core Nordic Diversified sales channels and customer ' Packaging Solutions
base
market SEK ~281bn
\‘ggss Source: Arthur D. Little market report. Note: 1) 2024 figures; retail channels shown in wholesale value, industrial sales shown in retail value; 2) Wholesale value; 3) Retail value.
SALIX
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Platform and value creation strategy

Salix Groups' core Nordic market 1s expected to grow
steadily supported by strong underlying trends

SEKbn?) Stable renovation market

/
5.0%
1.4% e — CAGR 2025-2030

CAGR 2020-2025

N (18%) 343
341 2022-2024 N 328

Aging building stock
375
358

Energy efficiency and regulation

294 281 294 0 Stabilising macroeconomic
274

Changed user requirements for
buildings

I conditions

2020 2021 2022 2023 2024 2025E 2026F 2027F 2028F 2029F 2030F
ESG requirements

B Builders’ merchants Construction-related industry
B Forestry and agricultural customers Other retail
\‘ggss Source: Arthur D. Little market report. Note: 1) Measured in nominal terms, wholesale value measured except for industrial customers (direct sales).
SALIX
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Platform and value creation strategy

Dynamic group of market leading trading businesses with
strong industrial logic divided into three business areas

SALIX |

GROUP

v" GROUP MANAGEMENT v HR v' M&A STRATEGY v STRUCTURE v PROCESSES

DIVIDED INTO THREE BUSINESS AREAS

CONSTRUCTION &
PACKAGING SOLUTIONS

CONSUMABLES TRADE & AGRICULTURE HOME & FITTINGS

AND 15 ENTREPRENEURIAL BUSINESSES UNITS

Revenue share? Revenue share? Revenue share?

BSHECO THOMEE ﬁ Dbesagdesion  habo ol® Laydex T Emballage
33% 33%

34%
KEllll'i D Miljocenter

NIBU P 'Z 5% Anmeerman ‘TECCA Sorbo
-

SUPPORTED BY A SHARED SERVICES BACKBONE

SALIX | SALIX BUSINESS PARTNER v T v ERP v/ PAYROLL v WAREHOUSE & LOGISTICS
GROUP
\‘ggss Note: 1) 2025 reported financials before eliminations and group adjustments, including Hans Eggestrand and Laydex with revenues of SEK 17m and SEK 480m respectively. For Laydex, the figures relate to FY24/25.
SALIX
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Platform and value creation strategy

Long standing customer relationships with low customer
dependency and broad reach through trusted partnerships

= FORESTRY AND
% BUILDERS’ MERCHANTS AGRICULTURAL OTHER RETAIL
@ CUSTOMERS

CONSUMER (DIY) PROFESSIONAL

OO, e (Certeso  COPIAX B S
EKsJﬁHus GII-]E Ballingslov™ @beslag anline
4SB/A UHA US| BYGGIIIELS ahlsell % BELJER
—r— bygahemma.se Cerwvera
2 == ESPAK
= » CTYEROSS clas ohlson
B jem & fix MAXBO /opTimERA/  HOLMEN aeme  epog
o Hydro GRANNGARDEN ~HAFELE
= HeuMa I3
= il
<
= KES Ko m STARK ﬁ OBOS Lassenteret INNOFLAME Maxi
modexa PMBLIVING
N ) ’SOK SVEDBERGS
VGG XL | GIIETE s ATEGRO . mag
3.1% Customer #5
3.0% Customer #6
2.3%
“ Customer 1 8
w i 2.1% Customer #8 %
é 52 of total revenue split 2025 9% _Customer 9 of total 1.5 of total revenue 1.5 of total revenue
5 revenue
+70%

Other customers 5 0+Y1‘S
relationships with some ~15-30YI'S

of the Group’s largest customer
customers relationships
(on average)

\‘ggss Note: Customer list is non-exhaustive.
SALIX
GROUP



Platform and value creation strategy

Salix Group holds market-leading positions, with strong
proprietary brands

¢ >70% of revenue comes from own brands

STRONG COLLECTION OF OWN BRANDS >70%
* Expanding portfolio and increasing share of highly profitable own brands

roprietary brands/products
Pro ! P /IRROW ¥ BERGLUND" D) beslag design Blomstra

* In-house product design and development, enabling differentiation,
competitive pricing, and stronger margins I.«
— a win-win for both Salix Group and its customers @

duachy’ embo

DUSCHPRODUKTER

* Offering complemented by distribution of well-known third-party
brands (primarily through Thomée) ST @ Greenline  habo BSHECO LantButiken
IR sxruvsPrciausTEN din jordnéra butik

