Annual
Report
2018

M

Takeawaycom



M

Takeawaycom



Takeaway.com Annual Report 2018
Table of contents

29

02

64
72
80
84
99
108
110

The Company

Highlights 2018

At a glance 2018

Message from the CEO

Company profile

10 Who we are

12 Our business model

14 History

15 Our markets

Report of the Management Board

Governance

Report of the Supervisory Board

Remuneration report

Composition Management Board and Supervisory Board
Governance & compliance

Risk management

Compliance on Privacy

Information for shareholders

03

17

118
120
121
123
129

132
133
172
173
174

04

180
180
181
187
189
190

Financial Statements

Consolidated statement of profit or loss and
other comprehensive loss

Consolidated statement of financial position
Consolidated statement of changes in equity
Consolidated statement of cash flows

Notes to the consolidated financial statements
Critical accounting judgements and

key sources of estimation uncertainty
Non-IFRS financial measures

Specific notes to the consolidated financial statements
Company statement of profit or loss

Company statement of financial position
Notes to the Company financial statements

Other Information

Statutory provision with respect to appropriation of result

Foundation Continuity
Independent auditor’s report
Three-year key figures
Takeaway.com addresses
Glossary



(=D



The Company



oooooooooo
Highlights 2018

Highlights 2018

Processed 93.9 million orders from
14.1 million Active Consumers

Further cemented market-leading positions
in our six leading markets

Launched Scoober in 14 new cities and now
active in 38 cities across 10 countries
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At a glance 2018

Online restaurants . Gross revenue J
43,763 w _.oom il

Active Consumers " Year-end @.
14.1m M -6/2res M

Orders Active in @
93.9m 12 countries

GMV Mobile share
€1.8bn /\/ 77% @




“Most of our growth continues to be driven
by a channel shift, as people move from
old-fashioned phone ordering to internet
and mobile ordering”

— Jitse Groen, CEO



Takeaway.com Annual Report 2018
Message from the CEO

Message
from the CEO

Dear reader,

2018 was a memorable year for Takeaway.com. While 2017 was mostly
“the year after the IPO”, in which our time was predominantly spent on
ramping up our investments and strengthening the organisation,

2018 was a year in which we took several decisions that we believe are
going to prove instrumental in the future development of our company.

Apart from our rapid organic growth, we acquired no less than four
businesses, to strengthen our brand, expand our footprint and gain strength
in new technology. It is important to remember that most of our growth
continues to be driven by a channel shift, as people move from
old-fashioned phone ordering to internet, mobile and voice ordering. In all
our markets, most orders, even today, are placed using the phone. We are
building on top of this growth by expanding into logistics via our Scoober
offering, as well as by working hard on integrating the market-leading B2B
technology developed by our new colleagues at 10bis.

2018 was a big year for Scoober. We delivered nearly three million orders
and expanded from 24 to 38 cities. Scoober is already the largest
restaurant delivery service in many cities, and we are committed to
becoming the largest delivery service in all our Scoober cities. Scoober
remains a small part of our business, but we believe it is important for us to
lead in logistics in order to provide the greatest selection to our consumers.

With the acquisition of 10bis in Israel, we plan to roll-out part of the
B2B technology across Europe in the course of 2019.
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Apart from the 10bis acquisition, we also acquired businesses in Bulgaria,
Romania, Switzerland and, of course, in Germany. So 2018 has been busy
from an M&A perspective. | am particularly proud of the flexibility with
which our teams were able to handle not only the negotiations, but also the
implementation and integration of these businesses.

The addition of Pizza.de, Lieferheld and Foodora to Lieferando.de will
provide additional scale in Germany, as we believe that only marketplaces
of significant size will be sustainable over the long term. We are excited
about this opportunity because we believe Germany is one of the largest
food delivery markets worldwide, while penetration is still very low
compared to, for instance, the Netherlands. We expect that many more
years of investment will be required for our market penetration in Germany
to reach the Dutch level and beyond.

Although | believe that we are one of the companies that are most
advanced in the space worldwide, | still believe there are a lot of
improvements that we need to make. We are very well aware that we need
to always follow the customer, in order to stay at the forefront of our sector
and we remain committed to this goal.

Our progress in 2018 would not have been possible without our dedicated
staff, our consumers, our partner restaurants, our shareholders, ongoing
support of our Supervisory Board and the works council. | also want to
especially thank my fellow board members J6rg and Brent.

The new year will be exciting, and although the integration of the acquisition
in Germany will require focus and dedication from our teams, we are
confident in our ability to manage the integration smoothly and
successfully.

All'in all, 2019 will be a transformational year for our company.
Jitse Groen

CEO and founder
Takeaway.com
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Company
profile

Takeaway.com’s core business model relies
on participating restaurants delivering food
themselves, with the Takeaway.com
marketplace serving as a source of orders
for restaurants.

Who we are

Takeaway.com is an online food delivery marketplace connecting millions of
consumers in ten European countries and Israel with nearly 44,000 local
restaurants through our websites and apps. Our network benefits both
restaurants and consumers, driving our continued growth. For restaurants,
partnering with us offers the potential for additional orders at a minimal
incremental cost, while enjoying the benefits of our significant marketing
power and brand strength. We offer consumers the convenience of a large
selection of local takeaway restaurants at their fingertips, user-friendly
interfaces that allow the selection of a meal in a few taps and multiple
options for online payment.

Established in 2000 by our founder and current CEO, Jitse Groen,
Takeaway.com has become the leading online food delivery marketplace in
Continental Europe and Israel, with number #1 positions, in terms of number
of orders, in the Netherlands, Germany, Belgium, Austria, Poland and Israel
(our Leading Markets). At year-end, Takeaway.com had over 2,600 FTEs
spread across eight offices in Europe and Israel including more than

4,200 couriers representing 1,240 FTEs on the road. In 2018, Takeaway.com
processed nearly €1.8 billion worth of orders for our restaurant partners.

Takeaway.com is listed on the Euronext Amsterdam stock exchange and
included in the AMX-index.

10



Takeaway.com Annual Report 2018
Company profile

receive
order

search

)
&

Consumers Restaurants
Consumers place order Takeaway.com
(and make payment) transmits order

deliver

Fig. 1. Takeaway.com business model
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Our business model

We derive our revenue principally fromm commissions based on the gross
merchandise value (GMV) of the food ordered through our marketplace and,
to a lesser extent, from online payment services fees and other services
that we provide to participating restaurants. Takeaway.com’s core business
model relies on participating restaurants delivering food themselves,

with the Takeaway.com platform serving as a source of orders for
participating restaurants and facilitating online payment processes (Fig. 1).

Historically, restaurants were dependent on local marketing, primarily
through the distribution of flyers and paper menus, which limited their
reach. Takeaway.com offers restaurants access to a wider consumer-base
and provides publicity at a relatively low cost, which results in an increase in
orders for these restaurants. In addition, Takeaway.com provides restaurant
delivery services, internally branded as Scoober, in 38 cities across ten
countries, delivering food for restaurants that do not deliver themselves.
This service has expanded rapidly following its launch in 2016.

We focus on delivering a superior consumer experience and clear benefits to
restaurants on our marketplace, thereby promoting network effects that
enhance the value of the marketplace for both consumers and restaurants.
Our marketplace connects consumers and restaurants by enabling
consumers using mobile devices, personal computers and now also by voice
to browse, select, order and pay for food through an easy-to-use interface
that is designed to offer a high-quality user experience.

For consumers, Takeaway.com seeks to provide a favourable user
experience from selecting a restaurant to ordering for delivery through an
intuitive interface by providing a large and varied selection of cuisines,
broad restaurant choice, seamless payment processes, and transparent

order tracking features. Our marketplace is designed to offer consumers
an efficient way to order food, allowing them to order together,

and discover multiple restaurants that offer their desired cuisines almost
instantaneously, rather than having to run separate searches for individual
restaurants.

We benefit from powerful network effects as the number of consumers and
restaurants on our marketplace grows continuously (Fig. 2). As the number
of consumers increases, more orders and higher gross merchandise value
are generated, attracting more restaurants to our marketplace, which
enhances and diversifies the offering, in turn attracting more consumers.

In addition, the network effects result in an increasing average number of
orders per restaurant, despite the growing number of partner restaurants.
The self-reinforcing nature of these network effects helps us to sustain our
market leadership and ultimately enhances profitability.

Once an online food delivery marketplace achieves clear market leadership,
network effects generally not only provide the leader with a stronger and
more defendable position versus its competitors, it also drives revenue
growth without a required linear increase in costs. We believe that leading
market positions, in conjunction with an attractive marketplace, enable
higher operating leverage and lead to higher operating margins than those
competitors with a lower market share are able to achieve.

