D «

Hydro



Table of contents

00 Agenda
01 Introduction
02 Value drivers in Extrusions
Financial performance and Improvement programs

03 Hydro Building Systems | Overview and key value drivers
04 HBS South and Toulouse

18
23

37
I

Hydro

Cautionary note

Certain statements included in this announcement contain forward-looking information,
including, without limitation, information relating to (a) forecasts, projections and estimates, (b)
statements of Hydro management concerning plans, objectives and strategies, such as planned
expansions, investments, divestments, curtailments or other projects, (c) targeted production
volumes and costs, capacities or rates, start-up costs, cost reductions and profit objectives, (d)
various expectations about future developments in Hydro’s markets, particularly prices, supply
and demand and competition, (e) results of operations, (f) margins, (g) growth rates, (h) risk
management, and (i) qualified statements such as “expected”, “scheduled”, “targeted”,

“planned”, “proposed”, “intended” or similar.

Although we believe that the expectations reflected in such forward-looking statements are
reasonable, these forward-looking statements are based on a number of assumptions and
forecasts that, by their nature, involve risk and uncertainty. Various factors could cause our
actual results to differ materially from those projected in a forward-looking statement or affect
the extent to which a particular projection is realized. Factors that could cause these differences
include, but are not limited to: our continued ability to reposition and restructure our upstream
and downstream businesses; changes in availability and cost of energy and raw materials;
global supply and demand for aluminium and aluminium products; world economic growth,
including rates of inflation and industrial production; changes in the relative value of currencies
and the value of commodity contracts; trends in Hydro’s key markets and competition; and
legislative, regulatory and political factors.

No assurance can be given that such expectations will prove to have been correct. Hydro
disclaims any obligation to update or revise any forward-looking statements, whether as a result
of new information, future events or otherwise.
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Today’s agenda D)

Hydro
Agenda point Presenter Timing
Welcome and introduction to Hydro Extrusion P. Warton 09.00 — 09.35
Understanding extrusion value drivers and HE financial update  A. Samsonsen 09.35-10.15
N Break 10.15 — 10.30
Hydro Building Systems | Overview and key value drivers Miriam Uria 10.30 — 11.15
HBS South and Toulouse Anne Catherine & Nicole 11.15-12.00

Q&A during presentation



Safety first

Site layout of the Toulouse Site

Hydro

Follow your guide to the nearest
meeting point

For your information, an
infirmary and defibrillators are
available on the site

g Meeting point

BIEEE  nfirmary

DAE] Defibrillator
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Paul.Warton@hydro.com Alexander.Samsonsen@hydro.com
+44 75 6678 7535 + 47 971 66 245

Nicole Perez Antonio Togil
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Extrusions — #1 in the global aluminium extrusion industry 2

Hydro
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Hydro Extrusions has more than 100 locations in

more than 30 countries

Extrusion
North America

Mississauga, Canada
Montreal, Canada
Toronto, Canada
Burlington, NC
City of Industry, CA
Connersville, IN
Cressona, PA
Delhi, LA

Elkhart, IN
Gainesville; GA
Magnolia, AR
Monett, MO
Mountain Top, PA
North Liberty, IN
Phoenix, AZ
Portland, OR
Sidney, OH
Spanish Fork, UT
St. Augustine, FL
The Dalles, OR
Yankton, SD

Each dot on the map represents a Hydro Extrusions manufacturing site or warehouse.

In addition to these, there are several sales offices

Building

Systems

Landen, Belgium
Toulouse, France
Puget, France
Soissons, France
Bellenberg, Germany
Gerstungen, Germany
Ulm, Germany

Aielli, ltaly

Atessa, Italy

Lodz, Poland
Miranda, Spain
Vetlanda, Sweden
Tewkesbury, UK

Extrusion
Europe

Nenzing, Austria
Lichtervelde, Belgium
Raeren, Belgium
Ghlin, Belgium

Tegnder, Denmark

Albi, France
Chatearoux, France
Luce, France

Puget, France
Lidenscheid, Germany
Offenburg, Germany
Rackwitz, Germany
Uphusen, Germany
Székesfehérvar Hungary
Feltre, Italy

Ornago, Italy

Drunen, Netherlands
Harderwijk, Netherlands
Hoogezand, Netherlands
Magnor, Norway
Chrzanéw, Poland
t6dz, Poland
Trzcianka, Poland
Avintes, Portugal

Ziar nad Hronom,
Slovakia

La Roca, Spain

La Selva, Spain
Navarra, Spain
Finspang, Sweden
Vetlanda, Sweden
Bedwas, UK

Birtley, UK
Cheltenham, UK
Tibshelf, UK

Hydro

Precision
Tubing

Pilar, Argentina
Itu,Brazil
Utinga,Brazil
Tubarao,Brazil
Reynosa, Mexico
Monterrey, Mexico
Taicang, China
Suzhou, China
Tender, Denmark
Rockledge, USA




