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MESSAGE FROM
OUR CEO EDDIE PERDOK

2025 was a year of growth, new opportunities for expansion,
clarity in organisational structures and even a new Sustainability
Report - a first for Kramp! Eddie Perdok, our Chief Executive
Officer (CEQ), is proud that Kramp not only managed to embrace
these changes but also grew turnover and profitability. Here, he
discusses the factors that contributed to this success in 2025,
including a clearer governance structure, company-wide
adoption of a cost-conscious mindset, strategic investments,
acquisitions and - above all - the adaptability and engagement of
Kramp’s employees.

The economic situation in Kramp's core market of agriculture remained subdued in 2025,
making it a challenging year. "At the same time, we implemented many internal changes to
continuously improve the company and equip ourselves for future growth,” says Eddie.

A key development was the introduction of a new Executive Team, consisting of five Managing
Directors in the clusters and five functional specialists (so called VP's} at Group level,
supporting the three-member Board of Directors comprising Eddie Perdok - Chief Executive
Officer, Rutger Bruijnen- Chief Operating Officer, and Roeland Tjebbes - Chief Financial Officer.
“This structure has delivered greater simplicity, speed and clarity, with clearer ownership,
faster decision-making and results with more impact,” says Eddie.
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WE FIRMLY
BELIEVE

IN GROWING
THE MARKET
TOGETHER.”

Service-delivery improvements

Two important initiatives in 2025 were the launch of a state-of-the-art Order Storage
Retrieval (OSR) Shuttle system in 02 as part of the multi-year Masterplan for the Varsseveld
warehouse, and the redesign of Kramp's warehouse network in the Nordics. In July 2025,
Kramp invested in the construction of a new distribution center in Denmark, to improve
customer service levels in the Nordics. Additionally, it consolidated existing warehouse
operations in Denmark and Sweden, leading to the closure of the Swedish warehouse.
"Unfortunately, the closure of our Swedish warehouse resulted in around a dozen job
losses,” Eddie notes. "As a family business, these decisions are always difficult. However,
they are necessary to significantly improve our long-term service delivery. We supported
the affected employees as much as possible in their transition to new employment.”




Enhancing the customer journey

Kramp made significant technological improvements aimed at enhancing the customer
experience. "We made solid progress with our organisation-wide technology
transformation project SPRING. This is focused on replacing legacy back-end systems to
strengthen our operations and bringing in technology improvements for greater efficiency
and to improve customer experience” he says. “But the project that’s already delivering
positive impact was the successful implementation of a new communication platform for
customer service. By bringing together all customer interactions across channels, it
improves service efficiency and enhances the overall customer journey.”

Strategic acquisitions remained an important growth driver, with two deals completed in
2025."The acquisition of Vapormatic expands our agricultural assortment and strengthens
our position with John Deere partners across Europe,” Eddie explains. "In addition, the
acquisition of Endress & Lehmann in Germany supports our expansion beyond agriculture.
Adding their brands like Stihl and Husgvarna strengthens our position in the European
forest & landscaping sector.”

Sustainability impacts and opportunities

Sustainability also progressed strongly in 2025. "Although we are not yet legally required to
report under CSRD, we take sustainability seriously and want to be transparent about our
efforts,” says Eddie. "That's why this Annual Report includes a dedicated Sustainability
section outlining our impacts, risks and opportunities related to Environmental, Social and
Governance criteria.”




Positive energy, dedication and adaptability

He acknowledges that all these changes throughout the year placed high demands on
employees. "Employee satisfaction is a critical KPI for us, measured through our annual
engagement survey each September. In 2025, we ran an additional survey in April to gain
earlier insights and fine-tune our approach in line with employees needs where
necessary,” he says.

"Thanks to the positive energy, dedication and adaptability of our people, we managed to
increase revenue by around 5%," Eddie continues. A cost-conscious mindset introduced at
the start of the year was quickly embraced across the organisation, reducing relative
costs. “By eliminating wasteful spending and combining this with turnover growth, we
improved profitability by approximately 10%. This allows us to invest even more in
initiatives that drive future growth.”