12
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11.4
Orders per year
14.1m per Returning Active
Active Consumers Consumer’

o
m

New Consumers
Consumers place order Consumers
(and make payment)

More Orders
per Consumer

Network Effects
Our powerful network effects
fuel our ability to attract more
new consumers providing high
barriers to success

n

—

New Restaurants More
Takeaway.com Restaurants v More Orders
transmits order
43.8k 93.9m
Restaurants Orders

1 Like-for-like Orders per Returning Active Customer excluding Israel would be 10.9 as at 31 December 2018

Fig. 2. Network effects of online food delivery marketplace
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History

Creation of the leading online food delivery
marketplace in Continental Europe

Lieferservice.at S Lieferservice.ch@

2008 2010

Thuisbezorgd.nl o

2007 2009

Introduction of
Pizza.be () iPhone/Android App

Lieferservice.de @

1 Acquisition
2 Joint Venture
Primary component

Name change to
Takeaway.com

Prime Ventures &
Macquarie Capital €74m

BGMenu.com' @
Oliviera.ro' ()

Prime Lieferando.de' @ Foodarena.ch' ©
Ventures €13m Pyszne.pl' & 10bis.co.il'
2012 2014 2018
Takeawaycom
2011 2013 2016
Vietnammm.com’ @ Pizza.pt @

Justeat.be' ()
Just-eat.nl' o

Pizza.lu &

Food-express.com' @

TanteBep.nl' @

Resto-in.be' ()

Resto-in.de' @
IPO at Euronext Amsterdam €175m?®
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Our markets

“®™  The Netherlands
-

& Germany

‘ ' Belgium

“=  Austria

-

- Poland

z Israel

GMV 2018
millions €

673.7

665.5

135.8

123.2

119.5

61.6

@ Leading position in terms of orders

Online
Restaurants

8,084
15,170
2,718
2,427
6,608

5,240

Lieferandode

Active Consumers Orders
thousands thousands
4,031 32,693
5,817 32,629
957 5,642
790 5,976
1,957 11,095
247 4,933

Top 3 position

Lieferserviceat

f

Pyszne.pl

f

\Vietnammm com

f

Takeawaycom
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Our markets

We operate in ten European countries and Israel. Our Leading Markets
represent an addressable population of over 142 million people, who spend
an estimated €12.3 billion on food delivery annually (Fig. 3). In our Leading
Markets, where we have our strongest market presence, we estimate our
addressable population penetration at or less than 10% for each market,
with the exception of the Netherlands.

Food delivery market

Total food delivery in Leading Markets
c. €12.3bn

Online food delivery segment
c. €2.5bn

Takeaway.com has
72% online food
delivery share

Takeaway.com GMV
c. €1.8bn

Source: Management estimates, all data refers to 2018

Fig. 3. Our potential market

This demonstrates the considerable upside potential that remains (Fig. 4).
Our significant investment in restaurant acquisition and Scoober enabled us
to increase the number of restaurants we offer to nearly 44,000 as at
year-end, with a corresponding increase in diversity of cuisines. We estimate
that over two-thirds of takeaway food is still ordered by phone or in the
restaurant, which means we see our growth being primarily driven by a shift
from phone to online-based ordering and, to a lesser extent, by growth in
the overall takeaway food market.

Significant penetration upside

Population aged 15+1
14.4m 71.7m 9.5m 7.6m 32.2m 6.5m 142m

100%

—28%

/\78% /\*10% = —10% N N /\7109
—6% — 49

Netherlands Germany Belgium Austria Poland Israel’

Takeaway.com
Leading Markets
B Takeaway.com Active Consumers”

Eurostat population census data as of 1 January 2018. Eurostat demographic distribution data for 2017
Takeaway.com intends to address only consumers aged 16 and older, however, Eurostat only provides an
overview of the population aged 15 and older

Active Consumers refer to unique consumer accounts (identified by an unique e-mail address) from which at
least one order was placed on Takeaway.com'’s platform in the preceding 12 months as of 31 December 2018
Population census data as on November 2018 from Central Bureau of Statistics, Israel

Fig. 4. Takeaway.com penetration into Leading Markets
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Single brand strategy

We run a single brand in each country in which we
operate, as we believe this is the most efficient and
effective approach to reach consumers.

It is efficient because we are able to concentrate all our
marketing efforts around a single brand with only a
limited organisation; and its effective because we can
offer the broadest possible restaurant and cuisine
selection to consumers — meaning we can appeal to the
entire market, rather than to specific segments.

Each local restaurant has its own “brand strength” in
the local area, making our offering “hyper-local”, while
each restaurant also benefits from the efforts of our
entire marketing organisation.

Takeawaycom 1)

Lieferserviceat =

Takeawaycom ©

Takeawaycom <

o

oamn:=

Fig. 5. Takeaway.com brands

Takeawaycom

Thuisbezorgdnl <

Lieferandode ®

Pysznepl »

Takeawaycom @

m Takeawaycom @

Viethammmcom ©

Takeawaycom O
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The Netherlands

Online restaurants

8,084

Active Consumers

4.0m

Orders

32.7m

GMV

€674m

Gross revenue

€98.3m

Mobile share

84%

7\

In 2000, Jitse Groen founded Thuisbezorgd.nl and introduced online
food ordering to the Netherlands, Takeaway.com’s initial market. Since
then, Thuisbezorgd.nl has grown to become one of the most recognised
consumer brands in the country.

Today, the number of online food delivery restaurants connected to
Thuisbezorgd.nl enables every consumer in the Netherlands to choose from
a large selection of restaurants, regardless of where they live. In addition,
we also offer Scoober in seven Dutch cities for restaurants that are
connected to Thuisbezorgd.nl, but which do not offer their own delivery
services. With a spontaneous top-of-mind brand recognition of 56% of the
population, Thuisbezorgd.nl is one of the best-known household brands in
the country.

Driven in part by our strong brand, 28% of the addressable population
ordered at least once in 2018. The year-on-year growth of the number of
orders remained strong at 19%, which is due to an increased number of
Active Consumers, currently 4.0 million, and by Active Consumers ordering
more frequently. We are confident that our Dutch market will continue to
grow, driven by the switch from phone to online ordering and increasing
frequency of food ordering by consumers.

Improving our extensive offering to our Dutch consumers by continuing to
connect more restaurants to our marketplace allows us to guarantee
consumers the broadest and best selection of restaurants from which to
choose. Combined with continued significant marketing investments,

this will increase the number of consumers who order via our network and

will ultimately benefit the restaurants, who will receive more orders.

18
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Another important area of investment was building up our Scoober
business, as we added a large number of restaurants and processed almost
twice the number of orders in 2018 compared with 2017.

Strong brand awareness in the Netherlands

#1 Top-of-mind brand awareness in the Netherlands’

ﬁ 7.0X —

56% 8% 2%
m #2 #3
Thuisbezorgd (chain) (chain)

Source:

1 GfK January 2019, % of respondents answering “Which website or app comes to your mind first when
ordering food?”

The strengthening of our Scoober offering has also broadened the variety of
cuisines we offer. For example, consumers can now order such diverse items
as poke bowls, quinoa salads and specialty burgers. In addition,

we welcomed several new (inter)national and local chains, including:

Five Guys, Cinnabon, Yoghurt Barn, AH To Go (Albert Heijn) and

Dunkin’ Donuts, demonstrating the strength of our brand.

Google trends web search interest?

100
100

80

60

40

20

T T T T
Jan-14 Jan-15 Jan-16 Jan-17 Jan-18

44y

Thuisbezorgd.nl

2 Brand search requests, indexed to 100 at the highest point during the period
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Germany

Online restaurants

15,170

Active Consumers

5.8m

Orders

32.6m

GMV

€666m

Gross revenue

€86.0m

Mobile share

76%

)
a

_
1l

Since the acquisition of Lieferando.de in 2014, and its combination with
our Lieferservice.de brand, we have grown to become the largest online
food delivery marketplace in Germany in terms of orders and
restaurants, with our restaurant base of over 15,000 reaching an
estimated 96% of the population.

Through our expanded Scoober offering, now in 13 cities, we were also able

to add new cuisines and chains, including KFC, Immergriin, Nestle Wagner,

Oetker and Coffee Fellows. Our market leadership is reflected in a top-of-

mind brand recognition of 38%, which is 2.7 times larger than the number

#2 brand. We estimate the addressable population in Germany at

approximately 72 million people, implying significant remaining growth

potential. 20

To tap into that upside, one of our main strategic focus areas is growing our
restaurant base in Germany. Today, we believe that more than half of the
German delivery restaurants are connected to the Lieferando.de
marketplace, meaning that there is a significant proportion of the market
that we do not yet fully service.

As a result of our focus on restaurant growth, in 2018 we were able to
achieve the highest net growth ever with over 2,200 restaurants, bringing
the total to over 15,000. This growth was supported by an increased number
of staff at our sales and customer services departments. In addition to
sales, we also invested, and will continue to invest heavily, in marketing as
an accelerator of top-of-mind brand awareness, which led to strong growth
in our base of Active Consumers.
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Increasing trend in food ordering through mobile devices in Germany
The German population is increasingly using a mobile device to order food.
In 2018, 76% of our orders were transmitted via a mobile device, seven
percentage points higher than in 2017. App orders alone were responsible
for roughly 49% of Orders.

Strong brand awareness in Germany

#1 Top-of-mind brand awareness'

ﬁ 2.7X

38% 14% 5%

m #2 #3

Lieferandode (marketplace) (marketplace)

Source:

1 GfK January 2019, % of respondents answering “Which website or app comes to your mind first when
ordering food?”

We know that app consumers tend to be more loyal than consumers who
order via the website. The quality of our mobile propositions is reflected in
the rankings of our apps in the iOS and Android Play! App store, which were,
for the third consecutive year, the highest in the online food delivery
marketplace industry.

Google trends web search interest?