Hydro Extrusions is organized in four business units D

Extrusion Europe Extrusion North America Precision Tubing Building Systems
» Market leader focusing » Uniquely positioned as  Global technology market « Leading European player
on value-added products the only coast-to-coast leader in Precision with multi-brand portfolio
* 14% market share slgplier Tubing e 18% market share
» 18% market share « 35% market share in in Europe

Europe and USA

/"

21 locations 10 locations Present in 26 countries

34 Iocation; |
8,200 people S,SOO people 2,900 people 3,200 people
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22 recycling facilities across three continents

#

North America

Phoenix,

Utinga, Brazil

22 recycling facilities are organized in Extrusions. Hydro has a total of 34 recycling facilities. 11



Added value processes offered for all kinds of applications

If an extruded aluminium profile is not enough

Bespoke
Extrusion

Punching &
Stamping

Machining &
Milling

Welding &
Adhesives

Cutting &
Sawing

Bending &
Forming

Surface
Treatment

Assembly &
Fixings

D)

Hydro
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Future-proofing customers through greener sourcing, 2
production, and product development

Hydro Extrusions sustainability targets 2030

Sourcing Production Product

ﬁ\“ ﬁ-h
1)) )

Hydro Hydro

LOW-CARBON =% RECYCLED
ALUMINIUM h ALUMINIUM

Help customers realize their sustainability
ambitions and positions

Reduce own emissions

1) Baseline 2018 13



Our approach is transparency

 Future-proofing customers means making sure customers live up to
current and future regulations

* We transparently disclose the data needed, whether customers
use the “cut-off’ or the “mass-based allocation approach”™

« We always disclose the share of pre- and post-consumer
scrap, when documenting the recycled content /
in our products

« We believe transparency is one of the keys
to a circular, more sustainable economy
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Solid EBITDA per tonne generation despite weak markets 2

Segment position and margin management as key drivers

HE sales volumes split per segment

Million tonnes

1.4

Distribution
Automotive
Transport

Industrial &
HVACRY

Building &
Construction

2014

2024

1) Heat, ventilation, air conditioners & refrigerators
2) HE EBITDA adjusted for capitalization of dies to make comparable to peers

HE EBITDA
NOK million
7.020
6.480
5.696
4.119 4.346 4.065
1.916

2014 2019 2020 2021 2022 2023 2024

Hydro

HE EBITDA per tonne

NOK per tonne

6,772
6,317

5,556

5,028 5,009
4,676

3,855
3,477

1,370

2014 2018 2019 2020 2021 2022 2023 2024 H1
2025

15



Reshaping Tomorrow
Hydro Extrusions 2030 strategy

People

Employer of choice

Leadership development

DIB workforce, Safety and
Compliance first

| .
 Product
Innovative solutions

Product development and
problem-solving

High-growth segments

Partner

Valuable relationships

Deepen relationships with
forward-thinking customers

Grow the cake and our
share

Process

Continued improvement

Digitalization, Al and
automation

EBS-culture embedded

Hydro

Pioneer
Lead the way

Shape our markets for
circular solutions

Joint decarbonization with
customers



Industry trends towards 2030 are favorable for Hydro 2
Extrusions, driven by customer needs and segment growth

Opportunity to leverage Hydro Extrusions’ strengths increases as target segments develop

Customer needs

As industries and applications mature,
customers demand more developed solutions

Value added offerings
New, R&D driven solutions

Customers will partner with suppliers providing
new and advanced solutions, e.g., low-carbon,
high R/C content, sustainably produced
solutions

Segment growth

* More growth expected in value added product

and solutions area rather than “commodities”

+ Attractive segments with 5-10%

annual growth

+ Key growth segments include Automotive / E-

mobility / Defense / Renewables / Big & Wide
Rail

HE capablhtles

Strong innovative capacity to prowde high-
quality advanced solutions

Developed R&D position that can be further
enhanced

Head start vs competition in sustainability area

Size, geographical coverage and advanced
capabilities to be relevant in differentiated
segments

17
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Extrusions and added value process: o
Driving value from billet to finished product
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Hydro Extrusions follow-up all main production processes 2,
based on a profit-center perspective

All variables below followed up for all profit center

1
Sales revenues V) - 2

Variable costs 1 .
<z (NN
QO = U

Fixed production costs Y e g !
1P 11 r{ P HES

Sales and administration costs

; “ ~ﬂ"“'
m-i"ﬂ

Operational KPI's

EBITDA

P

Commercial KPI's B

1) Split into detailed categories 21



The extrusion industry offers several avenues for 2
driving value, both operationally and commercially

