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HUGO BOSS
Cautious customer spending and specific market challenges affect quarterly results

Sales EBITDA before special items
(in EUR million) (in EUR million)

@

668 643

Q1 2015 Q1 2016 Q12015 Q12016

((3)% fx-adjusted)
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HUGDO

Mixed started to the year in Europe

w : : .
w  Weakness in tourism compounds moderation of local

B OSS

HUGO BOSS Europe sales

(in EUR million)
demand 410 402
W UK continues growing solidly despite more difficult
market backdrop, Italy outperforming
W Sales decline in the Benelux markets and France
Q1 2015 Q1 2016
HUGO BOSS Europe sales
(change versus prior year, in %)
in EUR fx-adjusted
- 1)
2)
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HUGO BOSS

Weakness in the US drags down performance in the Americas

w
w

w
w

g=

HUGO BOSS Americas sales

Robust sales growth in Canada and Central & Latin (in EUR million)

America

US business declines across wholesale and own retail
channels

Measures to upgrade distribution in the wholesale

channel under way i reduction of off-price business, Q12015 Q12016
category migration, expansion of concession business
model

HUGO BOSS Americas sales
(change versus prior year, in %)

in EUR fx-adjusted

BN .

(9) (8)
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HUGO BOSS

Encouraging consumer reception of price changes in China and Asia

W Solid growth in Japan, momentum in South Korea HUGO B.QSS Asla/Racific sales
. L (in EUR million)
improves significantly
W  Salesin Hong Kong and Macau decline substantially 101 95
W Price adjustment and digital marketing focus support
strong volume increase in China
Q12015 Q12016

HUGO BOSS Asia/Pacific sales
(change versus prior year, in %)

in EUR fx-adjusted

-

(6) (5)
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HUGO BOSS

Own retail business grows moderately due to sales contribution from new space

W Comp store sales down 6% on a currency-adjusted HUGO B.QSS Retall sales
L . (in EUR million)
basis in the first quarter

w . . . .
W Growth of online business in line with the rest of own 370 370

retail, insourcing of fulfillment in Europe completed
successfully

W . .
w  Pace of store expansion forecast to moderate in 2016 Q12015 Q12016

HUGO BOSS Retail sales

(change versus prior year, in %)

1
4 I
in EUR fx-adjusted
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HUGO BOSS

Cautious ordering behavior and takeover effects impact wholesale sales

W US wholesale business declines at a double-digit rate HUGO B.QSS Wholesale sales
(in EUR million)
W Cautious retailer sentiment also in Europe
284 257
W  Takeovers cause shift of sales into own retail business u
Q12015 Q12016
HUGO BOSS Wholesale sales
(change versus prior year, in %)
in EUR fx-adjusted
(10) €)

dbAccess Global Consumer Conference HUGO BOSS © June 15-16, 2016

10



HUGO BOSS

Significant operating deleverage despite tighter cost management

Selling & Distribution
expenses

2 7 9 EUR million

(140)
bp

Gross profit margin

64.1% O

Administration expenses

7 3 EUR million

EBITDA (before special items)

9 3 EUR million

S

EBIT Net income attributable to
_ (49)%
equity holders of the parent company
54 EUR million 3 9 EUR million
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Operating profits decline in all regions

Segment profit

HUGDO

B OSS

In EUR million Q1 2016 In % of sales Q12015 In % of sales Change in %
Europe* 117.9 29.3 131.3 32.0 (20)
Americas 26.5 20.4 32.1 22.4 ann
Asia/Pacific 17.5 18.4 31.2 31.0 (44)
Licenses 13.4 85.3 10.7 78.0 25
Segment profit operating segments 175.3 27.3 205.3 30.8 (15)
Corporate units/consolidation (81.8) (73.8) (12)
EBITDA before special 93.5 145 1315 19.7 (29)
*Incl. Middle East and Africa
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HUGO BOSS

Rate of inventory growth continues to improve

Average trade net working capital as a percentage of sales (in %)
Currency-adjusted inventory growth, y-o0-y

20% - 19.1% 19.7% 19.8% 19.8% 19.5% 19.5%
18.1%

18.7% I Trade net working capital

as a percentage of sales

Currency-adjusted
inventory growth, y-o-y

15%

10%

5%

Q22014 Q32014 Q42014 Q12015 Q22015 Q32015 Q42015 Q12016
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HUGO BOSS