MUURIRKA NIBU ’ serva SILVERLINE

== Salix Group holds market-leading positions

. = 3 SWEJAVW DEMERX SWE TECCA
across key product categories and leverages strong a
branding to secure shelf space and influence pricing

T Emballage TEPROTECT A TESHELL A N TIMBERMAN @

s FLEXITRAC =2 MULTIFOREST =8« OPTIMAL  vigomaterial S0 Wallco

SALIXI
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Well-established sourcing and procurement strategy

Sourcing by geography and 2025 KPIs (excluding Laydex)

2025 KPI’s

68%

Sourcing from Europe

32%

Sourcing from Asia

China
Office,
Shanghai @

Top 10
suppliers
account for

<20%

>30

years in Asia

\‘ggss Note: 1) Sourcing professionals within the Group companies.
SALIX

GROUP




Platform and value creation strategy

Efficient logistics backbone with further efficiency gains
expected

Salix logistics footprint

= Combination of central and decentralised warehouse and ) _
@ Business unit warehouses

logistics solutions, tailored to business scale
Salix Business Partner warehouses

= Currently operating 18 warehouses with ongoing initiatives ® 3PL operated warehouses F ®
for warehouse consolidation, automation, and process
optimisation e o e
o o
= Strong focus on working capital efficiency across the entire e e
organisation - °® 0( Y
(2]

50/50

split between
central and
decentralised

warehouses?

\‘ggss Note: 1) Split by square meters 2025 (excluding Laydex).
SALIX
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Platform and value creation strategy

Case study: New consolidated warehouse and logistics hub
in Malmo

Rationale
@ om
Streamlined inbound and outbound freight =)
=)
Q¥
Centralised system support 0}@{0
3

= Consolidation of 3 warehouses into one logistics hub through Salix
Network Model — ongoing initiative in Malmo

= (Capturing significant economies of scale Reduced lead times

= Driving growth and delivering customer value
+ an already

= Similar initiative underway in Finland operational
combined
logistics hub for Improved traceability

5 businesses in
Vetlanda

||--|||ﬂ




Platform and value creation strategy

Salix Group's core values form the foundation of its
culture, driving high employee satisfaction scores

Salix Academy was established in 2022

Leadership pipeline

CEO training

Future leaders training

Sales excellence, Networks (sales, marketing, logistics, sourcing, sustainability)

Functional training

@ CEOtraining, Top 10, Talents and SMP/VMP

250

sales professionals
have enrolled the
Sales Excellence
Program

HR and Compliance for new leaders, Onboarding M&A,
SBP training

Employee satisfaction scores above global benchmark

Index results, Brilliant study 2026

—— |
Engagement

Leadership | ‘

Management | ‘

Psychological safety

Team efficiency

Organisational and social
work environment

B 2025 2026 === Global Benchmark

77

74
74

84

75
81




Experienced and committed management team

Martin Hansson Carolina Nerman Krister Svantesson  Christos Selman Ingrid Andelid Business Area Managers
e G GAlHD CEO Salix Business Head of M&A Fredrick Sylva Marcus Ahlstedt Roger Andersson
i D Home & Fittings Construction & Consumables Trade
) . NTEIDEIEEE o . o ) Packaging Solutions & Agriculture
4 years at Salix 2 years at Salix Group 6 years within Volati 4 years within Volati 14 years at Salix 25 years at Salix
Group Group / Salix Group / Salix Group 8 years at Salix Group Group
28+ years of S
25+ years of 20+ years of experience 8+ years of 7+ years of 35+ years of 35+ years of
experience experience experience experience ot e ol R R
experience
Lammbhults : .
Design Group Nederman volati. SEB . habo elfa " Emballage o
s THOMEE
R " A W’m‘
maxingvest ag EY LT J<HECO volatli.  pwe CorroVenta BESLAG & METALL

Salix Group’s management team and board members hold direct ownership stakes in the company
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Salix Group Board of Directors

Patrik Wahlén

Board member since 2021 &
Chairman since 2025

Co-founder and Chairman
Volati

Independent in relation to Salix
Group and its management.
Not independent in relation to
Salix Group’s major
shareholders

Andreas Stenback

Board member since 20197

CEO Volati

Independent in relation to Salix
Group, its management and its
major shareholders

Christina Tillman

Board member since 2026

CEO Hunter Sales and board
professional

Independent in relation to Salix
Group, its management and its
major shareholders

Maria Edsman

Board member since 2026

Senior board professional

Independent in relation to Salix
Group, its management and its
major shareholders

Note: 1) Andreas Stenbéack has formally served as a board member since 2019, prior to Volati’s ownership directives and the independently operational role of Salix Group’s Board of Directors

that commenced in 2021.

