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CEO UPDATE
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Just Eat Takeaway.com is a major player in the Western hemisphere

1. In terms of orders, GTV and revenue

2. Based on SimilarWeb site analysis data – Total visits for the stated websites for the period January 2020 to July 2021

The #1 food delivery platform in Europe, Canada, Australia and a major player in the US1

• Our online food delivery share is ~70% in our European #1 markets2

• Market leader in Canada, Australia and multiple cities in the US2

• Just Eat Takeaway.com owns many businesses that are already profitable

We are agnostic about the model (Marketplace, Delivery or Hybrid) with regards to investments 

• We provide the choice the consumer wants, independent of Marketplace or Delivery

• Delivery is already profitable in Canada and US (excl. fee caps)

• Delivery in Europe is close to gross profit positive excluding the current investments in the UK

• Profitability will further improve because of our scale, logistics optimisations and delivery fee improvements 

We only invest in markets that are or will grow into profitable market leadership positions

• Only market leading companies will return a profit

• NYC is one of our strongest and most profitable markets; One of the main reasons we acquired Grubhub

• Legacy Just Eat markets were underinvested; The UK and Canada have now been turned around 

• Adjusted EBITDA will increase going forward

• Partial ownership (iFood) is not market leadership and we are still open to divest
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Notes: Light shaded orange colour indicates iFood equity stake

Numbers as of 30 June 2021

1. Excluding Colombia and Brazil

2. Partnered restaurants only (for which there is a contract)

3. Addressable population aged over 15 years

4. Represents total active consumers as a proportion of the total addressable population

Just Eat Takeaway.com is the market leader in Europe, Canada and Australia

24
Countries

588k
Restaurants1,2

98m
Active 

Consumers1

>720m
Addressable 
population1,3

~14%
Penetration1,4

Americas

Europe

Australia &
New Zealand

Israel

Market 
leader

Market 
leader

Market 
leader

Market 
leader

Market 
leader

1

1 1

1

1
1

1

1

1

1
1

1

1

1

1
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H1 2021 highlights

GTV

€14.1bn
+50%3

Orders

547m
+51%

Active Consumers

98m
+21%

Note: Unless stated otherwise, numbers throughout this presentation are reflecting the combined results of Grubhub, Just Eat and Takeaway.com from 1 January 2020

1. As a percentage of Active Consumers

2. Monthly orders divided by the number of consumers who have placed at least one order in that month. Based on a 6-month average for the respective period

3. On a constant currency basis

Adjusted EBITDA

-€190m
n.m.

Revenue

€2.6bn
+52%3

Adjusted EBITDA 
as % of GTV

-1.3%

Returning 
Active Consumers1

67%
+3pp

Monthly Orders per 
Active Consumer2

2.9
+0.4

%
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Network effects drive market-leading positions

Network Effects
Our powerful network effects 

fuel our ability to attract 
more new consumers, 

compounding our growth

More Orders per 
Consumer

More 
Consumers

More Orders
More 

Restaurants

2.9
Monthly Orders per 
Active Consumer

98m
Active 

Consumers

1 billion
LTM Orders

588k
Restaurants

New Consumers

New Restaurants

Note: Numbers represent H1 2021, presented on the basis of the combined results of Grubhub, Just Eat and Takeaway.com
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Targeted investment strategy, positioning the company for future growth

Supply expansion and 

roll-out of Delivery

Brand awareness and 

share of voice

Customer experience and 

value proposition

• Broadest restaurant offering

• Partnerships with key branded chains

• Roll out of logistical network

• Develop and grow new channels, 
including B2B solutions

• Top-of-mind brand awareness

• Local brands with a single brand identity

• Drive brand love and loyalty

• Key brand partnerships (i.e. UEFA, NHL)

• The most affordable food delivery brand

• Market-leading product experience for both 
consumers and restaurants

• Deliver best-in-class customer service

• Continue to optimise our logistics solutions 
to enhance customer experience
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Investments in legacy JET have strengthened network effects