Profit center Value drivers

Press configuration and press productivity
Labor productivity

Packing productivity
Segment / customer mix ‘

Recycling input: use of post vs pre-consumer scrap, ingot consumption
Scrap discounts vs LME, ingot premiums, billet premiums

Premium contract structure (EU vs NA)

Power sourcing

Surface treatment *  Anodizing productivity
« Consumable costs (caustic soda, paint, electricity) %

Fabrication equipment and configuration
Fabrication productivity

Automation

Segment / customer mix

Extrusions

Remelt / Recycling

Fabrication

22
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Hydro

Financial performance and
Improvement programs
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Overall challenging development for extrusion 2
peers during market downturn last years

EBITDA development EBITDA per tonne
(indexed 2018 = 100) (in NOK)
220 - 9 000 -
200 8 000 -
180
7 000 -
160
140 6 000 - ) Hydro
120 5000 -
100 4 000 A
80 3 000 -
60 A
40 | 2 000 -
20 A 1 000 H
0 T T T T T 1 0
2018 2019 2020 2021 2022 2023 2024 2018 2019 2020 2021 2022 2023 2024 H1

2025

Source: Company filings, Hydro Extrusions adjusted for dies 24



Hydro Extrusions driving to positive cash-flow also in weak 2,
markets through balancing capex and with NOC focus

Actively driving NOC in difficult markets with EBITDA and Cash-flow (bNOK)
reduced capex to support cash-flow (bNOK)

|1|||"

2019 2020 2021 2022 2023 2024 2025 2019 2020 2021 2022 2023 2024 2025
(Q2) (Q2)

Il Capex B Change in NOC e [] === BA Cash Flow I EBITDA
25



Extrusion sales volumes bottoming out e

D))

B&C and industrial segments improving from low levels, headwinds in automotive and transport moderating

External market forecasts
Year over Year

Extrusion market growth per quarter and annually
Growth in %

-7

Q424 Q125 Q225 Q325 Q425

I North America [ Europe

1) Source: CRU

2024

2025

Extrusion sales volumes
Q2 2025 vs Q2 2024

Hydro Extrusions segment sales volume
Growth in %

-5
-8
Distribution B&C Industrial HVAC&R Transport Automotive Total
10% 33% 20% 2% 18% 17%

Share of Q2 2025 Hydro Extrusions sales

26



Long-term growth prospects for extrusions remain D

Hydro

attractive supported by broad-based segment growth

Strongest growth in automotive, large pent-up potential following unprecedented market decline since 2022

Extrusion demand estimates (CRU)
(‘000 tonnes)

4,500
Forecast
— Europe
4.000 — North America
3,500
3,000 [ \_
\/

2,000 /

0 -

2010 2015 2020 2025 2030

Source: CRU

Extrusion demand CAGR 2024 -30

Total
extrusion
demand

3.9% e 4.4%

Europe

] -Il J :
II!I; mie ‘

“' H Hm ..—- =
T Bl

North America

g Industrial ="

Automotive

27



Extrusion demand per capita expected to improve D)

Hydro

towards 2030 from historically low levels in 2025

Current consumption levels lowest since Financial Crisis, structural trends supporting growth per capita

Extrusion demand per capita
(kilogram per capita)

8.0

7.5

7.0

6.5

6.0

5.5

5.0

0.0 F

Forecast
— Europe

— North America

|-

M/

2000

urce: CRU

2005 2010 2015 2020 2025 2030

28
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Hydro Extrusions adjusted EBITDA forecast

NOK bhillion

2025 scenarios®

CRU extrusion demand forecast
YoY: 5% NA, 3% EUY

Continued margin pressure

|
4.5-5.5

CRU extrusion
demand forecast
YoY: 3% NA, 1%
EU?

Remelt margins
improving

Extrusion demand
Q2-Q4 2025 YoY:
1-2%

Remelt margins
as in 2024

Q1 2025 realized YoY:

Extrusion demand
Q2-Q4 2025 YoY:
0%

Remelt margin
decline

Q1 2025 realized YoY:
-4%

~4.5

-4%

~4

2024 2025 outIook: CRU extrusion Flat YoY No recovery
CMD 2024 ,  demand 2025 demand ~ H2 2025%
I forecast forecast

1) Based on CRU 2025 demand assumptions as per November 2024.