Investments start moderating in the first quarter

Investments Free cash flow
(in EUR million) (in EUR million)

I @ ¥

Q1 2015 Q1 2016

| v

s cuaoms E B
©)

©)

w : : W : o

w  Own retail expansion and w  Working capital improvements
renovations focal point of and lower investments more
investment activity than offset earnings decline

dbAccess Global Consumer Conference HUGO BOSS ©

Net debt
(in EUR million)

G105%>

Mar. 31, 2015 Mar. 31, 2016

W )

W Net debt remains at low levels
despite year-over-year
increase
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HUGO BOSS

Strong assets are solid f-tkenmmsdcadss on f or Group

Globally recognized brand Strong operational infrastructure Passionate workforce

} Customer centricity, focus on brand control and global growth ambition to remain cornerstones of Group strategy
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HUGO BOSS

Upgrade of store network in China addresses legacy of prior franchise model

HUGO BOSS China sales 2010-2015

Upgrade and optimization of retail presence ongoing (in EUR million)

Around 20 store closures planned in 2016

211 211 215 232
183
Renegotiation of rental contracts yields positive results 117 I I I

2010 2011 2012 2013 2014 2015

2= == ==

Number of own retail stores in China (Dec 31, 2015)

Il VL China
Hong Kong
M Macau

9
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HUGO BOSS
Price adjustments further strengthen the
Price levels by market (indexed, after adjustment
W 20% price reduction implemented with the launch of the ! Y y (Index 135 I )~150

Spring 2016 collection supports 10% volume increase
in Mainland China in the first quarter

W Step up of social media and CRM activities contributes
to traffic stabilization
W Smaller adjustments in remaining Asian markets ex

Australia and Japan

dbAccess Global Consumer Conference

HUGO BOSS ©

~110

100

ML China/
Japan/ Taiwan
South Korea/
Singapore/

France Australia Hong Kong/

Asia/Pacific sales split
(FY 2015)

I china
I Japan
M Oceania
Il other
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HUGO BOSS

Upgrade of distribution in U.S. wholesale initiated

w
w

2=

2=

HUGO BOSS U.S. sales 2010-2015
Category migration limits exposure of BOSS core brand (in EUR million)

to promotional retail environment

Concession agreement with Mac
end of January

BOSS core brand presence in off-price concepts to 2010 2011 2012 2013 2014 2015
become significantly smaller

U.S. sales mix by distribution channel (2015)

Top 5 U.S./ CAD wholesale partners

1. Nordstrom

N

Bl oomi ngdal eds

41%
3. Hudsonds Bay
4. Macyos
M Retail
5. Dillards

Wholesale
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HUGO BOSS

HUGO BOSS adjusts to changing customer journeys

w  hugoboss.com website important mean to engage
customers and drive them to store

W Insourcing of online fulfillment in Europe since May
prerequisite for planned launch of omnichannel services
later in the year

W Marketing spend to prioritize digital over print
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HUGO BOSS

CRM and personalized service foster close ties with the customer

w  Ongoing rollout of my HUGO BOSS and corresponding
in-store application upgrades customer service

w  High focus on personnel management and retail trainings

HUGO BOSS

EXPERIENCE

HUGO BOSS EXPERIENCE
your My HUGO BOSS » t
e HUGO BOSS EXPERIENCE. /f

= ONLINE BENEFITS
= IN-STORE BENEFITS

= SERVICE & INFORMATION BENEFITS
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HUGO BOSS

In-store performance sole driver of retail merchandising decisions in 2016

BOSS BOSS BOSS BOSS BOSS
Made To Measure Full Canvas Suits Tailored Premium Premium
Formalwear Sportswear
~10% of net sales ~90% of net sales
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HUGO BOSS

Renewed focus on core menswear business

W . . .
w  Dedicated Board responsibility for brand and creative
management established

w . .

w  Menswear marketing spend to be increased

W . . .

w  Expansion of floor space allocation in own retalil
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HUGO BOSS

Womenswear remains strategic growth opportunity

W BOSS Womenswear business has improved significantly

under Jason Wubés artistic direction
W Group committed to invest in long-term growth
W BOSS Womenswear continues performing better than

overall segment also in the first quarter of 2016
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