Active consumers1 (m, excl. US)

H1 2021H1 2019 H1 2020

44.1

53.5

65.2

+21%

+22%

Restaurants (k, excl. US)

H1 2020H1 2019 H1 2021

287

157

207

+32%

+38%

Average monthly order frequency2 (excl. US)

2.2

2.5

2.9

H1 2020H1 2019 H1 2021

+11%

+16%

1. An Active consumer is a consumer who has placed at least 1 order in the preceding 12 months

2. Monthly orders divided by the number of consumers who have placed at least one order in that month. Based on a 6-month average for the respective period
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Investments in legacy JET improved all cohorts dramatically

1. Cohort refers to consumers grouped by the calendar year in which they each first placed an order with Just Eat Takeaway.com

Source: Company information

2016

2015

2014

≤2012

2013

2017

2018

2019

2020

2021588m

413m

310m

238m

412m

+72m

+103m

+175m

Order split by cohort1 (Group excl. US)

2017 2018 2019 2020 H1 2021

FY 2021 guidance:
>45% order growth

Illustrative 
2021

Strong improvements both in 
new and existing cohorts

• The 2020 cohort has ordered 
nearly as much in H1 2021 as in 
the whole year 2020

• In H2 2020 / H1 2021 we have 
added more new consumers 
than usual

• The 2020 cohort is stickier than 
normal, caused by churn 
reduction and significantly 
higher re-order rates

• Existing consumer behaviour
both in 2020 and 2021 has 
improved strongly, caused by 
significantly higher re-order rates
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175

-164
-190

111

-125

-25

Investments in 
Marketing, Sales 

and Logistics

Other H1 2021 
Adj. EBITDA
Group excl. 

Grubhub

Fee caps and 
Covid-19 

commission 
rebates

32

H1 2021 
fee caps and 

Covid-19 
commission 

rebates
Combined 

Group

August price 
increase 

impact on 
H1 2021 

Adj. EBITDA

-22

H1 2020 
Adj. EBITDA
Group excl. 

Grubhub

81

-122

Normalised
revenue1

minus order 
fulfilment costs 

H1 2021 
Adj. EBITDA

Grubhub

-123

-59

Price leadership 
investments

H1 2021 
Adj. EBITDA
Combined 

Group

-182

142

110

Strategic investments over the past year have targeted sustainable growth

Bridge for H1 2020 – H1 2021 Adjusted EBITDA

Increased Delivery 
pricing without 

noticeable impact 
on growth 

1. Normalised Revenue is Revenue as if the Covid-19 commission rebates would not be there and no investments in price leadership would have been made (i.e. significant pricing decreases to attract new consumers)

TKWY legacy

JE legacy

Fee caps

Voluntary rebates

Illustrative for H1, assuming no fee caps, 
no commission rebates and 

Delivery pricing at the level of August

Excluding the 
€88m impact 
from fee caps, 
Grubhub H1 
Adj. EBITDA 
would have 
been €63m 

positive

Maximum 
additional

investments
In H2
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Delivery is key to our strategy

• Expands selection

• Offers a consistent delivery experience with last-mile visibility

• Less mature market with greater underlying growth providing new consumer opportunities

• Increased scale will further increase operational efficiency

• Product and tech improvements

• Pricing optimization but we will underprice competitors if deemed necessary

Delivery is instrumental to our strategy

We have a significant competitive advantage in Delivery

Clear path to profitability in Delivery

• Delivery is already profitable in US and Canada and close to profitability in Europe excluding the investments in the UK

• Higher density because we have a larger consumer base

• Ability to offer lower delivery fees because our consumer lifetime value is superior due to marketplace offering

• Scale and brand to secure partnerships with the key restaurant chains
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Convenience will bring new revenue opportunities and additional scale efficiencies

Unit economics in line with Delivery:

Focus on supermarket partnerships in Europe through existing Delivery network

Testing hubs (SKIP Express lane) in Canada, where Delivery network is already profitable

