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The Groupds operating environment

Todayods cus{
increasingly think
fmolineo
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W  The customer journey has become
increasingly complex
omer s
w  Customers expect seamless brand and

shopping experience across all
touchpoints

Wi .
w  Fewer but better informed customers

mean footfall declines are here to stay
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HUGO B OSS
The Groupdbs operating environment i s ct
W Recent exchange rate volatility has
shifted demand between regions
The importance of the W
traveling consumer is w There is a growing awareness of
growing by the day di fferences in brandso gl
architecture
W  Global relevance and brand consistency
are key to long-term brand survival
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The Groupds operating environment

The relationship
between brands and
customers has changed
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2=

The relationship between premium
brands and their customers has become
one of equal partners

2=

Convenience and personalized service
have become means to differentiate

2=

Consumers look for experiences rather
than just products
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The Groupds op

HUGO B OS S

erating environment

Marketing power drives
brand desirability

W Ability to engage customers is key to
commercial brand success

W Content replaces image

W Brands must build emotional value
beyond pure product value to be
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successful
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The Groupds operating environment

The importance of
sustainability is rising

2=

Consumers place increasing importance
on sustainable business practices in
supply chain in particular

==

Sustainability is an opportunity to create
additional brand value
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2=

Innovation and productivity improvements
are key to offsetting cost pressures
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The Groupds operating environment i s

Competition for share of
c ons u maletsso
tough in apparel

HUGO BOSS Investor Day 2015 // Group Strategy Update

Low interest rate environment favors
investment in high-ticket items

2=

Wi .
w  Industry suffers from perceived lack of
newness and innovation
W . ;
w  Deflationary trends in the value segment
also putting pressure on the high end
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HUGO B OSS
The Groupds operating environment i s
W Presence in a few selected retail areas
worldwide defines global brand ambition
Global brand perception
: : W : . : :
is shaped in key W  Rents in top locations continue to rise
metropolitan areas sharply
W  Second and third tier locations are falling
out of favor
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The Groupdbs operating environment i s ct

2=

Competition from online and mono-
brands is growing
The pressure on

multi-branded retail is W Thereisa perceived lack of differentiation
growing . . . .
W Promotional Il ntensity 1i1s
image and is putting profitability under
pressure
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The Groupds operating environment

Talent has become a
scarce resource

HUGO BOSS Investor Day 2015 // Group Strategy Update

W . a

w Change of industryos
requires new skill sets

W .

w AWar for talento 1is
and corporate functions

W . of

w  Productivity improvements are needed to
mitigate cost pressures
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s cl

busi

nt en

13



HUGDO

What does all this mean for the industry?

w
w

==

2=

Chall enges for t

Changing consumer habits
mean business models are
changing industry-wide

Pace of industry growth is
slowing

Cost of doing business is rising

he whol
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Industry-wide growth has slowed and margins are under pressure

Luxury apparel market growth
(fx-adjusted)

12%

8% 8%

2% 2% 2%

2010 2011 2012 2013 2014 2015e

Source: Fondazione Altagamma / Bain
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Mean adjusted EBITDA margin in premium and
luxury apparel & footwear peer group*
207% ‘e’ 211%
19.3%
| | I l. |
2010 2011 2012 2013 2014  2015e
* Peers include Brunello Cucineli, Bur berry, Ralph Lauren,
Source: Bloomberg

Pr ada
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And what does all this mean for HUGO BOSS?

w
w

==

2=

Chall enges for t

Changing consumer habits
mean business models are
changing industry-wide

Pace of industry growth is
slowing

Cost of doing business is rising

he wh
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=

=

2=

Business model has to become
more customer-centric than ever
before

Need to nurture
potential beyond its core

Need to constantly improve
efficiency and productivity

r

HU

br ar
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Agenda

Groupbs operating enviapidpaoee nt changing at

Group strategy to turn challenges into opportunities

Group committed to investing in long-term growth
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Every element of Group strategy must contribute to turning these
challenges into opportunities