100
100

80

60

40

20

T T T T
Jan-14 Jan-15 Jan-16 Jan-17 Jan-18

M

Lieferandode #2 (marketplace) #3 (marketplace)

2 Brand search requests, indexed to 100 at the highest point during the period
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Other Leading Markets

Online restaurants

20,509 —

Active Consumers "

4.3m .‘

Orders

28.6m

Gross revenue

€55.7m

2\2/56m N
7
11

Mobile share

68%

Our Other Leading Markets segment comprises four significant markets
Belgium, Austria, Poland and Israel, as well as the smaller countries in
which we are active: Romania, Bulgaria, Switzerland, Portugal and
Luxembourg. This is our fastest-growing segment and represents
significant long-term growth potential.

Since the launch of Pizza.be in 2007, our Belgian business has grown
steadily. In 2017, we rebranded Pizza.be to Takeaway.com to reflect the
significant change in our offering that followed the expansion in our
restaurant base, and subsequent by the Scoober roll-out. We now offer our
Scoober delivery service in Brussels, Antwerp and Ghent. In 2018, we served
almost 1.0 million Active Consumers, representing 10% of the addressable
population. By year-end, we had increased our number of online restaurants
by 24% to 2,718, covering 94% of the Belgian population.

We introduced the Austrian local brand Lieferservice.at in 2008 and have
grown our restaurant offering to over 2,400 since then. After Vienna in 2017,
we introduced Scoober in Graz in 2018, allowing us to add chains such as
Akakiko, Burger King and Dunkin’ Donuts. In 2018, we served 10% of the
addressable population, or 0.8 million Active Consumers, in 2018.

22
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Poland

The local brand Pyszne.pl started in 2010 and was acquired by
Lieferando.de in 2012. It became part of Takeaway.com in 2014 with the
acquisition of Yourdelivery, and while Pyszne.pl was around five times
smaller than the largest online food delivery marketplace in 2014, today

it is the clear market leader, and multiple times larger than the #2, in terms
of orders.

With order growth of 46% in 2018 compared with 2017, Poland continues to
be the fastest-growing of our Leading Markets. When consumers want to
order food online, they think of Pyszne.pl seven times more often than the
nearest competing marketplace. In 2018, our restaurant offering grew by
13%, and we offer almost twice as many restaurants than the nearest
competitor. After Warsaw in 2017, we introduced Scoober in Wroclaw and
Krakow in 2018 as per our strategy. We estimate that our restaurant
offering currently reaches 82% of the Polish population.

Our Active Consumer base grew by 34% to 2.0 million, representing 6% of
the addressable population. Aside from the shift from phone to online
ordering, we expect an increase in internet penetration to be a structural
growth driver for our Polish business.

Israel

Founded in 2000, 10bis operates the leading online food delivery
marketplace in Israel. Its unique technology allows businesses to replace
their canteens with not only a delivery service, but also with local
restaurants. 10bis serves thousands of corporations, representing hundreds
of thousands of employees. While Takeaway.com is predominantly a
Business to Consumer (B2C) brand, 95% of 10bis orders are Business to
Business (B2B) orders. In addition, 10bis is the local market leader in the

B2C offering, which is underdeveloped in Israel but growing rapidly.
Takeaway.com completed this acquisition in September 2018.

With over 5,200 restaurants, serving 4% of the population, the offering is
almost threefold larger than the nearest B2C competitor, making it the best
choice for the over 200 thousand Active Consumers that order their food
online and in-store. Since Israel represents an addressable market of

6.5 million, there is a lot of untapped potential in both the B2B and B2C
environments. Takeaway.com started with the integration of 10bis by rolling
out the Scoober concept in Tel Aviv in December 2018, thereby expanding
our local variety in offering restaurants who do not have their own couriers.

Switzerland, Bulgaria, Romania, Portugal and
Luxembourg

Our remaining markets constitute approximately 1% of our revenue, yet all
have prospects to grow towards a stronger leading position. In 2018,

we acquired businesses in Switzerland, Bulgaria and Romania, which
increased our presence in existing and new countries, our restaurant
offering and our consumer base. Each country benefits from our single

IT platform and single brand approach, allowing us to leverage our
centrally-developed marketing campaigns. Scoober has been introduced
in cities such as Lasi, Zurich and Lisbon to complement the platform
offering. We aim to reach and maintain meaningful market-leading
positions in each of these markets.

We discontinued our operations in France in February 2018.

23



“In 2018, we delivered strong organic
growth and acquired four businesses
to further scale in line with our strategy

to build sustainable market-leading
positions”

— Jorg Gerbig, COO
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The Best Restaurant Awards 2018

The Netherlands
Winner: Inci
Owner: Mustafa Kabadayi

“This award shows that we deliver quality, that we are serious about our work and that we are
an expert in what we do.”

Germany
Winner: Crazy Pizzeria Home & Lieferservice
Owner: Lakhbir Shergill

“This is a big surprise for us. We can not put into words how happy we are! We have at times
dreamed about being the best restaurant in town, but we always expected the national winner
to be from Munich, Hamburg or Berlin. So it is unbelievable and beautiful that we are now chosen
as the winner of the Best Restaurant Awards in Germany.”
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Belgium
Winner: Sim Pizza
Owner: Atif Celik

“Wow, hard work
pays off! We have
only taken over this
business in July so
this is really a gift
and a reward for all
our hard work.”

Poland

Winner: Pizza
Winchester
Owners: Stawomir
Pietrzak & Kamil
Palen

“We are happy that
our meals have
been appreciated
by our customers,
which confirms

the effort our
employees and us
put in improving our
service. This award
motivates us to
continue working
hard and it gives

us energy to go for
more.”

Austria
Winner: Edo Kitchen Wien
Owner: Ji Jianglai

“It’s a big surprise for me,
incredible! It’s a prize for all
the hard work and passion |
put into my work. | truly
work from my heart. In any
profession, you have to give
it all you got and work with
passion, because if there is
no passion then it is better
not to do it at all.”

BEST
RESTAURANT

AWARDS 2018

— Ahkhkhkk —

Takeawaycom
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Report of the

Management Board

In 2018, we made several strategic
acquisitions that we believe are going to
prove instrumental in the future
development of Takeaway.com.

Our strategy

At Takeaway.com, our mission is to satisfy consumers by using the power of
technology to bring a wide variety of food options to their fingertips with a
fast, easy and secure ordering process, thereby causing them to return and

drive incremental orders for our restaurant partners.

One Company, One Brand,
One IT Platform

In the long term, we continue to follow a “One Company, One Brand and
One IT Platform” approach. This is reflected in our highly centralised
organisational structure, focused on a single brand in each of our markets
and a single, global technology platform. Our technology platform has been
designed to create a consistent and high-quality user experience for all
consumers, irrespective of the market in which they are located, or the
devices, applications or operating systems that they use to access the
platform. This year, we acquired four brands, three of which have been fully
integrated into our platform. We also continued to standardise our branding
for a consistent user experience across all our markets, replacing the local
brand with the Takeaway.com brand in four markets.
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In order to achieve our mission, we follow several strategic principles:

Strategic principle

Maintain and expand market leadership

Continue to enhance brand awareness
across countries

Further enhance the technology
platform and mobile applications to
drive adoption

Improve results of operations

Maintain disciplined portfolio
management

Further develop restaurant delivery
services in selected markets

Description

Based on our experience and behavioral
knowledge, we believe online food delivery is
a “winner takes most” industry where the
most popular brand will continue to grow
through favourable network effects, hence
investments in market-leading positions are
critical for long-term growth.

High brand awareness drives acquisition of
new consumers and reorder rates of existing
consumers, as consumers are more likely to
use a brand which they know. High brand
awareness is also critical in driving direct
traffic to our websites and mobile
applications, thereby reducing our
marketing costs per order over time.

We constantly aim to improve the user
experience of our platform to ensure
consumers have a positive experience,
driving retention.

We believe that we can generate sustainable
profits for our shareholders over the long
term by continuing to invest in growth at this
early stage of industry development.

To maximise long-term shareholder returns,
we will continually evaluate our portfolio of
countries based on current and expected
future performance.

Offering our own restaurant delivery
services expands the addressable
restaurant market, enabling us to offer the
broadest selection to consumers, which we
believe is key in driving retention.

Progress in 2018

Strong growth in Orders and Active Consumers in all Leading Markets
Acquisitions in Bulgaria and Israel add new market-leading positions to the
portfolio

Acquisition in Switzerland solidified our number two position and reduced the
gap with the market leader

Acquisition in Romania added a promising new market to our portfolio

Top-of-mind brand awareness continued to increase in our Leading Markets
Invested heavily in brand marketing across our markets

Improved efficiency of performance marketing due to growth in organic
traffic, driven by higher brand awareness

Our increased Scoober foot-print enlarged visibility of our brand in the major
cities

Continued to innovate in consumer-facing (e.g. Food Tracker®, voice ordering)
and restaurant-facing (e.g. T-connect 5.0, restaurant portal) technology to
improve experience

Successfully integrated the operations of Switzerland, Bulgaria and Romania,
thereby significantly improving the user experience for these brands

Group Adjusted EBITDA improved by 59% to minus €11.3 million
Adjusted EBITDA increased by €10.2 million to €53.2 million in the Netherlands
Adjusted EBITDA margin in Germany improved by 38pp

Acquired operations in three new countries (Israel, Bulgaria and Romania)
Acquired marketplace business in Switzerland to improve market position
Exited non-leading position in France

Expanded Scoober offering to four new countries and 14 new cities
Delivered nearly 3 million orders
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Acquisitions

On 23 February 2018, we announced the signing of an agreement to acquire
BGmenu.com in Bulgaria and Oliviera.ro in Romania. Through this
acquisition, we strengthened our position in the larger countries of Eastern
Europe, in line with our strategy to further expand our leadership position
on the European continent. The value of the transaction was €10.5 million.