Complementary to current food offering, consumer acquisition tool

Fleet utilisation improvements thanks to increased density and 
broadening of peak times
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Our stake in iFood is continuing to increase in value

#1 online food delivery 

company in Brazil… 

Orders GTV (€bn)2

A highly attractive and fast-growing asset…

• ~80% online food delivery share in the Brazil market1

• Heavily urbanised population with rapid market growth

• Around 1,250 cities and 290,000 restaurants in Brazil alone

…with significant value to Just Eat Takeaway.com

• As a non-operated asset, iFood provides optionality to 
realise value in case an offer at fair value is received

• Until then, Just Eat Takeaway.com is committed to iFood, as 
reflected in our participation in the July 2021 funding round

• In case of a disposal, approximately half of the net proceeds 
intended to be returned to shareholders

1. Management estimate based on user web and app traffic, number of sessions and downloads

2. Based on constant currency

…close to doubling GTV in H1 2021

Just Eat 

Takeaway.com

33%

Other 

Movile

5%

Prosus

62%

Ownership structure

199

337

H1 2020 H1 2021

+69%

1.4

2.7

H1 2020 H1 2021

+93%
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COO UPDATE
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Our online food delivery share is ~70% in our European #1 markets1

1 1

1

1

1
1 1

1

1

1

1

1

Supported by our top-of-mind brand position in Europe2

Brand awareness in selected European markets, sorted by population

0%

10%

20%

30%

40%

50%

60%

70%

UK DE IT ES PL NL BE CH DK IE

Just Eat Takeaway.com #2 #3

Leading online player in major European markets1

1. Based on SimilarWeb site analysis data – Total visits for the stated websites for the period January 2020 to July 2021

2. Company Analysis using weekly panels (over 30k responses) for July 2021 with the open question “whom do you think of when ordering food online?”

Our online share is 
multiple times larger 
than the European #2 

in its #1 markets, 
which contribute >95% 

of European GTV1
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Additional UK investments have successfully contributed to growth

Adjusted EBITDA for the United Kingdom (€m)

5359 61 70

82

H1 2018 H1 2019

1 4

77

6

H1 2020 H1 2021

59 65

135

+733%

+9%
+18%

+76%Orders – United Kingdom (m)

Marketplace Orders

Delivery Orders Calculated additional investments 
have supported growth

• The first 12 months since the Just Eat 
merger have proven our strategy to 
invest in network effects 

• Investment into the three strategic 
growth pillars have added 58m orders 
y-o-y, and have made the UK segment 
our fastest growing segment 

• Delivery orders grew by >700% y-o-y, 
which also positively contributed to the 
growth of the marketplace business

127

-71-37

12

H1 2020 
Adjusted 
EBITDA

Normalised
revenue1

minus order 
fulfilment costs 

Covid-19 
commission 

rebates

Investments in 
Marketing, Sales 

and Logistics

Price leadership 
investments

Other

-77

H1 2021 
Adjusted 
EBITDA

2

Covid-19 
commission 

rebates

31

August price 
increase impact

on H1 2021 
Adj. EBITDA

-55

-43

1. Normalised Revenue is Revenue as if the Covid-19 commission rebates would not be there and no investments in price leadership would have been made (i.e. significant pricing decreases to attract new consumers)

Illustrative for H1, assuming no 
fee caps, no commission 

rebates and Delivery pricing at 
the level of August
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UK growth is visible across all elements of the network effects flywheel

Active consumers1 (m)

H1 2019

17.5

H1 2020 H1 2021

12.7

14.2

+12%

+23%

Restaurants (k)

42

H1 2021H1 2019 H1 2020

34

58

+23%

+39%

Average monthly order frequency2

2.4
2.5

3.2

H1 2019 H1 2020 H1 2021

+7%

+25%

1. An Active consumer is a consumer who has placed at least 1 order in the preceding 12 months

2. Monthly orders divided by the number of consumers who have placed at least one order in that month. Based on a 6-month average for the respective period
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Investments continue to provide online food delivery share gains in the UK

