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Disclaimer

This presentation (the z ; 3 X~ X « Wad preparedbYBLPP SA (the z $ - 2 ° JwitlE &dBe 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 A Z - 3 CJ 3 T stdfemenis’. KHozvever, such statements cannot be treated as
assurancesor 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 $ - 2 ° J alifli® 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 andthe Z - 3 CJ 3 T cstgtemehts 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 revisionsto anyZ - 3 CJ3 TCH
statements to reflect events that occur or circumstancesthat arise after the date of this Presentation.
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LPP

2019/20 - a shifted fiscal year

It encompassed

Fiscalyear 2019/20 the period from :
_— The next fiscal years
was the only the beginning )
will be 12-month-
13-month-long year. of January 2019
: long.
till the end

of January 2020.

The YoY dynamics are givenin relation to unaudited data for a comparable

13-month-long period, marked as 2018/19.
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LPP

The largest clothing retailer onWSE

OFF-LINE ON-LINE LPP GROUP
1,746 12% PLN 9.9bn
stores of revenues revenues
25 30 39
countries countries countries

PLN 15.7bn 70%

MSCI POLAND

MARKET CAP FREEFLOAT MEMBER

Data as of 31.01.2020
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Z with varied but modern store concepts




LPP

Portfolio of 5 mainstream brands

WE FOCUS ON MAINSTREAM-PRICED BRANDS

RESERVED CROPP @ housec MOKITO sinsay
Anchor brand with broad . Streetwear bfa”d An optimistic fashion Comfprt and ele_gance . CIqthe_s for every'dgy

influenced by hip-hop for business and informal  inspirations and original

customer base brand : .

and pop-culture meetings party outfits

Women. men. children Teenagers Teenagers Yound women Women, men, teenagers,

' ' (boys and girls) (boys and girls) 9 children

2001 2008
(at LPPsince 4Q08) (at LPPsince 4Q08)

CEE, SEE, Baliic, CIS, CEE, SEE, Baltic, CIS CEE, SEE, Baltic, CIS CEE, SEE, Baltic, CIS CEE Baltic, CIS SEE

WE, ME
454 360 318 283 324
664.8 ths m2 147.9 ths m2 127.4 ths m2 111.7 ths m2 173.3 ths m2
1,464 m2 411 m2 401 m2 395 m2 535 m2

1998 2004 2013 |

____________________________________________________________________________________________________________________________________________________________________

Note: sum of brand sfores andfloorspace does not equal group floorspace as on top wd ha ths m2 of outletsat the end of 2019/20.
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1,746 stores on

Number of stores

31.01.2020

+& T ?21

* ‘ LPP GROUP 1746
A 2 ; ; heéddquarters

A Design centre of
Reserved, Cropp,Sinsay

Reserved 454

brands

Cropp 360 -9

A Back-office
A Distribution centre

House 318 -11

Mohito 283

Sinsay 324 +53

Outlets 7

_______________ =
1 1
= 1 1
: 1 ! !
I SHANGHAI, CHINA 1
vy WARSAW . ! A Local office !
Y A Reserved design centre | 1 1
I A Showrooms of 5 brands 1 : :
----- ! : L_______\_______.I
________ L AN
1 _—— e ———— - -
1 ! 1 AN
1 1 1 N
| CRACOW I I N
1 A Design centre for House I DHAKA, BANGLADESH | \.
I and Mohito brands : A Local office :\\
1
| 1 LN
1 1
L e ) \