2) Based on CRU 2025 demand assumptions as per April 2025.
3) Scenarios include modest recovery or further deterioration of remelt margins in connection with demand assumptions

k- L
i i - =
L |
e 202 o]
i b
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Extrusions stepping up ambitions on operational 2
and commercial improvements

Ambitious improvement targets 2030 supported by dedicated value streams

Category Description Improvement ambition towards 2030 (2024 baseline, real terms)
(&) I _ _
Kess 0/0/0 Commercial Increase market share in key, dedicated segments
(/ @@% ambitions through solution offerings and high service level NOK 0.6-0.9 billion
» Greener offerings supporting market share growth
Hot metal * Reduction in hot metal cost in Hydro Extrusions NOK 1.7_2. ()billion
" recyclers through using more PCS and less ingot

» Improving operational performance & energy efficiency

Total improvement
ambition for 2030

‘f Automation * Reducing labor th'rqugh aut.omizing key process steps
 Improves productivity, quality and safety

N[0] ¢ 1.1 billion

% Operational » Downtime reductions

TCNELcl © Labor productivity improvements
+ Scrap rate and metal improvements

» Hydro Extrusions wide initiative covering
Procurement procurement savings on all categories, including
CAPEX

30



Procurement with 1.1 BNOK in improvements so \

far, but significant opportunities remain

1500 MNOK EBIT savings by 2027

Best in class
methodology
& tools

Top procurement capabilities
One central delivery team to serve Hydro Extrusions

Central procurement team increased in scope and current focus
areas:

New ways of Cross Holistic Synergies
working functional approach’ across

* Moving into category strategies including supplier consolidation
and process optimization and more data and analytics

+ CAPEX optimization through Framework agreements with
strategic suppliers and asset standardization

» Global Process Ownership through defining standardized
processes; actively search for automation opportunities and
defining and implementing global material master data

24.803 suppliers in Hydro Extrusions

31



HE improvement program D

Hydro Extrusion targeting to reduce more than
100 FTEs in 2025 through automation projects

Rationale: Targeted manning reduction

« Automation (where relevant) is key to secure HE to
stay competitive

247

o . . . Bl FTEs
« Standardization of automation equipment is key
» Payback on automation projects is ~3 years on
average Since Oct 2024, new
. o . projects totaling
* Improves ergonomics, productivity, quality and safety ~110 FTE reduction,

.. . . . . 60% @ DG4 status
* Mitigating the issue of attracting people in more

challenging parts of the extrusion value chain
110

Automation projects cover:
* AGV’s: Extrusion & AVA areas
«  Fabrication cells & robots

*  Automation Quality processes
* Automated packing lines

* Automated material handling systems

Target 2025 Target 2026

* Press line automation - Projects - Projects
approved approved




Digitalization, Al and automation

Key levers to improve performance and profitability

AMR = Automatic Meter Reading

AMR = Sensors with real-time

C) tracking of energy, water, gas
O consumption and vibration at

machines in plants

5%
Value contribution
@\ \—4 » Using Al / machine learning / dash-boards
[ao@i R . to identify “irregularities”
= 000 )
=44 « Benchmark between machines and
products to drive improvements &
] reduce waste / consumption
» Peak-shaving / improved production
5%y planning
» Preventive maintenance through vibration
/ consumption patterns
® = 3Sensors « Traceability through connected systems

1) Extrusion Business System

Hydro

Automation

» PT Taicang Fabrication — reducing 95
FTEs through Automation & EBS?
(>20% of work-force)

* Ergonometric, quality, safety and finance

« Automatic quality controls enable
delivering millions of parts without
quality issues

33



Delivering on growth projects, reshaping investment D
agenda towards press replacements and automation

Hydro Extrusions CAPEX agenda — short and long-term

Complete

Ramping up |Z

The Dalles cast (U.S.)

Hueck M&A

Navarra recycling Nenzing press
Sjunnen recycling Rackwitz press
Poland greener press City of Industry press (U.S.)

Precision Tubing China
Automotive press

Phoenix press and fabrication
Cressona recycling and presses (U.S.)

Hungary recycling — ramp up Q4 2024

Total capacity and added capabilities:
» 250,000 tonnes of recycling capacity

+ 45,000 tonnes of automotive capacity (half under execution)
» 70,000 of press capacity for other segments

Under execution

Hungary automotive press
Tonder automotive press

Atessa Recycling

* Installing advanced automotive
presses meeting medium-term

demand

* Hydro CIRCAL production in
Atessa to strengthen internal supply

Project pipeline

Press replacements
(Albi & Gainesville in progress)

Automation projects

* Focus on improving capabilities
and productivity

» Strong benefits for operational
performance with clear savings

34



Press consolidations giving new capabilities and cost 2
savings, automation project providing strong returns

Press consolidation example: Cressona (U.S.)