Jan-20 Jul-20 Jan-21 Jul-21

Based on Google Trends1

65%

18%

17%

Jan-20 Jul-20 Jan-21 Jul-21

Based on SimilarWeb visits2

60%

18%

22%

Indicative of total orders; #2 & #3 include grocerySkewed towards new user addition

Source:

1. Google Trends for the period January 2004 up to and including July 2021, extracted on 16 August 2021

2. Based on SimilarWeb site analysis data for desktop and mobile web – Total visits for the stated websites for the period January 2020 to July 2021

82

142

71

61

Just Eat 
Takeaway.com 

UK&I 
H1 2020

Just Eat 
Takeaway.com 

UK&I 
H1 2021

#3 UK&I 
H1 2021

+75%

Reported y-o-y Order growth (UK&I, m)

• Just Eat Takeaway.com UK&I q-o-q GTV 
growth was 9% for Q2; #3 q-o-q GTV 
growth was 8% in the same period

• This implies online food delivery share 
gains both on a relative and absolute 
basis, as reflected in Google Trends and 
SimilarWeb shares

#3#2

Entered in Jun-16 Entered in Feb-13
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We are widening the absolute gap with the competition and gaining share in London

Source: 

1. Credit card transaction volumes measured by Cardlytics credit card transactions supplemented with cash orders for the period January 2020 to July 2021, with transaction volumes for all competitors scaled, whereby London is defined as all area within the M25

Absolute credit card transactions1

#2 & #3 include grocery and whitelabel orders

Absolute gap between Just Eat UK and competitors1

#2 & #3 include grocery and whitelabel orders

#3#2

Jan-20 Jul-20 Jan-21 Jul-21

9m

13m

25m

47m

-

5,000,000

10,000,000

15,000,000

20,000,000

25,000,000

30,000,000

Jan-20 Jul-20 Jan-21 Jul-21

Entered in Jun-16 Entered in Feb-13

Gap 
widening 
rapidly

0%

10%

20%

30%

40%

50%

Jul-20 Jan-21 Jul-21

Online food delivery share in London1

#2 & #3 include grocery and whitelabel orders

31%

34%
34%

Start of 
investment 
programme 

in Q3
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Accelerated profitable growth in Germany with high Delivery coverage

Orders – Germany (m)1

1. Numbers include the acquisition of the German business on a combined basis from 1 January 2019

37

49

80

H1 2021H1 2019 H1 2020

• In Germany, our brand Lieferando
processed nearly 80 million orders in 
the first six months of 2021, over 30 
million more than in H1 2020

• GTV increased by 77%, with Delivery 
orders growing triple-digit, driven by 
our continued investments in 
expanding our restaurant network, 
marketing, and Delivery selection

• Record level of ~30,000 restaurants 
reached, with 20% of the estate from 
Delivery, partnering with all the large 
chain restaurants

• Our Delivery operations today are 
approximately 5x larger than Delivery 
Hero's logistics operations at the 
point of acquisition in April 2019, with 
our total German business being 
approximately 70x larger

• The top-of-mind brand awareness 
with the German population reached 
almost 70% with aided brand 
awareness being around 90% 

-6

58

94

H1 2019 H1 2020 H1 2021

Lieferando.de partners with 
all the large chains

Adjusted EBITDA – Germany (€m)1
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We continue to reinforce our #1 position in our profit pools

Google trends web search interest1

Netherlands

Source:

1. Google Trends for the period January 2004 up to and including July 2021, extracted on 16 August 2021

2. Based on SimilarWeb site analysis data for desktop and mobile web – Total visits for the stated websites for the period January 2020 to July 2021. Competition assumed to have similar visits to orders ratio as Just Eat Takeaway.com