Elevate the Leverage the Build |
BOSS core brandés pot emrichaankl to S Lot
brand by in womenswear drive own retall YYEOIIES I
engaging and shoes & online and offline underpenetrated
consumers accessories markets
emotionally
Further build the Groupbs operational strer

HUGO BOSS Investor Day 2015 // Group Strategy Update HUGO BOSS C November 24, 2015 18
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Brand elevation aims to increase luxury share to 20% of BOSS sales by 2020

Elevate the Leverage the Build _

BOSS core brandds pot emnichaanelto Exploit growth
brand by in womenswear drive own retail JPRONITIES [
engaging and shoes & online and offline LER pEEElEe

consumers accessories markets

emotionally

Further build the Groupbs operational strer
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Emotional brand perception will be key to brand elevation

Emotional level Connect

_— through
i ’ SHARED
VALUES

l Inspire and enable When a garment simply
people for success feels right you are ready

to achieve whatever you

' I are striving for in life

!im“l
1

HUGO BOSS

Rational level EiiEs

through

: SHARED ——
EXPERIENCES . 1

|+ il

The unique combination
of craftsmanship in
tailoring and the artistry
of modern engineering

Outstanding quality and
the perfect fit
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An increasingly differentiated brand portfolio will support BOSS brand
elevation

Future brand positioning

BOSS

HUGO BOSS

LUXURY

HUGO

L)

PREMIUM

s

authentic innovative confident progressive
lighthearted dynamic sophisticated contemporary

RETAIL

WHOLESALE



HUGO B OS S

A changing price architecture supports brand differentiation

HUGO BOSS price ranges by product group and brand line
(Pre-Fall 2016 collection, German market)

BOSS HUGO BOSS

in EUR

HUGO BOSS HUGODO BOSS
Clothing Shirts 90 - 229 70 - 120 - W BOSS core brand offering
will continue to be
Trousers 140 - 299 110 - 140 - . .
anchored in premium,
Jackets 349 - 749 279 - 379 - extending into luxury
; ) ) - W
Sportswear  Polos 80 - 249 75 - 100 70 - 120 will cater to entry price
points discontinued by the
Jeans 130 - 279 100 - 150 100 - 150 BOSS core brand
Trousers 140 - 200 110 - 160 120 - 140
Quterwear 299 - 799 279 - 299 229 - 279
Jackets 349 - 699 279 - 329 -
Shoes 240 - 495 170 - 270 140 - 195

HUGO BOSS Investor Day 2015 // Group Strategy Update HUGO BOSS © November 24, 2015

22



HUGO B OS S

The growing focus on BOSS in own retail supports increased basket sizes

W Increasing focus on BOSS core brand across
menswear clothing, menswear sportswear and
womenswear

W Demand-driven, gradual shift of offering
towards more valuable, higher priced product

W Growing weight of BOSS Tailored and

BOSS Made To Measure

Space allocation by brand line (DOS)

As of December 31, 2013 By year-end 2016e

N

Il BOSS

BOSS Green
M Boss Orange
M Huco

Degree of company  Trend in LFL components
influence

(DOS, YTD Sep 2015)

Traffic @

Conversion rate

Units per transaction

000+

Average selling price ﬁ

Net sales
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The category migration process has been well received by wholesale
partners in Europe

w
w

W
\W

w
w

Category migration process almost completed
in Europe

Distribution of BOSS core brand limited to
shop-in-shops

Substitution of BOSS core brand with HUGO
and BOSS Green in category business

Wholesale category business order book
(Top 8 EMEA WHS category customers,
Spring/Summer 2015 vs. Spring/Summer 2016 // in %)

HUGO BOSS Investor Day 2015 // Group Strategy Update HUGO BOSS C

Il BOSS Man
Il HUGO Man
2015 2016 BOSS Green Man

Top 5 European wholesale markets 2015

1.

