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DISCLAIMER

This presentation (the “Presentation”) was prepared by LPP S.A. (the “Company”) with a due care. Still, it may contain
certain inconsistencies or omissions. The Presentation does not contain a complete or thorough financial analysis of
the Company and does not present its standing or prospects in a comprehensive or in-depth manner. Therefore,
anyone who intends to make an investment decision with respect to the Company should rely on the information
disclosed in the official reports of the Company, published in accordance with the laws applicable to the Company. This
Presentation was prepared for information purposes only and does not constitute an offer to buy or to sell any
financial instruments.

The Presentation may contain 'forward-looking statements'. However, such statements cannot be treated as
assurances or projections of any expected future results of the Company. Any statements concerning expectations of
future financial results cannot be understood as guarantees that any such results will actually be achieved in future.
The expectations of the Management Board are based on their current knowledge and depend on many factors due to
which the actual results achieved by the Company may differ materially from the results presented in this document.
Many of those factors are beyond the awareness and control of the Company or the Company’s ability to foresee
them. Neither the Company, nor its directors, officers, advisors, nor representatives of any such persons are liable on
account of any reason resulting from any use of this Presentation. Additionally, no information contained in this
Presentation constitutes any representation or warranty of the Company, its officers or directors, advisors or
representatives of any of the above persons. The Presentation and the forward-looking statements speak only as at the
date of this Presentation. These may not be indicative of results or developments in future periods. The Company does
not undertake any obligation to review, to confirm or to release publicly any revisions to any forward-looking
statements to reflect events that occur or circumstances that arise after the date of this Presentation.
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Over PLN 1 bn revenues in 1Q15

1,528 -0.7%
STORES LFLs
14 +23.5%
COUNTRIES SPACE m2
- 2.7 ppt -12%
GROSS PROFIT SG&A / m2
MARGIN

PLN 1,003 m

REVENUES
+6%

PLN24 m EBIT

> consensus
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Key 1Q15 achievements

NEW OPENINGS
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NUMBER of STORES 31.03.2015

LPP GROUP 1,528
RESERVED 426
Cropp 361£
House 304
MOHITO 263
SiNSAY 141

Outlets 33
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LFL dynamics mildly below zero

20%

15%

10%

5%

0%

-5%

-10%

GROUP LFLs
Stores that:

have been the same as a year
before (have not changed their

4.6% floorspace, have not undergone
upgrades) and

15.3%

-0.7% . :
have been in operation for the past

) 12 months (without a break longer
"2:3% than 7 days).

SR Calculations are conducted without taking
into account changes in currencies in
countries in which LPP’s stores are run.

In 1Q15 like-for-like sales reached -0.7%.

Lower YoY LFL dynamics in Poland resulted from falls in traffic in shopping malls and unfavourable weather.

Despite political issues, LFLs in Russia and Ukraine were double-digit positive.

The teenage-oriented brands (Cropp and House) positively stood out in terms of LFLs.
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Growth in floorspace per regions

FLOORSPACE GROWTH 1Q15 FLOORSPACE
ths m2 by regions by regions
250 T 3 1 748 m2 1Q14 1Q15 YoY
240 e LPP GROUP 605.5 747.7 23.5%
o [
230 793 - Poland 376.3 4235 12.5%
. FU 80.3 139.6 73.7%
CIS 148.8 183.1 23.0%
710 . +25 ths m2
ME 0.0 1.5 N/M
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= Poland dominated the new openings in terms of countries.

= YoY growth in EU floorspace partially resulted from taking over the Slovak franchisee in 2Q14 (32
stores with 12 ths m2 of floorspace).

= Within the EU, floorspace in Croatia grew 3 ths m2, while in Germany 4.4 ths m2, in 1Q15.

= Slower development in Russia and Ukraine.
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New openings across all

brands

FLOORSPACE GROWTH

ths m2 by brands
0.5 748
250 ) 4.5
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= Dynamic development of RESERVED with focus on Germany.