. on-line + off-line ' on-line . off-line

GLOBAL ASPIRATIONS gy



LPP

Operations in six geographic regions

DEVE;%ZEENTE MATURITY i DEVELOPING ¥ EARLY STAGE i
; CEE BALTIC X SEE cls X W E M E 5
Polar_1d,Czech Lithuania, Latvia, | Bulgarlg, Rome_mla, Russia, Ukraing | Germany, UK, Egypt, Kuwait, |
. Republic, Hungary, . 1 Croatia, Serbia, ) ) |
i X Estonia ' ' Belarus, Kazakhstan ' Finland Qatar, UAE,Israel
! Slovakia ' Slovenia B&H :: !
; 4 3 ¥ 6 4 ¥ 3 5 i
'I Reserved(inall
' Reserved Cropp, Reserved Cropp, |' Reserved Cropp, Reserved Cropp, ! countries), Cropp, |
.\ House, Mohito, House, Mohito, 1/ House, Mohito, House, Mohito, /1 House, Mohito, Reserved
Sinsay Sinsay X Sinsay Sinsay '+ Sinsay(in Finland ;
| 0 o only) |
| 1,051 71 ¥ 145 446 ¥ 25 8 |
i Own (mgjorlty), Own | E Own Own (maj_orlty), | i Oown Franchise |
: franchise ¥ franchise ¥ !
| 663.5ths m2 51.0thsm2 1 130.7 ths m2 3218thsm2 |1 555ths m2 8.4 ths m2 5

___________________________________________________________________________________________________________________________
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LPP

A lean customer focused business model

B SN TN N
! ! ! l !

3 90% 240 ths m2 1.746 39
design centres oods sourced of warehousing space " i Cllil
g trom Asia stores and on-line
+ 11 m :
300 1,200+ o commerce orders 3 continents 265m +
designers : : : clothing items sold
suppliers executed Europe, Asia, Africa

annually



LPP

Eyeing the international giants

LEADER ON THE DOMESTIC AMBITIONS TO BE AMONG
RETAIL MARKET THE INTERNATIONAL LEADERS
REVENUESPLNm) REVENUES (EUR m)
9,899 53,670
28,286
5,845 22,072
17,895
14,668
11,764
1,068 3,001
o o w I I I I e
— —  e— s =B B N N N = = . p EEE
LPP cccC VRG [¥]COCCODRILO  monnari ESOTI® SOLAR LVMH  inpiTex #M BthF s . M&S pzalando  QSOS LPP

Note: data for LPP for 2019/20, while for other companies for comparable fisgalars Valuescalculated at average exchange ratdor the period

GLOBAL ASPIRATIONS
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Investment case

_____________________________________________________________________________________________________________

8% YoY floorspace growth plus dOUDIING of on-line
salestargeted for 2020/21 '

Omnichannel development

Agile business model adjustedto post-COVID retail

Coping with COVID-19 market

Efficient business model |_ean and cost cautious business model

Stable financial position PLN 789m net cash on the balance sheet(IAS17)

A responsible company managel by founders » 2025 CSR Strategy with ambitious targets

GLOBAL ASPIRATIONS



Omnichannel
development

8% YoY floorspace
growth plus doubling of
on-line sales targeted for
2020/21

GLOBAL ASPI




LPP

Omnichannel D the key to retail of the future

Traditional stores

Brick&mortar stores of all Own e-stores of all
5 brands 5 brands

TARGET: floorspace TARGET: obtaining new
growth customers

off-line (+) on-line (=) omnichannel



LPP

Floorspacegrowth to continue

FLOORSPACE GROWTH TARGETS FLOORSPACE TARGETS BY REGIONS

(ths m2)
+11% 8%

1330.5

12469 1230.9

1 091 3 LPP GROUP 1,230.9 1,330.5 8%
920.7 1 000.6
Poland 530.0 542.9 2%
Europe 370.7 408.3 10%
CIS 321.8 369.5 15%
ME 8.4 9.9 17%
2016 2017 2018 2019 1.2020 1.2021

A Dynamic floorspace growth in the past resulted from: (1) enlarging stores of all brands and (2) entering new countries
A Continuation of floorspace growths in 2020/21 8% YoY/(majority rolled-out in 1H20/21 ).

A At the end of 2020/21 Reserved traditional stores should be present in 5 countries (return to Belarus with own stores,
after closing down of franchise stores.
GLOBAL ASPIRATIONS

A 2020/21 target: emphasison development of smaller brandsSinsay House andCropp.