On 22 June 2018, we announced the acquisition of the Foodarena business
in Switzerland from the Delivery Hero group. We were already operating a
food delivery marketplace in Switzerland and this acquisition further
strengthened our presence and increased our restaurant offering
throughout the country.

On 28 July 2018, we signed an agreement to acquire 10bis in Tel Aviv from
TA Associates and its founder Tamir Carmel for a cash consideration of
approximately €135 million. Founded in 2000, 10bis operates a leading
online food marketplace that provides employee meal benefit plans to
corporations. Its unique technology allows businesses to replace their
canteens with not only a delivery service, but also with local restaurants.
10bis serves thousands of corporations, representing hundreds of
thousands of employees. While Takeaway.com is predominantly a B2C
brand, 95% of 10bis orders are B2B orders. In addition, 10bis is the local
market leader in B2C offerings, which is underdeveloped in Israel but
growing rapidly.

On 21 December 2018, we announced the signing of an agreement to
acquire the food delivery operations in Germany of Delivery Hero for a total
consideration of approximately €930 million. The acquisition will further
enhance our position as a leading online food delivery marketplace in
Continental Europe and enhance our growth in Germany, which will enable
progress towards profitability. The transaction is anticipated to complete on
1 April 2019.
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Our product

We have significantly expanded our offering and further
improved both our websites and app, and further
professionalised our marketing campaigns.

In 2018, we continued to develop our technology offering for consumers,
restaurants and Scoober couriers, as well as our back-office platform to
enable efficient operational support. In addition, we are proud to have
quickly executed the operational integration of three acquired brands.

New markets and acquisitions

Multiple acquisitions in 2018 resulted in integrating these operations to the
Takeaway.com platform. This allows us to give our new consumers in
Bulgaria, Romania and Switzerland the same user experience as we do in
other countries and maintain fast scalability in terms of feature
development for all countries we are active in. Our Takeaway.com platform
is now available in these new markets and fully operational in the Bulgarian,
Romanian, and Italian languages.

Consumer facing products

We promise the consumer a solid, fast and easy solution for food ordering.
This Takeaway.com experience does not end when consumers finalise their
order on our platform. One high impact development in 2018 is

Food Tracker®, which was added to the confirmation page of our websites
and apps to ensure a seamless experience, also after ordering.

Most consumer questions directed at restaurants and our customer
services teams are related to the status of their order. “Food Tracker®
provides this information directly to the consumer, based on input from the
restaurant and GPS locations of delivery vehicles and couriers.”

Food Tracker® improves our user experience significantly and restaurants
can focus on what they are good at.
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To ensure a seamless Takeaway.com journey, we aligned our product and
marketing channels. We want to give consumers the same experience
across all our channels, from the moment they see us on TV, order food on
our platform, through to the moment a courier is in front of their door.
This facelift has functional features as well as the visible change to our
interface. For example, we have improved our payment flows for both our
core platform and our mini-sites to ensure a seamless experience for

consumers.

After launching the first food ordering voice app for Amazon Alexa in
Continental Europe in 2017, we have now also launched our first voice app
for Google Assistant in Germany. While still experimenting with the voice
channel, we strongly believe this channel will become more popular with
consumers over time. In 2018, we also launched apps for other channels,
including AppleTV, Xbox, Android TV and smart fridges such as the
Samsung Family Hub.

Restaurant software

T-Connect is our restaurant CRM software which restaurants can operate
either on our proprietary devices or on their own devices. T-Connect 5.0,
which is our next-generation software, will ultimately replace all current
T-Connect restaurant connection software, ensuring that we can focus on
developing one software version. This will not only make us more flexible
when launching on additional devices, but will also increase scalability.
T-Connect 5.0 has been launched together with new hardware and
thousands of restaurants are now using it. Investing in T-Connect 5.0 means
restaurants can work more efficiently, and will also help stimulate feedback
from restaurants to consumers.

Back office developments

Keeping track of all the events taking place at Takeaway.com implies our
back office has to continuously develop new employee, restaurant and
consumer-facing features. In 2018, we developed new software to log all IT
and non-IT events into Takeaway.com. Food Tracker® is just one
development example that would not have been possible without this
logging process. Another very exciting development is the ticketing system
for our internally developed software, Takeaway Management System
(TMS). The ticketing system enables us to bring together information from
across Takeaway.com and match it with restaurants, consumers, employees
and orders. This type of innovation is crucial for us to maintain lean and
scalable operational departments.

Fast and easy food ordering is the main product promise we make to
consumers. In order to keep delivering on this promise, data is becoming
increasingly important. One example is the improvement in our
categorisation of dishes and food types. As one of the leading online food
ordering market places, we have a large amount of data that, subject to
applicable data protection legislation, is used for increasing conversion and
retention of consumers. Categorisation provides us with the opportunity to
create features that are beneficial for user experience and helps us to
achieve our goals.
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Scoober

We have made great progress in developing our Scoober dispatching and
forecasting software. Given the fast growth of our Scoober service, it is
crucial that we constantly improve our software, enabling us to reach higher
automation rates, increase efficiency and quality, and establish Scoober
services faster in new cities all over the world. Examples of these new cities
are Bucharest, Sofia and Tel Aviv, where Scoober was launched in 2018.

For our couriers we improved our app by implementing the latest routing
and traffic software by Google. We also introduced new features that
support feedback in routing for couriers and better communication
functionalities to ensure a smoother operation.

Our improved
app ensures a
smoother ride for

couriers
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Marketing

2018, a year of high growth and efficiency gains for
marketing.

At Takeaway.com, we are focused on connecting as many people as we can
to as many restaurants as possible. While our technology platform is the
key enabler, marketing is focused on making the actual connections.

In 2018, we connected more consumers to more restaurants than ever
before. Partly by expanding into new countries, but also by accelerating
growth in existing countries. Key drivers of our marketing success are:
Brand power, consumer focus, and scalability.

Brand power

In 2018, we continued to expand our brand power across all markets. As a
result, we are leading in top of mind awareness in more markets than ever
before and continue to expand our position as the preferred choice for
consumers. A key enabler has been the global “Time for” brand campaign,
driving better recall of our brand message, and increasing the reach
through different touch points. The campaign drives awareness of
Takeaway.com offering a wide variety of food easily delivered at any
relevant moment. For the first time, in 2018 we had more focus on product
features, such as the Food Tracker® and different local executions, such as
during the FIFA World Cup and re-branding in Bulgaria and Romania. It is
important to note that we not only drive brand awareness through
campaigns, but also by showing a consistent brand image through our
couriers on the street and through our partnering restaurants. In 2018,

we expanded this effort through our partner services department: adding
consultants for each country, visiting restaurants, providing merchandise,
and other supporting services through the new Takeaway.com webshop.
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Consumer focus

In 2018, we extended our efforts to improve consumer experience.

We invested heavily both in people and systems to achieve this. Key results
are an increase in app usage, a record number of Active Consumers and an
increase in retention. For the first time, we have introduced welcome
journeys for new consumers, retention campaigns, and app push
messaging.

Scalability

In line with our overall strategy, the success of our marketing efforts is for a
large part driven by scalability. In 2018, we further invested in automation
and data, which allowed us to run more campaigns with more efficient
performances. This not only resulted in strong order growth across countries
but also improved marketing efficiencies. Key highlights have been:

i) marketing efficiency gains in Germany, ii) successful integration of
Bulgaria, Romania and Israel, and iii) growth of top-of-mind awareness

in all Leading Markets.

Improving the
consumer
experience over
multiple

touchpoints

Our
Takeaway.com
webshop will
soon be available

in all countries
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Scoober

Launched in 2016, Scoober is Takeaway.com’s delivery
service for restaurants without their own delivery
capabilities, which expands our restaurant offering to
consumers and enhances our network effects.

The roll-out of Scoober in selected markets fuels our network effects by
further expanding our offering to consumers and restaurants. By providing
our delivery service to a selective number of restaurants without their own
delivery capabilities, we are able to offer an even broader selection of
cuisines, such as poke bowls and salads, while we are also able to add
popular chains such as Burger King, Quick and Dunkin’ Donuts. These
additions enhance our ability to acquire new consumers. Furthermore,

our couriers create highly visible marketing on the streets.

Scoober is integrated within the existing Takeaway.com online food delivery
marketplace, consistent with our “One Company, One Brand and

One IT Platform” approach. We believe that our hybrid model, which offers
Scoober in select cities in tandem with our core marketplace model, is the
most attractive strategy to continue to grow our business, while remaining
focused on achieving overall profitability.

Scoober operated in 38 cities in 10 countries with more than 4,200 couriers,
or 1,240 FTEs. Our couriers are properly employed, insured, and provided
with e-bikes in most cities, which is an easy and light mode of transport and
which offers the additional benefit of faster delivery times than normal
bicycles. To ensure road safety, all couriers receive proper training and are
subject to applicable data protection legislation, being constantly
monitored by our driver captains on the road.

Orders via Scoober amounted to 3.0% of total Orders in 2018 versus 1.4% of
Orders in 2017, resulting in one of the largest logistical services in most of
the cities in which we operate.