~_

L E o

Two old presses

One new press

Manning 2X7 FTEs per shift
Maintenance cost p.a. USD 3-4 million
Downtime 25-30%

Scrap rate 25-30%

Annual production 2x10K tonnes

Based on cost savings alone

1) AGV = Automated guided vehicle, 2) FTE = Full-time equivalent

4 FTESs per shift
USD ~2 million
<10%

15-18%

35K tonnes

IRR: 20-25%

Automated Fabrication cells

Automation Example — Fabrication Plant:
One AGVY = 3 FTEs? saved (~1 year payback)

Simple automation of a fabrication machine
= 3 FTEs (< 2 years payback)

Complex automation of material flow and process steps
(Payback ~4 to 5 years)

35



Roadmap to 2030 target underpinned by stronger D

Hydro

improvement agenda and structural demand recovery

Cyclical improvement in extrusions demand and improvement program supporting long-term targets

Hydro Extrusions EBITDA ambitions

NOK hillion (real 2023)

CRU extrusion
demand forecast
YoY: 3% NA, 1% EU

Continued margin
pressure

Market growth vs 2025 of

+30% in NA and +20% EU
Normalization of recycling
margins

Hydro Extrusions 2030

* Growing in non-commoditized segments fitting with
Hydro Extrusions’ capabilities + Market share growth
ambition in high-growth, profitable segments

* Investments to support capabilities and ability to
compete through high service levels

* Press and fabrication capacity, value added
services and recycling

» Sustainability giving commercial opportunities
+ Segmentation and improved greener offerings as key
levers

2025 E Underlying Improvement Commercial
market recovery program?) ambitions

1) Net offsets (price increases and other)

Ambition 2030
growth projects

* Increased digitalization throughout all processes

« Standardization generating value across extrusion value
chain — from understanding profit to driving procurement
and reducing energy consumption

36
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What is Hydro ™
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Building Systems?
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Hydro
We are aleading aluminium building systems y

division of Hydro Extrusions with a multibrand portfolio

IR 1 100+

kTons bn EUR Countries shipped to
volume revenue

X3

EBITDA per ton
comparedto
Extrusions business

NIOm EUR 3100"’ ~180/O

Low level of CAPEX Employees market share
needed annually in Europe

X2

Growth in market
share in India,
Middle East

Based on 2024FY

TECHNAL sapa: domal WICONA
& ) Hydro & J)) Hydro & ) Hydro

By @ Hydro




External growth strategy: a heritage of strong 2
brands, products, and wide local presence

Hydro acquisitions Joint venture
Sapa/Hydro
Brand in portfolio

———

1986 1988 2002 2008 2013 2017 2023
WICONA Hydro takes HUECK
d l | X AN back the UEC
oms TECHNAL ALUMAFEL remaining
. shares
TECHNAL
% in2013

ARCHITECTURAL SvysTems Rc 'n'i'on ARCH SHKONAL
Became WICONA cte
ln 2013 > arl(lal lMelulu‘?\Aluv:'

Became Sapain 2007

43



Hydro Building Systems
worldwide

Middle-East

100+ \ o

Africa

Countries where our products are shipped to

10,000+

Customers in our portfolio

115,000+

Building Influencers in our network (architects, consultants, investors, etc.)

South America



Our business D)

Hydro

Our key market segments:

* Individual Residential

ing j:l distributing

* Qutdoor extensions

V’ . . .
N Advanced aluminium solutions for *Residential Collective

\ * Healthcare

e building enyelope + Educational
| * Offices

— * Commercial
 —

45




Our customers

+10,000 Direct customers - we are selling to all types of metal
builders: small or big, specialized or generalist, locally or internationally

Projects specialists
Metalbuilders

International or national big
project maker

Generalists
Regional
Prefabricator
Craftsman

Industrials
Industrial doors &
window makers
Industrial specialists:
gate, shutters,
pergolas...

Indirect customers are prescribers of our
solutions, and end consumers

Building
Influencers
Architects

Real estate owners
Building developers &
consultants

consumers
Of the house
Of the office
Of the hotels

Hydro

46



Our business model )

PRESCRIPTION SALES

Hydro

Architects Building
consultants

7
.

Fabricators

[
g 08
Contractors Developers,

investors



Hydro
A wide product range

Solar

systems

Verandas

™ 7 Balustrades
Windows Facades Doors
Gates

Core offer




More than products D

Hydro

Design / Technical consultancy

R&D, Marketing &
Communication

To bespoke projects

PRESCRIPTION SALES

Tests and certifications

Software To market-ready
products
Logistics SOLUTION SALES

Fromidea

Customer / Technical support

49
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Our integrated value chain to x 3 EBITDA per ton D

compared to Extrusions business

0¥
(T

Product
Development

Metal Supply Extrusions

1 dedicated remelt + Dedicated plants

Hydro supply chain (80%):
Atessal/ Toulouse/
Bellenberg/ Miranda
Hydro Extrusions 20%