1Q15 FLOORSPACE

by brands

m2 1Q14 1Q15 YoY
LPP GROUP 605.5 747.7 23.5%
RESERVED 3271 403.9 23.5%
Cropp 91.8 106.4 16.0%
House 82.3 90.4 9.8%
MOHITO 69.3 86.8 25.3%
SINSAY 25.8 48.4 88.0%
Outlets 9.3 11.8 27.3%

Fast growth of SINSAY in Poland and abroad in 1Q15. Foreign floorspace already constitutes 27%.
The majority of MOHITO openings took place outside of Poland.

Lower dynamics in Cropp and House due to franchise store closures in Poland.
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Growth in group revenues

GROUP REVENUES GROUP REVENUES
PLN m by regions by brands in 1Q15
1,600 35.6% s0a% Y% 1oy 109% 40% SINSAY O;[];r
3L.4% 21.9% 31.3% 590  11.4% 6%

6.1% 30%
MOHITO
20% 11%

10%

RESERVED

House 49%
0% 13%
0

Cropp
I Poland EU CIS =—Sales growth 14%

= Group revenues grew 6% due to higher floorspace.
= Poland added the most to revenue growth despite unfavourable weather and scale of inventories.
= Minor YoY fall in revenues in Russia and Ukraine, due to depreciation of local currencies.

= SiNSAY and House were the largest revenue growth contributors by brands.
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Growth in floorspace lowers sales/m?2

SALES/ m2 RETAIL SALES/ m2
PLN / m2 average per month
1.000 30% PLN/m2 (month) 1Q14 1Q15 YoY
632 784 755
800 695 721 697 724 663 20% LPP GROUP 501 439 -12.4%
610 608
600 461 10% Poland 549 509 -7.2%
400 0% EU 416 378 -9.1%
200 -10% CIS 446 357 -19.9%
0 -20%
N N T N T N N N N
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B Sales/m2 (PLN)  =——YoY % growth

= Sales/m2 in Poland remain higher than abroad due to superior brand awareness.
= Fallsin sales /m2 in PLN in Russia and Ukraine result from local currencies’ depreciation versus zloty.
= |n 1Q15, in local currencies, sales/m2 grew 12% YoY in Russia while 48% YoY in Ukraine.

= Sijtuation in Russia and Ukraine affects also the revenues from the Baltic countries.
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Dynamic e-commerce development

E-COMMERCE —  reserved.com
PLN 0 : . .
. Has% Yoy No 1 single brand e-store in fashion
25 23.4 2.0% category (Rzeczpospolita daily dated
20 1.5% 14.04.2015)
1> 1.0% 1.2 m unique users per month
10
. 0.5% ~26 m page views per month
0 0.0% 330 ths customers
R I I N R N R
R B R R T SR
O O O OO O P OO
B E-commerce revenues =% of group sales

= On-line sales constituted 1.8% of group revenues in 1Q15 versus 1.3% on average in 2014.

= Each of the 5 brands has its own internet store. On top, RESERVED has an internet store in Germany.
= At the beginning of May, we opened an internet store for RESERVED in Czech Republic.

= In 2H15 we plan to launch RESERVED on-line store in Slovakia.
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Stronger USS increases COGS

GROSS PROFIT MARGIN versus PLN/USD 1Q15 PURCHASES
PLN/USD by regions
0.35 65% .
52.1% 55.8% 56.9% Poland 3%  Other 3%
0.34 : Turk
54.2% 6oy urkey
0.33 5%
0.32 559
0.31
0.30 50%
R I I O I O R Far East China
N A A AY AY A AY AY AY A AY AY Ay 31%
RUGRCIRG RIS IR ANGGR R ERR 6 58%
—PLN/USD rate (T-2 quarters) = Gross profit margin (%)

= The majority of purchases is conducted in the Far East and indexed to USS.
= Depreciation of zloty to USS increases costs of purchases from Asia.
= Lower-than-planned LFLs caused stronger YoY mid-season discounts.