LPP

Reserved remains our most important brand

GROUP REVENUES BY BRANDS GROUP REVENUES BY BRANDS
(PLN m)

9,899

8,047 LPP GROUP 6,019 7,029 8047, 8756 9,899
- Reserved 2,693 3,160 3,578 : 3,881 4,047

- Cropp 915 1,064 1,120 | 1,206 1,300

i House 767 805 920

7,029

6,019

S— 993 1,117
Mohito 737 829 782 : 846 897
Sinsay 461 610 789 | 851 1,208
. . . . Ecommerce 173 361 712, 802 1,174
Other 273 201 146 178 156

2016 2017 2018 2018/19 2019/20
B Reserved Cropp ' House HMohito M Sinsay ®E-commerce ' Other

A Reserved remains our key and anchor brandVe continue to develop other brands to minimise fashion risk and benefit
from economies of scale

A The® 3 -3 ©E « « XCG 2] %o RéservedbraXdHCISIWestern Earope, Middie E&BY «
A In upcoming quarters, development will be focused on younger brands
GLOBAL ASPIRATIONS



New countries

broaden our presence

LPP

EXPANSION BY COUNTRIES
+ Belarus @ [T
+ Egypt + Kazakhstan
------------------------- + Serbia
+Qatar | + Israel + B&H
......................... + UK + Macedonia
+ Kuwait '""""""""""_"" + Slovenia + Finland
- S. Arabia 4
+ Germany +S. Arabia + ZEA " 4 4
A
+ Croatia 4
the end the end the end the end the end the end the end the end
2013 2015 2017 2019/20 2021/22

A In 2017, we entered 3 new markets: Belarus (with franchise stores), Serbia and the UK (both markets with own stores).

A In 2018, we entered 3 new countries: Kazakhstan (own stores), Israel (franchise stordsst opened in August 2018)
and Slovenia (own stores).

A In 2019, we opened our first own stores in Bosnia & Hercegovina, while we entered Finlandin 2H19.
A Entry to Northern Macedonia planned for 2021/22 .

GLOBAL ASPIRATIONS



LPP

New countries fuel revenue growth

GROUP REVENUES BY REGIONS GROUP REVENUES BY REGIONS
(PLN m)
| 9,899
| 8756
8,047 | |
- 029 | LPP GROUP 6,019 7,029 8,047 | 8,756 9,899
’ ; |
6,019 | CEE 4,039 4,572 5115, 5562 5,851
i |
- | Baltic 256 295 358 | 388 437
| |
| SEE 230 317 463 | 513 812
: |
| CIS 1,269 15542 1,770 | 1,924 2,333
| |
| WE 194 279 320 | 345 433
| |
ME 31 24 22 | 24 33
2016 2017 2018 2018/19 2019/20 :

mCEE Baltic = SEE mCIS "WE ®mME

A CEE: these are mature countries for us. We will focus on network quality not quantity and omnichannel
implementation. We see a similar situation in the Baltic countries. SEE countries however offer growth potential

A CIS we see longterm potential in each of four countries present, though the largest in RussiaWe are changing
the form of our presence in Belarus from franchise to companyowned stores.

A WE: we await BEP in Germany and the UKyet are optimistic on Finland.ME: similar to the WE is an early stage region
for us, though we develop it with our franchise partner. We see potential in Israel GLOBAL ASPIRATIONS gﬂ
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Dynamic on-line sales growthto continue

2020/21 target: ’“\ : 173.1

648 (93

2014 2015 @ 2016 2017 2018 2019/20 @ 2020/21
TARGET

® ON-LINE SALES (PLN m)n




Acceleration of e-commerce rollout

07.2014 10.2015 02.2016 12.2016 09.2017

05.2015 11.2015 03.2016 04.2017 10.2017

GLOBAL ASPIRATIONS X




LPP

Pan European estore

Goals behind the launch ofpan European e store:

A on-line sales growth,

A learning the tastes of Western European
customers,

A identification of potential new markets for
traditional stores.

GLOBAL ASPIRATIONS

Another step towards |
realisation of our goal: &*
omnichannel. 5

- N ...’ \“ -
3 largest markets ?’
(by revenues): ltaly, s

Austria, France
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RFID to support omnichannel

Achieving first

e TS _ RFID _ A_chleV|_ng_fuII
RFID implementation integrity in
. . Reserved : :
implementation in Cropp, House, the supply chain
\ i . . i 0
in Reserved Ol delfveras Moh_lto and and some 3%
brand. Sinsay. salesincrease.

from stores.