Skewed towards new user addition

Indicative absolute monthly orders2

Jan-20 Jul-20 Jan-21 Jul-21

Canada

24%

18%

58%

Based on SimilarWeb visits

Jan-20 Jul-20 Jan-21 Jul-21

Germany

97%

1%
2%

#2 #3

Jan-20 Jul-20 Jan-21 Jul-21

Entered in Aug-20 Entered in May-21

Jan-20 Jul-20 Jan-21 Jul-21

12%

84%

4%

Jan-20 Jul-20 Jan-21 Jul-21

#3#2

Entered in Sep-16 Entered in Sep-15

#3#2

Jan-20 Jul-20 Jan-21 Jul-21

Entered in May-15 Entered in Nov-15
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Jan-20 Jul-20 Jan-21 Jul-21

Based on SimilarWeb visits

We also outgrow online competition in other important food delivery markets

Skewed towards new user addition

Australia

#4#3#2

Jan-20 Jul-20 Jan-21 Jul-21

Google trends web search interest1

Indicative absolute monthly orders2

Poland

#4#3#2

Jan-20 Jul-20 Jan-21 Jul-21

Italy

#4#3#2

Entered in Apr-16 Entered in Sep-19 Entered in Nov-15 Entered in Feb-18 Entered in Jan-10 Entered in Dec-18 Entered in Oct-15 Entered in Mar-16 Entered in Oct-16

Jan-20 Jul-20 Jan-21 Jul-21Jan-20 Jul-20 Jan-21 Jul-21 Jan-20 Jul-20 Jan-21 Jul-21

42%

12%

11%

3%

69%

8%

38%

17%

6%

24%

46%

24%

Source:

1. Google Trends for the period January 2004 up to and including July 2021, extracted on 16 August 2021

2. Based on SimilarWeb site analysis data for desktop and mobile web – Total visits for the stated websites for the period January 2020 to July 2021. Competition assumed to have similar visits to orders ratio as Just Eat Takeaway.com
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Grubhub to invest in key US markets

Exciting opportunity with major positions in large profit pools

• Strong legacy positions in many key US markets, particularly in densely populated urban areas. We will continue to invest to further expand in these 
areas of strength

• Leader in New York City, one of the world’s largest profit pools and one of our strongest markets 

Grubhub is a large, profitable and growing business

• Generated $10bn GTV on an annualised basis in the first half of 2021

• Strong cohorts with overall y-o-y order growth of 27%

• Excluding fee caps, the US generated €63m of Adjusted EBITDA in H1 2021 

• Offices reopening, relevant to B2B offering (Seamless and Grubhub for Work)

Refocus - expand the Grubhub strongholds

• We have identified regional profit pools and will refocus current investments 

• Company intends to additionally invest fee caps falling away in Grubhub strongholds

• Seamless to transition to Grubhub later this year, to improve marketing efficiency in New York

We will share further strategic updates with regards to the US at our CMD in October
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GROUP RESULTS
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Data presentation: combined vs IFRS view

0.7

1.8

2.6

H1 2021 IFRSH1 2020 IFRS H1 2021 
Combined

135

-171
-190

H1 2021 
Combined

H1 2021 IFRSH1 2020 IFRS

180

424

547

H1 2021 IFRSH1 2020 IFRS H1 2021 
Combined

Orders (m) Adjusted EBITDA (€m) Revenue (€bn) 

• IFRS view presents data based on consolidation of Grubhub as from 15 June 2021 and consolidation of Just Eat and Takeaway.com as from 15 April 2020 

• Except otherwise and explicitly stated, financial and KPI data presented in the deck is based on a combined view, assuming combination of Grubhub, Just Eat and 
Takeaway.com as from 1 January 2020
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Revenue growth outperforms Orders and GTV 

363

547

H1 2020 H1 2021

+51%

9.7

14.1

H1 2021H1 2020

+50%1

+46%

1.8

2.6

H1 2020 H1 2021

+52%1

+47%

Orders (m) GTV (€bn) Revenue (€bn)

1. Constant currency growth visible in orange for GTV and Revenue

81

98

H1 2020 H1 2021

+21%

Active consumers (m)
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Adj. EBITDA (% GTV) 4.8% 5.0% 0.3% -2.3% -5.4% -0.6% -1.3%-1.7%n/a