= Depreciation of ruble and hryvnia to USS and zloty forced sizeable price increases in local currencies
in Russia and Ukraine. L P P ‘
14



Lower costs of own stores

COSTS of OWN STORES / M2 SPLIT of COSTS of
PLN / m2 -14% YoV OWN STORES in 1Q15
234 243 238 239 238 235 .\>
250 9yg 233 220 222
220 202 189 Other costs
200 24%
150 Rental costs
100 50%
50 HR costs
0 26%
" > >
'\/ s '\r '\r N
,\/O— ,\/O— C} b‘O— ,\'O— ,1,0— ,,)O— b‘O— ,\/0 ,1/0— ,,)O— 0 ,\/O—
W Rental costs M HR costs Other costs

= Fall in rental charges = successful rental renegotiations domestically, in Russia and Ukraine.
= Fall in personnel costs = continuous headcount optimisation.
= Fall in other costs of stores = depreciation of ruble and hryvnia against USS and zloty.

= Costs of own stores have reached the 2010 level.
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Fall in SG&A / m2

SG&A / m2 SG&A COSTS
PLN /m2 PLN/m2, per month PLN m
. -12% YoY +6.6% r/r
299 312 296 297 299 296 \
300 288 *¥ 270 274 274 271 481 >13
550 236
200
150
100
50
0 1Q14 1Q15
O T T T TR T S S S T
,\/0\’ ,1/0\’ ,,)0\’ b‘0'\’ ,\/0\’ ,1/0\’ ,,)0\’ b‘o“’ ,\/0\’ ,1/0\’ ,,)0\’ bQ'\’ ,\/0'\’ m Costs of headquarters

M Costs of all stores

Fall in SG&A/m?2 = optimisation of costs of own stores and headquarters.
Lower costs of stores/m2 = work on lower rentals, HR costs and other costs of stores.
Lower costs of stores/m2 —> depreciation of ruble and hryvnia against zloty.

Lower costs of HQ/m2 = continuous cost savings despite work on new brand launch.
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EBIT above consensus

Revenues
Gross profit on sales
Gross profit margin
SG&A costs
Other operating activity
EBIT
EBIT margin
Net financials
Pre-tax profit
Tax
Effective tax rate
Minorities
Net income

Net margin

945.0
537.6
56.9%
480.7
-8.5
48.4
5.1%
-60.8
-12.4
1.8
-14.8%
0.7

-14.9
-1.6%

1,002.6
543.4
54.2%
512.5
-7.3
23.7
2.4%
-53.4
-29.7
7.6
-25.6%
0.0

-37.3
-3.7%

6.1%
1.1%
-2.7 ppt
6.6%

-51.0%

-2.7 ppt

314.0%

N/M
-2.1 ppt

Lower gross profit margin:
weaker consumer demand and traffic
less favorable FX trends
unfavourable weather

EBIT above zero:
fall in SG&A/m2

Lower other net operating costs:

lower write-offs

High net financial charges:

PLN49.6m of net FX losses (1Q14: PLN57.4
m), inc. PLN28.6m on ruble and hryvnia
(1Q14: PLN34.3m); PLN23m on USS.

Tax liability despite pre-tax loss = parent
company pays taxes in the form of
simplified advances based on 2013
numbers.
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Inventory/m2 under control

INVENTORY Logistics
PLN m PLN/ m2 Center |
2,000 (post 2015 expansion)
1,629 1,578 1,561

1,600

W 1,600 66,000 m2 floorspace — the largest and
1,200 most modern one in CEE
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B Inventory (PLN m)  =——Inventory/ m2 (PLN)

= |nventory per sgm remains close to the target level of PLN 1,500/m?2.

= Weaker consumer demand in Russia and Ukraine (depreciation of local currencies, higher prices),
holding back of Russian and Ukrainian development and unfavourable weather domestically resulted
in end-1Q15 inventory being higher than planned.

=  90% of goods in Russian stores comes directly from China and not from the logistics center in Pruszcz

Gdanski. LPP ‘ .



Inventory lengthens the cash cycle

WORKING CAPITAL vs CASH CYCLE CASH CYCLE
PLN m g days days ELEMENTS
82 days 107 days
1,700 150 250 181 207
1,200 1 200 \_/\/\/
100
700 150
200 224 100
50
18
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—Receivables (days) =——Inventory (days)
Receivables W Inventory MM Liabilities =——=Cash cycle

—iabilities (days)

= The level of working capital was mostly affected by the scale of inventories.