2
3.
4

Germany —
: : N Z
United Kingdom IS

France I I
Scandinavia . - . pr— -l— —|—

Benelux | |

November 24, 2015
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Womenswear aims to account for at least 15% of Group sales by 2020

Elevate the Leverage the Build |

BOSS core brandos pot emnichaanklto Exploit growth
brand by in womenswear drive own retall YYEOIIES I
engaging and shoes & online and offline LER pEEElEe

consumers accessories markets

emotionally

Further build the Groupbs operational strer



key val

ues

NnNBOSS Womenswear

Tailored
Building on t
competence in tailoring

Sophisticated
Presenting an urban and
cultivated approach to the
daily wardrobe

Feminine

Offering desirable products
with a high degree of
feminine aesthetic

t ouch

he
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HUGDO

shape

of fer s

for
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t he brand©os

modern yet
sophisticated

Modern

womanos

Innovative

techniques

Refined

November 24, 2015

compet

ti
W o

Providing sophisticated

and versatile garments that
fulfil every need of a

iMestylee r n

Innovating with new and
cutting-edge fabrics,
finishes and construction

Offering straightforward,
understated luxury
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BOSS Womenswear addresses four key user moments

MODERNBUSINESS MODERN DAY
e & £ 2
| ‘ '
] |

=)

4 q it

OCCASION LUXURY LEISURE

-

l\ / N
e N 4
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Healthy and sustainable growth in the womenswear business

Womenswear sales growth has accelerated, ‘(’i‘:loénuegmﬁg;;a'es
driven by own retail and wholesale alike and share of sales channels 289
(in %)
249 263
231
213 211
. 56
45 - 49 52
48 48 44 41 40
Retail
— 2 3 & 4 4~— B Wholesale
2009 2010 2011 2012 2013 2014 Licenses
i Number of DOS offering womenswear
The _number of st(_)res offering womenswear (Septomber 2014 v, September 2015)
has increased, driven by the establishment of o1
30 ambassador storesé 258
2014 2015
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Overall stable retail space allocation by gender, but increasingly leaned
towards BOSS

A | ce allgcaion nder (DOS) i
€ b ut t h e_, overa l I a I l 04 Spgothbb;r 14\?Qg§pteml§er%?)lt5//al'n%)l S p ace
not changed significantly

11 12

89 88

Womenswear

2014 2015 Il Menswear
However, the focus in own retail has clearly Space allocation by product category (DOS)
shifted to the BOSS brand (September 2014 vs. September 2015 // in %)

10 12

14 [ 9 |

Shoes & Accessories
M HUGO
I BOSS Orange

2014 2015 M BOss
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The communication focus has supported increased brand awareness

NEW YORK FASHION SHOWS
y 4

EUR million

Editorial value of womenswear coverage
(YTD Sep. 2015, Source: DMR)

Media spend relative to Budget allocation of
overall marketing spend  media spend by gender
(2015e)

2015e
42%
58%

2016e

BOSS

I woman
Man

60%

N
JETSET <4
IHOLIDAYS

Fashion show presence and advertising support have contributed to growth of brand
awareness in womenswear

HUGO BOSS Investor Day 2015 // Group Strategy Update HUGO BOSS € November 24, 2015 30
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At least 75% of Group sales are to be generated through own retail by 2020

@

Elevate the Leverage the Build _

BOSS core brandds pot emnichaanelto Exploit growth
brand by in womenswear drive own retall YYEOIIES I
engaging and shoes & online and offline Sl e

consumers accessories markets

emotionally

Further build the Groupbs operational strer
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New openings and takeovers have contributed to past retail expansion

Retail store expansion by format and type

206 4 2 5 Freestanding stores

238

130 Shop-in-shops
550

116 114
Outlets
104 100
o I Organic openings
3 2 I Freestanding store takeovers
Shop-in-shop takeovers
2010 2011 2012 2013 2014 YTD Sep
2015
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Future store openings will focus on key metropolitan areas

BOSS store
New York City // World Trade Center
Opening date: Summer 2016

CROSS
- bUS

London // Regent Street-
Opening date: Decemk
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