Strategic expansion to continue in 2026

Looking ahead, expansion into forest & landscaping and construction remains a strategic
priority. “Our Strategy 2030, developed in 2025, sets the direction for moving forward and
going faster to become first in our selected sectors across all Kramp countries,” Eddie
concludes. "We are well positicned to execute our growth plans in 2026 - the year in which
we also celebrate our 75th anniversary. We look forward to marking this milestone together
with our customers, suppliers, and employees and reflecting on this journey with them.”

KEY FIGURES
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MOVING FORWARD

TOWARDS 2030

Kramp was established in 1951 by Johan Kramp, a 34-year-old
entrepreneur from Varsseveld, the Netherlands. He bought a
batch of mowing bars and parts and sold them door-to-door to
farmers. A few years later, Jaap Perdok, the father of Kramp's
current CEO, Eddie Perdok, started the family company called
Perdok. These two founders started to work together in the
1970s, and in 1999 the two family companies became one.

Ambition has always been an important part of the DNA of both founders. Since 1999, the
family-owned business has expanded across 24 locations in Europe, generating a turnover
exceeding €1.2 billion and hiring more than 3,500 employees. Kramp is the leading
wholesaler for parts and accessories in Europe for agriculture and forest & landscaping
and continues to intensify efforts to expand into construction. Supported by ten state-of-
the-art warehouses across Europe and continuously investing in technology and people to
drive customer success and efficiency, Kramp intends to remain a family business and a
long-term partner for generations to come.

OUR PURPOSE

Everything we did in the past past, we do today, and we will do in the future is built on why we do
business; empowering you to move forward. Our purpose contains three important elements.

Johan Kramp,
Founder, Kramp

Jaap Perdok,
Founder, Perdok

EMPOWERING MOVE FORWARD




Our vision

To be the essential partner in parts and
services in the agricultural, construction and
forest & landscaping industries in Europe for

Our mission

a futureproof and responsible supply chain.

OUR VALUES

Our identity is determined by our values. This is who we are and who we want to be. Our

values are rooted in our history and form part of our family tradition.

Collaboration

We create successful
partnerships with our customers
and suppliers. We share our

expertise, insights and learnings.
We are open, inclusive and give
trust. We appreciate and act on
feedback. We collaborate!

Care

We are responsible for our work
and for its impact on our people
and communities. We reflect on
our own behaviour and are eager
to develop. We are proud of what
we do and continuously improve.
We care!

In everything we do, we make it easy
for our partners to improve and grow
their business. It's that easy!

Ownership

We take initiative, experiment
and make decisions based on
data. We stay focused, achieve

what we aim for, and we
continuously learn from it. We
deliver on our promises to
customers, suppliers and each
other. We own it!




OUR INDUSTRIES

We're building on what works, while boldly stepping into what's needed. The world around
us is changing rapidly, and we're responding with clear choices, strong partnerships, and
space for initiative. Our goal is to expand our impact, strengthen collaboration, and deepen
our role in the agricultural industry, in forest & landscaping, and in construction.

Agriculture

The agricultural market is our core market. We have served
this market from day one, and it continues to be core to our
growth. Agricultural machinery dealers are our main customer
group. The end-users in this market are farmers and
agricultural contractors.

Forest & Landscaping

Qur growing presence in Forest & Landscaping (F&L) builds
on our existing expertise and assortment in agriculture. For
our existing customers in agriculture, our strategic
expansion in forest & landscaping is beneficial as they can
rely on our extensive asscrtment, product expertise and
market share. With the ongoing trend towards market
consolidation, where F&L increasingly blends with
agriculture, this is a natural opportunity for Kramp to
strengthen its position in the segment.

Construction

As part of our long-term strategy, we are intensifying our
efforts in expanding our product range in construction by
offering our customers a wide assortment in small earth
moving as well as specialised, in-house technical and
engineering services. Last year, our assortment grew to over
8,000 items with a renewed focus on expanding the product
range, increasing product specialists and sales support.




OUR VALUE CHAIN

This value chain shows how we work together to be the leading wholesaler for parts and
accessaries in agriculture, forest & landscaping and construction.