= Half of settlements with suppliers is conducted in the form of a letter of credit. We do not use
prepayments, contrary to documentary collection and bank transfers.

= Goods are ordered 3-4 months before their shipment. We usually use marine transportation.
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Debt remains at a safe level

CAPEX vs NET DEBT/EBITDA

PLN m (x)
250 1.2
194
0.8
0.4
0.0

NET DEBT
(x)
PLN m PLN 715m
1,050 PLN 408m 0.9 10
750 05
450 el 0.5
312
-105 -122
-150 0.0
1Q14 1Q15
Short-term debt I | ong-term debt
Cash and equivalents == Net debt/ EBITDA 4Q (x)

= 1Q15 capex was lower YoY despite more openings, due to higher fit-outs.

= Capex in Poland was lowered by fit-outs. We are transferring this model abroad.

= Net debt / 4-quarters trailing EBITDA increased, but remains at a safe level.
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Seasonal cash flow worsening

1Q15 CASH GENERATION CASH FLOW
PLN m PLN'm

250 1835 30 *50 -50 300

-187
175 = B | 200
100 I 100 I 44
25 -104. 0
[

-100

-50
125 -200
200 -300
vd\y‘ & : rz‘}‘oo @ @Qe QQ‘?& o'&é '\9\(? o e
C?’(;(\ Q QQ&O Cbgﬁ\ Operating CF M Investing CF

B Financing CF B Total CF
= QOperating cash flow = burdened by higher inventory/m2 due to lower LFLs.

= |nvesting cash flow = lower capex despite more m2 opened, due to fit-outs.
= Financing cash flow = higher usage of credit lines due to inventory and purchases of goods.

= PLN1.4 bnin open credit lines used for letters of credits, guarantees and overdrafts.
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Balance sheet remains stable

Non-current assets

intangibles (including
goodwill)

fixed assets
Current assets
inventory

trade receivables
cash and equivalents
Total assets
Equity
Long-term liabilities
interest bearing debt
Short-term liabilities
trade liabilities
interest bearing debt

Total liabilities

1,296.1
282.5

945.3
1,246.6
837.6
163.8

105.4
2,542.7
1,484.4

210.2
202.0
848.1
490.2
311.8

2,542.7

1,516.4
315.9

1,038.8
1,417.3
979.3
176.9
183.5
2,933.7

1,638.4
210.7
204.5

1,084.6
618.6
378.3

2,933.7

1,557.5
318.2

1,080.1
1,565.0
1,131.1
224.1
121.9
3,122.5

1,637.3
207.3
201.0

1,277.8
581.2
636.0

3,122.5

Higher YoY fixed assets due to investments in
stores.

Despite YoY growth, inventory/m2 remains
close to the target level.

Cash and equivalents grew YoY despite
weaker cash flow.

YoY growth in trade liabilities results from
higher floorspace.

Short-term debt picked-up YoY due to the
need to finance inventory and new openings.

Long-term debt remains at a stable level.
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International stars promote our brands

INTERNATIONAL STARS FOR LPP

RESERVED

Brooklyn Beckham Georgia May Jagger Anja Rubik
Face of RESERVED Face of RESERVED AW14/15 Designer of MOHITO
SS15 collection and SS15 collections AW14/15 star collection

LPP =



New attractive collections in stores

CURRENT TRENDS AT RESERVED

RESERVED

RESERVED r

3
/.
2
,

BE Concept Limited Modern
ACTIVE Collection Line

Sports collection at RESERVED.  Modern design for city ~Collection for fashion followers.
For men and women. dwellers. For men and women.

For women only.
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Top of the class stores

ATTRACTIVE FLOORSPACE

e o (] ] o

-

BAEER I.