;;-"‘\

| 4

Mattias Bjork

Board member since 2025

Senior board professional

Independent in relation to Salix
Group, its management and its
major shareholders




Platform and value creation strategy

Salix 1s experiencing momentum, delivering a strong Ql result
with EBITA up ~15% compared to Ql 2025

SEKm <iE§
15%

Excluding EBITA growth Q1 2026 vs Q1 2025

Laydex
_— v

EBITA CAGR 37%
2023 -LTM Q1’26
Adj. EBITA growth Q1 2026 vs Q1 2025

400 S 145% S @
X EBITA growth
Q1’25-Q1°26
39%
EBITA/TWCLTM Q1’26

77 88 2-3x

[ | H Net debt/EBITDA within financial target range, post

Laydex acquisition and dividend to Volati?

2023 2024 2025 LTM Q1 26 Q1 ‘25 Q1 ‘26 + 480 MSEK

. Additional sales contribution from
- EBITA EBITA margin Laydex acquisition in April 20262

23.2%

\‘ggss Note: 1) The dividend was distributed to all shareholders in Salix Group; 2) Sales number refers to FY 24/25.
SALIX
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Consumables
Trade & Agriculture

Roger Andersson, Business Area Manager



Consumables Trade & Agriculture

Consumables Trade & Agriculture at a glance

Revenue contribution?

Supplier and problem solver for Swedish hardware and construction traders since
THOMEE 188‘2’ P 3%‘

sEk 154m
JSHECO Leading Scandinavian supplier of screws and fasteners for building materials trade
B skruvseeciaLisTEN

EBITA 2025
. 20%
and industry

10.0-

EBITA margin 2025
@ Miljocenter European supplier of environmentally smart tools for home and garden

Ditt naturliga val

qa Business Area Manager
|

Total supplier of affordable products with Swedish design for all types of farming ‘EZG%

Leading machine supplier in the forestry, construction and agricultural segment

Roger Andersson
14%
25 years at Salix Group
35+ years of experience
\‘ggss Note: 1) Revenue contribution to business area 2025. Hans Eggestrand financials are included in Thomee.
SALIX

GROUP




Consumables Trade & Agriculture

Case study: Heco — identifying an acquisition opportunity to
combine units and create a Nordic leader

JSHECO cusToM

—— BY HECO

v—y

Market Strong local fastening Nordic market leader in
position brand DIY fastening retail

Added deep technical
fastening competence

RBYSPECIALISTEN ] _
o© . Commercial expertise

Expansion to consumer

Offering Primarily professional segment and custom
solutions
= Heco was acquired in 2020 as a strategic move to, together with

FAST, create a stronger Nordic player within fastenings
Significant cost efficiency

* FAST and HECO were combined to strengthen the fastening . Less purchasing power as achieved by
offering and create a Nordic leader within fasteners with an Purchasing a smaller segment of implementing Heco’s
ability to meet all customer demands S Thomeé purchasing terms to Salix

Group operations

Logistics & . Consolidated operations at
) Salix setup Ly .
footprint Heco’s Hillerstorp site

SALIX |

GROUP




Consumables Trade & Agriculture

Case study: Hans Eggestrand — Seamless add-on
integration and synergy realisation

Acquisition driven by operational synergies...

products customers suppliers

B E! DR‘DFFS PA VERKTYG

R ‘.—'{ r = ﬁ[

... as well as cost synergies

ERTTTE
1?5

* Hans Eggestrand was acquired in 2025 as an add-on to Rental costs Personnel costs

complement Thomée

= The company had been on Salix’s radar for a long period
stemming from the Groups strong M&A screening and market

knowledge
The acquisition demonstrates Salix’s ability to integrate new add-on
= The acquisition followed a bilateral negotiation and due diligence businesses effectively and realise synergies without disrupting
process revenue or customer relationships