Kramp is a vital partner in the value chain for suppliers and customers. We connect parts
manufacturers with dealers, so that farmers can get their parts and accessories quickly.
With the help of advanced technologies, an expansive distribution network across Europe,
vast industry knowledge and a sustainable mindset, we aim to make it easy for our
customers to buy easy and sell more.

Empowering you to move forward

Our customers

Our suppliers

Original equipment manufactur: OEMs)
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OUR COLLABORATION WITH OUR
CUSTOMERS IS BUILT ON:

OUR COLLABORATION WITH OUR
SUPPLIERS IS BUILT ON:

Technology provides a digital
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Fast track to =60k dealerships across Europe

Strategic network of 10 warehouses across Europe

Kramp's customers order from us everyday

Offer via webshop and retail stores

Stock continuously optimised throughout Europe

e e % Access to more than 2 million parts across

We design, build and run reliable, secure
and scalable technology that supports
day-to-day operations, enables growth,
and improves the experience for customers,
partners and colleagues. Our product and
platform teams work closely with the
business to turn data and innovation into
practical solutions that help Kramp grow
faster and operate more efficiently.

>

categories via webshop, app and retail

Tiered assortment eptions aligned to
market trends and customer preference

On-time delivery, consistently above 85%
and customised delivery options

In the coming years, we want to intensify our efforts on strengthening service delivery,
expanding assortment, offering a diverse suite of services to our customers, and embedding
sustainable practices across the value chain. By building on the solid foundation that we have
created over the last 75 years, we want to continue to strengthen our position as Europe’s
leading parts & accessories wholesaler in Agriculture, Forest & Landscaping and Construction.
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INSIGHTS FROM
RUTGER BRUIJNEN, CHIEF OPERATING OFFICER

Rutger Bruijnen, Chief Operating Officer at Kramp, looks back on
2025 from the perspective of each of Kramp’s industries, how they
influenced our growth, and the role of category development for
further progress.




Looking back on 2025

Last year unfolded as a year of two distinct halves for Kramp. The first half of 2025 showed
strong momentum, driven by recovery from a slower final quarter of 2024. Low stock levels
across the market, renewed optimism among dealers and farmers, and favourable weather
conditions across most of Europe supported demand for agricultural machinery, as well as
spare parts for forest & grasscare. Combined with Kramp's strong sales fundamentals of
continuous product development, high product availability and optimised pricing and
promotion performance, this created a solid start to the year.

However, the second half of 2025 presented a different dynamic. In the early summer,
growth slowed abruptly in several parts of Europe. Demand for parts and services fell,
partly due to less favourable weather conditions and increased caution among farmers
when it came to spending. As the months progressed, this slowdown spread to more
markets.

The market conditions also reflected broader structural developments within the
agricultural sector. Cashflow pressures, insolvencies among smaller operators and
consolidation among dealers became more visible throughout the year. At the same time,
dealer internationalisation accelerated, with several dealers expanding their footprint by
acquiring dealerships across borders. Changes in dealership structures, including shifts in
franchising arrangements within agriculture, further reshaped the market landscape.

Similar market patterns were visible within the forest & landscaping sector. Moreover,
long-term trends such as electrification are beginning to reshape equipment portfolios
and the kinds of services dealers can provide in this sector. This evolution is contributing
to what can best be described as a reinvention of the dealer role: from a traditional parts
distributor to a broader solution provider supporting new technologies and evolving
customer needs.

In contrast, the construction segment demonstrated more stability throughout the year.
Increased government investments in infrastructure across Europe supported demand,
providing a steadier market environment compared with agriculture and forest &
landscaping.

12
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FROM A TRADITIONAL
PARTS DISTRIBUTOR TO
A BROADER SOLUTION
PROVIDER SUPPORTING
NEW TECHNOLOGIES
AND EVOLVING
CUSTOMER NEEDS.”

EVOLVING INTO A STRATEGIC PARTNER FOR AGRICULTURE,
FOREST & LANDSCAPING AND CONSTRUCTION

Despite the significant slowdown in pace in the second six months, Kramp once again reported overall growth
for the year across the three industries.

Continued improvements in our service levels and operational performance helped us to make further progress
in our strategic evolution inte an essential partner for agricultural, forest & landscaping and construction spare
parts and accessories.