Stores - Poland Stores - Germany New showroom
RESERVED (Galeria Mokotow) New openings: Prestige venue in the center

House (Arkadia) Kaiserslautern of Warsaw

SiNSAY (Arkadia) Muenchengladbach 1t Chmielna street.
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Responsible production

UPDATE of CODE of EFFECTIVE

CONDUCT SUPERVISION

LPP’s requirements versus foreign suppliers: = Creation of an Audit Department for Factories
at LPP.

= Setting up offices in Dhaka (Bangladesh)
responsible, among others, for auditing
production facilities.

= safety in factories is our priority;
= obligation to provide decent pay;
= max. 48 hours of work per week;
* paid overtime; = All Bangladesh factories producing for LPP are

= ban for hiring persons < 15 years old. members of ACCORD (The Accord on fire and
building safety in Bangladesh).

LPP
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Slower floorspace growth

Floorspace

(ths m2)
RESERVED

31.12.2014

2015 PREVIOUS
TARGET

Poland 209.2 2333 .

EU 83.9 124.6 .

CIS 96.6 108.8 .

ME franchise 0.0 14.9 .

Cropp 105.4 117.0 b

Poland 58.3 63.1 .

EU 17.1 20.7 20.6 20%
CIS 30.0 33.2 30.6 2%
House 89.6 101.6 100.9 13%
Poland 57.3 61.5 63.2 10%
EU 11.4 16.3 15.9 39%
CIS 20.9 23.8 21.8 1%
MOHITO 82.8 98.6 94.8 15%
Poland 46.2 52.3 52.1 13%
EU 11.8 16.7 16.9 44%
CIS 24.8 28.5 25.8 4%
ME franchise 0.0 11 0.0 -
SiNSAY 43.7 61.7 61.0 40%
Poland 32.7 433 443 36%
EU 4.4 8.8 8.8 99%
CIS 6.6 9.7 7.9 20%
Outlets 11.3 13.6 13.6 20%
TOTAL by regions

Poland 4136 465.5 469.8 14%
EU 128.6 187.1 184.8 44%
Cls 180.3 205.4 188.0 4%
ME franchise 0.0 16.1 6.5 -
TOTAL 722.5 874.1 849.1 18%

Sizeable reduction of floorspace
development in Russia and Ukraine (only
+7,7 ths m2 YoY).

Continuation of new openings in Germany.

Update of openings in the Middle East due
to delays in shopping mall launches.

Stronger focus on fit-outs.

2015 store capex planned at PLN410m
(down 11% versus previous target).

By the end of 2015 RESERVED stores
should be present in 18 countries.
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Focus on cost optimisation

COGS SG&A

= Negotiations on improved purchase terms. = Lower rental costs of stores (favourable
appreciation of zloty versus euro).

= Search for more effective supply sources. S _
= Optimisation of headcount in stores.

= Plan to transfer the increased cost of .
purchase (appreciation of USS against PLN)
on prices of goods in stores in 2H15.

Launch of upgraded logistics center in 2Q15
—> doubled efficiency of packing coupled
with half the previous man-hours.

LPP | =



Further expansion

30 own stores in Germa ny in 3 years.
30 franchise stores in the M idd Ie Ea St within 6 years.

NEW brand launch in 1Q16 for people 30+ age.

LPP =
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Back-up
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An upgraded LFLs definition

Stores that Revenues from stores that have been in

have been the same as a year before (have operation for 12 months.
not changed their floorspace, have not

Calculations were conducted without
undergone upgrades) and

taking into account changes in currencies
have been in operation for the past 12 in countries in which LPP’s stores are run.
months (without a break longer than 7 days).

Calculations are conducted without taking into
account changes in currencies in countries in which
LPP’s stores are run.

LFLs
Former definition -1.0% 8.8% 14.0% 7.6% 7.0% -1.0% -6.7% - -
Current definition -2.3% 6.7% 11.7% 5.1% 4.6% -1.7% -6.9% -3.5% -0.7%

In 4Q14 LPP introduced an upgraded methodology of LFLs calculation.
The key reason behind the change was the intention to address upgrades of stores.