SALIX l
GROUP 23



Consumables Trade & Agriculture

Strong top line growth combined with +3.3 p.p improved
EBITA margin resulting in ~27% EBITA CAGR

Sales, SEKm EBITA and EBITA margin, SEKm

11.8% " 27.7% "

CAGR 2023- LTM CAGR 2023- LTM

— Q1’26 — Q1’26

10.8%
1,430 10.0% °

8.0% 1% ___—

154

1,227

170

2023 2024 2025 LTM Q1 ‘26 2023 2024 2025 LTM Q1 ‘26

SALIX l
GROUP
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Consumables Trade & Agriculture — strategic focus areas

Strengthen commercial excellence through training, frameworks, and CRM and Bl tools
Elevate category leadership in fasteners through organic growth and targeted acquisitions
Conduct value-enhancing M&A in the Nordics and beyond

Drive scale and integration synergies, including warehouse consolidation

Enhance sourcing efficiency with Salix China to reduce COGS and improve quality

Expand Kellfri, Miljocenter, Heco and Trejon through product innovation and continued European growth

KRR Q8 Q «

SALIXI

GROUP
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Home & Fittings

Fredrick Sylva, Business Area Manager




Home & Fittings at a glance

Revenue contribution?

§ =
. EL Swedish maker of functional fittings and interior hardware, including handles, N
habo 35% )

knobs, door- and window-fittings

Finnish supplier of fittings, as well as bathroom, sauna, and ventilation products 15% SEK 197m

. EBITA 2025

g_l: Swedish developer and seller of bathroom and shower products = 5% 13.1%
e EBITA margin 2025
| :
b ) ) ) ) o Business Area Manager
D) beslag design t y Swedish developer and seller of high-quality handles, knobs, and interior fittings 16%
» '
NIBU Norwegian wholesaler supplying kitchen and interior fittings, including handles, 5%

knobs and other interior hardware

’W —’,J Fredrick Sylva
- Danish manufacturer and supplier of flooring products

24% 8 years at Salix Group
28+ years of experience

. TIMBERMAN

\‘ggss Note: 1) Revenue contribution to business area.
SALIX
GROUP
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Case study: Development of new bathroom concept in Habo

POSITIONING SWOT RESEARCH

Identified an opportunity in the bathroom Opportunity to leverage Habo’s brand, To learn about market trends, competitor
category with no clear market leader with a supplier network, product expertise, and products, and customer needs

broad assortment strong profitability

=

habo “ ';\:El

CONCEPT AND IDEAS DEVELOPMENT LAUNCH FOLLOW-UP
Started enhancing the Habo Technical specifications, In place at launch: Follow-up 6—12 months after
concept by introducing 5 new prototypes, test batches and « Marketing plan launch
PEEIVE G B EEIIEE BT LI FRIE T » Sales staff training 40+ SEKm sales with a
Nov 25

SALIX |
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Home & Fittings

Case study: Beslag Design — Converting synergy potential
into performance

Synergies and development since acquisition
- Goal - Current status 0 Goal already achieved

Goal expected
to be achieved
within 2026

= Beslag Design was acquired in 2024 as part of Home & Fittings to
complement the offering with high-quality design products

= Clear synergy potential from sourcing, product development as
well as logistics

= Successfully integrated with a strong team now working well
together with the rest of Salix Group
Procurement Freight Organisational Other

In total, SEK 6m has been realised in run-rate cost savings?
\‘ggss Note: 1) Since time of acquisition.
SALIX
GROUP 29




Home & Fittings

Impressive growth and EBITA margin improvement of
+5.5 p.p. resulting in an EBITA CAGR of ~50%

Sales, SEKm EBITA and EBITA margin, SEKm

21.8% / 49.2% /

CAGR 2023- LTM CAGR 2023- LTM

S — Q126 - Q126

1,507 1,512

13.1% 13.8%

1,090
209

2023 2024 2025 LTM Q1 ‘26 2023 2024 2025 LTM Q1 ‘26

SALIX |
30
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Home & Fittings — strategic focus areas

Leverage brand and category leadership through strong Nordic brands and ongoing assortment development, A\ ﬁ"
resulting in margin expansion )
. . . y a
Conduct value-enhancing M&A in the Nordics and beyond L :
I =.r | ‘

Continued focus on integration synergies across business units

Geographically expand Timberman in Sweden and scale Beslag Online across Europe; continued development of
Muurikka

Operational excellence, through optimised logistics, sourcing, and cost efficiency, to deliver savings on a rolling
12-month basis from 2026

QR Q Q §

jﬁa{Jiﬂi’;’%ﬁglﬁ “<7}K
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Construction &
Packaging Solutions

Marcus Ahlstedt, Business Area Manager




Construction & Packaging Solutions at a glance

Revenue contribution?

