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DISCLAIMER

All material contained in this document is for information purposes only and must not be relied upon for any purpose, and does not purport to be a full or complete description of Global
Fashion Group S.A. (the “Company”). This document does not, and is not intended to, constitute or form part of, and should not be construed as, an offer to sell, or a solicitation of an
offer to purchase, subscribe for or otherwise acquire, any securities of the Company, nor shall it or any part of it form the basis of or be relied upon in connection with or act as any
inducement or recommendation to enter into any contract or commitment or investment decision whatsoever. This document is not directed at, or intended for distribution to or use by,
any person or entity that is a citizen or resident or located in any locality, state, country or other jurisdiction where such distribution, publication, availability or use would be contrary to
law or regulation or which would require any registration or licensing within such jurisdiction. Accordingly, the document may not be reproduced, redistributed, published or passed on,
directly or indirectly, to any person in any jurisdiction where to do so would constitute a violation of the relevant laws of such jurisdiction. Persons into whose possession this document
comes should inform themselves about, and observe, any such restrictions.

No representation, warranty or undertaking, express or implied, is made by the Company as to, and no reliance should be placed on, the fairness, accuracy, completeness or
correctness of the information or the opinions contained herein, for any purpose whatsoever. No responsibility, obligation or liability is or will be accepted by the Company or any of its
officers, directors, employees, affiliates, agents or advisers in relation to any written or oral information provided in this document. All information in this document is subject to
verification, correction, completion, updating and change without notice. The Company does not undertake any obligation to provide the recipient with access to any additional
information or to update this document or any information or to correct any inaccuracies in any such information.

A significant portion of the information contained in this document, including market data and trend information, is based on estimates or expectations of the Company, and there can
be no assurance that these estimates or expectations are or will prove to be accurate. Where any information and statistics are quoted from any external source, such information or
statistics should not be interpreted as having been adopted or endorsed by the Company as being accurate. All statements in this report attributable to third party industry experts
represent the Company's interpretation of data, research opinion or viewpoints published by such industry experts, and have not been reviewed by them. Each publication of such
industry experts speaks as of its original publication date and not as of the date of this document.

This document contains forward-looking statements relating to the business, financial performance and results of the Company or the industry in which the Company operates. These
statements may be identified by words such as "expectation”, "belief', "estimate”, "plan”, "target” or "forecast" and similar expressions, or by their context. Forward-looking statements
include statements regarding: strategies, outlook and growth prospects; future plans and potential for future growth; growth for products and services in new markets; industry trends;
and the impact of regulatory initiatives. These statements are made on the basis of current knowledge and assumptions and involve risks and uncertainties. Various factors could cause
actual future results, performance or events to differ materially from those described in these statements, and neither the Company nor any other person accepts any responsibility for
the accuracy of the opinions expressed in this document or the underlying assumptions. No obligation is assumed to update any forward-looking statements.

The information contained in this document does not purport to be comprehensive and has not been subject to any independent audit or review. Certain of the financial information as
of and for the periods ended December 31, 2015, December 31, 2016 and December 31, 2017 has been derived from audited financial statements and financial information as of and
for the period ended September 30, 2018 and all other financial information has been derived from unaudited financial statements. Information derived from unaudited financial
information should be read in conjunction with the relevant audited financial statements, including the notes thereto.

Certain financial data included in the presentation consists of “non-IFRS financial measures” and adjustments thereto, including adjustments to achieve comparability with the results in
previous financial periods. These non-IFRS financial measures and adjustments thereto may not be comparable to similarly titted measures presented by other companies, nor should
they be construed as an alternative to other financial measures determined in accordance with IFRS. You are cautioned not to place undue reliance on any non-IFRS financial
measures, adjustments thereto and ratios included herein.