GLOBAL ASPIRATIONS



Coping with
COVID-19

Agile business adjusted
to post-COVID retall
market

\“,

g GLOBALWAS
!-“'
e




2020/21 results impacted by COVID-19

Shopping malls closed

in majority Opening of shopping
of countries, in which malls on selected
LPP has traditional markets
stores

beginning
of February 2020

beginning
of May 2020

! ! !

Growing uncertainty,
concerns regarding

mid-March 2020 end of July 2020

. Acceleration Negotiations with
supply chain, i :
especially towards of e-commerce shopping malls related
P y development to rental agreements

China, and falling
sales dynamics

LPP
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More favourable dynamics than in base case
scenario

YoY REVENUE DYNAMICS

-

February March April May June

total ==@=off-ine ==@=on-line |

Triple-digiton- « X ~JKX~ TE«J2 N~ 3 X AK°

GLOBAL ASPIRATIONS




LPP

Liquidity is the key to a stable situation

ACTIONS TAKEN TOMAINTAIN A STRONG LIQUIDITY POSITIONOF THE GROUP

REVENUES CASH OUTFLOWS

GLOBAL ASPIRATIONS



LPP

Sound cash management

The aim of the Management is to
run the Group through the difficult times

Inventory/ sell -offs Lower cash outflows No dividend

Timely service of interest payments
from bonds issuedin 2019 (interest
paid according to schedule).

Our goal isto reasonably managethe Reduction of capex or transfer
inventory at hand. of outlays to further years.

Unsold part of the Spring/Summer Actions to increase the share of
2020 collection will be transferred No dividend.

to Autumn/Winter 2020 varlabIng(S)tsst stoarr:g\;(:jetgs”ttoperanng No plans to issue bonds or shares
or Spring/Summer 2021 collection. Y
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New reality, new trends

Affordable garments

Universal design, which can be used for a
couple of quarters

Clothes from eco fabrics and materials

Homewear type of clothing

NEW TRENDS
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Efficient business
model

|_ean and cost-cautious
businessmodel

GLOBAL AS




LPP

LFLs remain crucial to traditional business

LFLs (local currencies) AVERAGE MONTHLY REVENUES/ M2

1019 PLN m 2016 2017 2018 2018/19 2019/20

LPP GROUP 575 628 662, 657 671

7 2% 78% Poland 595 654 693! 692 697

6.4% Export 516 593 619 617 639
Reserved 475 514 527, 525 500

3.6% Cropp 653 732 729 723 717

House 621 639 689! es4 715

Mohito 636 696 6201 619 631

2016 2017 2018 2018/19 2019/20 Sinsay 607 690 719 709 728

LFLs show the strength of our collections across our brand our traditional stores. LFLs to be supported byRFiD
introduction: faster delivery receipt, faster transfer of product from storage to salesroom (already in place at Reserved).

Level of sales/ m2 at brandsis influenced by the size of their stores. Reserved has the largest stores and thus records
lower sales/ m2 than the younger and smaller brands

Difference between sales/ m2 in Poland and abroadcharrowed in 2016-19/20 due to stronger recognition of the
younger brands abroad, more favourable FXtrends and introduction of a new replenishment system abroad. .
KK]



LPP

Gross profit margin on high levels

KEY FACTORS INFLUENCING GROSS PROFIT MARGIN

Inventory management policy b

made in the Far East and indexed to curre_nt !nventory m_anagement peliey introduced far reaching changes
Is aimed at selling goods to a

US$. Appreciation of zloty to US$ maximum extent in stores to avoid within our design departments so as

decreasescosts of purchases from : 0. MX©°0 X3 axxo o
: the costs of their return and )
Asia. expectations.
transport to post -season warehouse.

FX B some 90% of purchasesare Quiality of collections Bwe have

% 2016 2017 2018 2018/19 2019/20

Successful

LPP GROUP 48.7% 53.0% 54.7% 52.9% 52.0% recovery




LPP

High operating leverage business

AVERAGE MONTHLY SG&A COSTS/ M2 SG&ACOSTS (IAS17)
(PLN, 2019/20 IFRS16)

Variable HQs PLN
costs 30% costs
27% 41%
o 280 291 287 ASE Fixed Costs of FX
costs stores costs
73% 70% 59%
2019/20 2019/20 2019/20

2016 2017 2018 2018/19 2019/20

Note: SG&A relations based on group 2820 data.