Significant investments in legacy Just Eat markets resulted in Adjusted EBITDA 
of minus €190 million

€m
94

40

4

-71

-136

-96

-164

-25

-190

NL Group excl. US 
Adj. EBITDA 

H1 2021

DE HQ Group 
Adj. EBITDA 

H1 2021

CA UK RoW US

Primary investment areas

H1 2021 Adjusted EBITDA per segment
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Just Eat Takeaway.com has a strong cash base for future opportunities 

529

1,5191,202 8

Cash as per 
31 Dec 2020

Operating activities Financing and 
Investing activities

Cash as per  
30 June 20211

FX effects

-220

€m

• Cash from operating activities mainly driven 
by decrease in adjusted EBITDA

• Financing and investing activities include 
€1.1bn in Convertible Bonds raised on 
attractive terms in February 2021, as well 
as cash acquired through combination with 
Grubhub

1. Based on IFRS view
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SEGMENT PERFORMANCE
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UK: temporary correction to Adj. EBITDA to make up for historical underinvestment

53
70

82

6

H1 2021H1 2020

77

135
+76%

1.9

3.1

H1 2020 H1 2021

+62%2

+63%
127

-71

H1 2020 H1 2021

-156%

Orders1 (m) Revenue (€m)GTV (€bn)

GM3: 76%

GM3: 63%

1. The bottom of the H1 20/H1 21 bars is showing the delivery orders, the top are the marketplace orders

2. Constant currency growth visible in orange for GTV and Revenue

Adj. EBITDA (€m)

303

552
14

2

H1 2020 H1 2021

+81%2

+82%
Covid-19 
commission 
rebates 

• Strong growth in Active Consumers as well as frequency leading to substantial y-o-y order growth, fueled by expansion of restaurant offering
• Key chain partnerships include Greggs, Pret A Manger, Itsu, Chipotle and McDonald’s (close to a 1,000 outlets online)
• Substantial price leadership investments – free or reduced delivery with major QSR brands and local restaurants, partly reversed as from July onwards
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DE: continued sustainable growth in Adjusted EBITDA

46

73

63

H1 2020 H1 2021

49

80
+62%

1.1

2.0

H1 2020 H1 2021

+77%

58

94

H1 2020 H1 2021

+63%

Revenue (€m)GTV (€bn)

GM3: 74%

GM3: 72%

Orders2 (m)

1. Data not aggregated. Aggregated to include pre acquisition data from acquired German Businesses growth on a like for like basis: order growth is 43%, GTV growth is 56%, revenue growth is 60% and adjusted EBITDA growth is 800% 

2. The bottom of the H1 20/H1 21 bars is showing the delivery orders, the top are the marketplace orders

Adj. EBITDA (€m)

161

284
1

H1 2020

11

H1 2021

+76%
Covid-19 
commission 
rebates 

• Marketplace order growth fuels adjusted EBITDA performance, Delivery order growth close to 100% y-o-y
• Continue to scale delivery service and expand offering
• New entrants have not had any impact on company performance
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CA: continued profitability despite commission caps and marketing investments

37

57

H1 2020 H1 2021

+54%

0.9

1.4

H1 2021H1 2020

+54%1

+55%
29

4

H1 2020 H1 2021

-85%

Orders (m) Revenue (€m)GTV (€bn)

GM2: 35%

GM2: 37%

1. Constant currency growth visible in orange for GTV and Revenue

Adj. EBITDA (€m)

228

317

16

H1 2020

32

H1 2021

+38%1

+39%

Covid-19 
commission 
rebates 

• Successful implementation of loyalty and reward program fueled new Active Consumer growth as well as frequency
• Impact of temporary government-imposed commission caps has doubled y-o-y
• Additional marketing investments in order to sustain market share 
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NL: maintaining profitability while expanding Delivery