By accepting or reading a copy of this presentation, you agree to be bound by the foregoing limitations and conditions and, in particular, will be taken to have represented, warranted
and undertaken that you have read and agree to comply with the contents of this notice.
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OUR
VISION

TO BE THE #1
FASHION AND
LIFESTYLE

DESTINATION

IN OUR MARKETS



GFG IS A BILLION € BUSINESS AND WAS LAUNCHED IN 2011

ASIA PACIFIC LATAM CIS
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CONNECTING ... TO MORE THAN

1BN 8,000

CONSUMERS!... BRANDS

.........................................................................................................................................................................................................................................................................................

11M €1.2BN 26M

ACTIVE CUSTOMERS? NET MERCHANDISE VALUE3 NET ORDERS*



WE OFFER ALL KEY FASHION AND LIFESTYLE CATEGORIES

~50% of
SKUs
through
Marketplace

Apparel Footwear Accessories Sport Performance Kids & Other
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LARGE MARKET WITH STRONG STRUCTURAL TAILWINDS...

TOTAL GFG FASHION & LIFESTYLE MARKET? CAGR?BY MARKETS

€480BN
8%

2017 2022 O &




...WITH MASSIVE ONLINE PENETRATION UPSIDE

ECOMMERCE PENETRATION IN
US FASHION 4X HIGHER THAN - . 18%
IN GFG MARKETS

0 UNITED
5% STATES
oFG il
EUROPE
MARKETS

EARLY DAYS ACCELERATION GROWTH
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HOW DO WE THINK ABOUT OUR BUSINESS?

1 - CUSTOMER VALUE PROPOSITION 2 — BRAND PARTNER VALUE PROPOSITION

3 — BEST-IN-CLASS EXECUTION
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OUR CUSTOMER
VALUE PROPOSITION

INSPIRING AND
SEAMLESS’
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WE INSPIRE OUR CUSTOMERS

ADVICE | 28 No

WHAT TO WEAR TO WORK IN
SUMMER

Lo mrrifore oo cmtrod Bar +ho Balidane Aottt c I S S A
Office outfits inspired by the holiday destinations we can only dream about
Jo J F « .
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OUR ASSORTMENT IS A COMBINATION OF THE BEST GLOBAL...

1000s OF GLOBAL BRANDS

5 WEEKEND MANGO 7~ BMECHASL VERSACE BOSS patagonia =
MARINA YAGHTING Mibli RusTY - JEANS COUTURE HUGO @
Y @ COCCIMELLE N ] J' J‘ SR R i _
k|p||(r:a‘m brocciclin - rorm ranoe  PKNY COMPANY TERRA NA ! CCYC) roos &nerne 1 o
il Smartwool
\ ) Illllll.ﬁ.{ 1S, POLO ASSN. outfit WORLRIGH sopomwmer ) @ abidar GEOFFREY Y
s TURLA  —gppT WO qw o Pmske oo EVANS A G
VERO MODA Draniel Wellington SONIA RYKIEL ‘g-'_\\_ Ruawn Lawes THE MBLEND
. CASADE| &ZB2Z3F :
Dezigual. B3ON . ONLY MANGO W = cee v enLof H?H“EE. k.\l.l’ll&l,-‘\l REN
D s _ STUARI aR g asics.
eagle creek R 2R8I ¥ Columbia WEITZIMAN UNITED COLORS BANANA I
EMPORIO®#ARMANI REPUBLIC  voicom \V 4 Superdry.
NAF NAF CrocCS rrencH connecTiON WAREHOUSE J— _Vx VEJA
. X gty BURTON AP e :
BRAVE SOUL  oniivy - mennverac MRS wans SR EIDIESEL e~
\\—P’ RTADADI IDT
FABI S FinNFLaRe DR sOlier  CASIO RINAsciMEnTO  Baldinini Bata APEP D
ﬁ d CalvinKleinJeans Timberland &
LIUJO LOVE Speedb=" MORGAN (F)converse LAGERFELD J "'Fow—tﬂn)o-
""" TED BAKER - .
FMOTIVI Hoschig TOPSHOP l ennyfer PNSPORT ~iLA
® Lo Cavail - Wrangler
GERRY WEBER TRUTTRUSSARDI TOMMYZHILFIGER m aviLIs CLASS ;% wollis - |
— new balance @” e [ geag
PATRIZIA PEPE E *\DER g BIKKEMBERGS PINKO ALDO SCOTCH&SODA" @ (Buwarscrn] BILLABONG 1
‘ ].ée AMETERRAN EOETLRE icebreaker

z JACK&EZJONES® SPRINGFIELD MAXeCo ~ VWoRSRTe  RIVER ISLAND MSML ’@
Mar & plosan 3 " —"