“Our approach combines a clear strategic view of which machines and components we support, with deep
customer insight gathered from the different industries we serve. Through a mix of data-driven analysis, close
customer and supplier relationships, market listening and entrepreneurial mindset, we aim to move faster than
the industry. This allows us to bring new solutions to the market quickly and help our customers grow through
first-mover advantage,” explains Rutger.

One major milestone in 2025 was the integration of Vapormatic into the Kramp assortment following the
acquisition. This process involved building strong relationships with suppliers and carefully integrating the
brand's heritage and product catalogue into our broader offering.

Encouragingly, we continue to attract new customers across industries. In particular, forest & landscaping
dealers and professional landscapers have responded very positively to our improved product and service
offering across Europe. The decision to integrate forest & landscaping more deeply into the core of Kramp is
increasingly recognised and supported by customers and suppliers alike, reinforcing confidence in our path

towards market leadership in Europe.

At the same time, we are selectively expanding our presence in construction. Market feedback on our range and
service levels has been overwhelmingly positive, confirming that our value proposition resonates beyond our
traditional agricultural base.

Strengthening categories

Category development remains central to this progress. Throughout 2025, we continued
to expand the breadth of our assortment and the solutions we offer, while carefully
optimizing the depth of the range. "Our portfolio gives customers the flexibility to choose
the solution that best fits their specific job-to-be-done,” he adds.
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On the supplier side, 2025 marked an important year of progress in strengthening our category
management by deepening partnerships with key suppliers. "We continued to focus on
optimizing our assortment, onboarding new partners, and expanding our OEM collaborations. A
key priority was further improving our service levels and total cost of ownership across the
supply chain by optimizing stock levels, distribution flows, and purchasing terms,” he says.

This strategy is reflected in the strengthening of our OE product portfolio, helping original
equipment manufacturers maximize their aftermarket potential. We have selectively added
OEs and A-brands to provide high-quality aftermarket alternatives, while further strengthening
our quality value-for-money alternatives through Kramp and Vapormatic ranges.

Looking ahead, we remain committed to increasing our speed and agility by leveraging new
tools, technologies, and organizational capabilities. By continuously evolving our assortment,

strengthening partnerships, and staying close to our customers, we aim to continue shaping
the future of the industries we serve.

KEY FIGURES

Sales offices
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JOINT APPROACH-F0"QMNICHANNEL
IMPROVES CUSTOMEREXPERIENCE

| INSIGHTS FROM

OLIVIER LUXON, VICE
PRESIDENT TECHNOLOGY
JENS WAAIJERS, VICE
PRESIDENT OMNICHANNEL

In 2025, Olivier Luxon, Vice President Technology and Jens Waaijers,
Vice President Omnichannel at Kramp significantly intensified their
collaboration. Thanks to their ‘two-in-a-box’ approach, Kramp was
able to fully leverage technology to enhance the omnichannel
customer experience. Initiatives such as a new platform for
customer communications, improved product findability
strengthened the customer journey, improved efficiency and
supported revenue growth for both Kramp and its customers.

a1

AS A TECHNOLOGY-DRIVEN
COMPANY, WE'RE
EMBEDDING TECHNOLOGY
ACROSS THE ORGANISATION
~ AR RATHER THAN TREATING IT
£ ===,  SEPARATELY.”
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Kramp's omnichannel strategy is built around better serving every customer. This includes
a strong focus on various customer types, differentiated service levels, improved product
findability and a seamless experience across all touchpoints. "We want to make it easy for
customers to grow their business,” says Jens. This requires a frictionless experience
across every channel, from the ecommerce platform to account managers and support
services. As the majority of revenue comes through the website Kramp.com, technology is
critical to our success.

Omnichannel has a strong tech component

Since all omnichannel initiatives have a strong tech’ component, technology should be
embedded across the organisation rather than operating as a separate ‘island’, which
makes it possible to truly support the business.

This mindset shaped the way both VPs worked together throughout the year. With the
intention of fully supporting Strategy 2030 by being aligned on priorities, Olivier and Jens
are jointly involved in major initiatives. This ensures every project is viewed through both a
business and a technology lens, considering the end-to-end requirements and impact:
from IT infrastructure to the end-user. The two teams also use projects as an opportunity

to improve business processes, rather than just replacing the technology.