3

21

28

H1 2021

23

2

H1 2020

31
+37%

0.5

0.8

H1 2020 H1 2021

+48%

38
40

H1 2020 H1 2021

+6%

Revenue (€m)GTV (€bn)

GM2: 75%

GM2: 81%

Adj. EBITDA (€m)Orders1 (m)

1. The bottom of the H1 20/H1 21 bars is showing the delivery orders, the top are the marketplace orders

80

120

0

H1 2020

2

H1 2021

+50%
Covid-19 
commission 
rebates 

• Established market showing continued strong growth
• Investments made in growing logistical business, resulting in expansion of Delivery by 3pp to 10% of orders
• Marketing in 2020 was reduced as a result of Covid-19, resulting in difficult comp for EBITDA
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RoW: strategic investments fueling strong GTV and Revenue growth

11
32

60

77

H1 2020 H1 2021

71

109
+54%

1.6

2.5

H1 2020 H1 2021

+58%2

+59%
7

-136

H1 2020 H1 2021

Revenue (€m)GTV (€bn)

GM3: 52%
GM3: 65%

Orders1 (m) Adj. EBITDA (€m)

1. The bottom of the H1 20/H1 21 bars is showing the delivery orders, the top are the marketplace orders

2. Constant currency growth visible in orange for GTV and Revenue

259

423
2

H1 2021H1 2020

6

+62%2

+63%

• Targeted investments in legacy Just Eat markets, focusing on price leadership, supply expansion and further roll out of Delivery
• Strong returns with accelerated order growth and online food delivery share gains in most markets
• Year-on-year order growth for Australia was 134%, which is the highest growth rate observed in the Group

Covid-19 
commission 
rebates 
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US: government-imposed commission caps dilute profitability 

56
86

49

48

H1 2020 H1 2021

134

106

+27%

3.7

4.4

H1 2020 H1 2021

+31%2

+19%

747
909

12

H1 2020 H1 2021

88

+33%2

+22%
30

-25

H1 2020 H1 2021

-183%

Orders1 (m) Revenue (€m)GTV (€bn)

1. The bottom of the H1 20/H1 21 bars is showing the delivery orders, the top are the marketplace orders

2. Constant currency growth visible in orange for GTV and Revenue

Adj. EBITDA (€m)

Covid-19 
commission 
rebates 

• Post-Covid-19 recovery seen throughout the country, in large city downtown areas, including markets like Manhattan, as well as in the corporate business 
• Delivery service expanded offering to improve retention and acquisition
• Impact of government-imposed fee caps and restaurant support on Adjusted EBITDA
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199

337

H1 2021H1 2020

+69%

1.4

2.7

H1 2021H1 2020

+93%

188

382

H1 2020 H1 2021

+103%

-49
-45

H1 2021H1 2020

Orders (m) Revenue (€m)GTV (€bn)

1. Data in constant currency, FX BRL/EUR 0.154338

2. Presented on a 100% basis

iFood: Brazilian market leader continues to deliver strong GTV and revenue growth1,2

Adj. EBITDA (€m)

+8%
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CONCLUSION
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2021 guidance: an investment year, improved profitability going forward

FY 2021 guidance

Order growth (% y-o-y) (excl. Grubhub) >45%

GTV (€bn) (incl. Grubhub) €28 to 30bn

Adjusted EBITDA (as % of GTV) (incl. Grubhub) -1% to -1.5%

• Adjusted EBITDA losses peaked in the first half 
of 2021: adjusted EBITDA margin1 to improve 
going forward

o Removal of significant fee caps in the US 
and Canada

o Improved unit economics in Delivery network

o Increasing benefits from investment 
programme in legacy Just Eat markets

• Adjusted EBITDA margin1 includes the 
significant impact of fee caps and voluntary 
partner support in the US and Canada

1. As a % of GTV
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Conclusion

• Investment strategy targeting offering expansion, brand awareness and customer experience

• Delivery will become profitable in the medium term through increased scale providing further efficiencies, product & tech 
improvements, and pricing optimisations