Swedish developer of sustainable building materials and complete climate-shell
solutions for the Nordic housing and construction industry

28%\

A TECCA

SEK 88m

EBITA 2025

Swedish developer of material-independent packaging solutions for sawmills and

P Emballage 25%

industry across Sweden and the Nordics 8.0,
_/ EBITA margin 2025
. ) o ) ) ) Business Area Manager
Norwegian supplier of fittings and materials for the window and door industry,
Sorbo including surrounding accessories such as profiles, seals and mounting 17%

components ‘j

Irish leading distributor of construction related products, representing ’o
. . L . 30% Marcus Ahlstedt
international external and own brands distributed through multiple channels

14 years at Salix Group
35+ years of experience

\‘ggss Note: 1) Revenue contribution to business area with illustrative numbers for Laydex which refers to FY24/25.
SALIX

GROUP




Construction & Packaging Solutions

Case study: Laydex — setting the stage for a new platform in
a new geographical market

Acquiring a leading platform in a new geographical market...

Strong market position and clear path for Laydex opening
organic growth up a new market

@ Platform for add-on acquisitions in Ireland and ",
adjacent markets

Solid financials and attractive margin profile

= Laydex is Salix Group’s most recent acquisition,
completed in 2026 as a strategic move to RSEK 482)'2';
B evenue
expand into a new geography

) ... Where Salix can add clear support through...
= With strong stand-alone fundamentals, Laydex

forms the foundation of a new platform with SEK 63m
clear potential for both organic growth and EBIIA2025
future add-ons

13.1%
EBITA margin 2025

...as well as leverage cross-selling between geographies

SALIX |

GROUP




Construction & Packaging Solutions

Stable margins despite a weaker market sentiment, Laydex
will contribute starting in Q2 26

Sales, SEKm EBITA and EBITA margin, SEKm

Excluding

Laydex

I — (5.3%) I — (4.7%)
CAGR 2023- LTM CAGR 2023- LTM

Q1’26 — Q1’26 —

1,230
8.0% 7.5% 8.0% 8.1%

1,095 1,097 1,087

88

2023 2024 2025 LTM Q1 ‘26 2023 2024 2025 LTM Q1 ‘26

SALIX |
35
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Construction & Packaging Solutions — strategic focus areas

Drive innovation leadership and commercial performance through sustainable product systems and energy
efficient solutions

Increase multi sourcing and cost efficiency through dual sourcing and Salix China

Continued M&A agenda in the Nordics and beyond

Expand brands geographically throughout the Nordics organically and through additional M&A

QR Q Q §

Advance operational consolidation in warehouse and logistics solutions

SALIXI

GROUP
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M&A strategy

Ingrid Andelid, Head of M&A




M&A strategy

Salix Group has a long and successful history as a market
consolidator

14

Net sales, SEKm

(0)
@ ¢ of acquisitions 13.3%

CAGR 2019-2025

’ ’ (incl. Laydex) 2026 acquisition

acquisitions
since 2019

embo
Wallco? o Gunnar Eikld A imsen AN »
Blomstra " [ I NIBU SWEJAYL @ beslag design

|||||||||||||||||

Vaggmaterial

2019 2020 2021 2022 2023 2024 2025 2025
illustrative?