38



Takeaway.com Annual Report 2018 E =—
Report of the Management Board L N —/™ 7

f

Pyszne.pl

Scoober locations , i

)

>4,200
Couriers

Lieferserviceat

Takeawaycom

f

Takeawaycom

Takeawaycom

: Netherlands " Belgium a Germany @ Bulgaria ' ' Romania
Amsterdam Antwerp Augsburg Burgas Bucharest
Eindhoven Brussels Berlin Plovdiv Constanza
Groningen Ghent Bonn Sofia Lasi
Rotterdam Cologne Varna
Schiphol w Poland Dusseldorf o Switzerland
The Hague Krakow Essen E Israel Zurich
Utrecht Warsaw Frankfurt Tel Aviv

Wroclaw Farth
Hamburg ° Portugal
: Austria Hannover Lisbon
Graz Karlsruhe
Vienna Munich

Stuttgart



Takeaway.com Annual Report 2018
Report of the Management Board

Together we
work hard on
delivering our

promise

Our people

We believe that our people determine the success of Takeaway.com.
Everyone at Takeaway.com is committed to delivering the best possible
service: from food delivery couriers and colleagues in our customer services
centers, to our corporate staff. Our human resources strategy is focused on
hiring, engaging and inspiring talented people to ensure we are one of the
most preferred employer brands.

We recognise talent as key driver to support the development of our staff to
ensure the continuity of our business. The human resource investments we
made in 2017, enabled us to increase our talent management efforts in
2018. Our talent programs focus on the development of specific work-
related competencies, pro-actively manage behaviors and employee
performances. This enables us to identify and further develop talent within
our organisation. Our values serve as the base of our talent and recruitment
activities.

As the labor market is competitive, we must adapt our recruitment strategy
to attract the right people. As a result, we have intensified our recruitment
efforts: pro-actively sourcing for all roles, organising (IT) events, increasing
social media presence and communication, introducing referral programs
and actively involving our senior management. When nominating a
candidate for an appointment, the qualifications (such as expertise and
experience) of the candidate and the specific requirements for the position
to be filled prevail.
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In 2018, we further improved the value proposition to our staff by advancing
our compensation structure as well as other secondary benefits. This led to
several initiatives, such as:

e The launch of salary grades to our job family structure, ensuring market
competitive pay across all markets;

e Increasing service levels for our delivery couriers based in the
Netherlands, by outsourcing certain services to our partners;

e  Further roll-out of the Employee Stock Option Plan in order to secure
retention of key staff at various management levels; from senior to
local management as well as employees who provide specific expert
knowledge or competencies;

e Improvements to our delivery courier insurances;

e Improvements to our employee benefits;

* Improvements in the safety awareness programs facilitated to couriers.

We want to provide our employees with best in class HR tools. Therefore,
we further invested in this area by integrating our HRM system with our
business systems which allows us to offer an improved employee
experience. In addition, we launched a recruitment system for our logistical
operations which substantially reduces the time-to-hire for couriers,
resulting in higher conversion rates, increased efficiency and relatively low
cost.

The geographic spread of the number of our employees (in FTEs) at
year-end:

The Netherlands 859 511
Germany 716 427
Other Leading Markets 1,097 233
Total 2,672 1,171

FTE (at year-end) 2018 2017

Customer Services / Logistics 707 355
Sales 251 139
Marketing 160 93
Product and Technology 193 100
Management and Support functions 121 74
Total departments 1,432 761
Scoober couriers 1,240 410
Total 2,672 1,171
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As part of the “One Company, One Brand and One IT Platform” approach,
our business in Continental Europe is centrally organised and headquarter
functions are primarily managed from our Amsterdam office.

We employ people from diverse cultures and backgrounds and with a wide
range of experience. We are proud to be able to state that our staff consists
of more than 50 nationalities, of which approximately 54% is male and 46%
is female. The level of experience and education of our employees is also
diverse.

Our diverse employee base leads to an inspiring cultural environment,

and we embrace this diversity as we believe that it is good for business.

It drives innovation and leads to more robust decisions and outcomes.

In addition, it increases our pool of potential candidates and helps us
attract and retain talent. It makes us more adaptable, helps us avoid
group-think, and contributes to disrupting the status quo. We also pay
attention to diversity in the composition at the various management levels,
from the Management Board to management teams within countries and
departments.

This is also reflected in the diversity policy that applies to our Management
Board and Supervisory Board. How we wish to treat each other, considering
our diverse background, is addressed in our code of conduct.

Our culture

Our culture is the basis of how we interact with each other, our customers
and our stakeholders. We recognise the importance of having core values
clearly defined, to ensure that our organisation is ready for the future and a
place where our people can excel.

Our values represent the culture at Takeaway.com. These have been
developed by actively involving our staff across our organisation. We are
now in the process of enhancing these values and further embedding into
our organisation. For this purpose, we will use a variety of HR instruments,
such as management development programs, performance management,
talent management programs and change management programs.

During 2018, we further defined the principles which should guide us in
providing the best service and experience for our partners: from restaurants
to consumers. However, our “One Company” approach and our focus on
service and commitment to achieve optimal results will always be at core of
everything we do.

We are ambitious when it comes to the implementation of these values,
which is shown in our business model, our strategy, and the way in which we
treat our consumers, restaurants and employees and is largely embedded
in our code of conduct.

To ensure compliance with this code, we investigate and, if necessary, act on
reported incidents relating to a breach of the code (or other procedures and
policies within Takeaway.com).
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One Product,
one Company

Scalable and consistent
Speed and pragmatism

“We strive to act pragmatically
and focus on what is essential”

Today, simplicity is mostly visible in our
“One Product, One Company” approach and
our urge to make our business scalable and
consistent.

We are driven to provide the best experience in
every market, easy and simple. That means that
we support smart innovations, strive to act
pragmatically and focus on what is essential.

We are market leaders because we lead in
ambition and strive for simplicity.

Service oriented

%

Dedicated
Accountable

“We say what we mean,
keep our promises and treat
others with respect”

Our goal is to provide consumers and restaurants
with the best service possible. Ensuring a high
level of trust by keeping our promises and being
respectful is crucial for a service-minded
organisation.

From our people, we expect dedication to our
promise to provide the best service and feel
accountable for the result.

We believe that such an environment will enable
us to live up to the promise that we make to
participating restaurants and ordering
consumers.

Committed

Ay

Responsible
Take initiative

“We believe in being flexible and
adaptable in order to
get the job done”

It all starts with commitment to get the job done.

We believe that in a performance-based
business like ours, people succeed only by
delivering results.

Our aim to deliver the best results to consumers
requires a result-driven culture and an action-
oriented company. To achieve best results
requires an inherent attitude to take
responsibility and pro-active behavior.

This same mindset also holds true for both our
relationships with business partners and among
colleagues. Just as we always deliver to
consumers in a trustworthy and reliable way,
we also deliver to one another in the same

manner.
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Our works council
provides
constructive

contributions

Works council

A works council has been established within Takeaway.com in the
Netherlands. In 2018, the works council held several meetings, at which
one or more representatives of the Management Board were present.
Two meetings were also attended by a representative of the Supervisory
Board. These meetings were held at our headquarters in Amsterdam,

as well as at our office in Enschede.

During the meetings at which a representative of the Management Board
was present, general updates on Takeaway.com were provided and
(expected) requests for advice or consent, as submitted by the
Management Board, were discussed.

In November 2018, the works council held elections. The new works council
was installed on 27 November 2018.

We realise that members of the works council invest a substantial amount
of time in fulfilling their duties as an employee representative, so we are
pleased to see that employees are willing to take on this responsibility.
Employee engagement expressed as membership of the works council
deserves particular respect. We value the open dialogue and thank the
members of the works council, including our colleagues who stepped down
in 2018, for their constructive contribution. We look forward to continuing
the open dialogue with the new works council.
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Corporate social responsibility

Throughout the year, we continued to grow a strong and steady corporate
social responsibility (CSR) approach, with new and ongoing social and
sustainable initiatives positively impacting all areas of the business.

Our commitment, as stated in our code of conduct, is to become an integral
part of the societies in which we operate and, with a tradition of sustainable
entrepreneurship, make a meaningful contribution to our stakeholders and
the world we live in.

With trust as a core corporate value and accountability as a driver,

we continuously commit to foster a culture that conducts operations in an
environmentally and socially sustainable manner, treating each other,
our stakeholders, our consumers and our environment with respect.

Scoober

During 2018, we continued to grow our Scoober e-bike service. At year end,
we operated in 38 cities across Europe and Israel, with over 4,200 couriers.
The use of electric bikes and scooters is an integral part of our sustainability
strategy as we strive to achieve a majority of electric bikes and scooters in
all markets.

Moreover, as our people are our biggest asset, our couriers are employed,
insured and receive proper training to ensure road safety. The e-bikes are
also an easy and light mode of transport for our couriers and offer the
additional benefit of faster delivery times than normal bicycles.

Recyclable disposables

Last year we continued to urge participating restaurants to stop using
environmentally-unfriendly disposables by offering them our wide range of
recyclable packaging, consisting of watertight and food-safe cardboard
trays, cardboard cutlery, recycled paper napkins, recycled paper bags and
sustainably harvested FSC-approved paper bags.