ALCOTT | LACGSTE ck

Celio* TRUE sransrock  (Whvio v C - ropmaN women'secret ST {g}
oo “° ICEBERG (obeocavali ~ ©@§S4R4 == rrepperay L) fonishl .
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http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwju3MSp1ufeAhUQCRoKHbMcB9IQjRx6BAgBEAU&url=http://robsjeanery.com/ours-brands/riderspropper/&psig=AOvVaw0PXNhOpKIK8fGC_8sF3jai&ust=1542964898256832

... AND LOCALLY RELEVANT BRANDS

KEY LOCAL BRANDS OWN BRANDS COLLABORATIONS

L!
sass & bide Pomelo. LOST INK
colcci .
CAMILLA AND MARc KIT2X ¥
COTTON:ON - Dol Okl
J[OLS;C}D | ATMOS ¢ HERE
D ZALORA
BEC+BRIDGE | ﬂ o
NANDA  \IT7\N0 COOPER ST TONY BIANCO pormow=nl
VARG ZALIA
gorman  Assembly. ELLA SANDERS e
VINCCI \f %f””” sometime
0odji  aliceMcCALL fazi : 3
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PERSONALISATION ALLOWS US TO CREATE TAILORED SHOPS

Low

A

TREND

A

High

WE CREATE
TAILORED SHOPS
FOR OUR
CUSTOMERS

Low
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WORLD-CLASS SHOPPING EXPERIENCE IN NASCENT MARKETS

CUSTOMER NPS

~80%?1
<50%3
PAYMENT DELIVERY
eCommerce ElFG cLosaL
Average RO

Q

) +1.5M

ADDITIONAL ACTIVE
CUSTOMERS LTM?
CUSTOMER RETURNS
SERVICE



2

OUR BRAND PARTNER
VALUE PROPOSITION

PARTNER OF CHOICE
FOR KEY BRANDS

‘ GLOBAL
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ACCESS TO A 1BN POPULATION

ASIA PACIFIC LATAM CIS
5 .
THEICONIC dafiti lamoda

ZALORA

OUR BRANDS ARE HOUSEHOLD NAMES WITH >80% BRAND AWARENESS!
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LARGE, YOUNG AND HIGHLY-ENGAGED AUDIENCE

150m+ 35m social media
monthly visits?! followers?

(70% on mobile) —— |
noy M

18-45 years old

~70% female

dFG
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HYBRID BUSINESS MODEL FOR BRAND PARTNERS

RETAIL MARKETPLACE

86% ~  14%
OF NMV 7 3 OF NMV
Launched in 2011 _ Launched in 2014

v v

BRAND SOLUTIONS (FULFILLMENT, MEDIA SERVICES, DATA INSIGHTS)
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OUR BEST-IN-CLASS
EXECUTION

“RETAIL IS DETAIL"
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OUR BEST-IN-CLASS OPERATIONAL PLATFORM

FULFILMENT LAST MILE LOCAL GLOBAL
INFRASTRUCTURE DELIVERY PAYMENT AGILITY SCALE

B YRR R D
T S S

LEEH~ g

=

RECEIVE

10 Fulfilment Delivery in 3h, same 35+ Payment Purpose Built Global Team,
Centres day, etc Options Tech Platform Local Expertise
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HARD TO REPLICATE SCALABLE FULFILMENT INFRASTRUCTURE

10

fulfilment
centres

190k +

m? floor space =
27 football fields

LOCALLY TAILORED PRACTICES ACROSS FULFILMENT CENTRES

/00k+

inbound/outbound
daily item
throughput?!