Salix Group has operated independently in executing M&A transactions since 2021

\‘ggss Notes: 1) Acquired brands, excluded from “# of acquisitions”; 2) 2025 illustrative refers to 2025 financials including acquired companies. For Laydex, the figures relate to FY24/25.
SALIX
GROUP 38




Active M&A strategy, leveraging the Salix Group platform

PROVEN M&A ENGINE

@ Primary markets

14 200+ cadsin SEK d2'4bn Secondary markets
e . acquired revenue
acquisition since 2019 evaluation since 20191 @ New market
DRIVEN BY THREE ANGLES
. New brand
Product Geographical / f
. . product
expansion expansion
platforms
THROUGH TWO STRATEGIES TARGET IDENTIFICATION CRITERIA

@ Strategic fit with Salix Group
Revenue of ~SEK 50-500m and EBITA margin above 12% after synergies

Strong potential to realise synergies

Add-on acquisitions Platform acquisitions

Strong market position in existing or adjacent segments

OOOE

Proven business model and strong cash flows

\‘ggss Note: 1) LFY reported financials for the acquired companies at the time of acquisition for the period 2019 — April 2026.
SALIX
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Salix Group way of working with M&A

%k 2 @

MR&A is an Decentralisation Internal MR&A and Clear framework
integral part of with central MR&A education integration for investments
our model quality control playbook

PROCESS-RELATED CONSIDERATIONS

Strong @ Clear DD Hands-on

pipeline focus deliveries integration

Salix Group stands out as a dynamic and flexible acquirer with fast decision-making, adaptable deal structures
and a pragmatic approach to synergies aligned with seller priorities — making Salix Group the preferred buyer

SALIXI

GROUP



Proven way of working with M&A

ADD-ON ACQUISITIONS PLATFORM ACQUISITIONS . .
Highly fragmented market with more
* Similar/adjacent products * Product and/or geographical expansion than 200 leads in early evaluation
* Within existing footprint * New brand platforms
* Synergies from full integration into * Operates as new business units within
existing business units existing business areas
* Generally smaller businesses * Synergies from shared functions Thousands of opportunities in'a

highly fragmented market

200+
Prospects / Leads

SELECTED EXAMPLES OVER THE LAST 5 YEARS
Flexible
PROFFS PA VERKTYG AB em bom D bESIag dESIgn w SignEd mandate fOf

the right
targets

SWEJAWN ey M rimBERMAN

SALIX l
GROUP
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Financial position
and targets

Carolina Nerman, CFO



Financial position and targets

Salix Group demonstrates strong margins and resilience
despite recent market softness

Reported revenue, SEKm Reported EBITA and EBITA margin, SEKm

11.2% 15.2%

CAGR 2019-LTM Q126 CAGR 2019-LTM Q1’26

0,

7.9%  92% SR gom  76% gz 9TH 9%

400 411

317
246 284 257 262
5 l I I

2019 2020 2021 2022 2023 2024 2025 LTM Q1 2019 2020 2021 2022 2023 2024 2025 LTM Q1

26 ‘26

- Revenue YoY growth - Organic growth - EBITA EBITA margin - Organic growth

From 2019, Salix Group has achieved double-digit annual growth in both revenue and EBITA

SALIX |
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[llustrative 2025 financials reflecting recent acquisitions

lllustrative revenue, SEKm lllustrative EBITA and EBITA margin, SEKm

4,612

Reported 2025 Hans Eggestrand lllustrative 2025 Reported 2025 Hans Eggestrand lllustrative 2025
& Laydex & Laydex
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Financial position and targets

Group EBITA / TWC increased to 39% 1n March 2026 driven
by operational excellence initiatives

40% A

Salix Group EBITA / TWC
Reported LTM EBITA / LTM avg. TWC %
o,
39%
Mar 2026
30% -~
v\
20% - Inventory 679 848 777 807
Accounts receivables 430 490 506 720
Accounts payable (273) (383) (403) (477)
Trade working capital (TWC) 836 955 880 1,050
10% - Average TWC LTM 983 1,007 1,066 1,045
EBITA LTM / Average TWC LTM 26% 26% 38% 39%
0%
Jan24 Mar24 May24 Jul24 Sep24 Nov24 Jan25 Mar25 May25 Jul25 Sep25 Dec25 Mar25
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Financial position and targets

Limited capex needs in the normal course of business and

fundamentally strong cash generation

Operating cash flow and cash generation, SEKm

EBITDA
147%

122% 0
\)66 114% IFRS adjustment
e —

EBITDA excl. IFRS
adjustments

487
Adjustment for non-cash
items

Change in adjusted NWC"

Capex

Operating cash flow
2023 2024 2025 LTM Q1 ‘26

I Operating cash flow — Cash generation Cash generation

344

(70)

274

(2)

140

(9)

402

147%

359

(82)

278

(3)

75

(12)

339

122%

500

(84)

415

(14)