The upgraded stores were temporary excluded from LFLs calculations, which lowered the historical

numbers.
LPP



Network development

Floorspace (ths m2) 31.03.2013  30.06.2013  30.09.2013 31.12.2013 31.03.2014 30.06.2014 30.09.2014 31.12.2014 31.03.2015
RESERVED 259.7 280.0 288.1 3223 327.1 358.9 367.4 389.7 403.9
Poland 157.7 164.3 169.7 188.9 193.7 202.8 204.7 209.2 215.2
EU 42.7 47.7 48.8 524 52.4 64.6 69.6 83.9 90.1
IS 59.3 68.0 69.6 81.0 81.0 91.5 93.2 96.6 97.0
ME franchise 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 1.5
Cropp 74.4 81.7 81.8 90.6 91.8 102.2 101.2 105.4 106.4
Poland 46.2 50.7 49.7 545 54.5 59.1 57.0 58.3 58.4
EU 9.1 9.5 9.8 10.9 10.7 14.5 15.6 17.1 17.8
IS 19.1 21.6 22.3 25.2 26.6 28.6 28.6 30.0 30.2
House 65.3 70.7 70.3 80.2 82.3 89.9 87.3 89.6 90.4
Poland 47.0 50.5 49.7 55.4 55.6 59.3 56.9 57.3 56.3
EU 7.8 7.8 7.8 9.2 9.0 10.5 10.3 11.4 12.7
CIS 10.5 12.4 12.8 15.6 17.7 20.1 20.1 20.9 21.4
MOHITO 435 51.2 53.6 66.0 69.3 76.7 78.4 82.8 86.8
Poland 29.4 33.5 34.9 40.9 42.3 44.7 45.1 46.2 47.8
EU 3.7 4.7 4.7 6.5 6.5 8.6 9.4 11.8 13.6
CIS 104 13.0 13.9 18.5 20.5 23.4 24.0 24.8 25.4
SiNSAY 3.9 10.3 13.2 20.1 25.8 35.1 38.0 43.7 48.4
Poland 3.9 10.0 12.2 17.9 22.4 27.2 29.1 32.7 355
EU 0.0 0.3 1.0 2.2 1.7 2.7 3.1 4.4 54
CIS 0.0 0.0 0.0 0.0 1.7 5.2 5.8 6.6 7.6
Outlets 7.8 7.6 8.5 9.3 9.3 9.3 8.8 113 11.8
TOTAL by regions
Poland 290.7 316.6 324.0 365.5 376.3 401.1 400.0 413.6 423.5
EU 64.5 70.0 72.1 80.7 80.3 100.9 107.9 128.6 139.6
CIS 99.2 115.0 119.3 142.4 148.8 170.2 173.2 180.3 183.1
ME franchise 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 1.5
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Group revenue growth contributors

PLN m

1,000

900

800

PLN m

1,000
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800

REVENUE GROWTH

By REGIONS
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REVENUES

by BRANDS
m?2 1Q14 1Q15 r/r
LPP GROUP 945.0 1,002.6  6.1%
RESERVEDPL  306.5 3009 -1.8%
RESERVED EX 172.6 1919 11.2%
Cropp PL 83.7 88.0 5.1%
Cropp EX 52.6 54.4 3.5%
House PL 81.8 914 11.8%
House EX 29.7 35.7  20.1%
MOHITO PL 74.6 739  -1.0%
MOHITO EX 37.2 40.7 9.4%
SINSAY PL 30.8 47.1  53.0%
SINSAY EX 2.6 10.9 316.4%
Other 72.8 67.7 -7.0%
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RESERVED

= A fast fashion brand with a broad customer base;
wide range of collections.

= Target customers: women, men and children.
= Established in 1998.

= First LPP’s brand present in Germany and the
Middle East.

= Advertised by international stars (Georgia May
Jagger, Brooklyn Beckham).