A More than 70% of our SG&A costs are fixed, which implies a high operating leverage.

A Almost 60% of SG&A costs are linked to foreign currencie#\ zloty appreciation is favourable for EBIT

A StableSG&A m2 over 2017-19/20 A optimisation of costs of stores and headquarters

A Actions taken to maintain our cost cautiousnessRFiDintroduction, constant work on automation of processes, further
rental renegotiation (opening of larger stores, leveraging the anchor tenant advantagespecially post COVID19).

GLOBAL ASPIRATIONS



LPP

ROE levelspoint to value creation

2;;2? >8( $86A>. #CA8>?

Operating cost Alean Moderate usage
discipline business model of debt
NET INCOME OPERATING FINANCIAL
PROFITABILITY EFFICIENCY LEVERAGE
NET INCOME x REVENUES x ASSETS
REVENUES ASSETS EQUITY
NI margin Asset Turnover Equity Multiplier
2016 2.9% 1.6 1.8
2017 6.3% 1.6 E E 1.0
2018 6.3% 15 remains intact. 2.0
2018/19 5.1% 1.1 3.0
2019/20 4.3% 1.0 3.2

GLOBAL ASPIRATIONS
For P&L data for 2019/20 under IFRS16, other under IAS17.
BS data under IFRS16 since 2018/19.



Stable financial
position

PLN 789m net cash on
the balancesheet (IAS17)

\ & v, -
21\ _/,,{A/()g{(jztf/é/:

O)Fcetr~
A rnouiA

GLOBAL ASPIRATIONS



LPP

We focus on FCFF generation

FCFF GENERATION We focus on positive LFLs on all brands

Positive LFLs trigger the operating leverage to
work in our favour.

PLN m 2016 2017 2018 2018/19 2019/20 Strong growths in e-commerce supports EBIT.
FCFF 454 405 204 438 920
NOPAT 205 452 528 474 562
D&A 267 293 349 427 | 1,094 — We invest in high quality store locations where
Capex 272 -442 799  -932  -1,004 we obtain fit-outs.
NWC 256 101 125 469 269 We commit capex to be able to grow, both

off-line and on-line.
We outsource part of e-commercelogistics

We have achieved our target ofmatching

N liabilities to the level of inventory.
Strong and stable positive 2016 2019/20 FCFF o _ _
(Free Cash Flow to Firm). We use supply chain financing for our suppliers

We search for the optimal inventory/ m2 level.

38
Data for 2019/20 under IFRS16, other under IAS17. .
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We want to return to dividend payments

NET DEBT VS NET DEBT/EBITDA DIVIDENDS
(PLN m, IAS17) (PLN m)
0.3 -04 -0.7 -0.8 -0.6
144 -316 -753 -841 -789
110
66 73
2016 2017 2018 2018/19 2019/20
Net debt Net debt/ EBITDA 2016 2017 2018 2019

Despite dynamic organic growth we turned net debt into net cash and maintain this safe situation
Our aim is to maintain net cash levelsin the upcoming quarters due to supply chain financing

LPP has a0+ year history of dividend payments (firstin 2010 from 2009 earnings).lt =~ ° | X «° X« - «
management to continue dividend payments in future These have been withheld from 2019 earnings due to negative
impact of COVID-19 on earnings and uncertainty towards the future.



A responsible
company managed
by founders

2025 CSR Strategy with
ambitious targets

A\
R
TN
GLOBAL ASPIRATIONS



Sustainable

LPP

development strategy2020-2025

/14 strategic pillars

ECO AWARED
PRODUCT AND
PRODUCTION

CHEMICAL SAFETY
IN PRODUCTION

PACKAGING AWARED
PLASTIC UNDER CONTROL

SUSTAINABLE
DEVELOPMENT INHQs
AND SALES NETWORK

11 2025

50% of Reserved
garmentsin Eco Aware
collection.

CO2 reduction by 15%.

Full compliance with
ZDHC standards (Zero
Discharge of Hazardous

Chemicals)

100% of plastic
in packaging suitable
for re-use, recyclable
or biodegradable.

100% of stores covered
by Eco Aware STORES
programme.