58

(18)

440

106%

511

(84)

426

(14)

98

(21)

487

114%

\‘ggss Note: 1) Change in NWC has been adjusted for acquisitions made during the period and consequently will not align with the reported balance sheet figures.
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Financial position and targets

Salix Group capital structure put in place ahead of listing
- Targeting Net Debt ratio within financial target

Net debt/LTM adjusted EBITDA, SEKm Events post Q1 2026

— — ND/EBITDA target range *  Planned refinancing with new SEK 2,400m credit facilities agreement entered in to and
repayment of SEK 1,555m intercompany debt from Volati, which is intended to be in place
at the time of the separate listing of Salix Group

Events post Q1 will have an

impact on net debt position,

however, targeting financial
target of 2-3x ND/EBITDA

consideration), including acquired cash of EUR 16.8m

e  Extraordinary dividend of SEK ~400m to align the net debt ratio between Salix Group and

»  Acquisition of Laydex for EUR 63.8mY (EUR 46.6m cash, EUR 14.0m deferred
} remaining Volati, mainly settled via promissory note to Volati

Illustrative effects on net debt from events in Q2 2026

SEKm Net debt effect

Laydex acquisition? 325
New credit facilities -

Repayment of debt to Volati -

Dividend to Salix Group shareholders 400
Q1’26 Volati Ql’26 Salix illustrative post Volati
(incl. Salix) Salix Group Laydex & dividend RemainCo Total 725
\‘ggss Note: 1) EUR 3.2m are paid in Laydex shares; 2) Based on SEK/EUR exchange rate of 10.92 and excluding the deferred consideration that is not interest bearing and not defined as net debt.
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Financial position and targets

The financial targets for Salix Group showcase a strong
belief in the business

Net sales growth

Average annual total
net sales growth, including
acquisitions

>15%

EBITA margin g EBITA / TWC Net debt / EBITDA
Long-term EBITA e F LTM EBITA in relation to i Normalised net debt
margin of at least W trade net working capital | ks in relation to LTM
= g adjusted EBITDA i
: S

e — 3

2-3X

Dividend policy

The Board intends to propose a dividend corresponding to 10-50 percent of the previous year’s profit after tax. When determining the dividend level,
consideration will be given to the Group’s investment needs, Salix Group’s ongoing acquisition strategy and other factors deemed relevant by the Board




Closing remarks
and Q&A

Martin Hansson, CEO




Closing remarks and Q&A

Salix Group acts as a strategic enabler driving commercial
and operational efficiency

v" GROUP MANAGEMENT v HR v' M&A STRATEGY v STRUCTURE v PROCESSES

DIVIDED INTO THREE BUSINESS AREAS

CONSUMABLES TRADE & AGRICULTURE HOME & FITTINGS CONSTRUCTION & PACKAGING SOLUTIONS

AND 15 ENTREPRENEURIAL BUSINESSES UNITS

Revenue share? Revenue share? Revenue share?

@ beslag design haBo ...,.I..., .'. Layde»x T Emballage
33% 34% 33%
PrSLA A TECCA

NIB N TIMBERMAN
u ' Sorbo

KEllll'i D Miljocenter
Ditt naturliga val

SUPPORTED BY A SHARED SERVICES BACKBONE

SALIX | SALIX BUSINESS PARTNER vIT v ERP v/ PAYROLL v WAREHOUSE & LOGISTICS
GROUP
\‘ggss Note: 1) 2025 reported financials before eliminations and group adjustments, including Hans Eggestrand and Laydex with revenues of SEK 17m and SEK 480m respectively. For Laydex, the figures relate to FY24/25.
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Closing remarks and Q&A

Salix Group 1s well-positioned to deliver significant value
creation as a stand-alone entity

F‘. .
MARKET LEADING B2B TRADING AND DISTRIBUTION PLATFORM
g
9 ACTIVE M&A AGENDA DRIVING CONTINUQOUS VALUE CREATION
\m_‘ IMPROVING UNDERLYING MARKET DEMAND
SALIX
GROUP

b ATTRACTIVE FINANCIAL PROFILE WITH SIGNIFICANT OPERATING LEVERAGE
== ‘ EXPERIENCED AND COMMITTED MANAGEMENT TEAM

SALIX
GROUP




Closing remarks and Q&A

Salix Group going forward expect continued strong growth
combined with further margin improvement