1Q14 1Q15 YoY

Average store space (m2) 856 947 11%

Average monthly sales (PLN/m2)  co9 421 -16%

PLN m

800
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30%
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0%
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CROPP

= Acasual streetwear brand. PLN m REVENUES
= Target customers: teenagers (boys and girls). 300
. . 193 199 194 221 220
= Established in 2004. 200 [, 160170 170 .
111
= Partner of many events addressed to artists and 100
street art. 0
. . N N NN m o < < LN
= Offers also international labels (eg. New Balance, S 3 9 9 S g g S
EFFICIENCY
50%
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10%
Average store space (m2) 0 0%
— — 1 Lo T o T | — — 1 —
Average monthly sales (PLN/m2) 500 454 -10% 938399389933 ¢ ¢
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@ howsc

= Urban fashion brand with folk and vintage

elements.

= Target customers: teenagers (boys and girls) who

like brave fashion choices.

= Established in 2001 (in LPP Group since 2009).

= Participates in multiple artistic events and sponsors

alternative music, eg. iFestival.

Average store space (m2)

Average monthly sales (PLN/m2)

1Q14 1Q15 YoY

282 297 5%
463 473 2%
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MO RTTHO

= A brand that combines comfort and elegance for

business and informal meetings.

= Target customer: young women.

= Established in 2008 (in LPP’s Group since 2009).

= Anja Rubik created a limited collection for
AW2014/15.

= Scheduled for Middle East development.

1Q14 1Q15
Average store space (m2) 308 330
Average monthly sales (PLN/m2)  cgg 459
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sinsay

= Clothes for every day inspirations and original PLN m REVENUES
party outfits.
_ 100
= Target customers: teenagers — girls only. 77
55 59 58
= Established in 2013. 50 —
22
= The brand stands out for original T-shirts with , B . l .
extraordinary prints. o — BN
g 39 9 9 3 3 3 3 3
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1550%
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Average monthly sales (PLN/m2)  co4 432 _17%
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Other operating activity and net
financials

OTHER OPERATING REVENUES FINANCIAL REVENUES
Inventory excess 3.1 4.3 FX gains 0.0 0,0
Gain on sale of assets 5.2 1.0 Interest 0.6 0.7
Other operating revenues 9.8 6.1 Financial revenues 0.6 0.7
OTHER OPERATING COSTS FINANCIAL COSTS
Write-offs 3.7 1.7 FX losses 57.4 49.6
Inventory losses 9.9 7.3 Interest 3.3 4.2
Donations and others 2.5 4.0 Provisions 0.8 0.2
Other operating costs 183 134 Financial costs 61.5 54.1
OTHER OPERATING ACTIVITY -85 -7.3 NET FINANCIALS -60.8 -53.4

LPP =



Glossary

Poland Retail sales in Poland and other sales of LPP S.A.

CEE Region including: Czech Republic, Slovakia, Hungary.

Baltic Region including: Lithuania, Latvia, Estonia.

CIS Region including: Russia, Ukraine.

SEE Region including: Bulgaria, Romania, Croatia.

WE Region including Germany.

ME Region including Egypt.

EU Region including: CEE, Baltic, SEE and WE.

EBITDA EBIT + depreciation from cash flow statement.

Average monthly revenues/m?2 Revenues of segment or brand / average working total floorspace / 3.
Average monthly costs of own Quarterly costs of own stores / average working floorspace of own stores (ie. excluding
stores/m2 franchise stores) / 3.

Average monthly SG&A PLN/m?2 Quarterly SG&A costs/ average working total floorspace / 3.
Inventory days Average inventory/ group COGS * 90 days.

Receivables days Average receivables/ group revenues * 90 days.

Liabilities days Average short-term liabilities/ group COGS * 90 days.

Cash conversion cycle Inventory days + receivables days — liabilities days.

LPP



CONTACT INFORMATION

GDANSK HEADQUARTERS CRACOW BRANCH

LPP SA LPP SA

ul. kakowa 39/44 ul. Bagrowa 7

80-769 Gdarisk 30-733 Krakéw

NIP (tax ID no.) 583-10-14-898 Phone no.: +48 12 39 25 000

Phone no. + 48 58 76 96 900
Fax + 48 58 76 96 909

E-mail:

MEDIA CONTACT INVESTOR RELATIONS CONTACT

LOGISTICS CENTER
LPP SA

ul. Tczewska 2

83-000 Pruszcz Gdanski