• Online share gains in United Kingdom

• Continued profitable growth in Germany and The Netherlands 

• Absolute losses have peaked in the first half of 2021, adjusted EBITDA margin to improve going forward

• Management reiterates guidance for the full year 2021

• Continue to be open to sell stake in iFood

• Just Eat Takeaway.com to hold a Capital Markets Day on 21 October 2021
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Q&A
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Legal disclaimer

Forward Looking Statements
This presentation contains “forward-looking statements” regarding Just Eat Takeaway.com N.V. (“Just Eat Takeaway.com”). Statements included in this presentation that are not historical facts (including any statements concerning investment
objectives, other plans and objectives of management for future operations or economic performance, or assumptions or forecasts related thereto) are, or may be deemed to be, forward-looking statements, including “forward-looking statements”
made within the meaning of the U.S. Private Securities Litigation Reform Act of 1995. These forward-looking statements may be identified by the use of forward-looking terminology, including the terms “believes”, “estimates”, “plans”, “projects”,
“anticipates”, “expects”, “intends”, “may”, “will” or “should” or, in each case, their negative or other variations or comparable terminology, or by discussions of strategy, plans, objectives, goals, future events or intentions. Forward-looking
statements may and often do differ materially from actual results. Any forward-looking statements reflect the Company’s current view with respect to future events and are subject to risks relating to future events and other risks, uncertainties and
assumptions relating to the Company’s business, results of operations, financial position, liquidity, prospects, growth or strategies. Among the key factors that could cause actual results to differ materially from those projected in the forward-looking
statements are risks from or uncertainties related to the following: innovation, competition, brand & reputation, acquisitions, global strategic projects, technology reliability & availability, social change, legislation & regulation, data security & privacy,
financial reporting, people, operational complexity and integration & transformation. Additional information concerning key factors that could cause actual results to differ materially from those projected in the forward-looking statements can be
found in the Company’s filings with the U.S. Securities and Exchange Commission (“SEC”), including the Company’s registration statement on Form F-4 (Registration Statement No. 333-255540), which was declared effective by the SEC on May
12, 2021, and Current Reports on Form 6-K, which may be obtained free of charge at the SEC’s website, http://www.sec.gov, and the Company’s Annual Reports, which may be obtained free of charge from the Company’s corporate website,
https://justeattakeaway.com.
Past performance is no guide to future performance and persons needing advice should consult an independent financial adviser. Forward-looking statements reflect knowledge and information available at, and speak only as of, the date they are
made, and the Company expressly disclaims any obligation or undertaking to update, review or revise any forward-looking statement contained in this announcement whether as a result of new information, future developments or otherwise.
Readers are cautioned not to place undue reliance on such forward-looking statements.

No Offer or Solicitation
This presentation shall not constitute an offer to sell or the solicitation of an offer to sell or the solicitation of an offer to buy any securities, nor shall there be any sale of securities in any jurisdiction in which such offer, solicitation or sale would be
unlawful prior to registration or qualification under the securities laws of any such jurisdiction.

Non-GAAP Financial Measures and Alternative Performance Measures
This presentation includes certain non-GAAP financial measures as defined by SEC rules and alternative performance measures as defined by European rules. Just Eat Takeaway.com uses these non-GAAP financial measures and alternative
performance measures, respectively, as key performance measures because it believes they facilitate operating performance comparisons from period to period by excluding potential differences primarily caused by variations in capital structures,
tax positions, the impact of acquisitions and restructuring, the impact of depreciation and amortization expense on its fixed assets and the impact of stock-based compensation expense. These non-GAAP financial measures and alternative
performance measures are not measurements of Just Eat Takeaway's financial performance under IFRS and should not be considered as an alternative to performance measures derived in accordance with IFRS and should be read in conjunction
with Just Eat Takeaway.com's financial statements prepared in accordance with IFRS. Just Eat Takeaway.com has provided a reconciliation of those measures to the most directly comparable IFRS measures in Just Eat Takeaway.com's 2020
Annual Report.