Continuation of production audits, social and employee-oriented actions.

For
For Our




LPP

A socially responsible Polish family company

Responsible approach
to environment :

increasing the shareof €CO
collection s, lower usage of

resources at the production level,

gathering used clothing for
recycling in our stores.

LPP Foundation
activities :

together with LPP, LPPFoundation
donated over PLN 3.2m.

We supported more than 140
organisations.

GLOBAL ASPIRATIONS



LPP

Company managedby founders

EBDHarvard
3¢ Business
Review

[lgesktoc §58 CIONET

A Both 2 ; ;fdunhders, Marek Piechocki (CEO59) and Jerzy LubianieqPresidentof the SupervisoryBoard, 60) have over
30 years of experience in the retail businessaind actively support 2 ; ; dévelopment.

A Both founders still control the business with29.5% of equity and 60.2% of votes via their foundations.
A SincelPO, top-ranked management for the quality of irvestor relations in surveysamonginvestment professionals.

GLOBAL ASPIRATIONS



LPP

LPPD an investment opportunity

Company with both
off -line and on-line
expansion.

Stock benefiting
from liquidity and

2\l " company with
LN 7 T recognition from a successful track
e £ WIG20 and MSCI

I s : record.
(i B ei Poland membership.

High quality growth




01. Overview

02. Investment case

7N house < A
\ A ,. 4 03. Back-u

b8
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LPP

RESERVED

REVENUES (PLN m)

Revenues(PLN m) 2,6929 3,1595 3,578.4 | 3,880.5 4,046.8

I 3.881 4,047
No. of stores 461 468 464 : 452 454 2160 3,578
Store size(m2) 1,104 1,202 1,329 : 1,338 1,464 2693
Floorspace (ths, m2) 509.1 562.3 616.7 : 605.0 664.8
Sales/ m2 monthly 475 514 527 i 525 500
% of floorspace in PL 49% 47% 44% : 44% 41% 2016 2017 2018 2018/19 2019/20

STORES

Revenues (PLN m) 11% 17% 13% | - 4%
No. of stores 3% 2% -1% i - 0% 225 236 248 240 254
Store size (m2) 7% 9% 11% : - 9%
Floorspace (eop, m2) 10% 10% 10% : - 10% . . .
Sales/ m2 monthly -2% 8% 2% i - -5% 2016 2017 2018 2018/19  2019/20
% of floorspace in PL -1pp -2pp -3pp ! - -3pp = Stores PL = Stores EX

GLOBAL ASPIRATIONS



CROPP

KEY BRAND
FEATURES

TARGET
CUSTOMERS

YEAR OF
LAUNCH

# STORES

# MARKETS

STORE SIZE

ADVERTISING

Streetwear brand influenced
by hip-hop and pop-culture

Teenagers
(boys and girls)

2004

360

17 off-line, 12 on-line

411 m2

Partner of artistic and street
art events

LPP




LPP

CROPP

REVENUES (PLN m)

Revenues(PLN m) 9149 11,0639 1,119.9 | 1,2057 1,300.2 1,206 1,300

! 1064 1,120 ’
No. of stores 379 381 373 : 369 360 915 :
Store size (m2) 318 334 359 : 360 411

I
Floorspace ths, m2) 120.4 127.2 134.0 | 132.8 147.9

I
Sales/ m2 monthly 653 732 729 | 723 717

I
% of floorspace in PL 54% 52% 50% : 50% 43% 2016 2017 2018 2018/19 2019/20
Revenues(PLN m) 16% 16% 5% | - 8%

I

160 170

No. of stores 2% 1% -2% : - -2% 173 7L 184

I
Store size (m2) 3% 5% 8% | - 14% . . . .

