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Konecranes s a global leaderin material handling solutions,
serving abroad range of customers across multiple industries.
We consistently set the industry benchmark, from everyday
improvements to the breakthroughs at moments that matter
most, because we know we can always find a safer, more
productive and sustainable way.

Konecranes moves
what matters
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Shaping next generation material handling fora
smarter, saferand betterworld

STRATEGIC TARGETS
ENABLERS
INDUSTRIAL SERVICE INDUSTRIALEQUIPMENT PORT SOLUTIONS Sales growth faster
Deepening Unmatched global World leaderin Widest and deepest offering thanthe market!
customerfocus service footprint industrial cranes for container handling -
E ——— Comparable EBITA
Accelerating margin12-15%
efficiency S ——
; ; i i ; i AR Carbonneutral
Scaling Putting customers first Doing theright thing Driving for better Winning together own operations?
technology innovation —_—
_— Value chain
Advancing emissions -50%3

responsible business

KONECRANES raee™
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Enhancingour
winning culture

PUBLIC

1) Nominalworld GDP growth, IMF World Economic Outlook.2) Scope 1& 2 science-based target to halve (absolute GHG) emissions from own operations by 2030 was reached in2022. Therefore, a new, separate target of carbon neutral own operationsby 2030

was set.

3)Scope 3 science-based target: Reduce absolute GHG emissionsby 50% by 2030 frombase year2019, encompassing the use of sold products and steel-related purchases. The target covers over 70% of Konecranes’ value chain emissions.
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PUBLIC

Konecranesinnumbersin 2024

ACTIVEIN

~50

COUNTRIES

13.19%

COMPARABLE EBITA
MARGIN

Net sales perregion, 2024

13% 40%

APAC 556.8MEUR AME1,701.5MEUR

AN /

47% —

EMEA1,968 8MEUR

3/10/2026

EQUIPMENTIS

~60%

OF TOTAL SALES

€4.2

BILLION IN SALES

Personnel by region, 2024

20% 20%

APAC 3,361 AME 3,415

AN /

60%

EMEA10,066

SERVICEIS

~40%

OF TOTAL SALES

~16,800

EMPLOYEES

Orders by customer segments, 2024

N% 4% 6%
Construction  Power Transportation
and engineering Equipment

VL 7%
Dis.!ri3b::/:rs\ " AetalsProguction
— 4%

Paperand Forest

21% —
General
Manufacturing
~—
28%
l Logistics
/]
o,
1% 4%
Chemicals

Mining
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KONECRANES Agilon
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Meet the speaker

Teemu Oittinen
Director, Solution Engineering

20+ yearsinrobotics and
industrial automation

Focused onvisual and
simulation-driven collaboration

“If yourproductis complex,
yourmessage mustbe simple”




Three Things to Take Away

Visual beats text — even
in B2B

Simulationremovesrisk
in automation decisions

Roboticsis movinginto
small-goods flows fast

Figure 1

Consumers surveyed spend about 6 hours with media and entertainment content daily,
though activities vary by generation

Average hours spent per day on each media and entertainment activity

GenerationZ
Overall average 83 o Miilonsiale .
6 hours 13 6.3 hours Generation X
6.0 hours Booiiers
Watching TV shows or movies 54 hours

on streaming video services 14 Matures

4.5 hours

14 hours

Watching TV shows or movies | 0.9
on cable or live-streaming TV

14 hours

11

Using social media

0.9 hours e

Listening to music
0.8 hours

Watching user-generated content (UGC)
0.6 hours

Playing video games
0.6 hours

Listening to podcasts 0.3 hours

Other 0.1 hours

Notes: n (all US consumers) = 3,595.

Source: Digital Media Trends, 19th edition (March 2025).

m' deloitte.com/insights
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Today’s buyers are used to watching

—not reading.




From reading to watching
— Why visual content drives B2B understanding

How modern buyers understand complex information

B2B Buyer Behaviour
(across generations)

GenZ D -~6.%h

hours/day

Millenials D -~6,2h

hours/day

GenX ~5,7h

hours/day

Boomers ~4,5h
hours/day

O All generations spend hours
=" consuming visual content >
They expect the samein B2B
If youwant stakeholdersto
understand your solution —

show it, don’t explainit.

Visual content boosts
comprehension & recall

Brains process visuals
60,000x faster than text

Visual-first buyers
dominate B2B too

Leaders are trained to learn
visually (charts, video, 3D,
dashboards)

Visual recall is 4% stronger

Text-based documentation no
than text recall

longer works for complex solutions

Medium Comprehension Dec_:lsmn
confidence
Video / simulation +68 % High
Static 2D / text 40 % 20% Low

“We remember what we see — and we trust what we understand.”

Brightcove (2022), Forrester 2017, List & Ballenger (2019), Deloitte Insights (2024)
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Why visual content matters across the B2B buyer journey

From awareness to decision - visuals remove friction

Awareness
Impact: HIGH

Teaservideos,
animations,
explainers

Help customers
understand &
remember

Used early on social
orinternal sharing

Visuals break the
“cold start” — they
create instant
relevance

Consideration
Impact: MEDIUM

Customer
testimonials,
walkthroughs

Increase confidence
& build trust

Supportinternal
stakeholderreviews

Stakeholders share
visual content
internally — not long
PDFs

Decision
(Impact: HIGH)

Evaluation
(Impact: MODERATE)

© Personalized
simulations

Simulations & layout
fit checks

© Performance
animations

Reduce complexity
and speed up

decisions
© Reassurance: “How

Validate solution
against realuse cases

— Visual clarity
supports confident
decisions.

Simulation shifts
the discussion from
“I'think” to “I see.”