The majority (over 50%) of all bags currently in use by participating
restaurants are made from recycled materials and we are looking to further
increase this number by the end of 2019 as we continue to provide our
Scoober restaurant partners with recycled bags free-of-charge and drive
the adoption of sustainable business practices. The year 2019 will also see
the introduction of recycled hamburger and meal boxes, which will add to
our ever-increasing variety of environmentally-friendly disposables
available through our webshop at attractive prices.
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Green office
initiatives reduce
our global carbon

footprint

Green office initiatives

To further reduce our global carbon footprint, video conferencing replaces
national and international travel as much as possible — and employees are
encouraged to minimise (inter)national travel through non-sustainable
modes of transport. Our offices are paper-low, however, all printing paper is
FSC-approved and scrap paper is recycled. We also encourage our office
employees to commute by public transport and offer company bicycles as
an alternative mode of transport for nearby out-of-office meetings.

Pilot: Loyalty Shop

We strongly support social impact initiatives as part of our CSR strategy.
As an extension of our care for each other and the world we live in,

we performed a charitable giving scheme through our loyalty shop last
year, whereby consumers received the offer to donate their loyalty points
towards the humanitarian organisation Red Cross. Their loyalty points were
used specifically to provide relief in the form of food packages for families
affected by armed conflict in conflict regions all over the world. This test
proved to be highly successful as the campaign sold out within two weeks,
showing the value of CSR to our consumers, which is a lesson that we have
taken into consideration for the future ahead.

Code of Conduct

Our CSR strategy reaches all corners of the business and is therefore also
reflected in our code of conduct. As set out in this paragraph, our code of
conduct reflects the human rights that we believe are important to our
business. This shows that we believe in fair treatment and equal rights for
all, regardless of nationality, race, culture, beliefs, gender, age and sexual
orientation. We believe in treating each other with care and respect and we
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do not tolerate intimidation or harassment in any form. We value diversity
and do not tolerate discrimination.

Additionally, our code of conduct also emphasises our position on bribery
and corruption and that, unless gifts or favours to employees are legitimate
and contributing to our business (within approved guidelines), all other
direct or indirect offers, solicitation or acceptance of a payment in order to
obtain a commercial advantage are prohibited.

Compliance with the code of conduct and other policies is stimulated
throughout Takeaway.com by offering training to our employees in various
forms including workshops, e-learning programs and leaflets. During our
employee summer event in 2018, which was visited by the majority of our
employees, we created further awareness of code of conduct topics by
organising a quiz on the contents of numerous policies.

Unfortunately, we are occasionally confronted with less desirable behavior,
such as fraud. We aim to address these matters effectively, appropriately
and securely, for instance by ensuring new or revised policies and
procedures are put into place to mitigate dishonest occurrences in the

future.

CSR strategy 2019

In 2019, we intend to implement a refreshed CSR plan that will continue to
contribute to positive social and sustainable impact at scale with
acceleration. We will strive to effectively further decrease our
environmental footprint by reducing the use of natural resources across the
organisation and seeking responsible alternatives where possible. We will
also continue to champion the CSR movement by seeking out new initiatives
throughout all areas of the business that will positively impact people and

the planet.
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Our performance in 2018

In 2018, we realised significant growth in both orders and revenue driven by
our strong positions in our Leading Markets which we have developed over
the years, as well as continuing to focus on our brands, product, restaurant
offering and organisation. On top of our strong organic growth, acquisitions
in Switzerland, Bulgaria, Romania and Israel have further enhanced our
position as a leading online food delivery marketplace.

We processed 93.9 million orders in 2018, an increase of 38% from 2017,
which resulted in a total gross revenue of €240.0 million. Gross revenue
growth amounted to 44% in 2018 compared with 2017, thereby exceeding
order growth, which was mainly driven by higher average order amounts
and higher average commission rates in each of our markets. We
experienced continuing benefits from the network effects inherent to our
business model and believe that this will remain a structural driver of
growth in the coming years.

As a result of the investments in our long-term growth strategy, we had an
Adjusted EBITDA loss of €11.3 million in 2018, compared with an Adjusted
EBITDA loss of €27.6 million in 2017, an improvement of €16.3 million. Our
Adjusted EBITDA margin improved to minus 5% in 2018 from minus 17%

in 2017. We are pleased to see that our continued top-line growth in 2018

results in clear progress towards profitability.

Below we explain how the developments in our key performance indicators
contributed to our results in 2018.

Performance review

Key performance indicators

Restaurants

We believe that a successful online food delivery marketplace stands or
falls with broad coverage of participating restaurants. This allows us to
offer the broadest choice and variety of restaurants to consumers, which in
turn leads to continuous improvement in conversion and retention. For that
reason, we are continuously investing in the acquisition of new restaurants
in all our markets. For restaurants, our value proposition is to provide them
access to a large consumer base who continually order on an ever more
frequent basis. We aim to distinguish ourselves by having the largest

possible offering in each of our markets.
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As at 31 December

As at 31 December

Active Consumers

Restaurants (In thousands)
(% change) (% change) (% change) (% change)
The Netherlands 8,084 7,433 6,811 9% 9% The Netherlands 4,031 3,548 2,960 14% 20%
Germany 15,170 12,931 10,903 17% 19% Germany 5,817 4,977 3,915 17% 27%
Other Leading Markets 20,509 11,452 9,736 79% 18% Other Leading Markets 4,268 2,946 2,000 45% 47 %
Belgium 2,718 2,195 1,877 24% 17% Belgium 957 783 588 22% 33%
Austria 2,427 2,161 1,862 12% 16% Austria 790 643 494 23% 30%
Poland 6,608 5,834 5,062 13% 15% Poland 1,957 1,455 883 34% 65%
Israel’ 5,240 n.a. n.a. n.a. n.a. Israel’ 247 n.a. n.a. n.a. n.a.
Rest? 3,516 1,262 935 179% 35% Rest? 317 65 35 384% 88%
Total 43,763 31,816 27,450 38% 16% Total 14,116 11,471 8,875 23% 29%

Includes Israel as per acquisition in September 2018
2 Excludes France and the United Kingdom, for which operations were discontinued in February 2018 and

August 2016 respectively, to enable like-for-like comparison. Including these restaurants, the total for “Rest”

would be 2017: 2,375; 2016: 2,272

We added nearly 12,000 restaurants to our platform both organically and
through acquisitions in 2018. Our organic growth is primarily driven by our
brand strength and sales excellence.

Active Consumers

In 2018, we continued to grow our base of Active Consumers through new
consumer acquisition and retention of existing consumers in all markets.
The growth reflected the strength of our local brands in these countries,
which is driven by our strong value proposition to consumers, our product,
as well as the marketing efforts made. Our high brand awareness is crucial
to attract new consumers.

1 Includes Israel as per acquisition in September 2018

2 Excludes France and the United Kingdom, for which operations were discontinued in February 2018 and
August 2016 respectively to enable like-for-like comparison. Including these Active Consumers, the total for
“Rest” would be 2017: 94; 2016: 59

Despite the strong growth of our Active Consumer base, all Leading Markets
with the exception of the Netherlands are highly underpenetrated with
penetration rates of between 4%-10% of the addressable population. In the
Netherlands, we maintained double digit growth of Active Consumers
despite the relatively high penetration and maturity stage of the market,
demonstrating the potential in our most profitable market.

This demonstrates the fact that, despite the scale that online food delivery
marketplaces have reached, most orders are still made by phone. The shift
from offline to online ordering is expected to remain a structural growth
driver across all our markets in the coming years.
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Returning Active Consumers

Returning Active Consumers are Active Consumers who have ordered more
than once in the preceding 12 months. We added 1.9 million Returning Active
Consumers across our markets in 2018. The Returning Active Consumers as
a percentage of Active Consumers improved by three percentage points
from 59% in 2017 to 62% in 2018, reflecting improved loyalty in our
consumer base. In addition to these positive developments, the order
frequency of this group increased by 0.7 orders per year per Returning
Active Consumer, from 10.7 times in 2017 to 11.4 times in 2018, which created
a multiplier effect on our order figures. Israel was a significant contributor
to this as its primarily B2B consumer base ordered more than ten times as
frequently as a typical B2C consumer base.

As at 31 December

Returning Active Consumers 2018 2017 2016
Returning Active Consumers in millions 8.7 6.8 5.0
Returning Active Consumers as % of Active Consumers' 62% 59% 57%
Order frequency of Returning Active Consumers? 11.4 10.7 10.5

1

N Orders made by Returning Active Consumers, divided by average number of Returning Active Consumers

The 2018 Orders frequency of Returning Active Consumers without Israel would be 10.9, to enable like-for-like
comparison

Orders

Takeaway.com processed 93.9 million orders in 2018, representing a 38%
increase compared with 2017, driven by the increase in our Active Consumer
base, the improved percentage of Returning Active Consumers, and the
growing order frequency of Returning Active Consumers.

Year ended 31 December

Orders 2018 2017

(In thousands)

to 2017 to 2016

(% change) (% change)

The Netherlands 32,693 27,446 21,083 19% 30%
Germany 32,629 23,946 17,341 36% 38%
Other Leading Markets 28,597 16,899 10,897 69% 55%
Belgium 5,642 4,382 2,905 29% 51%
Austria 5,976 4,749 3,428 26% 39%
Poland 11,095 7,580 4,333 46% 75%
Israel’ 4,933 n.a. n.a. n.a. n.a.
Rest? 951 188 231 407 % (19%)
Total 93,919 68,291 49,321 38% 38%

Includes Israel as per acquisition in September 2018
Includes France and the United Kingdom, for which operations were discontinued in February 2018 and
August 2016 respectively. Excluding these orders “Rest” would be 2017: 141 thousand, 2016: 89 thousand
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Average Order Value (AOV)
In all Leading Markets, the AOV increased in 2018 compared with 2017,
partly caused by the growth of Scoober orders, which usually carry a higher

basket value. There are significant variations in the AOV across our markets.