16



KEY MILESTONES

Communications platform

The close collaboration delivered several major omnichannel

achievements in 2025. One key milestone was the
implementation of a new platform for customer
communications, integrating the complete customer
contact history across phone, chat and email. This allowed
the omnichannel team to better track and measure
performance - not only response times, but also how
customers perceive service.

PUTTING
CUSTOMERS AND
USERS FIRST

Technology decisions in 2025 were
guided by a clear IT strategy
focused on business continuity,
scalability, agility and long-term
cost efficiency, while becoming
more user-centric. “We consciously

avoid a ‘tech for tech's sake’
mindset,” says Olivier. “Instead, we
take the needs of customers and
business users as our starting point.
We alse now have a clear roadmap
for modernising our technology
landscape, creating cost-efficient,
state-of-the-art and futureproof
applications that will further
strengthen our amnichannel
relevance.”

Findability

Significant progress was also made on improving item
findability in Kramp's webshop. teams have been
warking on making it e tomers by enhancing
product suggestions base search behaviour- a level of
persona ion that simply wouldn't be p ble without
technology. Other tech-related succe ncluded easier
onboarding of new customers, and the launch of a mare
convenient online-ordering proposition for farmers.

70% improvement in reliability

The closer alignment between omnichannel and IT extends beyond the two VPs.
Collaboration between teams improved noticeably, supported by the new Product Model
organisation introduced in early 2024. This clarified roles and responsibilities between
business and tech teams, strengthening the 'handshake’ between the two departments
and creating more realistic expectations. "As a result, predictability, reliability and
efficiency have all improved significantly,” says Jens. For example, our output reliability
score - which measures the successful delivery of IT projects - increased by nearly 70%
in 2025.

These efficiency gains provide a solid foundation for future initiatives. Looking ahead,
Kramp will continue to invest in strengthening its e-commerce presence, replacing
legacy systems and improving core processes. The technology team aims to boost online
sales while reducing the risk of system downtime affecting the user experience. They will
also further expand targeted use of artificial intelligence and intensify focus on
cybersecurity to protect both customers and the business.

Making transformation positive and enjoyable

The two in a box’ approach will remain central in 2026 and beyond, including within the
five-year digital transformation endeavour collectively known as Project Spring. "We're
proud of what our teams achieved in 2025 and are excited to reach many more milestones
in the years ahead,” concludes Olivier.
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IMPROVING KRAMPS
SERVICE DELIVERY

REGIONALLY AND GLOBALLY

INSIGHTS FROM

BRIAN WISMANS, DIRECTOR,
OPERATIONS KRAMP BENELUX
MARK WEETINK, MANAGING
DIRECTOR KRAMP NORDICS

MAJOR MILESTONES IN THE NORDICS CLUSTER
AND IN THE MULTI-PHASED MASTERPLAN FOR
VARSSEVELD

In 2025, the primary challenge for Operations was to maintain business as usual while
working behind the scenes on two major projects aimed at taking Kramp’s delivery
efficiency and performance to the next level. These investments are aimed at
accommodating our growth plans for the next 5-10 years and bringing our extensive
product range even closer to our customers, enabling extended cut-off times and faster
delivery services. One initiative will improve the customer experience in the Nordics
region: Denmark, Sweden, Norway and Finland. The other - the multi-phased Masterplan -
is transforming the Varsseveld warehouse for greater efficiency, speed and sustainability
in storage and distribution of goods. Here, we provide an update on both projects.

19



FACTS ABOUT THE NEW WAREHOUSE IN DENMARK

Size of the plot: Size of the new warehouse Capacity

35.000S0M  21.000 SOM  12.000

daily orders

Fully integrating the Nordics Cluster into Kramp

In 2025, Kramp invested in the construction of a new Nordic distribution centre in Vejle,
Denmark, following the identification of untapped potential in the Nordic market. The
current warehouses in Denmark and Sweden will be closed and consolidated into our new
distribution centre in Vejle as part of improving the level of service for all customers in the
Nordic region.