Be

Accessories &

Hardware
90% HBS specifics

Warehousing
16 Warehouses/
distribution centers

Surface treatment
6 Painting lines

No in-house anodizing

25 Thermal break lines

Marketing/Sales

Hydro

Customers

Transportation
services







Our brand portfolio
is a strength on the
market to cover all

segments

Value addition

Highly
Customized

Premium

Smart
choice

Mass Market

36%

WICONA

179% 38% 79

Project specialists

Generalists

Hydro

IIIIIIIIIII

Industrials

Customer segment

54



Our brands stand as global leaders -
international in scale, unique in identity

WICONA
Highly customized

WICONA is a worldwide known German brand with over
70 years’ experience, specialised in technical buildings with
expertise in large customised facades

BRAND SLOGAN

BUILD CITIES
BEYOND
TOMORROW

BRAND DNA

L1
PROVEN ' u WICLINE®  WICTEC’
A
PERFORMANCE itte s o WICSLIDE* WICTOP"

!
DESIGN ittt ) WICSTYLE"
ON DEMAND

RELIABLE
PARTNER

INNOVATION
PIONEER

rn
Ld l
TECHNAL domal

Premium

TECHNAL is a premium brand available worldwide

with over 60 years experience, specialized in residential and
architectural projects, but known under different names

In some countries

BRAND SLOGAN

IMAGINE

WHAT'S
NEXT

BRAND DNA

TENTAL SOLEAL NEXT
AMBIAL ARTLINE
TITANE TIGAL

INNOVATION

SUSTAINABILITY
PROXIMITY

TOUCH OF CRAZINESS

Hydro
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DRIVING
ECARBONISATION

EMBRACING
CIRCULARITY



Changing the building industry

Sustainable
operations

Energy reduction program with
green energy -15%

water stewardship -10%

waste reduction -90% — near-
zero landfill

Greener logistics & packaging

-30% in CO2 emissions

route optimization, higher truck
fill, reduce/switch to lighter
materials, and reusable
packaging: -30% CO2 reduction

ISO 45001 ISO 14001 ISO 50001

Eco-designed
products

Circular products by design,
built for easy sorting and
dismantling

Hydro CIRCAL 75R standard
on all products

All of our products contain at

least 75% recycled and 95%
recyclable content

ecovadis

Shape a Circular
market

We close the loop with a full
integrated chain of rethinking
renovation, scrap collection, and
recycling

First Hydro CIRCAL 100R
projects (EPD-backed, ASI-
certified)

We go beyond regulations to
allow buildings to reach the
highest ratings internationally

Hydro

CIRCAL

People

Diversity, Inclusion,
Belonging actions

Leadership programs,
Succession, learning and
talent acquisition focus

Growing share of women:

24% in 2024

Society

Drive decarbonization in
the building and
construction sector

ESG Certified labels for
customers network (All
for Good...)

Challenge the suppliers
to propose 100 %
recyclable /recycled
products incl. non
aluminium parts



https://aluminium-stewardship.org/about-asi/members/Hydro
https://www.epd-norge.no/epder/byggevarer/stal-armering-aluminiumskonstruksjoner/hydro-75r-aluminium-extrusion-ingot-1
https://www.hydro.com/globalassets/06-investors/reports-and-presentations/annual-report/nhar23/integrated-annual-report-2023_eng.pdf
https://www.hydro.com/globalassets/06-investors/reports-and-presentations/annual-report/nhar23/integrated-annual-report-2023_eng.pdf
https://www.hydro.com/globalassets/06-investors/reports-and-presentations/annual-report/nhar23/integrated-annual-report-2023_eng.pdf
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Hydro Building Systems Hydro

Leading the shift to zero-impact
buildings by 2030

Jalj\ (i 25 Pl
ZERO EMPLOYER OF GLOBAL PROFITABLE
ACCIDENTS CHOICE LEADER GROWTH

v

Circularity Innovation Digitalization
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Hydro
Defending & growing ~18%
market share in Europe
despite sector headwinds

Strategic Units
Employees

iNB \\Varehouse HUBS




Hydro

Expanding fast in India &
Middle East with proven

Middle East

track record of market China
. Ti’u‘kiy & : Since 20 years
leaderShlp Since 27+ years et e el (25 e scilviie

. 0 last 3 years
New set up in Q4 24 Market leader position 18 people

25 people 87 people ?
BEGOmt ~ 6.700mt y 1,000mt

India
/B Strategic Units
Export from X3 volumes from
France 2022 to 2024
42 people
8 people
Employees ~3pOOr2t ~ 2,200mt

South America
Il \Warehouse HUBS & Africa



New innovation center, architected
by Hadi Teherani. Owned by Walter
AG, the 145-metre long and arch-
shaped building is located at the
southern gate of the new innovation
park and lies directly at the interface
of the university, research and
development and technology
companies.

1418 11
'u I I With a total area of 14,800 square
| T o metres, it is the world's first fagcade
T e— made of 100% end-of-life aluminium
e e— T e oo ol

from WICONA.