0
10.0% >15%

CAGR 2023 - 2025 average annual total

net sales growth >12%
. l

long-term
2023 2024 2025 2025

EBITA margin
illustrative?)
- Sales EBITA margin

\‘ggss Note: 1) 2025 illustrative refers to 2025 financials including acquired companies. For Laydex, the figures relate to FY24/25.
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| E E i; 9 June

Spin-off timeline 2026

29 May Salix Group Capital Markets Day

Last day of trading in Volati's ordinary shares with entitlement to receive Salix Group shares

!] l 10 June Volati's ordinary share trades ex-dividend of Salix Group shares

o i 11 June Record date for distribution of Salix Group shares
;35 15 June Expected distribution and first day of trading in Salix Group's shares on Nasdaqg Stockholm

Salix Group Q2 interim report

IH ,I 16 July
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Important information

This presentation and the information contained herein are being presented by Salix Group AB, reg. no. 559016-1500 (“Salix Group” or the “Company”) for information purposes only. This
presentation does not contain any offer to subscribe for, or in any other way acquire shares or other financial instruments in Salix Group, neither in Sweden nor in any other jurisdiction.

Nothing contained herein shall constitute any representation or warranty as to accuracy or completeness and neither the Company nor any other party accepts any liability whatsoever arising
from or in connection with the use of this presentation. No independent verification has been made of information obtained from third parties.

This presentation does not constitute a prospectus for the purpose of Regulation (EU) 2017/1129 of the European Parliament and of the Council of 14 June 2017. The presentation may not be
distributed to or into the United States, Canada, Australia, Japan or any other jurisdiction where such distribution would require any prospectus, registration or measures besides those required
by Swedish law or otherwise would be in conflict with applicable regulations in such countries or in such jurisdictions. Recipients of this presentation are required to inform themselves about, and
comply with, such restrictions. Any failure to comply with the restrictions described may result in a violation of applicable securities regulations.

The distribution of Salix Group’s shares has not been and will not be registered under the U.S. Securities Act of 1933, as amended (the “Securities Act”) or with any securities regulatory authority
of any state or other jurisdiction of the United States, and may not be offered, sold or otherwise transferred, directly or in directly, in or into the United States, except pursuant to an applicable
exemption from, or in a transaction not subject to, the registration requirements of the Securities Act and in compliance with applicable securities laws of any relevant state or other jurisdiction of
the United States. The Salix Group shares have not been approved or disapproved by the U.S. Securities and Exchange Commission, any state securities commission in the United States or any U.S.
regulatory authority, nor have any of the foregoing authorities passed upon or endorsed the merits of the distribution of the Salix Group shares or the accuracy or adequacy of this document. Any
representation to the contrary is a criminal offence in the United States.

This presentation contains forward-looking statements that reflect the Company’s current expectations. Although the Company believes that the expectations reflected in such forward-looking
statements are reasonable, no assurance can be given that such expectations prove to have been correct as they are subject to risks and uncertainties that could cause actual results to differ
materially due to a variety of factors. These factors include, but are not limited to, changes in consumer demand, changes in economic, market and competitive conditions, currency fluctuations,
developments in product liability litigation, changes in the regulatory environment and other government actions and other risks and uncertainties detailed from time to time in the Company’s
interim or annual reports, prospectuses or press releases. Forward-looking statements speak only as of the date they were made, and, other than as required by applicable law, the Company
undertakes no obligation to update any of them in light of new information or future events.

Certain financial and other information in this presentation has been rounded for ease of presentation. As a result, the figures in certain columns may not add up to the stated totals. Unless
otherwise explicitly stated, no information in this presentation has been audited or reviewed by an auditor.

This presentation is dated 29 May 2026. Neither the delivery of this presentation nor its availability on the Company’s website shall create any implication that there has been no change in the
affairs of the Company since such date. Except as required by applicable laws and regulations, the Company undertakes no obligation to update or supplement this presentation to reflect
subsequent events.

This presentation as well as any other information provided by or on behalf of the Company shall be governed by Swedish law. Any dispute, controversy or claim arising out of or in connection
with such information or related matters shall be finally settled by arbitration in accordance with the Arbitration Rules of the Arbitration Institute of the Stockholm Chamber of Commerce. The
place of arbitration shall be Stockholm and the language to be used in the arbitration proceedings shall be English.
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