According to Mark Weetink, Managing Director, Cluster Nordics, having an inefficient
warehouse footprint of three warehouses across Finland, Sweden and Denmark was
constraining organic growth and market share expansion. Additionally, the technology
stack - such as the ERP and other operational systems - inherited following Kramp’s
merger with Grene in 2013, had never been replaced or upgraded. This caused challenges
in collaborating with systems across the organisation.

20



Execution of the distribution center began in the second half of 2025. Construction
started on a new, purpose-built distribution centre in Denmark in July. The Swedish
warehouse was closed in autumn, with Swedish customers migrated to the existing Danish
facility.

The Greenfield site rapidly started taking shape as a state-of-the-art facility, with large-
scale groundwork and construction advancing well. Building work is scheduled for
completion in mid-2026. Following the installation of automated systems, the warehouse
is expected to be fully operational by early 2027.

This new distribution centre is part of a broader transformation aimed at fully integrating
the Nordics cluster into the wider Kramp organisation. Beyond optimising the physical
warehouse network, the programme includes harmonisation of processes, and ERP-level
integration. A new ERP system went live in Finland in 2025, with the remaining Nordic
countries to follow in 2026.

Significant long-term benefits

While customers will see little immediate change during the transitional phase, the long-
term benefits are significant. Optimised warehouse processes are expected to reduce
lead times for customers by allowing cut-off times for next-day delivery to be extended.
Product availability will also improve thanks to a larger and more tailored assortment. For
Kramp, the new facility reduces the risks associated with outdated technology, such as
errors, downtime and missed sales opportunities, while also lowering maintenance and
operating costs. “These investments are a commitment by cluster Nordics to improve
service delivery to customers in the region,” adds Mark.

As a key success factor, he also highlights the strong multidisciplinary collaboration

across local, Cluster and Group teams. As the organisation prepares for the 2026
changeover, the goal is clear: a seamless transition during which customers only
experience better service, better delivery performance and a better product offering.

21



MASTERPLAN MILESTONES: SHUTTLE
ORDER STORAGE & RETRIEVAL AND NEW
DANGEROUS GOODS BUILDING

To support Kramp's strategic objectives of improving efficiency and addressing labour
shortages, a decision was taken in 2023 to equip the Varsseveld warehouse with state-of-
the-art automation. “This coincided with several existing systems reaching end- of- life, a
trend towards smaller orders, and the need to use warehouse space more efficiently to
enable future growth in turnover and SKUs,” explains Brian Wismans, Director Operations,
Cluster Benelux.

The Shuttle Order Storage and Retrieval (OSR) system was selected to increase both
picking speed and storage efficiency.

KEY FACTS ABOUT OSR SHUTTLE EXTENSION:

In 2017, we installed KNAPP shuttles with six aisles and a total of 140.000 storage bins.

In 2025, we extended this with four more aisles and another 80,000 storage bins across four picking
stations.

With a total of 20 picking stations, the system can deliver up to 20,000 crates per day to ergonomically
designed workstations.

Shelving articles account for around 80% of everything we pick, with racking articles making up the
remaining 20%

About 75% of all shelving articles come from KNAPP shuttles

25% of all shelving articles are from the older systems

The extension of the Shuttle significantly reduces manual walking, saving pickers an average of 20,000
steps per day.
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Replacing multiple existing systems with high-tech and innovative solutions was a

significant aspect of the planned extension, supported by efforts to ensure smooth
integration. Thanks to strong collaboration both within Kramp and between Kramp teams
and suppliers, however, the Shuttle OSR successfully went live in June 2025.

By the end of 2025, the higher units-per-hour output was enabling faster, more cost-
efficient and more flexible fulfilment of ecommerce orders. It also had improved
operational predictability and reliability, achieving 99.9% on-time picking accuracy and
supporting Kramp's on-time, in-full (OTIF) delivery targets.

Optimising the efficient movement of goods

The Shuttle OSR is a key element of Kramp's Masterplan to optimise the efficient
movement of goods. "Centralising slow-moving and long-tail products here in Varsseveld
will allow local warehouses to focus on fast-movers, improving last-mile delivery speed,
cost efficiency and sustainability across Europe,” says Brian. "In 2026, a key priority will be
safeguarding the uptime performance of this strategically important system.”