85 tons Hydro Circal 100R

CIRCULARITY




Hydro

Hydro CIRCAL 75R Hydro CIRCAL 100R

for all products on demand

Hydro CIRCAL 75R is made Hydro CIRCAL 100R is made
from 75% recycled post- from 100% recycled post-
consumer scrap and has a consumer scrap and has a
carbon footprint of carbon footprint of

1.9 kilo CO2e per kilo 0.4 kilo CO2e per kilo
aluminium aluminium

Hydro

CIRCAL

Recycled
Aluminium

64
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Hydro

95

recyclable content

Recycled
Polyamide

Post industrial recycled
content for our new products
+ EoL recycling from the
building industry

Powder
Coating

Working group with our
suppliers to improve material
Health (PFAS)

3

Recycled EPDM

Post industrial recycled
content available from our
suppliers + work in progress
for EoL recycling from the
building industry

Hardware
and other

Promote the use of extruded
accessories instead of casted
one to improve recyclability

65



We —tully- close the loop ot
and change the market

RE-THINK

RE-THINK

Recycled products designed
to last and upgrade building envelopes
@ RE-CYCLE

Materials to create new products with a
Renovated buildings gives facades and windows
a second life through innovative reuse

minimal carbon footprint
66

RE-CYCLE

RE-BUILD
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S5 Newproducts =B | )

One common technical platform across
brands and regions for: Windows & Doors,
Facades, Sliders




Consolidate all technical offerings int

technology platform, for all our br
85% common, 15% differentiation

Accelerate R&D Reduce supply chain costs Increase sales

» Shorter range, less complexity » Strong reduction of number of » More competitive products

« Sharing across regions articles in stock - Optimal distribution
* Less warehousing costs

* Less NOC
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Towards Neutral
buildings

Co-conception of Water filled glass elements
Heating and cooling functions
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VR trainings in
showrooms/event S \
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Hydro

Traceability of the full
product lifecycle

11 WICSTYLE 75 NG 2 Leaves Open Out

Quantity:1
W:2000mm x H: 2100mm

v Gris graphite mat fine texture (Wico) [l

Glass, Float: 88.51kg
CIRCAL 75: 37.35kg
EPDM: 2.61kg
Powder coating: 0.41kg
ABS: 0.34kg

Global warming

199.26kg CO2-Eq.

TRY ME !

73



ogﬂ Digitalization




Digital solutions to drive our business forward

Be visible and
generate business

~1,400,000 visits / year
~26,000 leads / year

Be the prefered partner
for metal builders

Order online
2,5 M order lines/year

In house industry-specific

software
~7,000 licenses worldwide
3 MEUR invoicing / year

Drive internal digital
platform excellence

One common Product Lifecycle
Management software

One common ERP system

One MES (Manufacturing Execution
System) in rollout

100% common support solutions
(HR/Salesforce/SAP)




Integrated Supply chain, benefits all in
one in Hydro

We are positioned for Growth Platformed and innovative products

Profitable growth (EBITDA) Capex, low levels needed Circularity in DNA

76



04 HBS South and Toulouse
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Hydro

Shaping Growth in_

Anne-Catherine Bonnet
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Hydro

South at a glance

48% of HBS external tonnage sold
300,000+ orders in 2024
6000+ customers

18,000+ Building Influencers

- Strategic Units
- FTE Sales & Marketing

National customer
networks
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Where Lifestyle
Shapes the Market
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A balanced market:
50% renovation, 50%
new construction —
with a strong focus on
premium residential




Ll | | of activity on
"B frcsidential market i Bl 8 ~ Il he-spoke projects
l . . I . & |

L WICONA

sy ) Hydro




[tis a unique market with very
different profiles of fabricators

X
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A tully integrated value chain, close to customers

With a local industrial presence and
a dedicated on-site tool warehouse
(our proprietary systems), we
guarantee optimal control of both
quality and supply chain.

MIRANDA
Extrusion
Thermal break
Warehouse

Paint line

TOULOUSE
Extrusion
Thermal break
Warehouse

Paint line

® 0OLSCENTER

Warehouse

COURMELLES
Warehouse
Paint line

Thermal break

PUGET
Warehouse
Paint line

Thermal break

ATESSA

Remelt

Extrusion

Thermal break

AIELLI/ PAGLIETA
Warehouse
Paint line
Thermal break

Accessories

Hydro

87



We invest in partnerships that lead the way )

Hydro

to reach top influencers
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SAINT-GOBAIN

AGC

SAINT-GOBAIN GLASS
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Growing networks

ALUMINIER’

domal l

460 170

Aluminiers certified Maestro Serramentisti
TECHNAL

We give our customers the tools to grow
their business

*Customer loyalty services « Communication & acquisition tools

*Educational programs * Premium showrooms

Loyalty initiatives Conferences with partners

Innovative and digital tools

89



High-end design
Showrooms




CIRCULARITY = Project Acquisition Driver

With circular certificates after
sales

Environmen tal
| Product
Declaration
—— 9 T 2
m - WICONA - :
; p Tt

Gircularity
CERTIFICATE

Certified labels for network
members

for good

D)