Visual clarity supports confident decisions

Sources: Brightcove (2022), Forrester 2017/, List & Ballenger (2019), Deloitte Insights (2024)

will this work forus?”
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Why Intralogistics Is Changing — Fast

SKU growthis rewriting the rules forintralogistics design

150000

Today: +140k SKUs
inlargeretail

100000

50000

1950 -Small 1980 - Large 1990 - 2008 - 2020 -Modern Today -

Grocer y Grocer y Supermarket Hypermarket Supermarket Supercenter

We’ve gone from ~5,000 SKUs in1950s grocery stores to 30-40,000in
supermarkets —andnearly 150,000 inlarge retail.

© SKU variation and packaging
diversity are exploding

© Delivery speed expectations
arerising every year

© Labor availability is shrinking
— skills and headcount

SANVADINO



Drivers of increase in number of SKUs

Productinnovation 2023-24F

New variants added continuously (flavors, sizes, formats).
. . Product innovation |

Sustainable packaging |

Packaging changes = new SKUs, evenif product stays the G oHuetion o siecaicis pachosg

same.

Increased variety of pack sizes
to accommodate channel shifts

Channel-driven pack sizes
Retail vs. online require different size/format variants.

Increased promotional activity

More granular targeting of
consumer preferences

Promotions & seasonal editions e ———
Campaigns and seasonallaunches add temporary SKUs. maintain prices

Prioritizing SKU refreshes over
new introductions

Targeted consumer segments

SANVADINO

Segment-specific versions increase total SKU variety.



What Modern Intralogistics
Now Requires

g How to stay ahead intoday’s complex SKU landscape
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Unified flow design — storage, picking,
conveyors, AMRs, robotics must form
one orchestrated system

Simulation-driven decisions — no
automation without virtual validation

Data-rich operations — telemetry,
material flow predictions, SKU-level
logic

SANVADINO

Flexible robotics — systems must adapt

to SKU variation and labor shortages



Simulation & Visual Modeling
— Why It Matters

How to removerisk and speed up decisionsin automation projects

Visual validation - Validate automationimpac
with 80-95% accuracy using digital simulation
— no guesswork.

NVADINO

S3

Faster customerdecisions - Visualization
accelerates customerconfidence.
Salescycle: -50%.

No bottlenecks - Simulate real flows early and
eliminate layout mistakes or throughput
surprises.

O Risk-free testing - Test extreme SKU variation,
peakloads, AMRinteractions & picking logic —
safely, before implementation.

Simulation Snapshots - Real Customer Flows



FromIsolated Systems
to One Orchestrated Flow

Why connected flows outperform siloed automation

Single material flow logic - Storage,
picking, buffers, conveyors, AMRs and
robotics follow one shared flow strategy,
not separate subsystems.

Unified data layer - SKU logic, stock
levels,and WMS/WES data, and real-time
telemetry feed the same orchestration layer.

Cross-process optimization - Instead of
optimizing each subsystem, we optimize the
whole flow - reducing waiting, blocking, idle
time and travel.

e Predictability & resilience - End-to-end
flow increases throughput stability and
reduces operational surprises and variability.
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How unified automationremoves inefficiencies

AAEA AL/
One connected flow

Inbound > storage - picking >
packing > outbound

J,
Storage as the flow anchor | B Decanting. Inbound
Automated storage stabilizes the | | |
flOW | Consolidation
| stﬂf::;\é 5 :P,.a,c.k,ing Outbound
Real-time orchestration
WMS/WES coordinates the | sglon
SySt e m fj 7 Stbrégé '
@ Scale )
Scalable automation | I I——
Add new modules when needed o=
=D = . 0 D
Inbound =—— Dec twg—Atmtd—Pkwg—me Packing = Qutbound

Storage & PTL ssssssss




Robotics Is Entering Small-Goods Logistics

Mobile robots, robotic picking and Al vision are transforming warehouse automation

AMR Transport Robotic Picking Humanoid Robots

Becoming Standard Improving Fast Emerging
Mobile robots replacing manual Vision Al enabling mixed-SKU Repetitive logistics tasks
cart movement tasks picking Material handling
Flexible routing vs fixed Growing adoption in e-commerce _ :

e Picking assistance
conveyors and small-goods logistics
. . . Tesla Optimus, Figure Al, Unitree G1

Increasing deployments in Robots supporting human
warehousing and manufacturing picking operations

Early pilots expected @
2028-2032 l

Warehouses are moving from fixed automation -> Adaptive robotic systems

SANVADINO



Agilon as the Storage Hub of End-to-End Intralogistics

Agilon connects inbound logistics, production supply and shipping into one automated system

. e

N ‘AgilonStorage HUB )

Material Flow Overview
@ 'nbound > Agilon
© Agilon > Making sets

© Agilon > Production
Products > Agilon

© Production > Output

SANVADINO)




What This Means for Warehouse and Production Automation

Think in flows, notisolated systems e
Warehouses, production supply and %/

shipping must operate as one |
connected intralogistics system. \

Use simulation early
Simulationreduces automationrisk
and helps teamsunderstand
complex systemsbefore investment
decisions.

Build flexible automation

AMRs, robotics and modular storage
enable systems that adapt to SKU
growth andlabor shortages.



Visual thinking accelerates automation
decisions.

W

Whenintralogistics systems \\;\\!i &

L

become more complex,

simulation, visualization and

@ Inbound /receiving )iy

integrated automation help %

Material Flow Overview

N L3
“ W
&

companies design faster, safer @ mnvound-agion

@© Agilon > Making sets

and more scalable systems. © Agilon >Production

Products > Agilon

SANVIDINOI

© Production > Output
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Future warehouses will not be isolated machines —
they will be orchestrated material flows.



Thank you.
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