Another Masterplan milestone is the construction of a new dangerous goods building,
approved in 2025 after Kramp received the long-awaited Seveso permit. “Once it becomes
operational in 2026, this facility will support growth, shorten delivery times and improve
service to our customers and local Kramp warehouses by enabling us to store higher
volumes and a broader range of dangerous goods on our own premises,” explains Brian.

In preparation for the opening, a Quality Health Safety & Environment roadmap was
developed in 2025 to embed the necessary mindset shift and further strengthen safety,
compliance and risk management across the organisation.

KEY FIGURES

Distribution Daily Orderlines:

centres

0 2025: >120.000

STOCK AVAILABILITY
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CLUSTER

UPDATE
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For more operational efficiency and autonomy, country clusters were created in
2024. With these clusters, the objective was to create clarity, simplicity, and speed.
Here's a look at how the clusters performed in 2025
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2025 WAS A VERY
SUCCESSFUL YEAR
AND CREATED A
STRONG FOUNDATION
FOR THE FUTURE.”

Johannes Peyke, Managing
Director, Kramp DACH

After a strong start into 2025, market conditions became increasingly challenging over the course of
the year. As one DACH team across Austria, Germany and Switzerland - supported by our warehouse in
Strullendorf - we managed this environment with resilience and focus.

A key milestone was the successful acquisition of Endress & Lehmann, strengthening our position in the Forest and
Landscaping segment. We warmly welcome our new colleagues and are excited to combine our expertise, portfolio and
networks to create even more value for our customers.

Throughout the year, we continued to broaden our product range and further expanded stock availability - improving service
levels for our existing customers, not only in tractor parts but also in areas such as small earth-moving machines.

We made a strong statement at Agritechnica with an entirely new booth concept. It enabled our dealer partners to experience
Kramp's strengths even more intensively. Additicnally, our new dealer-inclusive eShop proposition - intended to further
support dealers maximise their online reach and turnover - showcased our logistics capabilities, wide offering, and the
heritage of Kramp - including the opportunity to become part of the Kramp family.

Overall, 2025 was a very successful year and created a strong foundation for the future, With customer satisfaction at an all-
time high, we are confident this is the right platform to accelerate our growth ambitions together with our partners. Going
forward, we will build on our achievements, strengthen collaboration across Europe, and continue executing our strategy to
further increase our market position in the years to come.
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WE DELIVERED
ANOTHER
OUTSTANDING YEAR.”

Philippe Everaerts, Managing
Director, Kramp Southwest

The South West Cluster delivered another strong year, achieving strong growth and making a solid
contribution to Kramp's overall performance.

This result was driven by close collaboration across countries and the commitment of highly engaged local teams, supported
by strong group coordination and scalable local execution. A key milestone was the full implementation of our new
communication platform. This important step forward was made possible through coordinated efforts between the group and
local markets, strengthening alignment and improving the way we connect and work together across the cluster.

We also expanded our offering through the acquisition of the Vapormatic brand and business, creating a significant
opportunity to provide a comprehensive range of technical parts for tractor and vehicle repair.

Alongside this, continued product mix development across all countries has reinforced our ambition to be the essential
partner for our customers. Growth in new market segments such as F&L and construction further supported our momentum
and helped diversify our customer base. After the acquisition, we took the first steps in integrating Genfitt in Ireland by
upgrading the warehouse, making operations fully ready to meet our customers’ needs.

Our value proposition “buy easier and sell more” continued to resonate, underlining our one-stop shop concept and broad
portfolio. By helping customers reduce their total cost of ownership, we supported them in navigating challenging economic
conditions while growing the market together. This customer focus is reflected in an excellent Net Promoter Score.

Availability and strong logistics performance were key enablers throughout the year, ensuring reliability and supporting
customer success every day. From a CSR perspective, Kramp Spain supported flood recovery efforts in Valencia, while the UK
contributed through "Cultivate a Generation” funding - both strong examples of living our values in local communities.
Together, we delivered another outstanding year and built an even stronger foundation for continued growth.
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