28m+

items storage
capacity
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AT THE FOREFRONT OF INNOVATING THE LAST MILE

IN-HOUSE
DELIVERY

FLEET

TRY-ON AT
DELIVERY

PICK-UP

& RETURN
POINTS

OUTLET

dFG
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PROPRIETARY TECH ECOSYSTEM AND FEATURES

IN-HOUSE TECH BACKEND TAILORED CONSUMER FRONT-END

Example 1:
Personalized feed
‘The Daily’

Search and
discovery

Seller Centre

Example 2:
Instagram-style
feature ‘Follow
the brand’

BECAUSE YOU'RE FOLLOWING
ADIDAS ORIGINALS .
out these new 3

Order
management

Warehouse

management Example 3:

Localised
delivery &
® cain onDeer payment

T OPUONS

O Credit / Debit Card

SELECT PAYMENT MODE

Data insights

OUR SYSTEMS PROCESS ~100M TRANSACTIONS / YEAR?

GLOBAL
aFG FASHION
GROUP



OUR FINANCIALS
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ROBUST CUSTOMER, ORDER FREQUENCY AND ORDER GROWTH

ACTIVE CUSTOMERS! NET ORDERS3

11.0 i 26.0

FY 2016 FY 2017 | LTM 2017 LTM 2018

AVERAGE ORDER FREQUENCY?

2.2 2.3 22 24

(Orders Per
Customer)

FY 2016 FY 2017 | LTM 2017 LTM 2018 FY 2016 FY 2017 -~ LTM 2017 LTM 2018

@ ) % YoY Growtn
27 Source: Company Information GLOBAL
Note: LTM financials as of 30-Sep. Growth rates on comparable basis (adjusted prior periods for acquisitions, disposals and corporate restructurings) a FG FASHION
! Number of customers who have purchased at least one item after cancellations, returns and rejections in the last twelve months
2 Average number of orders per customer per year GROUP
3 Total number of valid orders starting the fulfilment process less cancelled, rejected and returned orders, i.e. total number of net orders in the period (retail and marketplace)
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STRONG NMV GROWTH AND MARGIN IMPROVEMENT

NMV? EBITDA MARGIN?

FY2017 €l,131m (8.9) %

9M2018

% Constant Currency Growth3 P.P. Margin Increase Vs. Previous Period

Source: Company Information. Note: 9M data as of 30-Sep-2018.

1
2

3

NMV is defined as the value of goods sold after actual and provisioned returns and rejections, excluding other revenue items such as delivery fees for example
Adjusted EBITDA margin based on % of Net Revenue. Adjusted EBITDA is calculated as operating profit or loss before depreciation of property, plant and equipment, amortisation of intangible assets, impairment losses, share-based a FG GLOBAL

payment expenses and a one-off provision release FASHION
Growth rate is shown on a constant currency basis and therefore excludes the effect of foreign currency movements. To ensure comparability between periods we have adjusted prior periods for acquisitions, disposals and corporate GROUP

restructurings
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TRULY DIVERSIFIED GLOBAL FOOTPRINT

9M 2018 NET MERCHANDISE VALUE (NMV)! of €851m

(€m)

Source: Company Information
Note: 9M data as of 30-Sep-2018

Asia Pacific
312
(37% of total)

CIS
273
(32% of total)

LatAm
266
(31% of total)

1 NMV is defined as the value of goods sold after actual and provisioned returns and rejections, excluding other revenue items such as delivery fees for example

dFG
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MULTIPLE DRIVERS FOR SUSTAINABLE LONG-TERM GROWTH

@ o Geographic

/ expansion
. Deepening
: brand solution
adoption
Enhancing

: o
/ shopping
: ° Launching  experience
; / new product
/' Expanding

categories
existing
categories

. E "’ Growing

TODAY Growing Online_
€1.2bn Fashion Penetration

NIYVARYY market

30 Source: Company information. LTM as of 30-Sep-2018