Generally, the order value is largely a function of general economic
conditions such as purchasing power and other country-specific factors
which are, for the most part, outside of our control.

Year ended 31 December

Gross Merchandise Value

The value of total orders processed increased by 37% to €1.8 billion in 2018
from €1.3 billion in 2017. The relative growth of our GMV was slightly lower
than our order growth rate due to the mix effect as Poland contributes an
increasingly larger share of orders at a considerably lower AOV.

Year ended 31 December

Gross Merchandise Value 20gS =l

(In millions of €)

to 2017 to 2016

Average Order Value (In €) 2018 2017 2016 (% change) (% change)
The Netherlands 20.61 20.12 19.90 The Netherlands 673.7 552.3 419.6 22% 32%
Germany 20.39 20.05 19.68 Germany 665.5 480.1 341.3 39% 41%
Other Leading Markets 15.96 16.62 16.59 Other Leading Markets 456.3 280.8 180.8 63% 55%
Belgium 24.07 23.40 22.93 Belgium 135.8 102.6 66.6 32% 54%
Austria 20.61 19.96 19.48 Austria 123.2 94.8 66.8 30% 42%
Poland 10.77 10.24 9.55 Poland 119.5 77.6 41.4 54% 87%
Israel’ 12.48 n.a. n.a. Israel’ 61.6 n.a. n.a. n.a. n.a.
Rest? 17.13 30.98 25.95 Rest? 16.2 5.8 6.0 180% (4%)
Total® 19.12 19.23 19.09 Total 1,795.5 1,313.2 941.7 37% 39%

Includes Israel as per acquisition in September 2018

Includes France and the United Kingdom, for which operations were discontinued in February 2018
and August 2016 respectively. Excluding these orders the average order value for “Rest” would be
2017: €33.68; 2016: €27.11

Weighted average

Includes Israel as per acquisition in September 2018

Includes France and the United Kingdom, for which operations were discontinued in February 2018 and
August 2016 respectively. Excluding these orders, the gross merchandise value for “Rest” would be
2017: €5.8 million (68%); 2016: €3.8 million (76%)
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Takeaway.com financial review

Revenue

Gross revenue consists of commission revenue, online payment services
revenue and other revenue items such as merchandising revenue and top
placement fees. The first two revenue items are driven by the number of
orders and represented 97% of total gross revenue in 2018.

In 2018, we generated total gross revenue of €240.0 million, a 44% increase
from €166.5 million in 2017, thereby exceeding GMV growth of 37%, mainly
driven by higher average commission rates in each of our markets. Including
adjustment for voucher expenses under IFRS 15, net revenue was

€232.3 million in 2018.

Year ended 31 December

Revenue by segment 2018 2017 2016 2018 2017
(In thousands of €) to 2017 to 2016

(% change) (% change)

The Netherlands 98,293 74,427 55,253 32% 35%
Germany 86,040 57,859 36,809 49% 57%
Other Leading Markets 55,710 34,192 19,579 63% 75%
Belgium 19,917 14,402 8,288 38% 74%
Austria 14,798 10,388 6,634 42% 57%
Poland 14,664 8,708 4,229 68% 106%
Israel 3,854 n.a. n.a. n.a. n.a.
Rest? 2,477 694 428 257% 62%
Gross revenue 240,043 166,478 111,641 44% 49%
Vouchers (7,729) (3,132) (2,945) 147% 6%
Net revenue 232,314 163,346 108,696 42% 50%

' Includes Israel as per acquisition in September 2018

Includes France and the United Kingdom for which operations were discontinued in February 2018 and August
2016 respectively

The Netherlands

Gross revenue grew by 32% to €98.3 million in 2018 from €74.4 million in
2017. Gross revenue grew faster than orders as a result of an increase in the
standard commission rate in 2018 and the growing share of Scoober orders,
which currently represent 3% of orders. In addition, the proportion of orders
paid online grew to nearly 80% of orders in 2018, driving growth in online
payment fees.

Germany

Gross revenue grew by 49% to €86.0 million in 2018, from €57.9 million in
2017. Our strong gross revenue growth was above order growth of 36%,
mainly driven by an increase of our standard commission rate. We also saw
a significant increase in orders paid online. However, the majority of orders
in Germany are still paid in cash.

Other Leading Markets

Gross revenue in Other Leading Markets grew by 63% to €55.7 million in
2018 from €34.2 million in 2017. On a like-for-like basis?, our gross revenue
growth was 52%, compared with order growth of 40%. Poland was the
fastest growing country in the segment, achieving the milestone of 1 million
monthly orders in October. We continued to grow our gross revenue strongly
in Belgium and Austria, and achieved promising results in Bulgaria and
Romania. We also doubled our annual gross revenue in Switzerland.

The substantial growth in gross revenue above GMV and order growth
reflects the increase in average commission rate and the growth in orders.

3 Excluding partial-year gross revenue from 10bis which was consolidated per 26 September 2018
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Commission

Commission revenue was €217.4 million in 2018, representing 91% of total
gross revenue compared with 90% in 2017. The average commission rate for
Takeaway.com increased to 12.1% in 2018 from 11.4% in 2017, mainly driven
by an increase in the standard commission rate in all Leading Markets from
1January 2018.

Online payment services
As a result of further adoption of online payments by consumers, revenue

from online payments increased to €16.0 million in 2018 from €12.0 million in

2017. The percentage of orders paid online amounted to 61% of total orders
in 2018, up from 54% in 2017, representing over €1 billion in GMV.

Other revenue
Other revenues grew strongly by 39% in 2018, reaching €6.7 million, driven
primarily by growth in top placement fees to restaurants.

Cost of sales and gross margin

Cost of sales was €43.7 million in 2018, which was 62% higher than in 2017,
driven by our Scoober expansion. Delivery expenses amounted to

€23.8 million, representing more than half of our cost of sales. Excluding
the impact of Scoober, cost of sales increased by 25% year-on-year,

well below our order growth.

As a result of the above, we realised a gross margin of 81% in 2018 as
compared to 83% in 2017.

Staff costs

Staff costs were €48.5 million in 2018, representing a 51% increase
compared with 2017. On a like-for-like basis’, staff costs grew 46%. This
increase is the result of continuing investments in our organisation to
execute on our growth strategy. Our investments were primarily in
operational functions, where a large increase in our sales staff translated
into strong growth in our restaurant offering. Over the course of 2018, our

Scoober operations staff more than tripled to support our city expansion as

well as the strong growth of Scoober orders. These investments do not
include the 4,200 couriers, representing 1,240 FTEs, which are classified as
cost of sales. Our staff, excluding couriers, increased to 1,432 FTEs as at

31 December 2018 from 761 FTEs as at 31 December 2017.

Long-term employee incentive costs

Long-term employee incentive costs relate to the fair value expense of
share-based payments for employees in a particular year. Our long-term
employee incentive costs were €2.6 million in 2018, up from €1.9 million in
2017. These expenses cover the Long-Term Incentive Plan (LTIP) for the
Management Board, as well as the Employee Share and Option Plan (ESOP),
which covers key senior and mid-level management.

! Excluding partial-year staff costs from 10bis which was consolidated from 26 September 2018
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Other operating expenses

Other operating expenses comprise marketing expenses, depreciation and
amortisation costs, housing expenses, other staff-related expenses,
temporary staffing expenses, charges for doubtful debts, and other

operating expenses.

2018 2017 2018

Other operating expenses e

(In thousands of €)

(% change)

Marketing expenses' 127,759 116,636 10%
Vouchers (7,729) (3,132) 147%
Marketing expenses, net 120,030 113,504 6%
Depreciation and amortisation expenses 7,948 4,972 60%
Other 43,368 21,132 105%
Total 171,346 139,608 23%

! Excluding partial-year staff costs from 10bis which was consolidated from 26 September 2018
Marketing expenses

The largest component of other operating expenses is marketing expenses.
Marketing expenses can be divided into performance marketing and brand
awareness marketing. Performance marketing represents costs related to
pay-per-click marketing such as search engine and affiliate marketing.
Brand awareness marketing expenses are those which relate to investment
in our brand strength through (primarily) offline channels such as television,
outdoor advertising, and merchandising for restaurants. In order to retain,
attract and promote the platform, Takeaway.com distributes vouchers

to existing consumers, to potential new consumers, restaurants, and via
partner campaigns. Voucher expenses amounted to €7.7 million in 2018 and
€3.1 million in 2017.

Marketing expenses increased by 10% to €127.8 million in 2018 compared
with €116.6 million in 2017, substantially lower than our order and revenue
growth, reflecting the effectiveness of our marketing investments,

the strength of our brand and the recurring nature of consumer behavior.
Marketing expenses as a percentage of revenue and on a per-order basis
improved in all segments in 2018.