Hydro

Our customers can go beyond
regulatory and taxonomy
requirements, present and future

z
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We build the lgcal network?& L.
scrap collection to facilitate‘;fge " o v
virtuous circle o - X




Full digital customer journey for
business generation

82% of our order lines are digital

E-Marketing & social Increase quotations with
media strategy systematic push to configurator

.
g A

i

EDI Systems

A E S

PARTNERS lead

Increase response rates and
successrates

Hydro



How are we tackling HBS ambitions? B8 B (O3 s

Circularity Innovation Digitalization

= Tackling renovation = Adapting to changing = Accelerating changes, = Leveraging the
market & leveraging environment, and new smaurt use of power of a strong
the shift in the decision customer expectations resources, benchmark local presence in
process of building and through regions South Europe

construction
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TECHNAL
» PDHyaro

MUCH MORE
THAN JUST PRODUCTS

.

Brand awareness Customer Services : digital Circularity offer
proximity and experience,
centricity communication

PAC IOk
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TECHNAL

| | TECHNAL imagines with
= "P»ﬂ no limits to maximize
llllll AU 4/ il . T people's Comfort.

|T
\ g

el T = solutions, developed with
| | . a sustainable approach.

i I!!!' 1 . T ] Design and innovative

/1 Highest architectural
ambitions, featuring
minimalistic design.

& J)) Hydro
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THE POWER

VADESIGN

Minimalist
Design

Exclusive
Handles

N

TECHNAL

Co-conception of Exclusives
Colors with famous architects

¢ N ¢ L
e
h‘-‘!m”; -

BRONZE LUMIERE
by Alain Moatti

BRUN D’IN-EI

by Kengo Kuma
y g o



TECHNAL

Ao LA e AWARDS
TREND SETTER SINCE 2003

PALMARES
ARCHITECTURE

ALUMINIUM
TECHNAL

100




A0 1A WORKWITH TECHNAL TECHNAL

JEAN NOUVEL

TECHNAL BOOTH, BATIMAT 1989

LOUVRE ABU DHABI, UNITED ARAB EMIRATES

KENGO KUMA

TECHNAL BOOTH, BATIMAT 2017

SUNNYHILLS, TOKYO , JAPAN

e

STEFANO BOERI

TECHNAL BOOTH, BATIMAT 2019

BOSCO VERTICALE, MILAN, ITALY

101




LA RUCHE

THE POWER M
WV ASPECIFICATION
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Our strength lies in prescription: by Hydro

influencing early in the design phase, we ¢ CIRCAL
shape demand for our systems. Recyced

Aluminium

ENSAM

Through technical expertise, knowledge- Y 20 tons of low-carbon aluminium Hydro CIRCAL® 75R
sharing and trusted partnerships with Customer : LORILLARD BATIMENT
architects and consultants, we turn

specifications into long-term business.




ESPACE TECHNAL
FOR OUR CUSTOMERS

Closeness to customer
Guidance, showroom, and available stock.

Services
Consulting, technical support, training, and sales assistance.

Collaboration
Shared workshops, coworking, and events.

11 agencies
] Located in all big cities




CUSTOMER
NETWORK

] Aluminiers Agréés TECHNAL

Cardiff Bris ®Londres MM Essenc  ©Dortmund
- OKasst
oAnvers ODiisseldorf
) Alle
@Bruxelles RGoladhe
ak Bournemouth ali
Belgique™ ¢
Plymouth giq

The 15t
French network Alﬂ
of eco-certified for good

metal builders

FABRICANTS INSTALLATEURS AGREES

aaaaaaa

190 members

OGijon
Bilbaco JdinSehasty o~ 4

104

Vitoria-Gasteizo

oBurgos



AFTER SALES O E%i{
SERVICE NETWORK :E ,

i

120 CONTRACT SIGNATURES TO DATE

7 After-Sales Service offeris open to all our customers
72 Guarantees high-quality and consistent service

72 Shared tools, training, and best practices

105



THE POWER
OF COMMUNICATION

@ 20 TV campains since 15t one backin 1986

380000 visits by year on our website France
11 000 leads by yearin France

ar 2,38 M€ turnover from communication campaign

(@' Innovation mindset in customerapproach
N with Aluminier network and media approach

@ Brand awareness:
Towards architects: 80%
y Towards end users: 30% +4% vs 2023

g

Avos cotés tout au long de votre projet




TECHNAL

WE CLOSE
THE LOOP...

france-«iv

Broadcast on main French TV
channels for 2 months.




Hydro

Industries that matter
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