I
Floorspace (eop, m2) 5% 6% 5% : - 11%

| 2016 2017 2018 2018/19 2019/20
Sales/ m2 monthly 11% 12% 0% | - -1%

I B Stores PL = Stores EX
% of floorspace in PL -1pp -2pp -2pp : - -7pp

GLOBAL ASPIRATIONS
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KEY BRAND
FEATURES

TARGET
CUSTOMERS

YEAR OF
LAUNCH

# STORES
# MARKETS
STORE SIZE

ADVERTISING

Yy houwusoCc

An optimistic fashion brand

Teenagers
(boys and girls)

2001
(at LPPsince 4Q08)

318

17 off-line, 12 on-line

401 m2

Artistic events partner and
music sponsor




)
&

houwusoec

Revenues (PLN m) 767.1 805.3 920.0 | 992.6 1,117.3
No. of stores 330 333 332 i 329 318
Store size (m2) 320 332 350 : 350 401
Floorspace (ths, m2) 105.7 110.6 116.2 : 115.2 127.4
Sales/ m2 monthly 621 639 689 : 684 715
% of floorspace in PL 61% 59% 58% i 58% 51%
Revenues (PLN m) 14% 5% 14% | - 13%
No. of stores 3% 1% 0% i - -3%
Store size (m2) 2% 4% 5% : - 14%
Floorspace (eop, m2) 6% 5% 5% : - 11%
Sales/ m2 monthly 7% 3% 8% i - 4%
% of floorspace in PL -1pp -2pp -1pp | - -7pp

LPP

REVENUES (PLN m)

1,117

993
920
| : I

2017 2018 2018/19 2019/20
STORES
128 132 130 137
2017 2018 2018/19 2019/20

B Stores PL m Stores EX

GLOBAL ASPIRATIONS



MORITTDO

KEY BRAND Comfort and elegance;
FEATURES business and casual
TARGET

Young women

CUSTOMERS

YEAR OF 2008

LAUNCH (at LPPsince 4Q08)

# STORES 283

# MARKETS 17 off-line, 12 on-line
STORE SIZE 395 m2

Super models (Anna
ADVERTISING  Jagodzi ska,Anja Rubik,
ZuzannaBijoch)




MORITTO

Revenues(PLN m) 736.8 828.6 781.6 | 846.0 896.9
No. of stores 290 294 296 i 292 283
Store size (M2) 342 353 370 | 370 395
Floorspace (ths, m2) 99.1 103.8 109.4 : 107.9 111.7
Sales/ m2 monthly 636 696 620 i 619 631
% of floorspace in PL 54% 51% 49% : 50% 46%
Revenues(PLN m) 26% 12% -6% | - 6%
No. of stores 4% 1% 1% i - -3%
Store size (m2) 1% 3% 5% : ; 7%
Floorspace (eop, m2) 5% 5% 5% : - 3%
Sales/ m2 monthly 16% 10% -11% i - 2%
% of floorspace in PL -1pp -3pp -2pp | - -4pp
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KEY BRAND
FEATURES

TARGET
CUSTOMERS

YEAR OF
LAUNCH

# STORES

# MARKETS

STORE SIZE

ADVERTISING

Every day clothes and original
party outfits

Women, men, teenagers,
children

2013

324

17 off-line, 12 on-line

535 m2

Social media




sinsay
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Revenues(PLN m) 460.9 610.2 788.9 : 850.8 1,208.1
No. of stores 198 233 272 : 271 324
Store size (m2) 352 363 379 : 379 535
Floorspace (ths, m2) 69.8 84.6 103.0 i 102.7 173.3
Sales/ m2 monthly 607 690 719 : 709 728
% of floorspace in PL 70% 63% 58% : 58% 45%
Revenues(PLN m) 40% 32% 29% | - 42%
No. of stores 16% 18% 17% i - 20%
Store size (m2) 0% 3% 4%: ; 41%
Floorspace (eop, m2) 17% 21% 22% : - 69%
Sales/ m2 monthly 14% 14% 4% i - 3%
% of floorspace in PL -3pp -7pp -5pp | - -13pp
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Positive LFLs P key to successful off-line stores

LFLs DEFINITION LFLs IN LOCAL CURRENCIES
A Storesthat:

A have been the same as a year before (have not _
changed theirfloorspace, have not undergone 2016 6.4%
upgrades) and

) _ _ 2017 10.1%

A have been in operation for the past 12 months

(without a break longer than 7 days). 2018 7.2%
2018/19 7.8%

A Calculations are conducted without taking into account _ _
N| J«z X’ « NA33 X«N X’ « N- Ax®% X’ « G| N| 2;; Z3en" °-
are run, i.e. in local currencies.
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