2018 2017 2018

Marketing expenses to 2017

(In thousands of €)

(% change)

The Netherlands 13,839 13,101 6%
Germany 73,900 70,693 5%
Other Leading Markets 40,020 32,842 22%
Marketing expenses 127,759 116,636 10%
Vouchers (7,729) (3,132) 147%
Marketing expenses, net 120,030 113,504 6%

In the Netherlands, we demonstrated the marketing scale benefits that are
achievable in our industry as we continued to acquire and retain consumers
at the same rate as prior years, while only slightly increasing marketing
spend.

In Germany, we were able to achieve strong order growth while only
marginally increasing our absolute marketing spend in 2018 compared to
2017. The return on our historical marketing investments accelerated, as we
achieved a €0.69 decline in the cost per order, and annual revenue
exceeded total marketing expense for the first time.
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In the Other Leading Markets segment, marketing expenses as a
percentage of revenue improved strongly to 72% in 2018 from 96% in 2017,
and 76% on a like-for-like basis’, despite the highest absolute growth in
spending among our segments. The driver of this improvement was
primarily Poland where order and revenue growth significantly exceeded
growth in marketing expenses.

Marketing Cost Per Order? 2018 2017

The Netherlands 0.42 0.48
Germany 2.26 2.95
Other Leading Markets 1.40 1.94
Total 1.36 1.71

2 Not adjusted for voucher expenses under IFRS 15

Marketing cost per order (CPO) decreased in all segments. This result
validates our single brand strategy and demonstrates our ability to achieve
scale and efficiency benefits in our marketing spend over time. The large
differences in CPO levels reflect the varying levels of maturity in each of our
markets as well as the competitive environment.

Depreciation and amortisation expenses

Depreciation and amortisation expenses were €7.9 million in 2018, up from
€5.0 million in 2017. This related primarily to the amortisation of other
intangible assets recognised as the result of acquisitions, as well as
depreciation on physical assets such as offices and IT related assets.

Other

Other operating expenses were €43.4 million in 2018, an increase of 105%
compared with the prior year. This increase was mainly driven by additional
recruitment and other staff-related expenses to support our organisational

1 Excluding partial-year marketing expenses from 10bis, which was consolidated from 26 September 2018

expansion, the growth of Scoober, legal and compliance, and professional
services fees. Furthermore, it contained costs related to acquisitions
amounting to €11.0 million in 2018.

Long-term employee incentive costs

Long-term employee incentive costs relate to the fair value expense of
share-based payments for employees in a particular year. Our long-term
employee incentive costs were €2.6 million in 2018, up from €1.9 million in
2017. These expenses cover the Long-Term Incentive Plan (LTIP) for the
Management Board, as well as the Employee Share and Option Plan (ESOP),
which covers key senior and mid-level management.

Finance income and expense, net

Our finance income and expense increased to €1.3 million in 2018 from €0.2
million in 2017 as a result of the execution of a €150.0 million bridge
financing arrangement in connection with the 10bis acquisition.

Share of loss in joint venture

At year-end, Takeaway.com owned 66% of Takeaway.com Asia, which
in turn owned 99% of the shares and voting rights of Vietnammm.com.
Takeaway.com Asia was accounted for as a joint venture using the
equity method of accounting given that joint control exists in terms of
decision-making. Takeaway.com’s share of loss in the joint venture was
€0.2 million in 2018 compared with €0.2 million in 2017.

On 1 February 2019, we entered into an agreement in respect of the sale
of the interest in Takeaway.com Asia. The transaction is, subject to the
fulfilment of certain conditions, expected to be completed in the course of
the first quarter of 2019.
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Income tax expense

Takeaway.com’s current income tax expense amounted to €7.7 million in
2018 compared with €5.4 million in 2017. In 2018, Takeaway.com recognised
a deferred tax benefit amounting to €29.1 million compared with

€1.0 million in 2017. As a result, the income tax benefit was €21.4 million

in 2018.

In the past, Takeaway.com reported losses in its non-Dutch entities and
therefore accumulated tax losses in these entities which can be carried
forward to offset future taxable income, if any, and if not expired in the
relevant countries. In 2018, Takeaway.com implemented a new legal
structure to reflect the centralised management and operating model of
Takeaway.com. Subsequently, the transfer pricing policy was aligned with
Takeaway.com’s operating model and legal structure. As a result, the Dutch
entities reported a loss on a consolidated level in 2018. The non-Dutch
entities reported a profit overall, which has been partly offset with the
losses carried forward in those non-Dutch countries.

Loss for the year

As a result of the factors described above, Takeaway.com realised a net loss
after tax of €14.0 million in 2018, reflecting a material improvement
compared with a loss of €42.0 million in 2017.

Adjusted EBITDA

Adjusted EBITDA consists of Takeaway.com’s profit or loss for the period
before depreciation, amortisation, finance income and expenses, long-term
employee incentive costs, share of loss of joint ventures, non-recurring items
and income tax expense.

Adjusted EBITDA’ 018 E L
(In thousands of €) 2018 2017

The Netherlands 53,211 43,017 54% 58%
Germany (36,721) (47,024) (43%) (81%)
Other Leading Markets (27,768) (23,565) (50%) (69%)
Total (11,278) (27,572) (5%) 17%)

T Non-IFRS measure
2 Percent of revenue

Adjusted EBITDA for Takeaway.com was minus €11.3 million, an improvement
of €16.3 million on the prior year. This improvement was driven primarily by
our rapid growth, substantial efficiency improvements, which offset the
increased investments in our organisation, marketing and in our Scoober
offering.

In the Netherlands, our Adjusted EBITDA increased to €53.2 million in 2018
compared to €43.0 million in 2017 reflecting the increasing value we
delivered to our network of consumers and restaurants. In Germany,
Adjusted EBITDA improved to a loss of €36.7 million compared to

€47.0 million in 2017, driven primarily by our improved marketing efficiency
and demonstrating our path towards profitability. In the Other Leading
Markets segment, the Adjusted EBITDA loss was €27.8 million in 2018
compared to €23.6 million in 2017, largely driven by our continuing
investments in these high potential and under-penetrated markets.
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In our two loss-making segments, Adjusted EBITDA as a percentage of
revenue improved significantly, showing the scalable nature of our business.

2018 2017

(in thousands of €)

EBITDA (23,347) (30,366)
Non-recurring items 12,069 2,794
Adjusted EBITDA' (11,278) (27,572)

T Non-IFRS financial measure

Non-recurring items mainly relate to acquisition costs (2017: acquisition
costs and the expense related to the employee bonus shares).

Financial position

Statement of financial position

Non-current assets, mainly consisting of goodwill, other intangible assets,
property and equipment, and deferred tax assets increased to

€291.5 million in 2018 from €91.5 million in 2017. This increase was mainly
driven by the acquisitions in Bulgaria, Romania, Switzerland and Israel that
were completed during the year.

Our cash position remained relatively unchanged between the start and the
end of the year, however, due to the outstanding bridge facility in place at
year-end, we had a net debt position of €60.3 million. Favourable working
capital movements were mainly driven by our newly-introduced transfer
pricing policy which enabled us to utilise carried forward tax losses. As a
result, we used net cash in operating activities of €2.7 million (2017: €36.2
million).

Net cash used in investing activities was €147.5 million, an increase of
€138.8 million compared to the prior year, the difference is a result of our
acquisition activities. Our financing cash flow amounted to €150.0 million
due to the bridge facility which was raised in connection with the 10bis
acquisition.

The €150.0 million bridge facility is reported as a current liability because it
has a maximum term of one year and is therefore not included in the
working capital.

Cash and cash equivalents decreased to €89.6 million at year-end 2018
from €89.8 million at year-end 2017, representing a decrease of €0.2 million.
The balance includes €11.8 million of cash held on behalf of restaurants
(2017: €3.1 million).

Shareholders’ equity decreased to €138.8 million at year-end 2018 from
€149.8 million at year-end 2017, following the allocation of the net loss for
the year 2018 to shareholders’ equity.

The solvency ratio, defined as total equity divided by total assets, was 33%
at year-end 2018, down from 76% at year-end 2017, primarily due to the
€150.0 million bridge facility. This debt facility was fully repaid with the
proceeds from the share issuance in January 2019.

Non-current liabilities increased to €27.6 million in 2018 from €6.0 million in
2017, as a result of increased deferred tax liabilities, connected to our
acquisitions.
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2018 2017

Consolidated cash flows 31 December 31 December

(in thousands of €)

Net cash used in operating activities (2,726) (36,167)
Net cash used in investing activities (147,497) (8,660)
Net cash generated by financing activities 150,044 -
Net cash and cash equivalents used (179) (44,827)
Effects of exchange rate changes of cash held in

foreign currencies (56) 29
Net decrease in cash and cash equivalents (235) (44,798)

Net cash used in operating activities

Net cash used in operating activities amounted to €2.7 million in 2018
compared with €36.2 million in 2017. The change was mainly driven by our
reduced operating loss.

Net cash used in investing activities
Net cash used in investing activities was €147.5 million in 2018, mainly driven
by the acquisitions in Bulgaria, Romania, Switzerland and Israel.

Net cash generated by financing activities

Net cash generated by financing activities was €150.0 million, compared
with nil in 2017. We utilised a €150.0 million bridge facility in September
2018, to temporarily finance the acquisition of 10bis. This bridge facility was
fully repaid with the proceeds from the capital increase in January 2019.

Management report

The following sections of this annual report form the management report
within the meaning of section 2:391 of the Dutch Civil Code:

e  Company profile;

» Report of the Management Board;

e Report of the Supervisory Board;

e Remuneration report;

» Composition Management Board a